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INTRODUCTION

Researchers have conducted many studies to  find out  the  variables that influence the  interest of  tourists 
to  revisit  tourist destination.  Based on the theory of planned behavior and empirical studies, it is stated that 
intentions are influenced by individual attitudes. Attitude is the extent of dislike or liking towards an object or 
problem, and attitudes range from general to specific and contain both efective (emotional) and belief components 
(Fishbein and Ajzen, 2009). Previous research has shown that attitude has a significant effect on intention, as 
done by (Liu et al., 2018; Hoque and Alam, 2018; Setijanto, 2019; Yang, 2019; Hasan et al., 2019; Harahap 
and Dwita, 2020; Hasan et al., 2020; Intayos et al., 2021; Liao et al., 2021; Foroudi et al., 2021). Different 
things were obtained in research conducted by (Abbasi et al., 2021) stated that attitudes are not significant in 
influencing the intention of tourists to visit again. This shows that there are still inconsistencies in the results 
on the influence of attitudes towards intentions. The results of this inconsistency show that not all travelers 
have a positive attitude towards return visits. It is necessary to believe in the impulses and pulls associated 
with generating a positive attitude and intention to visit again.

 The statement of selling tourism is selling dreams is a necessity, when tourists choose a destination they 
believe and hope for beautiful dreams to come true (Bong et al., 2019:5). Tourist Trust is a positive expectation 
of the quality of service obtained, trust in comfort and protection from the manager and the surrounding 
community, including timely service (Lanin and Hermanto, 2018). Trust creates a sense of security, assurance and 
consistency towards service providers (Parasuraman et al., 1985).Unique experiences experienced by Travelers 
that involve emotions, irrational thoughts, fantasies, and reality, merge into one that influences each other. 
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Research on Brand Love has an important influence on interest in returning 
visits, and reveals various benefits for tourist attraction managers. This 
study aims to collect empirical evidence about the effectiveness of Brand 
Love in attracting tourists. A meta-analysis method, with calculated the 
effect size 33 publications from the results of the study between 2019-2023. 
The results show that Brand Love mediation in attracting tourists has a 
positive and high influence on return visits to a tourist attraction. Based on 
the analysis of mediator variables related to instructional characteristics, 
there were significant differences in the variables of the type of visit, 
the characteristics of tourists, and the type of Brand Love. However, 
moderator variables related to methodological characteristics did not have 
a significant moderating influence on revisiting interest. This research 
contributes to marketing management, in winning the interest of tourists 
to revisit a tourist spot through the role of brand love.
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Researchers used brand love  to increase  interest to  buy products or revisits, which is believed to increase 
the passionate emotional bond of satisfied travelers.   The deep attachment stored in their memory to the 
destination visited (Han et al., 2019). The results of research conducted by (Batra et al., 2012) stated that the 
strength of attitudes towards love is related to brand love. Positive attitudes Tourists can increase brand love for 
the destinations visited. Deep brand love from individuals will be able to increase their intent to make repeat 
purchases or repeat visits. Brand attitude has a significant positive effect on brand love (Arghashi et al., 2021), 
in line with (Madadi et al., 2021). Brand love has a direct and indirect influence on intention (Ayutthaya and 
Khamwon, 2017). The results of (Liu et al., 2018) research prove that brand love has a full mediating role in 
the transfer of novelty effects to the intention of visiting again. Research conducted by (Han et al., 2019) found 
that brand love can increase customer loyalty intentions of the environmentally friendly aviation industry in 
Korea. Other researchers also say that brand love has a significant positive effect on the intention to make a 
purchase (Navaneethakrishnan and Sathish, 2020). The significant mediating effect of brand love reveals the 
importance of winning brand love from consumers.

Research on brand love has mostly been done in the United States. Brand  love is a full mediator in the 
relationship between hedonic  products and brand loyalty (Carroll and Ahuvia, 2006), as well as in self-
expressive brands with positive WOM.  Batra et al. (2012)  mentions that high-level brand love factor models 
include:  passion-driven behavior, self-brand integration, positive emotional connection, term relationships 
Long, anticipated separation distress, overall attitude valence, attitude strength (certainty/confidence). Research 
on destination brand love has only focused on the United States and Japan, further study suggested in other 
countries with viable cultural contexts (Swanson, 2015, 2017) and (Lee and Hyun, 2016). Brand love consumers 
will be more forgiving when disappointed, because attitudes have a strong influence on brand love for both 
high and low engaged consumers (Hegner, 2017). Brand love is the attachment of an emotional connection 
between customers and a particular brand (Aro et al., 2018). Brand love has been defined as increased loyalty 
(Carroll and Ahuvia, 2006). In the context of brands, (Baldinger and Rubinson, 1996) cited also by (Aro et al., 
2018) suggest a definition that includes aspects of attitude and behavior, since loyalty is not only considered 
a pattern of repurchase but also includes a strong attitude towards the brand. Madadi et al., (2021) found that 
ethnic advertising has the strongest effect on brand love compared to brand attachment, and attitude towards 
brands. The research looked   more for the relationship between brand love and products.

The main purpose of this study is to determine the influence of brand love on tourist interest to visit again. 
This is by analyzing research published between 2019 until 2023. The reason behind it is that the state of the 
tourism world has changed since the Covid19 pandemic. In accordance with this main objective, solutions are 
sought for the following sub-problems: 1) What is the average use of brand love in returning interest? 2) What 
is the effect of the average use of brand love on interest in returning to visit again in terms of characteristics 
of tourists? 3) What is the effect of the average use of brand love on interest in terms of the characteristics of 
brand love? 

 
METHOD

This study uses a quantitative meta-analysis method because it uses calculations of numbers and statistics, 
to compile and extract so much information (Glass et al., 1981). Meta-analysis is a  systematic study method 
accompanied by statistical techniques to calculate the conclusions of  several research results (Dahlan, 2012).   
This data collection process is carried out through 3 stages, consisting of searching and retrieving articles, 
filtering and sorting, and analysis. Data collection is carried out by researchers by searching for articles that 
are relevant or related to the topic to be researched on internet network sites. Sampling  error will have an 
unstructured impact  and greatly affect the sample  size and  measurement error correction (Hunter and Schmidt, 
2004). The data collected are research data in accordance with the required variables, as stated in the coding 
sheet. All articles were found to have met some of the sample criteria, namely research conducted in Indonesia 
in the 2019-2023 period, written by researcher related to the use of brand love for interest in visiting a tourism  
destination again. Referring to the variables in the coding sheet, the article is then analyzed for its content and 
selected according to the data needed to calculate the effect size. After passing the entire selection process to 
meet the sample criteria, the article can be further analyzed and used as research report data that calculates its 
effect size. Hedges and Olkin (2014) mentioned that effect size refers to the magnitude or strength of  findings 
that occur in research studies.

Literature review is carried out systematically to select research to be included in the meta-analysis. A way 
is done to access all published research and focus on the use of brand love on interest in visiting a tourism 
destination again. In line with the research objectives, searches were conducted on search engines such as 
Google Scholar, Directory of Open Access Journal (DOAJ), Researchgate, Scopus.com, WebofScience.com 
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and Freefullpdf in January 2023. Using the 'advanced search' tool of this database, scientific publications 
written between 2019 until 2023 were detected based on titles, abstracts and keywords. The key words are as 
follows; brand love,' tourist destinations', and 'interest in revisiting'. After an extensive literature review, 233 
scientific publications were selected. However, 30 studies that fit the research objectives have been identified.

After an extensive literature review on the use of brand love on the interest in revisiting, researchers 
determined the criteria for selecting research on the use of brand love on interest in revisiting a tourism 
destination. Some of the inclusion criteria in this study are: 1) Research topics containing research on brand 
love; 2) The publication year, i.e. the one published between 2019-2023; 3) Sample consisting of tourists; 
4) the use of brand love for interest in revisiting a tourism destination; 5) Have adequate numerical data i.e. 
present statistical data such as sample size, standard deviation, and arithmetic mean value. Research without 
the necessary statistical data and explanations of moderator variables is not included, this is done to make it 
easier to calculate the size of influence. This meta-analysis research includes empirical research on the use 
of brand love. 

The coding form used in this study consists of three main parts. The first section is "Research identification" 
which contains information about the research such as 'year of research', 'research title' and 'author's name'. The 
second section includes "Research data" which has statistical data such as mean values and standard deviations 
as well as sample size. The third section is "Characteristics of Study Content" which contains information 
about the content of the study. The characteristics associated with the content of the study are divided into 
two groups, namely methodological and instructional. The factors that determine the methodological and 
instructional characteristics are described as follows.

Type of Research: All selected studies are classified and coded based on the type of research used.

Research Instruments: Outcome measures are classified as researcher-developed assessment instruments 
or standards found in the literature. 

Table 1. Year of Publication
Year of publication n %

2019 3 10.00

2020 5 16.67

2021 4 13.33

2022 10 33.33

2023 8 26.67

Total 30 100

Table 2. Types of Research
Types of Research n %

Case study 7 23.33

Quantitative 11 36.67

Survey 3 10.00

Explorative 2 6.67

Mix method 7 23.33

Total 30 100

Table 3. Research Instruments

Research instruments n %

Developed 19 63.33

Already exists 11 36.67

Total 30 100
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Table 4. Types of Brand Love

Types of Brand Love n %

Passion 8 26.67

Attachment 7 23.33

Positive evaluation 2 6.67

Positive emotions 7 23.33

Declaration 6 20.00

Total 30 100

Consequences of Brand Love: In this context, it is found that some are based on information technology 
(computer applications) and some are physical and some are physical and digital.

Executor: Brand Love providers are coded in two different categories namely 'goods', and 'services'.

Brand Love connoisseurs: Brand Love connoisseurs are coded in four different categories namely 'individual', 
'small group', 'full participation' and mixed'.

Table 5. Consequencs of Brand Love
Consequences of Brand Love n %

Brand loyalty 7 23.33

Positive word of mouth 14 46.67

Resistance to negative information 9 30.00

Total 30 100

Table 6. Executors
Categories n %

Goods 27 90.00

Service 3 10.00

Total 30 36.67

Table 7. Methods of Brand Love Connoisseurs

Brand Love connoisseur's method n %

Individual 11 36.67

Small groups 7 23.33

Full Participation 3 10.00

Mixture 9 30.00

Total 30 100.00

Year of publication: Research on the role of brand love published between 2019 and 2023 was included 
in the study. This is because the presentation of the last 5 years 2019-2023 makes the results clearer and 
understandable.

 Data analysis is performed after encoding on the encoding form. The data analyzed are statistical data from 
research included in the meta-analysis on the use of brand love mediating role. In this study for data analysis 
using the effect size meta-analysis method. The basic objective of the effectiveness of treatment in this way is 
shown using the formula d = (Xe-Xc) / SD (Gozuyesil &; Tanriseven, 2017). The numerical value obtained in 
the study was converted into a standard  effect size to ensure the equivalent measurement was related to the 
standard deviation of each study (Maggin et al., 2019). Effect size is also determined according to the type of 
meta-analysis used (Kraft, 2020). The effect of treatment using 'd' as representative of the effect size standard  
(Kraft &; Hattie, 2021). The average difference was used to calculate the standard effect size in this study. 
Then the results are categorized according to Cohen's effect size classification.
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RESULTS

This study was conducted to determine the influence of brand love on interest in visiting again. 30 effect 
sizes from each study were used in total. Table 8 shows the average effect size of the studies included in the 
meta-analysis.

Table 8. Averages the Effect Size of Each Study.
No. Code Effect Size Category
1 BL01 0.2572 Low
2 BL02 0.3908 Low
3 BL03 0.7929 Tall
4 BL04 -0.7892 There is a decrease
5 BL05 0.8160 Tall
6 BL06 0.4042 Keep
7 BL07 0.2579 Low
8 BL08 -0.5245 There is a decrease
9 BL09 0.5213 Keep
10 BL10 0.4583 Keep
11 BL11 0.9016 Tall
12 BL12 0.4334 Keep
13 BL13 0.3967 Low
14 BL14 0.9677 Tall
15 BL15 -0.5491 There is a decrease
16 BL16 -0.3935 There is a decrease
17 BL17 0.8235 Tall
18 BL18 -0.4804 There is a decrease
19 BL19 0.9110 Tall
20 BL20 0.8016 Tall
21 BL21 0.8275 Tall
22 BL22 0.7586 Tall
23 BL23 -0.4112 There is a decrease
24 BL24 0.3912 Low
25 BL25 0.4800 Keep
26 BL26 0.9131 Tall
27 BL27 0.4091 Keep
28 BL28 -0.6920 There is a decrease
29 BL29 0.6526 Keep
30 BL30 0.4089 Keep

∑ ES
   ES

10.1352
0.3378

Standard Deviation 0.5419

The results of the effect size analysis in Table 8 revealed that the overall average influence of brand love 
on interest in visiting again or that can be associated with brand love in the publication results of the studies 
analyzed in this study was 0.3378 with a standard deviation of 0.5419. There were 10 publications with 
high interpretation, 8 publications with medium interpretation, 5 publications with low interpretation and 7 
publications with decreased interpretation. This shows that there is an impact caused by brand love.

Based on the methodological characteristics contained in each publication analyzed, the influence of brand 
love in terms of methodological characteristics can be presented in the following table.
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Table 9. Methodological Characteristics in the Year of Publication
Year of Publication 2019 2020 2021 2022 2023

n 3 5 4 10 8

∑ ES
     ES

1.4409 0.1644 2.3146 4.0634 2.1517

0.4803 0.0328 0.5786 0.4063 0.2689

Standard Deviation 0.2788 0.6686 0.2184 0.6271 0.5407

Table 10. Methodological Characteristics of Research Types

Types of Research Case Study Quantitative Survey Explorative Mix Method

n 7 11 3 2 7

∑ ES
     ES

2.1298 2.5550 2.5399 0.3473 2.5629

0.3042 0.2322 0.8466 0.1736 0.3661

Standard Deviation 0.5351 0.6019 0.0571 0.8271 0.5030

Table 11. Methodological Characteristics of Research Instruments
Research Instruments Developed Already Exist

n 19 11

∑ ES
     ES

5.5958 4.5393

0.2945 0.4126

Standard Deviation 0.5659 0.5152

Based on the instructional characteristics contained in each publication analyzed, the influence of brand 
love in terms of instructional characteristics can be presented in the following table.

Table 12. Instructional Characteristics of Brand Love Types
Types of Brand Love Passion Attachment Positive Evaluation Positive Emotions Declaration

n 8 7 2 7 6

∑ ES
     ES

1.6054 3.1299 0.4299 2.7981 2.1717

0.2006 0.4471 0.2149 0.3997 0.3619

Standard Deviation 0.5755 0.5472 0.8605 0.6009 0.5509

Table 13. Instructional Characteristics on the Consequences of Brand Love

Consequences of Brand Love Brand Loyalty Positive Word of Mouth
Resistance to Negative 

Information

n 7 14 9

∑ ES
     ES

2.1298 5.0950 2.9102

     ES 0.3639 0.3233

Standard Deviation 0.5351 0.5896 0.5315

Table 14. Instructional Characteristics in Implementers

Executive Thing Service

n 27 3

∑ ES
     ES

9.7657 0.3694

0.3616 0.1231

Standard Deviation 0.5312 0.7164



Jurnal Riset Bisnis dan Manajemen
Volume 17, No. 1, February 2024

The Mediating Effects of Brand Love on ... 7

Table 15. Instructional Characteristics of Brand Love Connoisseurs Method

Brand Love Connoisseurs Method Individual Small Groups Full Participation Mixture

n 11 7 3 9

∑ ES
     ES

3.4866 1.1983 2.5399 2.9102

0.3169 0.1711 0.8466 0.3233

Standard Deviation 0.5320 0.6379 0.0571 0.5315

DISCUSSION

Exploring the effect of using brand love on interest in revisiting is the purpose of this meta-analysis. In 
this context, 30 studies were included in the meta-analysis and effect size calculations were carried out. Based 
on Cohen's effect size classification, where the average effect size value of the effect of using brand love on 
interest in visiting again  is moderate and positive. Similarly, a meta-analysis study that examined the effect 
of using Brand Love on consumer interest in transacting again found a positive and large effect size (Singh et 
al., 2016). In addition, a study that examines the influence of brand love characteristics on consumer interest 
in a product has a positive and moderate size effect (Passolunghi et al., 2020). The results of this study are 
in line with the results of research by Moraová (2017), Prendergast et al., (2017), and Koparan (2017) on the 
influence of brand love on customer interest in using transportation services (Koparan, 2017; Moraová, 2017; 
Prendergast et al., 2017). A meta-analysis of the effect of using brand love on consumer interest, especially 
in revisiting, which is similar to this study, is that brand love was identified as effective in consumer interest 
for redating. The study was conducted in 2022, where Byun and Joung conducted a meta-analysis with a total 
of 277 studies collected for review, but of the studies, only 32 studies were identified as empirical studies 
and systematically analyzed to investigate current research trends (Byun and Joung, 2018). In addition, due 
to insufficient statistical data, only 15 of the 32 studies analyzed to calculate the effect of overall brand love 
utilization size on redacting interest. The results of Byun and Joung's research show that the overall size effect 
is positive and moderate from the use of brand love on consumer interest numerically. In addition, a meta-
analysis on the use of brand love found the consequences of using brand love (Callaman and Itaas, 2020). In 
addition, influence was also found from the characteristics of brand love and visitor characteristics (Batdi and 
Talan, 2019). Overall, this study shows that the effect size calculated related to the effect of utilizing brand 
love consumer interest is high. When all these results are considered, it can be confirmed that the use of brand 
love in attracting consumers has a positive effect.

Another finding of this meta-analysis is that moderator variables associated with methodological characteristics 
do not have a significant moderating influence. The type of research does not change the effect of its average size 
on visitor interest. Another methodological variable investigated for the role of moderation in this study was the 
'research instrument'. According to the results, this variable is not a significant moderator. Thus, for the purpose of 
assessing revisiting interest, using measuring instruments prepared by the researcher from the study or instruments 
developed in other studies does not change the size of its effect on revisit interest. The final finding of the study 
was that variables related to instructional characteristics had a significant moderating influence on revisiting 
interest.  Variables related to interest in revisiting are Brand Love Characteristics, Brand Love Consequences, 
Implementers, and Brand Love Connoisseurs Method. Significant differences were found between these variables. 
The effect size of Brand Love Consequences in the form of Positive word of mouth is higher than the effect size of 
other Brand Love Consequences. Similarly, AAMIR also found that the effect size of Brand Love Consequences 
varies. Based on the results of this study, it can be concluded that Positive word of mouth has a more positive 
effect in Brand Love compared to other Brand Love Consequences (Radovic et al., 2020).

Other implementers' variables, in other words using goods or services or using both, affect the average 
effect size on revisit interest. In studies that use brang has a positive and high effect size. However, these 
findings contradict a previous meta-analysis conducted by Kablan et al. in 2018. They found no significant 
difference between variable effect sizes regarding different brand love providers. The different revisit interests 
associated with these brand love providers can help us understand that different brand love providers are quite 
important for revisit interests. In experimental research, researchers can apply brand love tests to experimental 
or control groups and products can be distinguished between goods and services. All of these problems can 
affect interest in revisiting. In addition, the level of management skills of the researchers can affect the results. 
On the other hand, when only researchers manage the implementation process, activities can be carried out 
properly (Parmaxi and Zaphiris, 2020). In this study, 'implementers' were analyzed as moderator variables 
and it was found that the effect of size on revisit interest did not change when the type of product was used by 
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the researcher. In BANDAR research, it was found that the method of using Brand Love individually and in 
groups has a positive effect on the success of attracting interest in visiting again. However, in this study the 
method of using brand love individually has a higher effect size compared to other methods of using brand love.

 
CONCLUSION

The results of this meta-analysis show that the use of Brand Love has a high effect on interest in visiting 
again. Effect size  on methodological characteristics has little  effect but on  instructional characteristics  it 
has largely  varied influences.   Brand Love consequences have been shown to be more effective in positive 
word of mouth compared to other types of consequences. As a result, instructional characteristics must be 
considered when designing a product's Brand Love. According to the results of a meta-analysis conducted for 
this study, the use of Brand Love has a strong influence on interest in returning visits. However, this study has 
limitations, because the sample taken is research conducted in Indonesia so that the findings obtained have 
not been able to generalize the results of the role of   brand love to the interest of tourists to revisit   a tourist 
destination. Therefore, further research is encouraged to use a larger sample and include research outside of 
Indonesia, so that the results are able to generalize as a whole.
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