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ARTICLE INFO ABSTRACT 

 The main objective of this study is to determine the role of satisfaction in 
mediating marketing communications on visitor loyalty in Lake Toba. The target 
population and sample in this study were the visitors to Lake Toba who were 
selected by accidental sampling as many as 125 people. Path analysis in this 
study was chosen to see the direct and indirect role of satisfaction in mediating 
marketing communications on loyalty. The results of study 1) direct marketing 
communication has a positive and significant effect on visitor satisfaction at Lake 
Toba, 2) directly marketing communication does not affect visitor loyalty in Lake 
Toba. 3) Satisfaction directly has a positive and significant effect on visitor 
satisfaction at Lake Toba. 4) indirectly, satisfaction has a role in mediating 
marketing communication on visitor loyalty in Lake Toba. 
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Introduction 

The development of the tourism business today has received a lot of attention, 
especially from the government. Where it is hoped that increasing the tourism sector 
will be able to continue to improve the community's economy (Saragih, 2020). So that 
good management is needed in managing the tourism sector in increasing visitor 
interest (Rahmadi, 2021). In addition, the tourism sector must be in line with the local 
wisdom that exists in each region (Dewi, 2020). Thus it will be a unique feature that 
can be offered by each region to increase the interest of visitors (Hidayatullah, 
Windhyastiti, Patalo, & Rachmawati, 2020).  

Lake Toba is one of the leading tourist destinations, especially in the province 
of North Sumatra. The discourse to make Lake Toba one of the world's destinations 
launched by the central government is an effort to make Lake Toba aligned with the 
island of Bali (Azhar, 2020). To realize this discourse, of course, is a very difficult job 
and cooperation is needed by all parties (Kencana, 2019). Launching from Bisnis.com 
the number of foreign tourists visiting North Sumatra through 4 entrances, grew 
10.17 percent annually in 2019. Based on data released by the Central Statistics 
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Agency (BPS) of North Sumatra Province (Sumut), the number of foreign tourists 
visiting North Sumatra in December 2019 reached 24,113 visits. The realization rose 
7.94 percent compared to the number of foreign tourists who came in November 2019 
reaching 22,340 visits. In addition, in 2019, the COVID-19 outbreak has hit the world. 
of course, this will make the number of tourists will be smaller to travel to Lake Toba. 
The Lake Toba authority can only maximize domestic tourists so that the economy in 
Lake Toba is still alive. So that an effective marketing communication strategy is 
needed to increase the interest of visitors to come and vacation to Lake Toba. 

A visitor's loyalty to a tourist attraction certainly has an important meaning for 
both the local government and the central government (Nasution, 2020). Loyal 
visitors tend to recommend to their closest colleagues in providing references for 
tourist destinations (Nabila, 2020). Then not only to recommend to others, but a loyal 
visitor will also visit again in the future (Listyawati, 2019). This means that visitor 
loyalty will not be separated from the best experience. So that visitors feel confident 
about the beauty and uniqueness of the tourist attraction (Achsa, 2021).  

Loyal visitors will generally buy the brand even though they are faced with 
many alternative brands of competing products that offer superior product 
characteristics from various angles (Durianto, 2013). Customer loyalty is a customer's 
commitment to a brand, store, or supplier based on a very positive nature in long-
term purchases (Tjiptono, 2012). The loyalty of a customer will be seen from the 
frequency of repeat purchases. High or low customer loyalty can be distinguished 
into no loyalty, weak loyalty, hidden loyalty, and premium loyalty (Griffin, 2010). 

Customer satisfaction is a very important factor for the company. This is 
because the sense of customer satisfaction is a reflection of the company's success 
(Tjiptono, 2011). The sense of satisfaction should be measured already how far the 
sense of satisfaction felt by customers. One way is to evaluate the level of complaints 
(Keller, 2016). The purpose of measuring satisfaction can help the company become a 
source of company income (Tjiptono, 2014). The satisfaction of a customer cannot be 
separated from the company's ability to respond and provide good empathy for the 
problems felt (Nasib, 2017). Companies need to continue to open themselves to 
receive criticism and suggestions in improving the value of expectations from their 
customers (Nasib, 2019). In addition, efforts to measure customer satisfaction must 
also be carried out on an ongoing basis (Nafil & Nasib 2019). The goal is to create a 
competitive advantage for the company against its competitors (S. Nasib, 2021). The 
results of the study prove that the company's ability to create a sense of satisfaction 
for its customers tends to increase loyalty (Ningsih, 2020;Martin, 2021). 

Marketing communication is a company's effort to provide information to 
persuade customers to the product or service of a brand. In addition, marketing 
communication also tries to remind customers of the company's products or services 
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(Keller, 2016). There are at least nine elements that exist in marketing 
communications. The nine elements consist of communicators, messages, sending 
functions, channels, receiving functions, communicants, responses, feedback, and 
interference (Kertajaya, 2008). Furthermore, in providing information to customers, 
the company carries out marketing communication activities through advertising in 
the mass media, direct marketing, sales promotion, personal selling, interactive 
marketing, and building public relations (Morissan, 2012). 

Marketing communications carried out so far, both district and provincial 
governments have not maximally introduced Lake Toba to the wider community. 
One example that has been done so far is the annual party. For example, the 
anniversary of Lake Toba and bicycle tours. Even though efforts to introduce Lake 
Toba are still many ways that can be done. So often visitors who come to Lake Toba 
do not get entertainment other than its natural beauty. Of course, this makes visitors' 
expectations of natural beauty not matched by events or entertainment. Marketing 
communication is also considered important in increasing consumer satisfaction in 
using products or services (Ismail, 2018). This sense of satisfaction in consumers will 
have an impact on customer loyalty (Azizah, 2019). This shows that the satisfaction 
of a consumer has a role in mediating between marketing communication and 
customer loyalty(Baharuddin, 2020). 

Literature Review 

Loyalty 

Consumer loyalty is a deeply held commitment to buy or re-support a preferred 
product or service in the future despite situational influences and marketing efforts 
having the potential to cause customers to switch (Keller, 2016). The loyalty of a 
visitor can be seen from a sense of loyalty to visit tourist objects in the future  (Azhar, 
2020). The beauty of the natural panorama makes visitors interested in making visits 
in the future (Lesmana & Nabila, 2020). Loyal visitors will certainly recommend their 
closest friends to test these attractions (Hidayatullah et all, 2020). The results of 
research conducted by Listyawati, (2019); Hanny, (2021) stated that marketing 
communication and consumer satisfaction have a positive and significant influence 
on customer loyalty. This means that when the company can maximize 
communication and satisfaction, it will have an impact on increasing customer 
loyalty.  

H1: Marketing communication affects visitor loyalty through Lake Toba visitor 
satisfaction 

Satisfaction 
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Customer satisfaction is a very important factor for the company. This is because the 
sense of customer satisfaction is a reflection of the company's success (Tjiptono, 
2011). The sense of satisfaction should be measured already the extent of the sense of 
satisfaction felt by customers. One way is to evaluate the level of complaints (Keller, 
2016). The purpose of measuring satisfaction can help the company become a source 
of company income (Tjiptono, 2014). A sense of satisfaction in visiting tourist 
destinations will be seen as important, especially for managers (Nabila, 2020).  One of 
them is by using the disconfirmation paradigm which states that tourists have 
previous expectations that they compare with the perceived results of a service 
(Kholiq, 2020). Measuring satisfaction with three items, the first relates to whether or 
not tourists are happy with their decision to visit a tourism destination, the second is 
the belief that choosing a related destination is the right thing and third is the overall 
level of satisfaction during a trip to a tourism destination (Nasib et all 2021).  

The results of previous research conducted by Ningsih, (2020); Martin, (2021); 
Daulay, (2021) stated that satisfaction had a significant effect on customer loyalty. A 
customer's satisfaction is obtained when the company is able to understand the value 
of the expectations that exist within the customer. 

H2: Satisfaction affects the loyalty of visitors to Lake Toba 

Marketing Communication 

Marketing communication is a company's effort in providing information to 
persuade customers to the product or service of a brand. In addition, marketing 
communication also tries to remind customers of the company's products or services 
(Keller, 2016). There are at least nine elements that exist in marketing 
communications. The nine elements consist of communicators, messages, sending 
functions, channels, receiving functions, communicants, responses, feedback, and 
disturbances (Kertajaya, 2008). Furthermore, in providing information to customers, 
the company carries out marketing communication activities through advertising in 
the mass media, direct marketing, sales promotion, personal selling, interactive 
marketing, and building public relations (Morissan, 2012). 

The results of previous research conducted by Nafil, (2019); Patalo, (2020) which 
states that marketing communication has an effect on customer satisfaction and 
loyalty  

H3: Marketing communication affects visitor satisfaction of Lake Toba 

H4: Marketing communication affects the loyalty of visitors to Lake Toba 
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Previous research that is appropriate or close to the same as this research 
consists of research conducted by Kilango, (2017). Because of the consequences, the 
conclusions and discussion of the study are also based on the analysis. Research 
conducted by Agyei, (2020). Based on these findings, this study recommends that 
banks continue to strive to achieve customer satisfaction by meeting customer needs 
and desires because it can lead to customer loyalty. This can be done by 
understanding all the factors that affect customer satisfaction. Also, it is 
recommended that public relations should not be discarded but strengthened to 
complement other marketing communications mixes to help drive customer loyalty 
in the Ghanaian banking industry. 

Research conducted by Sadq, (2021), this study will be of interest to the Umrah 
travel industry, Malaysia, and all other countries, in understanding how marketing 
mix strategy is essential in maintaining long-term relationships with customers. 
Research conducted by Rahman, (2021) states that integrated marketing 
communication has an indirect and significant effect on loyalty through satisfaction, 
this shows the higher the integrated marketing communication implemented by the 
hotel will create hotel guest loyalty through satisfaction. 

Research conducted by Tham, (2019) stated that customer satisfaction has a 
positive effect on customer loyalty. The findings also show that product, promotion, 
place, and price have a positive effect on customer loyalty through the satisfaction of 
SME customers for food and beverage products in Malaysia. Research conducted by 
Hanny, (2021) states that the test results show that partially marketing 
communication has a significant effect on loyalty, satisfaction, and advertising has no 
significant effect on loyalty. Simultaneously marketing communication, satisfaction 
and advertising have a significant effect on consumer loyalty. The theoretical 
framework of the research is as follows: 

Figure 1. Theoretical Thinking Framework 

 

Method 
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The research approach in this research is path analysis research with data analysis 
using path analysis. Path analysis is also used to determine the direct and indirect 
effects of the variables that test and determine how much influence marketing 
communication has on satisfaction and its impact on loyalty. Furthermore, the 
population in this study are regular visitors who come to Lake Toba where it is 
estimated that every month there are 125 visitors. While the sampling technique used 
accidental sampling. These 125 visitors were selected when researchers met directly 
at the location of Lake Toba. 

Result and Discussion 

Effect of Marketing Communication on Satisfaction 

It is known that the t arithmetic value of marketing communication is 4.685 > t table 
1.979 and the significance value (0.000) is smaller than alpha 5% (0.05). Based on the 
results obtained, reject H0 and accept. Ha for the marketing communication variable. 
Thus partially the marketing communication variable has a positive and significant 
effect on visitor satisfaction of Lake Toba. The results of this study support the 
results of previous studies Mu’afiah, (2020); Agyei, (2020) having a positive and 
significant effect on customer satisfaction. Marketing communications must pay 
attention to aspects of truth and information received by customers. Companies must 
pay attention to bombastic marketing communications but are not proven than 
promised, then this will trigger complaints from customers (Nasib, 2019). The 
findings in this study imply that in promoting Lake Toba to the wider community, 
involving officials from the president, ministers, and traditional Batak shops is very 
effective. The visitors feel confident that Lake Toba will be better and more well-
maintained than before. 

Effect of Marketing Communication on Loyalty 

It is known that the t arithmetic value of marketing communication is 1.898 < t table 
1.979 and the significance value (0.060) is greater than alpha 5% (0.05). Based on the 
results obtained, then reject Ha and accept. H0 for the marketing communication 
variable. Thus, partially the marketing communication variable has no effect on the 
loyalty of visitors to Lake Toba. The results of this study are in line with the results of 
research conducted by Nafil, (2019); Patalo, (2020); Siswanto, (2020) which states that 
marketing communication has a positive and significant effect on customer loyalty. 
The implication of the findings in this study shows that the use of social media which 
has been assessed so far has not been able to increase the loyalty of Lake Toba 
visitors. This is because as a visitor, you will not immediately believe the information 
on social media if you have not directly proven what you see. 

The Effect of Satisfaction on Loyalty 
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It is known that the t-count for satisfaction is 13,221 > ttable 1.979 and the 
significance value (0.000) is smaller than alpha 5% (0.05). Based on the results 
obtained, reject H0 and accept. Ha for the satisfaction variable. Thus partially the 
satisfaction variable has a positive and significant effect on visitor loyalty to Lake 
Toba. The results of this study support the previous research conducted by Akbar, 
(2020); Martin, (2021); Daulay, (2021) which states that visitor satisfaction has a 
positive and significant effect on visitor loyalty. The implication in this study is that 
visitors to Lake Toba will feel satisfied when what they perceive is what they receive. 
To get feedback from existing visitors, the Lake Toba Authority Implementing Body 
must continue to conduct visitor satisfaction surveys on an ongoing basis. The 
survey results will be used as material for improvement. 

Effect of Marketing Communication on Loyalty through Satisfaction 

The direct effect of marketing communication on loyalty is by looking at the 
regression coefficient P4 of 0.108. The indirect effect of marketing communication on 
loyalty through satisfaction is seen from the multiplication of the marketing 
communication regression coefficient on satisfaction with the regression coefficient 
value of satisfaction on loyalty, namely P2xP5=0.353x0.834=0.294. So it can be 
concluded that the coefficient of indirect influence is P2xP5>P4 (0.294>0.108). This 
means that satisfaction plays a role in mediating marketing communications on the 
loyalty of visitors to Lake Toba. The results of this study support the results of 
previous research conducted by  Listyawati, (2019); Ningsih, (2020); Nasib et all 
(2021) which states that marketing communication has a positive effect on loyalty 
through visitor satisfaction. The implications of the findings in this study indicate 
that the use of social media as marketing communication is quite effective in 
increasing visitor satisfaction. Where visitors feel they can easily find various sources 
of information about the concept of tourist destinations on Lake Toba. Visitors who 
are satisfied will have the right tourist references that will be used as holiday 
materials in the future. 

Conclusion 

Based on the results of the research and discussion above, it can be concluded that 
marketing communication directly has a positive and significant effect on visitor 
satisfaction and loyalty at Lake Toba. Indirectly, marketing communication has a 
positive effect on visitor loyalty through visitor satisfaction at Lake Toba. This shows 
that the satisfaction of a visitor has an important role in mediating marketing 
communications on visitor loyalty in Lake Toba. 

The following are the study's recommendations: 
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1. The usage of social media should be controlled by certain sections that 
are in charge of the content that will be distributed to the general 
public. So that the material submitted is accurate, and to keep an eye 
on fake news about Lake Toba. 

2. It is recommended that amenities such as prayer rooms, restrooms, 
and parking lots be improved and well-managed. According to the 
father figure who later became an Indonesian minister, this can be 
accomplished through involving startup enterprises. 
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