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Abstract : Current study is aiming to investigate the key determinant factors of city attractiveness. Research background was 
triggered by, firstly, the lack of literature focused on this phenomenon. Secondly, the concern of people to live in 
environmentally friendly place and the local plan to complete city management in order to increase economics performance 

and international competitiveness by using visibilities and economics benefit globally. This research took sampling with 
specific target (600 respondents) from local potential talents, such as young entrepreneurship, international business, high 
educated persons with age range 25 until 45 years old. A ten likert scale is used to evaluate city brand which is considered as 
a key factor to influence city attractiveness. A structural equation modeling is deployed to analyze the city attractiveness 
driven. Those driven factors such as environmental outlook, responsive social service, tourism and cultural tangible, 
education and job opportunity, safety and health, international level and city attractiveness performance. Statistical outputs 
demonstrated that all hypotheses (H1 until H5) have shown significant antecedents of city attractiveness. H6 stated that 
international level is insignificant as a driver for city attractiveness performance. 
 

Key words: environmental outlook, responsive social service, tourism and cultural tangible, education and job opportunity, safety 
and health, international level, city attractiveness performance 
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INTRODUCTION 

It has been proven that the interest of researcher and academicians on place marketing and city attributes existed in 

the literatures, some of them are worth to mention (Kavaratzis, 2005) studied on city marketing place, city intention on 

heritage (Chen and Chen, 2010), residents as stakeholders  (Garrod and Fyall, 2012), place brand dynamics (Kavaratzis 
and Hatch, 2013), brand destination assessment  (Kladou and Kehagias, 2014), attribute on city branding attractiveness 

(De Noni and Orsi, 2014), city brand orientation (Ahn et al., 2015); new place bonding (Cheng and Kuo, 2015); brand 

equity destination  (Gómez et al., 2015); city personality destination (Hultman et al., 2015); city identity (Zhou and Liu, 

2014); city cultural heritage  (Barrère, 2016); customer-based brand equity (Bose, et al., 2016); city attribute 

attractiveness (Farida and Ardyan, 2016); social media marketing  (Godey et al., 2016); cross validation of tourist 

destination (Iniesta-Bonillo and Sánchez-Fernández, 2016); heritage franchising (Adie, 2017); city brand image (Ansary 

and Nik Hashim, 2017); key factors of residents subjective (Chi et al., 2017); hierarchy of destination (Herrero and San 

Martín, 2017); city destination image (Kani and Aziz, 2017); branding space (Gatrell et al., 2018); country image and 

destination (Chaulagain et al., 2019), and the driver of city image(Coelho and Bairrada, 2020).  

A study that investigate the benefits gained from population and facilities which covered the accessibility (Escobar and 

Cardona, 2020), sophisticated in cultural tourism (De Man, 2020), antecedent of city brand attractiveness (Miftahuddin and 

Hermanto, 2021); correlation of culture and surrounding  (Szente and Osiako, 2021), cultural heritage (Ilieș et al., 2020), 
tourism village development (Istiqomah and Adawiyah, 2020), divulging of tourism cite (Wibowo and Santosa, 2021),  

innovated activity and tourism (Gorochnaya and Mikhaylov, 2021), cultural based-design (Anusorntharangkul and 

Rugwongwan, 2021). Through the various topics mentioned above, this study tried to review some place and branding 

management that have been playing massive role in influencing city competitiveness as well as city attractiveness. Many 

cities competed to drag attention of investors, companies, tourisms, new citizen or even job seekers who fulfill the 

requirements which are so called as talents (Zenker and Knubben, 2019) and a study which emphasized on the development 

and city planning competitive aspect (Kavaratzis and Ashworth, 2006). Even though the evidences proved that city 

attractiveness and competitiveness depended on effective definition, communication and city brand management 

(Ashworth and Kavaratzis, 2007), destination quality has been highlighted as key determinant factor to affect city 

competitiveness as well as attractiveness and talents (Darchen and Tremblay, 2010).  

Citizens and potentials residents’ vision on the city brand attitude is crucial related with specific city to determine city 
attractiveness capacity. There were several city attributes which affected city brand attitude (Merrilees et al., 2009) and 

included international features, economics, social, health, security, education, environment, tourism as well as culture. 

Besides, city branding is needed to be involved and combined some groups interest, stakeholders such as citizens (Braun 

and Kalandides, 2013), new places to live, tourism (De Carlo and Canali, 2009), Talents (Darchen and Tremblay, 2010), 
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corporate, entrepreneurs and investors (Yusuf and Nabeshima, 2005). Place marketing should be integrated with different 

stakeholders to create perception and positive global and local attitude (Fetscherin and Dinnie, 2010). Place quality is 

depending on city location in some people thoughts, those opinions could be affected by the perspectives and different 

interest from various groups (Zenker and Knubben, 2019). City attributes could be mixed, in order to drag the talents and 

creative to be able to increase the general city attractiveness for the investor and companies (Zenker and Kalandides, 2009). 

In this case, the skillful persons could contribute to create value for a city, leverage reputation, support city 
internationalization. In the current study, the talents perceptions were analyzed in relationship with brand building process. 

Yet, in accordance with  (Zenker and Kalandides, 2009) stated that, even though the competitions were considered to be 

creative class, it could be determined as a global challenge, the most success strategy to handle the national sub-group was 

cultural based. This research was focused on local talents who live nearby and make a visit regularly.  

Current study would like to investigate the key determinant factors of city attractiveness. Firstly, the lack of literature 

focused on this phenomenon (Kavaratzis and Ashworth, 2006), secondly, the concern of people to live in harmony and the 

local plan to complete city management in order to increase economics performance and international competitiveness by 

using visibilities and economics benefit globally. The goal of current research is to analyze city dimensions which affect 

life quality, and in turn, it is expected to influence city capacity to attract talents, such as young entrepreneurship, 

international business, and high educated persons. Thus, finally this research aims to determine the practical implication of 

place and city brand marketing locally and globally. This research conducted in sequences, the first part is to discuss the 

place marketing approach to measure the perception of place and city brand. Secondly, this study focuses on city attributes 
which affect the life quality and city attractiveness that trigger talents new residents. Furthermore, defining extended city 

brand index, based on the six main antecedents which are affecting city brand attractiveness used to evaluate city 

attractiveness. The next part, sampling, questionnaires and variables and its indicators are defined and explained. The last 

part of this study, discusses the findings and practical implication of place marketing. 

 

THEORETICAL REVIEWS AND HYPOTHESES DEVELOPMENT 

It is generally believed that place branding is considered as a new topics discussed in the field of academic study. This 

topic is appeared due to the pace promotion that progressively developed to become the approach on working frame in 

strategic planning, which is applied in place branding (Kotler and Bowen, 2003). Recording the real changes of promotion 

on branding and marketing (Kavaratzis and Hatch, 2013). Specifically, the authors summarized some important factors that 

appeared in the topics such as original place, nationality, culture and entertainments, place of destination or city branding, 
brand image have become the potential aspects of place marketing and, as its consequences, the development of studies and 

practices within brand image. Recently, some different places management and approaches on some brand have been 

identified and discussed. These included related network branding, communicative city image, destination branding model, 

process on destination branding, managed city branding, strategic of place branding management model. 

 Each model tried to develop the branding-based process on evaluation on place brand, brand infrastructure relationship, 

the involvement of stakeholders, place brand articulation as well as brand communication. Regardless, all models is perfect 

and widely adopted, this is to consider that the necessity of place marketing as crucial assets for city development and 

attractiveness (Kavaratzis and Ashworth, 2006). Thus, to increase the relevancy and the competitiveness of city brand 

image which is supported by the city brand development and its popularity such as City Brands Index or Saffron European 

City Brand Barometer (Hildreth, 2011). For the new brand model, the similarity among companies and city branding had 

been outlined (Merrilees and Abimbola, 2012) throughout the widen of stakeholders perspectives from companies to city 
level. This is to show that city brand image was affected by identity ad conflicts of interest among different stakeholders 

(Gopalan and Narayan, 2010). To claim that this is crucial to direct local decision maker to set main goals as well as 

strategic plans to leverage city brand perception based the goals settled. To conduct this, comprehensive value, needs, 

preferences and behavior were chosen from the various targeted groups (Zenker and Kalandides, 2009).  

Theoretically, it is claimed that stakeholders have the different brand image perception (Fitchett, 2005) which have been 

empirical validated in the new study (Merrilees and Abimbola, 2012). Based on stakeholder’s perception and focus 

enlargement during the last years on city capacity to attract and sustain talents, this study refers to the model that could be 

able to evaluate city attribute that affects city image which related with talents. This model is expected to deliver the 

beginning data concern on brand perception or image, which needed to define and apply integrated planning. 

 

1. Talents and Potential Residents 

Every city needs to invest continuously in human resources to be competitive. (Michaels and Handfield, 2001) discussed 
about competition on talent among cities and regional. The author showed that the workers in a location could support local 

economic development. Thus, the model of HRM focused on the importance of high educated and professional workers 

(Florida, 2008) referred to what is called creative class and shared opinion that is playing important role to increase city social 

economics development. Based on the economic development external model, it is stated that the bigger number of residents 

in a place, the higher the total of existed externality. The capability of a place to specialize and export is depending on talents 

and the integration with them and the interaction in local economics (Markusen, 2004). Furthermore, Cortright and Coletta, 

2006 described the important role of individual with high education in a city. A study which described more details on how 

high concentration of young talents made a metropolitan more interesting, the young resources of capital and educated could 

be a driving factors for a change or city economics regeneration (Porter, 2011). Talents individual with higher education and 

professional skill are tend to have location that support their productivity, and prefer the accommodation such as other talents 
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who could able to motivate and knowledge sharing and transfer (Lawton and Glasson, 2005) .The success of city brand 

strategy and brand communication was important to promote positive perception regarding on city attributed. If a non-resident 

individual has an attitude to support city brand, they will tend to move to the city (Fiocca and Gavinelli, 2011). 
 

2. Measurement of City Attractiveness. 

Based on literatures reviewed, there were two branding measurements adopted from corporate branding which 

mostly deployed. Brand equity approach based corporate is the top down approach of measurement which used the 

information of total corporate performances. The similar approach could be also applied for specific brand of a country 

by estimating how good a country’s performance (Fetscherin and Dinnie, 2010) in the case of export, tourism, foreign 

investor, immigration and government environmental. At the other hand, brand equity approach based customers is the 

bottom-up approach (Atilgan et al., 2005). This approach is generally focused on learning about the customers vision on 
a brand by collecting primary survey data (Fetscherin and Dinnie, 2010). Some countries brand index has been applied 

this prospect. Zeugner and Diamantopoulos (2008) further stated that country brand equity is affected by a country 

image perception. Thus, customer based approach seemingly is better to evaluate actual capacity to attract qualified 

potential residents. This study is not designed to define the new city competitive index but to explore related city 

attractiveness with perception of city life quality which affects city capacity for talents and potential residents. Based on  

literatures reviews, there are 9 city attributes identified to propose a multidimensional approach. 
 

3. City Attributes 

Perceived brand quality and brand uniqueness played crucial role in deciding effective brand position. Like a brand, for 

example, place also met functional needs, symbolic as well as emotion (Rainisto, 2003), and the attributes that bring 

benefits. These need should be integrated in to uniqueness of place offering (Kavaratzis, 2005). Many researchers have 

proposed related criteria by identifying which place quality is interesting for talents  (Lloyd and Clark, 2001)). For 

example, (Rainisto, 2003) divided city attributes in to three criterions to explain the place development. Community service 

development should be able to offer qualified environment for citizens. This service development is related with welfare 

management, such as social facilities, health and education which contributed to the quality of social live. City planning 

and design focused on a quality place design such as architecture, street layouts as well as environmental quality.  
City design is very important to increase the level perception of city security. The function of economic development is 

to provide the aids for a place to leverage its competitiveness. Economics development is related with working 

opportunities and international attitudes. A deeper study on city brand image (Merrilees et al., 2009) conducted and 

established the level of attributes community as follows: brand personality, security, business creativity, nature, shopping, 

social bonding, cultural activity and clean sanitation. Aligned with (Insch, 2010) identified the fundamental factors which 

contributed on citizen satisfaction, work/live balance, security, environment and city community assets. (Darchen and 

Tremblay, 2010) also identified the most affected criterion on attractiveness on university such as quality of university, 

working quality, life quality (social welfare, the level of safety, quality of city environment, public transportation quality), 

the life styles (the access to social and culture activity, the level of tolerance (several of ethnic and culture).  

Meanwhile (Santos et al., 2007) explored the life quality by measuring health, housing, recreation, trading and services, 

environment, social service, mobility, sports, culture, education, city safety, urbanism, poverty and exclusion, social and 

civic behavior. García et al (2012) had suggested that the pleasant atmosphere, holistic image, social economics 
infrastructure, environmental and security, natural resources and culture. Due to some different city features used 

differently by three different authors, there are also three consideration needed to be discussed, firstly, marketing literature 

did not show a relative consensus on the importance of city attributes, secondly, it was found that only few studies 

determined the details of item structures from attribute and it led to understand how it measured. Thirdly, some authors 

referred to different attributes but they are comparable, the process of reclassification will be useful to combine the similar 

attributes. Current research had tried to summarize and re-rank the most critical city attributes based on its usage in 

empirical study regarding place attractiveness and brand attitude. The most cities attribute which are reported at most such 

as, urban design, culture activity and tourism. Urban study mostly explodes on the role of social capital, business creativity 

as well as job opportunities. Tourism study mainly focused on local and international transportation connectivity as well as 

environment sanity, meanwhile social study emphasized on safety, education, health and social services. 

 

HYPOTHESES DEVELOPMENT 

1. The Relationship between Environmental Outlooks with City Attractiveness Performance 

Environmental outlook is closely related with climate change. It is found that the higher citizen’s consciousness on 

health, the higher demand on friendly environment. The high rate demand on environment healthy requires more attention 

and all stakeholders mature decision to manage environment. Nowadays, climate change reminds us about ecological and 

ecosystem performance reduction. Cities, as well need to adapt to encounter the climate change challenges. The complexity 

existing in a city could be reflected in the various ecosystems. Many approaches and efforts have been implemented to 

evaluate city environmental climate for the sake of city looks performance for future, as well as how to sustain the 

environmental as one of city attributes (Mauree et al., 2019). The development of green building, energy consumption and 

land management also have a significant impact on a city attractiveness (de Munck and Lemonsu, 2018). It is believed that 

the indicators of green environment will affect city performance. Thus, this is to propose the following hypothesis. 
 

H1: Environmental Outlook is expected to have a significant City Attribute on City Attractiveness Performance. 
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2. The Relationship between Social Services Responsiveness with City Attractiveness Performance. 

Some studies were conducted to find out how the speed services impacted interpersonal dimension (responsiveness, 

guarantee and empathy). Theoretically, it was estimated that when responsive services perceived by services users, it will 

lead to satisfaction. A study was conducted and identified three directions among human, building and public center 

services played crucial factors to customer’s satisfaction (Hanks et al., 2017).  Place attractiveness also considered as 

territorial attractiveness, regional attractiveness as well city attractiveness was conceptualized as positive key factors for a 
place. The capability of places to attract others for a destination is a basic consideration to increase trading competitiveness, 

services and industries. Attractiveness of place consists of three factors such as job opportunity, place bonding as well as 

life quality (Nguyen, 2020). This is to propose the following hypothesis. 
 

H2: The Responsive Social Service is expected to have a significant City Attribute on City Attractiveness Performance 
 

3. The Relationship between Tourism and Cultural Heritage with CityAttractiveness Performance 

Attractiveness of cultural heritage is one of visitor’s interests to visit a city. Cultural tourism destination introduced 

three drivers and highlighted the importance of cultural facility collections in a city, the impact of city attractiveness for 

visitors, residents and international tourism and local people appreciation on cultural heritage. Research finding stated that 

the importance of cultural heritage is significantly affecting the international visitors interest (Kourtit et al., 2019). Other 

studies investigated the attractiveness concept, place marketing and events through identity and image. Social, economics, 

tourism impact and place identity and image interaction could lead to long term attractiveness (Christophe and Boutard, 

2017). City cultural is a basic nature which distinguished from other cities. The nature of cultural is the most basic of 
creative resources from city innovation. Culture is a powerful strength to push city nature form; a culture could also create 

inspiration, benefits and poverty that enhance the endless happiness. Strategic development of culture is becoming core 

strategic of cultural development. From the global cultural characteristics, other drivers increase city attractiveness (Wang 

et al., 2010). Thus, current study proposed the following hypothesis. 
 

H3: The Tourism and Cultural Heritage is expected to have a significant City Attribute on City Attractiveness Performance 
 

4. The Relationship between Education and Job Opportunity with City Attractiveness Performance 

One of the city characters is educational city. Being popular with city of education triggered young to live and 

experience the life. The finding stated that the perception of graduated on a conducive work environment will possibly 

make them take a decision to stay. A good opportunity to have a job will lead to move and stay in a certain city. The 

perception on higher wages and salary was also noticed as other key factors (Nguyen, 2020). Other research finding 

claimed that physical attractiveness will directly affect the satisfaction through the trust and intellectual competency, from 

the satisfaction itself, it will affect the loyalty. The study also described that the direct relationship of physical 

attractiveness, intellectual competency on satisfaction and loyalty (Yeh et al., 2020). City of education and job 
opportunities in a city became a final destination of young talents as well as enrich city attractiveness. Thus, it is proposed 

the following hypothesis. 
 

H4: The Education and Job Opportunity is expected to have a significant City Attribute on City Attractiveness Performance 
 

5. The Relationship between Safety and Health with City Attractiveness Performance 

Tourism activities are basically based on two parameters which are known as the interest to move and physical 

capability to conduct. The first parameter is considered from interest for place that inspires traveling aspiration, time 

availability as well as sufficient funding. Second parameter concerned on the capability to access the places visited through 

the transportation and information. All the factors mentioned above conclude as safety and health together with 

infrastructures development and tourism destination attractiveness will increase the city attractiveness (Ouariti and Jebrane, 

2020). Research on tourism was started through social media. Social media also plays a crucial factor from the 

communication point of views. From the trusted social media, visitors could know the safety and security during traveling. 

The safety and security will also increase the city attractiveness (Pennington and Kaplanidou, 2012). This finding is also 
aligned with research conducted by  (Mydin and Ayob, 2014). Thus, this is to propose the following hypothesis. 

 

H5: Safety and Health are expected to have significant impact on city attractiveness performance 
 

6. The Relationship between International Levels with City Attractiveness Performance 

There are many different opinions among citizens that are still arguable about the indicators of a city as international level. 

Some citizens avoid the high mobility of a metropolitan city and tend to live in quite place, in another hands, the high mobility 

and so called the city never sleeps became final decision to live. These different opinion and experiences were absolutely 

related to their daily activities. Living in an international level of a city requires strict regulation and tough competition, and 

shifting behavior to more digital practices. Scientific studies have proven that law and human behavioral regulation tend more 

to digital information richness which is widely available. The big data available could enhance end user to use and reproduce 

the data. International level of a city could be known also from the provided and assessable information. To measure the 

city attractiveness could be done through three different aspects from three different activities bank card transaction, photos 

as well as tweet which is provided with geotag  (Sobolevsky et al., 2015). The following hypothesis is proposed. 
 

H6: The International Level is expected to have a significant city attribute on City Attribute on City Attractiveness Performance 
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Figure 1. Proposed Grand Theoretical Model (GTM) 

 (Source: Literatures Reviewed, 2021) 

Having reviewed and discussed aforementioned 

literatures related for this study, the following proposed 

grand theoretical model (Figure 1) is summarized. 

 

RESEARCH METHODOLOGY 

Current research conducted in several cities (one 
province represent the 3rd part of Indonesia, Western, 

central and eastern) in Indonesia as option to live. As 

international tourism destination, this study was 

designed to find out the set of city attributes that are 

able to explain city capacity that interest talents to live. 

During this step, the data should be validated through 

Confirmatory Factor Analysis. Secondly, investigate 

the city attributes weather they could mirror the 

endogen variables in the structural equation modeling. 
 

Table 1. Variable, Indicator and Definition (Source: Literatures reviewed, 2021) 
 

No Variable Indicators Definition 

1 
Environmental 

Outlook 

 Green areas availability 
 Well ecological management 
 Effective pollution management 
 Environmentally housing developer 
 Green public availability 

The green performance of an urban which is defined 
trough the availability of green areas, a well-managed 
ecological, pollution, housing as well as the public 
transportation  (Smith et al., 2005) 

2 
Social Service 

Responsiveness 

 Reachable and accessibility all social facilities 
 Affordable job opportunities 
 Availability of social welfare and security 

The speed response of a city regarding social service 
provided which is known  from reachable and easy 
access to social facilities, the opportunity to seek job, 
social welfare and security perceived (Zenker et al., 2013)   

3 
Tourism and 

Culture 
Tangible 

 Iconic urban performance 
 Various cultural events advantage 
 Well managed culture heritages 
 Green cultural and tourism promotional advantage 
 Expenditures advantage experience-based 

The evidence and reality existed in a city that offered 
the iconic resources, various cultural events 
advantage, a well-managed cultural sites heritages, 
promotional advantage as well as value for money 
(Barrère, 2016) ; (Adie, 2017) 

4 
Education and 

Job 

Opportunity 

 Availability of training centers 
 Affordable of all facilities for educated graduates 
 The existence of specialized human resources training. 
 The availability of Soft Skill and Hard Skill Training Center 
 The “link and match” between education and job 
opportunities 

The link and match advantage between education and 
job work opportunities that offers the availability of 
training center and facilities for graduates, specialized 
human resources training for soft and hard skill 
(Jiang and Li, 2009)  

5 
Safety and 

 Health 

 The availability of health center 
 Ensure the safety and security 
 Standardized of general food and beverages 
 Secured feeling for modern public transportation 

The health and safety perceived through the 
availability of health center, security ensured, a 
trusted worthy food and beverages and a safe feeling 
for modern transportation (García et al., 2012)  

6 
International 

Level 

 Interconnected public transportation 
 Green reputation of accommodation (Hotel, Cafe, Airport) 
 Educated and welcome local residents 
 Memorable journey and experience 

The nature of international of a city which has met some 
indicators such interconnected public transportation, 
green accommodation reputation, educated attitude and 
welcome of local people as well as memorable 
experiences (Gopalan and Narayan, 2010)  

7 
City 

Attractiveness 

Performance 

 High young productive workforces 
 The Easiness to start business 
 The high quality of education, health and entertainment 
 The rapid growth of Industries and trading 

The attractiveness of city attributes perceived by 
residents through productive workforces, business 
establishment, high quality of education, high standard 
of health, entertainment and the rapid growth of 
industries and trading (Coelho and Bairrada, 2020) 

 

1. Data Collection Technique. 

Pre-survey was conducted on graduated students, job seeker or citizens who want to begin a life in a new city. Three 

provinces served as a home-based data collection, Medan as a province of North Sumatera with government program to 

increase the level of city, secondly Palangkaraya which is planned to be the Capital City of Indonesia and The eastern 

part of Indonesia presented by Bali Province. A non purposive sampling with purposive sampling technique was 

deployed with some criteria must be fulfilled by potential respondents with a survey was conducted with Google form. 

Data collection was conducted in 2020 for three months. Sampling measurement was of 600 respondents. The similar 

studies such as  (Zenker et al., 2013) or study with a small sample (Zhang and Zhao, 2009). These studies exploited data 

base on potential residents to determine city attractiveness for talents. 
 

2. Structural Equation Modeling 

The proposed model was assessed by using Structural Equation Modeling approach. This modeling is a statistical 

tool as a mandatory to factor analysis and confirmatory factor analysis. The CFA model finding (Figure 2) with 
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coefficient Cronbach alpha and other measurements. A full structural modeling above provided some information. A 

model considered a good model based on the consideration of some indicators and cut off value. By using structural 

equation modeling, the explanatory and CFA were tested. This model tested and analyzed the latent constructs and the 

interrelation of variables. The procedure of discriminant and convergent were deployed to analyze and measure the 

latent variables. To find out the validity measurement model was analyzed by a confirmatory factor analysis, meanwhile, 

the simultaneous equation modeling was tested to know the interrelation of all variables in a model.  
 

 
 

Figure 2. Full Structural Equation Modeling Source: Output SEM with AMOS (2021) 

 
Table 2. Measurement Scales, Confirmatory Factor Analysis, and Reliability (Source: Output of SEM with Amos, 2021) 

 

No Variable Indicators Definition 

1 
Environmental 

Outlook 

 Green areas availability 
 Well ecological management 
 Effective pollution management 
 Environmentally housing developer 
 Green public availability 

The green performance of an urban which is defined 
trough the availability of green areas, a well-managed 
ecological, pollution, housing as well as the public 
transportation  (Smith, Glasson, & Chadwick, 2005) 

2 
Social Service 

Responsiveness 

 Reachable & accessibility all social facilities 
 Affordable job opportunities 
 Availability of social welfare & security 

The speed response of a city regarding social service 
provided which is known  from reachable and easy 
access to social facilities, the opportunity to seek job, 
social welfare and security perceived (Zenker, 
Petersen, & Aholt, 2013)   

3 
Tourism & 

Culture 
Tangible 

 Iconic urban performance 
 Various cultural events advantage 
 Well managed culture  heritages 
 Green cultural & tourism promotional advantage 
 Expenditures advantage experience-based 

The evidence and reality existed in a city that offered 
the iconic resources, various cultural events 
advantage, a well-managed cultural sites heritages, 
promotional advantage as well as value for money 
(Barrère, 2016) ; (Adie, 2017) 

4 
Education & 

Job 
Opportunity 

 Availability of training centers 
 Affordable of all facilities for educated graduates 
 The existence of specialized human resources training. 
 The availability of Soft Skill and Hard Skill Training Center 
 The “link & match” between education and job opportunities 

The link and match advantage between education and 
job work opportunities that offers the availability of 
training center and facilities for graduates, specialized 
human resources training for soft and hard skill 
(Jiang & Li, 2009)  

5 
Safety & 
 Health 

 The availability of health center 
 Ensure the safety and security 
 Standardized of general food and beverages 
 Secured feeling for modern public transportation 

The health and safety perceived through the 
availability of health center, security ensured, a 
trusted worthy food and beverages and a safe feeling 
for modern transportation (García et al., 2012)  

6 
International 

Level 

 Interconnected public transportation 
 Green reputation of accommodation (Hotel, Cafe, Airport) 
 Educated & welcome local residents 
 Memorable journey & experience 

The nature of international of a city which has met 
some indicators such interconnected public 
transportation, green accommodation reputation, 
educated attitude and welcome of local people as well 
as memorable experiences (Gopalan & Narayan, 2010)  

7 
City 

Attractiveness 
Performance 

 High young productive workforces 
 The Easiness to start business 
 The high quality of education, health &  entertainment 
 The rapid growth of Industries & trading 

The attractiveness of city attributes perceived by 
residents through productive workforces, business 
establishment, high quality of education, high standard 
of health, entertainment and the rapid growth of 
industries and trading (Coelho & Bairrada, 2020) 
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Statistical outputs for CFA presented above, highlighted that coefficient Cronbach Alpha more than 0.6 to claim the 

good reliability each constructs (Nunnally, 1978). Average Variance Extracted (AVE) also showed good measurement 

to enhance validity of convergent model to be evaluated. Other indicators presented in table also showed the significant 

indicator such alpha and CR. Table 2 provided the Standardized Loading (λ) from each variable. The highest loading 

factor from environmental outlook is environmentally housing developer (0. 84). It means, the respondents prefer the 

good housing developer. Affordable job opportunities have the higher loading factor (0. 91) from responsive social 
service. The highest reliability belongs to the iconic urban performance (0.75) (tourism and culture tangible).  

Convergent reliability of the link and match between education and job opportunities is 0.85 of education and job 

opportunities. The highest loading factor from safety and health is standardized of general food and beverages (0. 87). 

Meanwhile, the green reputation of accommodation and the easiness to start a business are (0. 80 and 0. 70) respectively 

from the variable of international level and city attractiveness performance. For more detail (Table 2).  

Goodness of fit model was determined through some indexes. The GoF such as AGFI, GFI, NFI and RFI some meet 

the rule of thumb or cut of value some others meet the marginal fits, RMSEA also showed fit index under 0.08 (Table 

3). This is to conclude that, generally the model is considered parsimony. 
 

Table 3. Absolute, Incremental, Parsimony Fit  
Measurements (Source: Output SEM with AMOS, 2021) 

 

INDICATORS OF  
ABSOLUTE FIT MEASUREMENT 

 

 CMIN/DF (The Minimum Sample Discrepancy 
Function Divide With Degree of Freedom) 

958.045 

 RMSEA (Root Mean Square Error Approximation) 0.061 
 GFI (Goodness of Fit Index) 0.826 

 Chi-squared (χ2)  2401 

 P(probability) 0.000 

INDICATORS OF  
INCREMENTAL FIT MEASUREMENT 

 

 AGFI (Adjusted Goodness of Fit Index) 0.908 

 TLI (Tucker Lewis Index) 0.880 

 NFI 0.830 
 CFI (Comparative Fit Index) 0,897 

INDICATORS OF 
 PARSIMONY FIT MEASUREMENT 

 

 PNFI (Parsimonious Normal Fit Index) 0.80 

 PGFI (Parsimonious Goodness-of Fit Index) 0.81 

 Hoelter (0,01) 187 
 

Table 4. Regression Weights (Source: Output SEM with AMOS, 2021) 
 

Hypotheses Est. S.E. C.R. P Label H 

City 
Attractiveness 
Performance 

<- 
Environmental 

Outlook 
.217 .042 5.100 *** par_24 Accepted 

City 
Attractiveness 
Performance 

<- 
Safety and 
Health 

.115 .034 3.346 *** par_25 Accepted 

City 
Attractiveness 

Performance 

<- 
Education  
and Job 

Opportunity 

.142 .032 4.414 *** par_26 Accepted 

City 
Attractiveness 
Performance 

<- 
International 
Level 

.026 .032 .807 .420 par_27 Rejected 

City 
Attractiveness 
Performance 

<- 
Social Services 
Responsiveness 

.229 .037 6.122 *** par_28 Accepted 

City 

Attractiveness 
Performance 

<- 

Tourism and 

Culture 
Supply 

.085 .042 2.046 ,041 par_29 Accepted 

 

 

3. Research Findings 

As mentioned previously, the purpose of current study is to evaluate the antecedent’s city attractiveness to attract the 

potential residents and talents to choose and live in a city. Table 4 above highlighted regression weights of all 

hypotheses proposed. The highest CR as antecedent of city attractiveness is social services responsiveness. This is to 

claim that, potential resident and talents considered social services as the most important factor to consider if they want 

to live in a city (CR: 6.122). The second consideration is the environmental outlook. The environmentally friendly 

became the second consideration to live in a city (CR: 5.100). While the education and job opportunity comes in the 
third place (CR 4.414). While the stay and health, tourism and culture supply in the fourth and fifth respectively (CR 

3.346 and 2.046). All the respondents agreed that the international level of a city is not the factor to consider as the 

impact of international level is insignificant on city attractiveness (CR: 0.807).  

 

DISCUSSION 

1.  Implication for City Branding 

City as the destination is a complex construct where the place marketing should be able to provide a satisfaction for 

all different stakeholders needs to increase the reputation of city brand, competitiveness and attractiveness. This study 

involved the potential residents and talents to choose the city to live in a city as their final place to live. Many previous 

research analyzed the perception and involvement of residents (Braun and Kalandides, 2013), but fewer authors were 

interested to focus on city attractiveness in order to attract the talents, which is commonly generalized for national and 

international talents (Darchen and Tremblay, 2010). Statistical outputs demonstrated that the related criterion of place 
quality has different impacts on the attractiveness. Some of city attractiveness such as, educational quality, social and 

health services, international level, cultural and tourism attractiveness, environmental look are becoming key drivers 

when a city is evaluated as a place that could attract workers, businessman and talents.  

On the other hand, the factors of international level are insignificant. Social and health responsiveness is becoming 

the most important indicators that respondent considered, this variable is measured by the reachable and accessibility of 

all social facilities (transportation, health center, entertainment), affordable or availability of job opportunities as well  as 

the availability of social welfare and security. The environmental outlook played a second important role to increase the 

city attractiveness. All the respondent really cared and concerned about Green areas, well ecological management 
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Effective pollution management, environmentally housing developer and Green public availability. The existence of 

good education and job opportunity also dragged respondent attention. It has been proven by its indicators that enhances 

its attractiveness through Availability of training centers, Affordable of all facilities for educated graduates, the 

existence of specialized human resources training, the availability of Soft Skill and Hard Skill Training Center and the 

“link and match” between education and job opportunities.  

The attractiveness of health and safety came in the fourth place. Compared with the others variable, these indicators of 
health and safety did not attract respondent’s attention as a consideration to choose a city to live. This variable is measured 

with the availability of health center, ensures the safety and security, standardized of general food and beverages and 

secured feeling for modern public transportation. Culture and tourism have a positive impact to enhance city attractiveness. 

This, probably when city has Iconic urban performance, Various cultural events advantage, well managed cultural 

heritages, Green cultural and tourism promotional advantage and Expenditures advantage experience-based or value of 

money. Unfortunately, the finding of current research, the international level has been showing the insignificant impact to 

enhance the city attribute attractiveness. Most of the respondents agree that the indicators of international level 

(Interconnected public transportation, Green reputation of accommodation (Hotel, Cafe, and Airport), Educated and 

welcome local residents and memorable journey and experience) are not the priority for them to live. 
 

2. Implication for Place Marketing 

In accordance with regression weights, the most key determinant factors for city attribute attractiveness are social 

services responsiveness and environmental outlook. The existence of well social services has become a consideration made 

by potential residents and talents once they start to be a permanent resident in certain city. Compared with the education 

and job opportunity in a third place, if the first three categories well blended together, they are going to be effective to 

enhance city attribute attractiveness. The well-educated residents and talents would be firmly to decide to live in. The 
infrastructures of social services, environmental friendly and the education center will fulfill their basic needs. 

 

CONCLUSION 

Because the brand association is different from various targeted groups, place planning and strategic communication 

requires detailed and constant analysis regarding the interested and perception of stakeholders. Since this study is 

engaged with high educated persons and talents, so they are expected to make a decision to be generalized and as a base 

to take decision. The most three emerging findings for current study, social service, environmental friendly and 

education center have been playing crucial impact on city attributes. The character of the international level of city, 

somehow, has been approved insignificant to increase city attribute attractiveness.  
 

Research Limitation and Further Research 

To estimate empirical evidence, some research limitations are worth to put into consideration. Firstly, frequently 

asked question in quantitative research is always around about the quality of respondent surveyed. To minimize this 

question, early in research methodology, sampling technique, the respondents were screened through sampling method, 

non-probability sampling technique with purposive sampling. Besides, current research extended previous research 

concerned on city attribute (Zenker et al., 2013). Further research would like to add others attributes such as city size, 

the existence of religion services and tolerance aspect. 
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