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QUALITY-ACCESS TO SUCCESS

This study aimed to examine tourist destination brand equity (TDBE) model and its implication to
word of mouth (WoM) in new tourist destinations context. The research design used causal
quantitative research used a survey method. Respondents were 120 visitors of new tourist
destinations in Purwokerto, Indonesia. Variables Measurement using five Likert scale. The Partial
Least Square (PLS) was used to test the causal relationship between constructs. Based on the
results of the analysis, shows that destination brand image (DBI) and destination brand quality (DBQ)
have a positive effect on destination brand value (DBV) but destination brand image (DBI) does not,
while destination brand value (DBV) affects destination brand loyalty (DBL) and word of mouth.
mouth (WoM). Finally, the results provide support for the tourist-based brand equity model and its
implication to word of mouth (WoM) in new tourist destinations context, therefore managers of new
tourist destinations must increase the element of tourist destination brand equity by increasing
promotions and services to tourists.
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