
 vi 

TABLE OF CONTENTS 

 

STATEMENT OF ORIGINALITY  ..................................................................... i 

MOTTO ............................................................................................................. ii 

DEDICATION .................................................................................................. iii 

ACKNOWLEDGMENTS  ................................................................................. iv 

TABLE OF CONTENTS ................................................................................... vi 

LIST OF TABLES .......................................................................................... viii 

LIST OF FIGURES ........................................................................................... ix 

LIST OF APPENDICES ................................................................................... xii 

LIST OF ABBREVIATIONS  .......................................................................... xiii 

ABSTRACT .................................................................................................... xiv 

ABSTRAK ....................................................................................................... xv 

1.1. Background ......................................................................................... 1 

1.2. Problem Formulation ........................................................................... 7 

1.3. Research Goals ................................................................................... 7 

1.4. Research Benefits ................................................................................ 7 

1.4.1. Theoretical Benefits  ..................................................................... 7 

1.4.2. Practical Benefits ......................................................................... 8 

1.5. Literature Review  ................................................................................ 8 

1.6. Theoretical Framework ..................................................................... 11 

1.7. Research Methodology ...................................................................... 17 

1.7.1. Method of Data Collection  ......................................................... 17 

1.7.2. Method of Data Analysis  ........................................................... 20 

1.8. Writing Structure............................................................................... 25 

CHAPTER II .................................................................................................... 27 

2.1.      Singapore Tourism Past Marketing Efforts  ........................................ 27 

2.2. Singapore Tourism Passion Made Possible Scene by Scene ............... 34 

2.3. Passion Made Possible Reactions  ...................................................... 43 

CHAPTER III .................................................................................................. 50 

3.1. Respondents’ Statistics  ...................................................................... 50 

3.2. Indonesian Perception of Singapore Tourism TVC  ............................ 54 

3.2.1. Indonesian perception and behavioral intention before watching the 

TVC (Pre-test) .......................................................................................... 54 

3.2.2. Indonesian perception and behavioral intention after watching the 

TVC (Post-test)  ......................................................................................... 71 

3.3. Changes of Indonesian perception about Singapore and behavioral 

intention to visit Singapore  ........................................................................... 89 

CHAPTER IV .................................................................................................. 99 

4.1. Conclusion ............................................................................................. 99 

The Perception of Indonesians on Singapore Tourism Travel Commercial: A Study Case of
&quot;Singapore - Where Passion is Made Possible&quot; TVC
EDWARD GIORDAN S, Dr. Mohamad Yusuf, M.A.
Universitas Gadjah Mada, 2018 | Diunduh dari http://etd.repository.ugm.ac.id/



 vii 

4.2. Recommendations .................................................................................100 

    4.3. Further Research………………………………… …………… ………… …… ……… ……102 

REFERENCES ................................................................................................102 

APPENDICES  ................................................................................................105 

 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The Perception of Indonesians on Singapore Tourism Travel Commercial: A Study Case of
&quot;Singapore - Where Passion is Made Possible&quot; TVC
EDWARD GIORDAN S, Dr. Mohamad Yusuf, M.A.
Universitas Gadjah Mada, 2018 | Diunduh dari http://etd.repository.ugm.ac.id/



 viii 

LIST OF TABLES 

Table 1.1. Variable 1 to 5 and their factor attributes  .......................................... 19 

Table 1.2. Variable 2 questions  ......................................................................... 20 

Table 3.1. General Table ................................................................................... 89 

Table 3.2. Hospitality and Comfort/Security Table ............................................ 91 

Table 3.3. Infrastructures and Superstructures Table  ......................................... 93 

Table 3.4. Cultural and Natural Attractions Table  ............................................. 94 

Table 3.5. Perceived Values Table  .................................................................... 95 

Table 3.6. Behavioral Intention Table ............................................................... 97 

Table 3.7. Visit Experiences Table  .................................................................... 98 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The Perception of Indonesians on Singapore Tourism Travel Commercial: A Study Case of
&quot;Singapore - Where Passion is Made Possible&quot; TVC
EDWARD GIORDAN S, Dr. Mohamad Yusuf, M.A.
Universitas Gadjah Mada, 2018 | Diunduh dari http://etd.repository.ugm.ac.id/



 ix 

LIST OF FIGURES 

Figure 2.1. Instant Asia  ..................................................................................... 28 

Figure 2.2. Surprising Singapore  ....................................................................... 29 

Figure 2.3. New Asia  ........................................................................................ 30 

Figure 2.4. Uniquely Singapore  ........................................................................ 31 

Figure 2.5. YourSingapore  ................................................................................ 33 

Figure 2.6. Fandi Ahmad in the TVC  ................................................................ 35 

Figure 2.7. Teochew Opera in the TVC  ............................................................. 36 

Figure 2.8. Singapore Singers in the TVC  ......................................................... 37 

Figure 2.9. Merlion Statue at Night in the TVC  ................................................. 38 

Figure 2.10. Advanced Technology Showcase in the TVC  ................................ 39 

Figure 2.11. Singapore Movie Theatre Poster in the TVC .................................. 40 

Figure 2.12. Dancers in Orchard Road in the TVC  ............................................ 41 

Figure 2.13. “SG Mark” in the TVC.................................................................. 42 

Figure 2.14. Some positive reactions toward the newest Singapore tourism TVC 

on social media ................................................................................................. 44 

Figure 2.15. Some netizens also give negative comments about this TVC  ......... 46 

Figure 2.16. Happy-TV Interview  ..................................................................... 47 

Figure 3.1. Gender Statistics  ............................................................................. 50 

Figure 3.2. Age Statistics  .................................................................................. 51 

Figure 3.3. Occupation Statistics  ....................................................................... 51 

Figure 3.4. Income Statistics  ............................................................................. 52 

Figure 3.5. Education Statistics  ......................................................................... 52 

Figure 3.6. Visiting Singapore Experience Statistics .......................................... 53 

Figure 3.7. Refreshing Atmosphere Statistics (Pre-Test).................................... 54 

Figure 3.8. Very Clean Environment (Pre-Test)  ................................................ 55 

Figure 3.9. Pleasant Weather Statistics (Pre-Test) ............................................. 55 

Figure 3.10. Open and Welcoming People (Pre-Test) ........................................ 56 

Figure 3.11. Very Advanced Tourism Industry (P re-Test) ................................. 56 

Figure 3.12. Very Safe Environment Statistics (Pre -Test) .................................. 57 

Figure 3.13. No Traffic Jam Statistics (Pre-Test) ............................................... 57 

Figure 3.14. Variety of Unique Events and Festivals Statistics (Pre -Test) .......... 58 

The Perception of Indonesians on Singapore Tourism Travel Commercial: A Study Case of
&quot;Singapore - Where Passion is Made Possible&quot; TVC
EDWARD GIORDAN S, Dr. Mohamad Yusuf, M.A.
Universitas Gadjah Mada, 2018 | Diunduh dari http://etd.repository.ugm.ac.id/



 x 

Figure 3.15. Great Nightlife and Entertainment Statistics (Pre-Test)  .................. 58 

Figure 3.16. Very Modern Living Statistics (Pre-Test) ...................................... 59 

Figure 3.17. Very Good Quality Accommodations Statistics (Pre -Test) ............. 59 

Figure 3.18. Very Unique Natural Attractions Statistics (Pre -Test) .................... 60 

Figure 3.19. Very Unique Architectures Statistics (Pre -Test)  ............................. 60 

Figure 3.20. Very Good Park Statistics (Pre-Test) ............................................. 61 

Figure 3.21. Very Friendly People Statistics (Pre-Test)  ..................................... 61 

Figure 3.22. Advanced Infrastructures Statistics (Pre -Test) ............................... 62 

Figure 3.23. Very Good Local Food and Beverages Statistics (Pre -Test) ........... 62 

Figure 3.24. Easy Accessibility Statistics (Pre-Test)  .......................................... 63 

Figure 3.25. Very Convenient Local Transportation Statistics (Pre -Test)  ........... 63 

Figure 3.26. Great Shopping Experience Statistics (Pre -Test) ............................ 64 

Figure 3.27. Diverse and Unique Ethnic Group Cultures Statistics (Pre -Test) .... 64 

Figure 3.28. Socially and Politically Stable Statistics (Pre -Test) ........................ 65 

Figure 3.29. Very Unique History and Cultural Attractions (Pre -Test) ............... 65 

Figure 3.30. Good Value for Money Statistics (Pre -Test) .................................. 66 

Figure 3.31. A Major Sports Power Statistics (Pre -Test).................................... 66 

Figure 3.32. Advanced Technology Statistics (Pre-Test) ................................... 67 

Figure 3.33. Very Ideal Number of of Populations ............................................ 67 

Figure 3.34. Unique Tourism Icon Statistics (Pre-Test)  ..................................... 68 

Figure 3.35. Unique Hipster Cafes/Restaurants Statistics (Pre -Test)  .................. 68 

Figure 3.36. Great Quality of Music .................................................................. 69 

Figure 3.37. Question 1 Statistics (Pre-Test) ..................................................... 69 

Figure 3.38. Question 2 Statistics (Pre-Test) ..................................................... 70 

Figure 3.39. Question 3 Statistics (Pre-Test) ..................................................... 70 

Figure 3.40. Question 4 Statistics (Pre-Test) ..................................................... 71 

Figure 3.41. Refreshing Atmosphere Statistics (Post-Test)  ................................ 71 

Figure 3.42. Very Clean Environment Statistics (Post-Test)  .............................. 72 

Figure 3.43. Pleasant Weather Statis tics ............................................................ 72 

Figure 3.44 Open and Welcoming People Statistics (Post-Test) ......................... 73 

Figure 3.45. Very Advanced Tourism Industry Statistics (Post-test)  .................. 73 

Figure 3.46. Very Safe Environment Statistics (Post-test) .................................. 74 

The Perception of Indonesians on Singapore Tourism Travel Commercial: A Study Case of
&quot;Singapore - Where Passion is Made Possible&quot; TVC
EDWARD GIORDAN S, Dr. Mohamad Yusuf, M.A.
Universitas Gadjah Mada, 2018 | Diunduh dari http://etd.repository.ugm.ac.id/



 xi 

Figure 3.47. No Traffic Jam Statistics (Post-Test) ............................................. 74 

Figure 3.48. Variety of Unique Events and Festivals Statistics (Post-test)  .......... 75 

Figure 3.49. Great Nightlife and Entertainment Statistics (Post-Test)  ................ 75 

Figure 3.50. Very Modern Living Statistics (Post-Test) ..................................... 75 

Figure 3.51. Very Good Quality Accommodations Statistics (Post-Test) ........... 76 

Figure 3.52. Very Unique Natural Attractions Statistics (Post-Test)  .................. 77 

Figure 3.53. Very Unique Architectures Statistics (Post-Test)  ........................... 77 

Figure 3.54. Very Good Park Statistics (Post-Test) ............................................ 78 

Figure 3.55. Very Friendly People Statistics (Post-Test) .................................... 78 

Figure 3.56 Advanced Infrastructure Statistics (Post-test) .................................. 79 

Figure 3.57. Very Good Local Food and Beverages Statistics (Post-Test)  .......... 79 

Figure 3.58. Easy Accessibility Statistics (Post-Test)  ........................................ 80 

Figure 3.59. Very Convenient Local Transportation Statistics (Post-Test)  ......... 80 

Figure 3.60. Great Shopping Experience Statistics (Post-test) ............................ 81 

Figure 3.61. Diverse and Unique Ethnic Group Cultures Statistics (Post-Test)... 81 

Figure 3.62. Socially and Politically Stable Statistics (Post-Test)  ...................... 82 

Figure 3.63. Very Unique History and Cultural Attractions Statistics (Post-Test)82 

Figure 3.64. Good Value for Money Statistics (Post-Test) ................................. 83 

Figure 3.65. A Major Sports Power Statistics (Post-Test) .................................. 83 

Figure 3.66. Advanced Technology Statistics (Post-Test)  .................................. 84 

Figure 3.67. Very Ideal Number of Popula tion Statistics (Post-Test) ................. 84 

Figure 3.68. Unique Tourism Icon Statistics (Post-test) ..................................... 85 

Figure 3.69. Unique Hipster Cafes/Restaurants Statistics (post-test)  .................. 85 

Figure 3.70. Great Quality of Music Statistics (Post-Test)  ................................. 86 

Figure 3.71. Question 1 Statistics (Post-test)  ..................................................... 86 

Figure 3.72. Question 2 (Post-test) .................................................................... 87 

Figure 3.73. Question 3 Statistic (Post-test) ....................................................... 87 

Figure 3.74. Question 4 Statistics (Post-Test) .................................................... 88 

 

 

 

 

The Perception of Indonesians on Singapore Tourism Travel Commercial: A Study Case of
&quot;Singapore - Where Passion is Made Possible&quot; TVC
EDWARD GIORDAN S, Dr. Mohamad Yusuf, M.A.
Universitas Gadjah Mada, 2018 | Diunduh dari http://etd.repository.ugm.ac.id/



 xii 

LIST OF APPENDICES  

Appendix 1: Pre-test Questionnaire  ..................................................................130 

Appendix 2: Post-test Questionnaire ................................................................135 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The Perception of Indonesians on Singapore Tourism Travel Commercial: A Study Case of
&quot;Singapore - Where Passion is Made Possible&quot; TVC
EDWARD GIORDAN S, Dr. Mohamad Yusuf, M.A.
Universitas Gadjah Mada, 2018 | Diunduh dari http://etd.repository.ugm.ac.id/



 xiii 

LIST OF ABBREVIATIONS 

BTMICE : Business Travel and Meeting, Incentive, Convention, and  

                          Exhibition 

 

EDB  : Economic Development Board 

IDR  : Indonesian Rupiah 

IVA  : International Visitor Arrival 

LCC  : Low Cost Carrier 

MACs  : Middle-Class and Affluent Consumers  

NLB  : National Library Board 

Q3  : Quarter 3  

SGD  : Singapore Dollar   

STB  : Singapore Tourism Board 

TR  : Tourism Receipt  

TVC  : Television Commercial 

VA  : Visitor Arrival 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The Perception of Indonesians on Singapore Tourism Travel Commercial: A Study Case of
&quot;Singapore - Where Passion is Made Possible&quot; TVC
EDWARD GIORDAN S, Dr. Mohamad Yusuf, M.A.
Universitas Gadjah Mada, 2018 | Diunduh dari http://etd.repository.ugm.ac.id/


	TITLE

	HALAMAN JUDUL

	APPROVAL SHEET

	STATEMENT

	MOTTO

	DEDICATION

	ACKNOWLEDGMENTS
	TABLE OF CONTENTS
	LIST OF TABLES
	LIST OF FIGURES
	LIST OF APPENDICES
	LIST OF ABBREVIATIONS
	ABSTRACT
	ABSTRAK
	CHAPTER I INTRODUCTION
	1.1.Background
	1.2.Problem Formulation
	1.3.Research Goals
	1.4.Research Benefits
	1.4.1. Theoretical Benefits
	1.4.2. Practical Benefits

	1.5.Literature Review
	1.6.Theoretical Framework
	1) Destination Branding and Advertising Appeal
	2) Perceptions of International Tourism Destinations
	3) Tourism TV Commercial (TVC) on Promoting Destinations

	1.7.Research Methodology
	1.7.1. Method of Data Collection
	1.7.2. Method of Data Analysis

	1.8.Writing Structure

	CHAPTER II SINGAPORE TOURISM CAMPAIGN: PAST AND PRESENT
	2.1. Singapore Tourism Past Marketing Efforts
	1) Instant Asia (1965 – 1984)
	2) Surprising Singapore (1984 – 1995)
	3) New Asia (1995 – 2004)
	4) Uniquely Singapore (2004 – 2010)
	5) Your Singapore (2010 – 2017)
	6) Passion Made Possible (2017 – Present)

	2.2.Singapore Tourism Passion Made Possible Scene by Scene
	2.3.Passion Made Possible Reactions

	CHAPTER III THE IMPACTS OF SINGAPORE TOURISM TVC ON INDONESIAN PERCEPTION AND BEHAVIORAL INTENTION
	3.1.Respondents’ Statistics
	3.2.Indonesian Perception of Singapore Tourism TVC
	3.2.1. Indonesian perception and behavioral intention before watching the TVC (Pre-test)
	3.2.2. Indonesian perception and behavioral intention after watching the TVC (Post-test)

	3.3. Changes of Indonesian perception about Singapore and behavioral intention to visit Singapore

	CHAPTER IV CONCLUSION AND SUGGESTIONS
	4.1. Conclusion
	4.2. Recommendations
	4.3. Further Research

	REFERENCES
	APPENDICES
	HALAMAN PERNYATAAN PUBLIKASI


