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ABSTRACT 

 

The perception of the visitors of the quality of the services provided at the 

Bali Pulina Agrotourism contributed to their satisfaction, which would then 

make them desirous of paying a revisit to it. The research was conducted at 

the Bali Pulina Agrotourism.  This study was intended to analyze the effect of 

the quality of services (physical evidence, reliability, responsiveness, 

assurance, and empathy) on the visitors‟ satisfaction with the Bali Pulina 

Agrotourism, and analyze the effect of the visitors‟ satisfaction on their 

desire to pay a revisit to it. The respondents in this study were the tourists 

who had visited the Bali Pulina agrotourism, totaling 80 and obtained using 

the accidental sampling method. The model was designed based on the Smart 

PLS version 3.0-based Structural Equation Modelling (SEM) using a 

computer program.  The results of the study showed that  physical evidence 

significantly contributed to the visitors‟ satisfaction (p = 0.002); reliability 

significantly contributed to the visitors‟ satisfaction (p = 0.005); 

responsiveness significantly contributed to the visitors‟ satisfaction (p = 

0.040); assurance significantly affected the visitors‟ satisfaction (p = 0.001); 

empathy significantly affected the visitors‟ satisfaction (p = 0.014); the 

visitors‟ satisfaction significantly contributed to their desire to pay  a revisit 

to the Bali Pulina Agrotourism  (p = 0,000). Based on the results of the study, 

the Bali Pulina Agrotourism was expected to be able to maintain and improve 

the quality of services to make the visitors feel satisfied and desirous of 

paying a revisit. 
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INTRODUCTION 

 

Background 

 

Agricultural sector is the one which 

dominantly contributes to the Indonesian 

economy. Agriculture constitutes a strong 

potential which can be developed as an 

attraction which can be enjoyed by both the 

domestic and foreign tourists. The activities 

starting from the time when plants are 

cultivated to the time when and after they are 

harvested can be used as the attractions to 

inspire tourists to visit Indonesia (Sammeng, 

2001). 

 

 Indonesia is a country with different 

potentials and resources, meaning that it has a 

lot of opportunities through which it can be 

developed into a country with tourism 

industry. In this way, it can earn a lot of 

foreign exchange which can be used for 

funding the local, regional and national 

development (Oktaviani and Suryana, 2016). It 

has a lot of natural charms which can be 

developed as tourist destinations, one of which 

is Bali Province. 

 Bali Province has many tourist 

destinations which are visited by tourists 
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(Badan Pusat Statistik Propinsi Bali, 2017). 

According to Suryawardani, Wiranatha and 

Christine  (2014), the beautiful natural 

landscape and its beautiful nature contribute to 

the success achieved by the nature-based 

tourist attractions in Bali.  Bali is well-known 

for its highly beautiful nature, tropical climate, 

green forests, mounts, lakes, rivers, rice fields 

and beaches. It is highly needed to improve the 

quality of the tourist destinations as one of the 

attempts made to support the success they 

achieve (Suryawardani et al., 2017). One of 

the regencies in Bali which is visited by a 

great number of tourists is Gianyar Regency. It 

relies on the agricultural sector as the tourist 

destination, causing it to be one of the 

alternative reliable products in tourism 

industry in general and in agrotourism in 

particular.  

 

 One of the popular destinations, where 

agrotourism is used as one of the tourist 

attractions, is the Bali Pulina Agrotourism, 

which is located in Tegallalang District, 

Gianyar, where tourists can enjoy the coffee 

luwak (coffee beans collected from the civet 

cat‟s feces) and its beautiful surrounding view. 

The Bali Pulina Agrotourism is not the only 

one in Tegallalang area. The fact that more 

and more tourist destinations will be created 

and developed in Tegallalang area causes them 

to tend to be more competitive, causing 

tourists to have more choices to visit 

(Supranto, 2011). In other words, the Bali 

Pulina Agrotourism is challenged to face the 

competition between it and the other units of 

agrotourism. Therefore, as a unit of business in 

tourism, it should pay much attention to what 

to do to be able to serve visitors as demanded 

by the market in order to be able to be 

competitive with its competitors.  

 

 According to Parasuraman, et al. 

(1990), the general dimension representing the 

evaluative criteria used to evaluate the quality 

of services are made up of physical evidence, 

reliability, responsiveness, assurance, and 

empathy.  The evaluation of the attributes of 

services made by the visitors who visit the 

Bali Pulina Agrotourism functions to indicate 

the quality of what services to improve.  The 

knowledge of the visitors‟ perception becomes 

highly important when formulating the 

company‟s managerial implication. This 

current study mainly focuses on the visitors 

visiting the Bali Pulina Agrotourism as the 

success achieved by and the sustainability of 

the company are determined by the number of 

visitors visiting it. Therefore, it is highly 

important for the Bali Pulina Agrotourism to 

always do its best to improve the quality of 

services to make visitors interested and 

satisfied, and come again in the future.  

 

Objectives of the Study  

 

This current study was intended to: 

1. analyze the effect of the dimension of the 

quality of services (physical evidence, 

reliability, responsiveness, assurance, and 

empathy) on the satisfaction of the 

visitors visiting the Bali Pulina 

Agrotourism. 

2. analyze the effect of the satisfaction of 

the visitors of the Bali Pulina 

Agrotourism on their desire to pay  a 

revisit.  

 

LITERATURE REVIEW 

 

 The previous studies in which the 

Structural Equation Model (SEM) was used to 

analyse the relationship among variables are as 

follows.  

 

 Suryawardani and Wiranatha (2016) 

implemented the Structural Equation Model 

and AMOS to assess the Guests‟ Perception in 

the Implementation of Green Tourism to 

Support Sustainable Tourism at Hotels in Bali. 

The result showed that the tourists who stayed 

at the hotels were requested to give positive 

opinion as to the implementation of the green 

tourism, which included the environmental 

conservation and cultural preservation, at the 

hotels which turned out to contribute to the 

enhancement of the economic development 

and staff welfare. The hotel management had 

great concern for water efficiency and 

utilization of energy and water resources. 

Reuse and recycle were the concepts applied 

to manage the waste products. The hotel‟s 

concern for community was shown through its 

Corporate Social Responsibility program (the 

CSR program). 

 

 

 

 Suryawardani et al. (2017) in their 

study implemented the Structural Equation 
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Model and used the Smart-PLS to analyse the 

Structural Model of Foreign Tourists‟ Loyalty 

to Visiting the Nature-based Tourism in Bali. 

They revealed that the intrinsic and extrinsic 

motivations significantly contributed to the 

tourists‟ loyalty to visiting the nature-based 

tourism mediated by the foreign tourists‟ 

satisfaction. The result of the study they 

conducted suggested that the improvement of 

the destination quality is crucially needed to 

improve the competitiveness of the nature-

based tourism in Bali.  

 

 Wiranatha, A.S., Bendesa and 

Suryawardani (2018) implemented the 

Structural Equation Model and used AMOS to 

analyse the Model of Foreign Tourists‟ 

Loyalty to the Marine Tourism in Bali. The 

results of the study they conducted showed 

that (i) the intrinsic motivation of foreign 

tourists to visit the marine tourism in Bali 

significantly contributed to their satisfaction 

when diving in many dive sports in Bali; (ii) 

the extrinsic motivation significantly 

contributed to the tourists‟ satisfaction when 

diving in many dive sports in Bali, and (iii) the 

foreign tourists‟ satisfaction significantly 

affected their loyalty to diving in many dive 

sports in Bali.  

 

 Suryawardani and Wiranatha (2018), 

in their study entitled “Evaluation of the 

Marketing Strategy of Sanur Village Festival 

Based on Visitors‟ Behavior” in which she 

applied the Theory of Planned Behavior and 

used the Smart-PLS to analyse the data, 

concluded that (i) the  desire to visit was 

significantly affected by the attitude towards 

behaviour and the perceived behaviour 

control, (ii) the plan to revisit (actual 

behaviour) was significantly affected by the 

behavioural intention and perceived behaviour 

control; (iii) the intention  and plan to visit 

Sanur Village in the following year were 

significantly related, and (iv) the 

communication of integrated marketing had 

been applied at the very prestigious art and 

cultural event as one of the attempts made to 

arouse the Bali tourism, which was made to be 

getting worse by several damaging terrors 

made by terrorists.  

 

 

Wiranatha, A.S., Bendesa and 

Suryawardani (2018) in their study entitled 

Model of Foreign Tourists‟ Loyalty in Cultural  

and Heritage Tourism in Bali  found that: (i) 

Foreign tourist were mostly satisfied in 

visiting cultural and heritage sites of Bali, (ii) 

Variables that influenced foreign tourists‟ 

satisfaction in visiting cultural and heritage 

sites of Bali were intrinsic motivation, 

extrinsic motivation and trust, (iii) Based on 

direct effects relationship, there were 

significant relationships between variable 

intrinsic motivation to trust, between intrinsic 

motivation to tourists‟ satisfaction, between 

extrinsic motivation to trust, between extrinsic 

motivation to tourists‟ satisfaction and 

between trust to tourists‟ satisfaction. 

Meanwhile, there was not significant 

relationship between intrinsic motivation to 

tourists‟ satisfaction. However, based on 

indirect effect, intrinsic motivation 

significantly influenced foreign tourists‟ 

loyalty through variable trust which indicated 

that even though internal motivation of foreign 

tourists was not significant to directly 

influence tourist‟s satisfaction, the results 

showed that foreign tourist‟s trust in the 

reputation of Bali as one of cultural and 

heritage destination indirectly brought about 

tourists‟ satisfaction in visiting cultural and 

heritage sites of Bali.  Hence, the Balinese 

beliefs need to be protected, preserved and 

maintained through keep spreading out the 

vibration of Balinese spirits in implementing 

local culture and art in their daily life. 

 

The Nature and Culture-based Tourist 

Attractions-related Studies 

 

 Wiranatha (2015), in his study entitled 

Sustainable Development Strategy for 

Ecotourism at Tangkahan North Sumatera, 

showed seven strategies which can be used to 

develop ecotourism. They are (i) preserving 

flora and fauna; (ii) developing the nature-

based tourism by implementing the principles 

of ecotourism and preserving the nature; (iii) 

giving priority to paying attention to the safety 

of the visitors and their tour guides when they 

are doing their activities; (iv) revitalizing the 

traditional music and dances; (v) widening the 

existing tracking area at Tangkahan, (vi) 

increasing the number of elephants, and (vii) 

improving the accommodation facilities 

without damaging environment; (viii) 

developing the land transportation leading to 

the location of the tourist attraction, improving 
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the touristic supporting infrastructure and 

facilities such as banking, public toilets and 

the management of the integrated parking area, 

improving the electrical facility and circuitry 

at the centre of the tourist attraction at 

Tangkahan.  

 

 Pramono, Susrusa and Wiranatha 

(2016), in his study entitled “the 

Environmental Management at Star Rated 

Hotels in Bali‟, showed that the environmental 

issues, environmental management, and the 

application of the environmental management 

at the star rated hotels in Bali were 

significantly related to one another. 

 

 Wiranatha, A.S., Bendesa and 

Suryawardani (2018), in their study entitled 

Model of Foreign Tourists‟ Loyalty to Cultural 

and Heritage Tourism in Bali, concluded that 

foreign tourists were satisfied with the cultural 

heritage sites in Bali. The variables which 

contributed to their satisfaction were the 

intrinsic and extrinsic motivations and trust. 

Viewed from the direct impact, the result of 

their study showed that the variable of the 

intrinsic motivation was significantly related 

to the variable of trust, the extrinsic motivation 

was significantly related to the variable of 

satisfaction, and the variable of trust and the 

variable of satisfaction were significantly 

related. However, it was found that the 

intrinsic variable was insignificantly related to 

satisfaction. Viewed from the indirect effect, 

the variable of intrinsic motivation and the 

variable of loyalty mediated by trust were 

significantly related. The results of the study 

indicated that the cultural heritage destinations 

in Bali attracted foreign tourists; therefore, the 

Balinese culture needed to be maintained.  

 

 Suryawardani, Wiranatha and 

Christine (2014), in their study entitled “the 

Destination Marketing Strategy in Bali 

through Optimizing the Potential of Local 

Products”, concluded that the strategy used to 

market a tourist destination needed to optimize 

the competitiveness of the local products.  The 

admiring and beautiful landscape, which Bali 

has, supported the success achieved by the 

nature-based tourist attractions in Bali. 

 

 

RESEARCH METHOD 

 

Research Location and Time 

 

 This current study was conducted at 

the Bali Pulina Agrotourism, which is located 

at Jl. Banjar Pujung Kelod, Tegallalang 

Gianyar for three months, from March 2018 to 

April 2018 for the following reasons. (1) 

There were so many tourists visiting the Bali 

Pulina Agrotourism; (2) none had explored the 

effect of the quality of services on the 

satisfaction of the visitors visiting the Bali 

Pulina Agrotourism; and, apart from that, the 

researcher was permitted to conduct the 

research there.  

 

Data and the Method Used to Collect the 

Data   

 

 Both the qualitative and quantitative 

data were used in the current study. The data 

were obtained from both the primary and 

secondary data sources. The data were 

collected through the library research and field 

research (observation, direct interview, 

questionnaire, and documentation). 

 

Research Population and Samples 

 

 The population in the current study 

included all the tourists visiting the Bali Pulina 

Agrotourism. The samples, totalling 80 

respondents and purposively determined, were 

taken using the accidental sampling technique. 

 

Variables and Data Analysis   

 

 The variables which were analysed in 

the current study are: (1) the quality of 

services (X), including physical evidence (X1), 

reliability (X2), responsiveness (X3), assurance 

(X4), and empathy (X5); (2) the visitors‟ 

satisfaction (Y1) and (3) the desire to pay  a 

revisit. The data were analysed through the 

hypothesis test using the previously designed 

Structural Equation Modelling – SEM). The 

instrument used to analyse the data was the 

Smart-PLS program version 3.0. The output 

was analysed descriptively and qualitatively 

using the software Smart-PLS.  

 

 

 

 

The Respondents’ Characteristics 
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 The result of the study showed that 

most respondents came from the United States 

of America and Australia. The male 

respondents dominated. The respondents were 

between 26 and 55 years old. Most of them 

were private employees. They got information 

as to the Bali Pulina Agrotourism from their 

friends/relatives and other visitors who had 

visited it at their own intention.  

 

Confirmative Analysis  

 

 Based on the model theoretical 

framework and hypothesis referred to in this 

current study, the model specification of the 

structural equation can be seen in Figure 3.1 

below.  

                                                                                                                                                       

 
  

Figure 1. The Output of the Smart PLS 3.0-

based Structural Equation Model 

 

The Result of Analysis of the 

Outer/Measurement Model 

 

 The analysis of the outer/measurement 

model shows the relationship among the 

variables and the indicators forming them 

(Ghozali, 2014). The following tables show 

six types of analysis of measurement.  

 

Table 1.  Measurement Model Test of the 

Variable of the Physical Evidence 

 
Remarks: 

** indicates being significant 

Source: the Processed Primary Data (2018) 

 

 It can be seen from Table 1 that the 

well-groomed appearance of employees (XI.4) 

was the indicator of the outer loading value, 

indicating that the well-groomed appearance 

of employees was the highest reflection of the 

physical evidence of the Bali Pulina 

Agrotourism, which should be maintained. 

The physical evidence of the parking area 

(X1.1) indicates that the visitors felt less 

satisfied as its outer loading value was the 

smallest and that the parking area needed to be 

seriously designed. Table 2 shows the result of 

measurement of the variable of reliability. 

 

Table 2.  Measurement Model Test of the 

Variable of Reliability 

 
Remarks: 

** indicates being significant 

Source: the Processed Primary Data (2018) 

 

 

 Table 2 shows that clear information 

(X2.3) was the indicator which most strongly 

______________________________________________________________________ 

Code Statement  Outer   Standard T-Statistics 

    Loading  Error 

_______________________________________________________________________ 

X1.1 Parking Area  0.711   0.071  9.331 ** 

X1.2 Garden Cleanliness 0.847   0.042  16.961 ** 

X1.3 The spots used as 0.887   0.042  22.657 ** 

 agrotourism   

X1.4 The well-groomed 0.905   0.021  42.605 ** 

 appearance of 

 employees  

X1.5 The equipment used 0.787   0.052  16.849 ** 

______________________________________________________________________ 

 

_____________________________________________________________________ 

Code Statement  Outer  Standard   T-Statistics 

    Loading Error 

_____________________________________________________________________ 

X2. 1 Time accuracy  0.841  0.040   19.783 ** 

            of services 

X2.2 The ability to  0.841  0.040   19.783  **  

 give the advantage  of 

 education 

X2.3 Clear information 0.901  0.034   25.464  ** 

______________________________________________________________________ 
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contributed to the satisfaction of the visitors 

visiting the Bali Pulina Agrotourism. 

However, the time accuracy of services needed 

to be improved as it was loaded with the 

smallest factor. The third latent variable, 

namely responsiveness was shown by 4 

indicators. The result of the analysis of 

measurement model for the latent variable of 

responsiveness can be seen in Table 3.  

 

Table 3.  Measurement Model Test of the 

Variable of Responsiveness 

 
Remarks: 

** indicates being significant 

Source: the Processed Primary Data 

 

 It can be seen from Table 4 that the 

measurement model of the latent variable of 

assurance indicated that the friendliness and 

politeness of employees (X4.2) constituted the 

indicator of the highest outer loading, the 

security and comfort (X4.3) were the 

indicators with the lowest outer loading, 

indicating that security and comfort were the 

lowest reflection of assurance for the visitors 

at the Bali Pulina Agrotourism. The fifth latent 

variable was the empathy, as shown in Table 

5. 

 

 

 

 

 

Table 5.  The Measurement Model Test of the 

Variable of Empathy 

 
Remarks: 

** indicates being significant 

Source: the Processed Primary Data (2018) 

 

 Based on the result of the 

measurement model as shown in Table 3.5, it 

can be identified that the employees‟ 

willingness to listen to the visitors‟ complaints 

(X5.3) was the indicator of the highest outer 

loading, reflecting the highest assurance of the 

Bali Pulina Agrotourism; the employees‟ 

personal attention (X5.1) was the indicator of 

the lowest outer loading, meaning that the 

lowest reflection of the variable of empathy 

towards the visitors should be improved. In 

this current study, the endogenous latent 

variable of the model was made up of the 

variable of the visitors‟ satisfaction and the 

variable of the desire to pay a revisit, as can be 

seen in Table 6 as follows.  

 

Table 6. The Measurement Model Test of the 

Variable of the Visitors‟ Satisfaction 

 
Remarks: 

** indicates being significant 

Source: the Processed Primary Data (2018) 

 Table 6 shows that the visitors‟ 

satisfaction with security and comfort (Y1.4) 

____________________________________________________________________ 

Code  Statement  Outer  Standard T-Statistics 

     Loading Error 

____________________________________________________________________ 

X3.1 The rapidity of  

 employees to give 

 services   0.898  0.023   36.218  ** 

X3.2 The responsiveness 

 of employees to the 

 difficulties underwent 

 by the visitors   0.865  0.054  14.830  ** 

X3.3 The preparedness of 

 employees to give 

 information   0.897  0.037  25.739  ** 

X3.4 The readiness of employees 

 to respond to the visitors‟ 

 requests   0.908  0.033  27.742  ** 

_____________________________________________________________________ 

________________________________________________________________________  

Course  Statement   Outer  Standard T-Statistics 

      Loading Error 

________________________________________________________________________ 

X5.1  The employees‟ personal 0.903  0.042  21.397   ** 

  attention  

X5.2  The employees‟ seriousness 0.922  0.030  30.713  ** 

  in serving the visitors   

X5.3  The employees‟ willingness 0.934  0.027  34.253  ** 

  to deal with the visitors‟  

  complaints 

___________________________________________________________________________ 

______________________________________________________________________ 

Code Statement   Outer  Standard T-Statistics 

     Loading Error 

______________________________________________________________________ 

Y1.1 The visitors‟ satisfaction 0.774  0.054  14.208  ** 

 with the  packaged tour 

 bought  

Y1.2  The visitors‟ satisfaction 0.846  0.053  15.977  ** 

 with facilities 

Y1.3 The visitors‟ satisfaction 0.856  0.047  18.053  ** 

 with services provided 

Y1.4 The visitors‟ satisfaction 0.880  0.034  25.899  ** 

 with security and comfort 

_______________________________________________________________________ 
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highly contributed to the whole satisfaction, 

which, in general, fulfilled what had been 

expected by the visitors of the Bali Pulina 

Agrotourism. However, it should pay more 

attention to the tourist attraction or the 

packaged tour they bought (Y1.1) as it had the 

smallest outer loading value. Three attributes 

were used to measure the variable of the desire 

to pay a revisit to the agrotourism. Table 7 

shows the outer loading value which each 

attribute had. 

 

Table 7. The Measurement Model Test of the 

Variable of the Desire to Pay a 

Revisit  

 
Remarks: 

** indicates being significant 

Source: the Processed Primary Data (2018) 

 

 As shown in Table 7, the indicator of 

the desire to give information to others on the 

existence of the Bali Pulina Agroculturalism 

(Y2.2) had the highest outer loading value, 

meaning that it made the largest contribution 

to the variable of the desire to pay a revisit. 

The indicator which had the lowest outer 

loading value was the indicator of making the 

Bali Pulina Agrotourism the main choice 

(Y2.3). The reason was that most of the 

visitors would like to see and enjoy another 

agrotourism. 

 

The Result of the Structural Model 

(the Inner Model) 

  

 The analysis of the inner or structural 

model was intended to examine the 

relationship among variables (Ghozali, 2014). 

The resultant values of the path coefficient of 

the relationship among variables in the 

structural equation model are displayed in 

Table 8. The values showed the direct effect of 

every exogenous variable on the adjusted 

endogenous variable. Apart from the direct 

effect, the indirect effects of the exogenous 

variable on the endogenous variable could also 

be examined through the mediation of the 

other latent variables. By paying attention to 

the two types of effects, the inner model of the 

structural equation in this current study can be 

distinguished as follows.  

 

Table 8. The Latent Direct Effect of the 

Exogenous Variable on the Latent 

Endogenous Variable in the Inner 

Model 

 
Source: the Processed Primary Data (2018) 

 

 The T-Statistic values displayed in 

Table 8 clearly shows that the six hypotheses 

developed were really supported by the result 

of the structural model analysis with a 5% 

level of significance. The visitors‟ satisfaction 

was evidently affected by the physical 

evidence, reliability, responsiveness, 

assurance, and empathy. Among the six 

dimensions of the quality of services, the 

assurance with the value 0.307 constituted the 

variable which mostly contributed to the 

satisfaction of the visitors visiting the Bali 

Pulina Agrotourism. Then, the variable of the 

visitors‟ satisfaction significantly contributed 

to the visitors‟ desire to pay a revisit with the 

value 0.831. The better the perception of the 

visitors of the quality of services of the Bali 

Pulina Agrotourism, the higher their desire to 

_____________________________________________________________________ 

Code Statement   Outer   Standard  T-Statistics 

     Loading Error 

_____________________________________________________________________ 

Y2.1 The desire to pay a  0.845  0.050  16.928     ** 

 revisit  

Y2.2 The desire to give   0.890  0.024  36.947     ** 

 Information to others   

Y2.3 The desire to make   0.725  0.054  13.341     ** 

 agrotourism  the main 

 choice  

_____________________________________________________________________ 

Remarks: 

_____________________________________________________________________

__ 
Hyp. Exogenous Endogenous Original St. Dev. T-Statistics p-Values 

 Variable Variable Sample 

___________________________________________________________________________________

___ 

H1 Physical  Visitors‟  0.154  0.050 3.101  0.002 

 Evidence Satisfaction 

___________________________________________________________________________________

___ 

H2 Reliability Visitors‟  0.191  0.068 2.815  0.005 

   Satisfaction 

___________________________________________________________________________________

___ 

H3 Responsive- Visitors‟  0.194  0.095 2.056  0.040 

 ness Satisfaction 

___________________________________________________________________________________

___ 

H4 Assurance Visitors‟ 0.307  0.090 3.392  0.001 

  Satisfaction 

___________________________________________________________________________________

___ 

H5 Empathy Visitors‟ 0.202  0.082 2.465  0.014 

  Satisfaction 
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pay a revisit would be.  

 

The Indirect Effect of the Exogenous 

Variable on the Endogenous Variable 

 

 Apart from the direct effect with 

significant relationships as displayed in Table 

9, there were several paths in which the 

exogenous variable indirectly affected the 

adjusted endogenous variable through the 

mediation of the other latent variable. In this 

current study, the variable of the visitors‟ 

satisfaction played a role as the mediator of 

the effects of all the dimensions of the quality 

of services on the visitors‟ desire to pay a 

revisit, indicating that the dimension of the 

quality of services indirectly contributed to the 

desire to pay a revisit with the variable of the 

visitors‟ satisfaction as the mediator; therefore, 

the indirect effect was tested as displayed in 

Table 9. 

 

Table 9.  The Indirect Effect of the 

Exogenous Variable on the Latent 

Endogenous Variable in the Inner 

Model 

 
Source: The Result of Analysis of the Data 

Provided by the Respondents (2018) 

 The research model shows five 

indirect relationships as displayed in Table 9.  

The five indirect effects of the physical 

evidence, reliability, responsiveness, 

assurance, and empathy contributed to the 

visitors‟ desire to pay a revisit. The latent 

variable of the visitors‟ satisfaction shows 

significant effects through the latent variable 

as the mediation with path coefficients 0.128; 

0.159; 0.162; 0.255 and 0.168.  

 

The Feasibility of the Structural Equation 

Model  

  

 Before the results of the analysis of 

the structural equation model were interpreted, 

several researchers (Fornell & Larcker, 1981; 

Chin et al., 2003; Hair et al., 2012; Henseler et 

al., 2009, in Suryawardhani, 2018) 

recommended examining the model‟s 

feasibility. Table 3.10 shows the 

measurements commonly used to examine the 

feasibility of the structural equation model, 

which was analyzed using the Smart-PLS 

method.  

 

Table 10. The Feasibility Test of the Structural 

Measurement Model 

 
Remarks:  

a
 = Value was not available as the latent was 

the exogenous one 
b 

= the weighted means weighting the total 

indicators 

Source: The Processed Primary Data (2018) 

 Table 11 shows the determination 

coefficient values (R
2
) of every latent 

_____________________________________________________________________

___ 
  Variable          Outer  St. Dev. T-Statistics P Values 

________________________________________loading_____________________________________

___ 

Exogenous        Mediation    Endogenous  

___________________________________________________________________________________

___ 

 

Physical           The Visitors‟  The desire to 0.128 0.042 3.048  0.002 

Evidence          Satisfaction  pay a revisit  

___________________________________________________________________________________

___ 

Reliability       The Visitors‟ The desire to 0.159 0.056 3.068  0.005 

           Satisfaction  pay a revisit  

___________________________________________________________________________________

___ 

Respon-           The Visitors‟  The desire to      

siveness           Satisfaction  pay a revisit 0.162 0.079 1.986  0.042 

___________________________________________________________________________________

___ 

Assurance       The Visitors‟  The desire to 0.255 0.076 3.270  0.001 

           Satisfaction  pay a revisit 

___________________________________________________________________________________

__ 

Empathy         The Visitors‟  The desire to 0.168 0.068 2.462  0.014 

          Satisfaction  pay a revisit   

___________________________________________________________________________________

__ 

_____________________________________________________________________

_ 
Exogenous Var. Types of Number of Comparative Average R

2 

  Variables Indicators Reliability Variance 

        Extracted 

___________________________________________________________________________

_ 

Physical  Exogenous  5 0.917  0.690  NA
a
 

Evidence   

___________________________________________________________________________ 

Reliability Exogenous  3 0.908  0.767  NA
a
 

___________________________________________________________________________ 

Responsiveness Exogenous  4 0.940  0.796  NA
a 

___________________________________________________________________________ 

Assurance Exogenous  3 0.889  0.727  NA
a 

___________________________________________________________________________ 

Empathy
   

Exogenous
 

 3 0.943  0.846  NA
a
 

___________________________________________________________________________ 

Satisfaction   Exogenous/  4 0.905  0.706 

 0.896 

   Endogenous 

___________________________________________________________________________

_ 

The Desire to   Endogenous  3 0.862  0.677 

 0.691 

Pay a Revisit 

___________________________________________________________________________

_ 

Average  -   - -  0.744
b
 

 0.794 

___________________________________________________________________________

_ 
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endogenous variable. According to Chin et al. 

(2003) in Suryawardani and Wiranatha (2018) 

Suryawardani (2018), the endogenous variable 

with the value R
2
 ranging from the value 0.19 

to 0.33 is under the category of the weakly 

explained variable, the endogenous variable 

with the value R
2
 ranging from the value 0.33 

to 0.67 is under the category of the moderately 

explained variable, and the endogenous 

variable with the value R
2
 with the value 

higher than 0.67 is under the category of the 

substantially explained variable, meaning that 

the visitors‟ satisfaction and the visitors‟ 

desire to pay  a revisit were the two 

endogenous variables which were substantially 

explained by the adjusted exogenous variables.  

 

 Then, if the value of the Composite 

Reliability was referred to, then the value of 

the Composite Reliability of all the latent 

variables in the model would be higher than 

the threshold value, namely 0.60, as stated by 

Cin et al. (2003) in Suryawardani and 

Wiranatha (2018), meaning that all the 

indicators in each variable  was reliably and 

internally consistent.  

 

The Result of the Fit Model Analysis 

 

 This test was done to totally assess the 

feasibility of the structural equation model. To 

this end, the model, which is proposed by 

Tanenhaus et al. (2005) and is displayed as 

follows, is referred to in order to assess the 

Goodness of Fit (GoF) value. 

 

GoF = Communality xR2 = AVE  xR2

 

  

The AVE in the equation above 

constitutes the value of the weighted means 

with the weight obtained from the total 

indicators of every variable. This formula 

shows that the GoF of the model was 0.768, 

higher than the threshold value, namely 0.50, 

indicating that the model could be accepted 

and interpreted; therefore, the PLS model 

could be stated to be fit and was feasibly used 

to examine the research hypothesis.  

 

 The Goodness of Fit test of the PLS 

model could also be seen from the values of 

the SMRM model. The PLS model would be 

stated to have fulfilled the criteria of the 

goodness of fit model if the SRMR value was 

<0.10 and the model would be stated to be 

perfectly fit if the SMSR value was <0.08. The 

result of the Goodness of Fit test of the PLS 

model shows that the SMSR value of the PLS 

model was 0.07; therefore, the PLS model was 

stated to be fit and was feasibly used to 

examine the research hypothesis.  

 

CONCLUSION 

 

 Based on the results of the study, 

several conclusions can be drawn as follows. 

(1) The effect of the quality of services on the 

visitors‟ satisfaction: 

The physical evidence, reliability, 

responsiveness, assurance, and empathy 

positively and significantly contributed to 

the satisfaction of the visitors visiting the 

Bali Pulina Agrotourism, meaning that the 

better the physical building of the Bali 

Pulina Agrotourism the more satisfied the 

visitors would be, and that the worse the 

physical building of the Bali Pulina 

Agrotourism, the less satisfied the visitors 

would be. 

 

(2) The visitors‟ satisfaction positively and 

significantly contributed to the visitors‟ 

desire to pay a revisit to the Bali Pulina 

Agrotourism, meaning that the more 

satisfied the visitors visiting the Bali Pulina 

Agrotourism, the more motivated the 

visitors would be to pay a revisit to it, and 

that the less satisfied the visitors visiting 

the Bali Pulina Agrotourism, the less 

motivated they would be to pay a revisit to 

it.  

 

Suggestion   

 

 As the variable of the physical 

evidence contributed the least, it is suggested 

that more attention should be paid to it to 

improve the visitors‟ satisfaction and motivate 

the desire of the visitors to pay a revisit to the 

Bali Pulina Agrotourism. The parking area 

facilities and the quality of equipment used by 

the visitors should be improved.  
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ABSTRACT 

 

Currently, many families travelling to various tourist destinations. This 

phenomenon is interesting to be investigated. Existing research results can be 

utilized by stakeholders to develop their own policies and strategies. 

However, at this time not much study exists in family travel. This study  

examines family’s travel motivations, family’s activities in destination, and 

the differences of family’s activity choice across categories of travel 

motivations. Survey method has been employed in this study. The sample 

was obtained from a residence in Bogor City, West Java and consisted of 300 

families chosen by convenience sampling technique. Data were analyzed 

using descriptive analysis and hypothesis test using chi-square. The findings 

indicated that there were two dominant family’s travel motivations, personal 

escape and interpersonal seeking. The family chose natural, cultural, and 

special tourist activities. Family’s activity choice across categories of travel 

motivations was the same except rafting. It was most preferred by families 

who had personal escape motivation. 

 

Keywords : Family travel, travel motivations, tourist activities 

 

INTRODUCTION 

 

Background 

 

There is a new trend in Indonesian 

society, namely recreational activities or 

holiday with family to various tourism 

destinations. For example, Bandung as one of 

the favourite tourist destinations for the 

family, every holiday is always crowded with 

family tourists, so the traffic jammed 

extraordinary. The hotels are so crowded with 

the family tourist that their capacity is 

exceeded. Similarly, recreational spots, 

shopping and culinary centres are full of 

families (Ingkadijaya et al., 2016a).  

Statistical data shows that the 

domestic tourists who visited Bandung 

increased by about 27.3 percent, from 2.928 

million people in 2009 to 3.726 million people 

in 2013 (BPS Bandung, 2014). Research by 

Goeltom and Mulyawan (2007) shows, that 60 

percent of the total tourists who visit Bandung 

is a family group. Of course Bandung is not 

the only city packed with family tourists while 

on vacation. Similar trends also occur in other 

cities in Indonesia, such as Yogyakarta and 

Bogor.  

There are various reasons contributing 

to the increased volume of family travel. 

Firstly, the increase of family holiday travel is 

in accordance with the enhanced income of 

working parents (husband and wife). They use 

the holidays as a means to strengthen family 

bonds. This phenomenon shows that the 

working and married families are aware of 

their shortcomings in establishing 

communication and relationships with children 

in everyday life. They try to improve 

relationships between family members by 

using free time to mingle in the form of 

recreation or holiday travel (Nickerson and 

Jurowski, 2001). 

Another reason is due to rapid social 

change in Indonesian society (Damanik, 

2014). The changes can be seen, among 
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others, the smaller number of children, the role 

of extended family is decreasing, the increase 

in household income, the large proportion of 

mothers entering the labour market 

accompanied by high demands for 

professional employment.  

Urbanization has also contributed to 

the increased volume of family travel. The rate 

of urbanization in Java, for example, in the 

period 2000-2010 recorded about 3.1 to 3.6 

percent per year, resulting in increased urban 

density and implications for space constraints 

for relaxation. The rigorous rhythm of work 

(school, office work, etc.) also requires 

families to make the most of their free time. In 

short, the community is enjoying 

"demographic and economic bonuses" that 

spur outward movement of residence for 

tourism activities (Damanik, 2014). 

The benefits of recreation and tourism 

for family institutions have been widely 

studied in the research. Primarily, a family 

vacation that is manifested in the form of a 

tour to a destination can strengthen the 

relationship between family members 

(Brimacombe, as cited in Hazel, 2005). Other 

studies have also concluded outdoor 

recreation, including travel, helps maintain and 

improve family cohesion (Ingkadijaya et al., 

2016b). The further positive effect is that with 

increased family relationships the possibility 

of children falling into a variety of juvenile 

delinquency can be reduced (Stephenson, as 

cited in Hazel, 2005). 

Given the importance of tourism 

activities for the existence and cohesiveness of 

families and communities, stakeholders 

(government and tourism industry actors) 

should pay serious attention. The government 

policies should address the urgency of 

providing adequate transportation facilities 

and infrastructure. Similarly, tourism industry 

actors should facilitate families in fulfilling 

their needs during travel, because the family is 

a huge market for them. 

To be able to accommodate the needs 

of family tourists effectively, it is necessary to 

have a first understanding of the motives 

behind their travel. From this understanding, it 

will reveal what activities are carried out by 

families in tourist destinations. Furthermore, it 

is also necessary to study the relevance of the 

selection of tourism activities with the motifs 

that lie behind. Information about the motives 

and activities of this family tour will greatly 

help the stakeholders in the preparation of 

plans and strategies to meet the needs of 

family tourists.  

In addition, research on family tourists 

is not as much as research on individual 

tourists. Previous research on individual 

tourists has been carried out by previous 

researchers, such as Suardana, Bendesa and 

Antara (2014); Utama, Putra and Suradnya 

(2014); Manulang, Bendesa and Putra (2015); 

Sudiarta (2015); Amelia and Palupi (2016). 

This study intends to add to the repertoire of 

research on family tourists. 

 

Research Objectives 

 

This study deals with these matters 

above. More specifically, it aims to analyze (1) 

the motives behind family travel, (2) tourism 

activities conducted by the family, and (3) the 

difference in the selection of tourism activities 

based on the underlying motives. 

 

LITERATURE  REVIEW 

 

Tourist Motives 

 

Motives are internal factors that make 

a person feel something, direct, and integrate 

his behaviour (Murray, as cited in Snepenger 

et al., 2006). Motives are not able to be 

directly observed, but are inferred from one's 

behaviour or assumed to exist to explain the 

behaviour. Research on travel motives tends to 

focus on the fundamental questions about why 

a person travels. The motive of travelling is 

defined as "a need, reason, or satisfaction that 

stimulates involvement in a leisure activity" 

(Crandal, as cited in Chen and Pang, 2012). 

There are two factors that are claimed 

to be very influential in the motive of travel, 

which is the push factor and pull factor (Uysal 

& Jurowski, as cited in Bowen and Clarke, 

2009) are also often called intrinsic motives 

(Iwasaki & Mannel, as cited in Chen and 

Pang, 2012) and extrinsic motives (Recours, 

Souville and Griffet, 2004; Hayenga & 

Corpus, as cited in Chen and Pang, 2012). The 

push factor is the factor that makes one want 

to travel, while the pull factor is the factor that 

influences where one is going (Dann cites 

Ross, 1998). The push factor is intangible that 

the intrinsic drive of the individual travels, 

such as the drive to escape, rest and relaxation, 

adventure, health, or prestige. The pull factor 
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is related to the attractiveness of tangible 

tourist destination attributes (Kozak, as cited 

in Bowen and Clarke, 2009). 

Hsu, Cai and Li (2010) tries to map 

the constellation of tourist motives to travel 

based on the results of previous research. 

From a number of findings of experts, they 

came to the conclusion that the motive of 

travel is very diverse and does not apply 

singularly to everyone. In individual figures, 

for example, a person is stimulated by a 

situation that is expected to benefit his actions. 

This means that the motive of travel is born 

from one's choice of action which is expected 

to provide benefits (Hsu, Cai and Li, 2010). 

However, the cultural context is an important 

consideration (Walker, Deng and Dieser, 

2005). That is, the motive of action (travel) is 

always associated with the norms of society. 

In an individualist society, personal 

considerations are more prominent than 

collective rationality (Srite & Karahanna, as 

cited in Chen and Pang, 2012). 

Crompton found nine travel 

motivations: (1) escape from the perceived 

normal environment, (2) recognition and self-

assessment, (3) relaxation, (4) dignity, (5) 

regression, (6) familial development, 7) ease 

of social interaction, (8) novelty, and (9) 

education (Ross, 1998). The first seven 

motivations are grouped into psychological 

motivations or push factors while the latter 

two motivations are grouped into the cultural 

motivation or pull factors. The motive for 

strengthening family relationships is important 

to be explored as it relates to cultural 

differences between communities. 

The classification of motivation of the 

pusher and the puller can not be separated 

from one another. Tourists can strike a balance 

between the escape motivation of the daily 

routine with the motivation of seeking for 

something new or different (Bowen and 

Clarke, 2009). Therefore, Iso-Ahola proposes 

a seeking and escaping approach. This 

approach assumes an individual can have both 

motives simultaneously. In addition, both 

motives have personal (psychological) and 

interpersonal (social) components so that 

motivation has four dimensions: personal 

escape, personal seeking, interpersonal escape, 

and Interpersonal seeking (Bowen and Clarke, 

2009). 

The motive of personal escape is the 

drive from within a person to get out of the 

normal environment, get change from 

everyday life, and overcome bad mood. The 

motive of personal-seeking is an inner impulse 

to share experiences with others, feel good 

about themselves, and experience new things. 

The motive of interpersonal escape is an inner 

impulse to avoid disruptive people, break out 

of a stressful social environment, and avoid 

interaction with others. The interpersonal 

seeking motive is an inner impulse to be with 

other interested people, to bring friends/family 

closer together, and to meet new people 

(Snepenger et al., 2006).  

Although theoretically tourists can 

have several motives simultaneously, but this 

study focuses on the most dominant travel 

motif of every family. 

 

Tourist Activities 

 

Another concept included in this 

research is the concept of tourist activity. 

Tourist activity is the activity of tourists in 

tourist destinations. The type of activity that 

tourists do is very dependent on the facilities 

and tourist attractions available in tourist 

destinations. Facilities and tourist attractions 

between tourist destinations are not the same, 

there is always a difference. Inskeep (1991) 

classifies tourist activities based on tourist 

attractions into three groups, namely natural 

tourist activities, cultural tourist activities, and 

special tourist activities. 

In the beginning, nature-based tourism 

is used as a kind of tourism, alternative to 

mass tourism (Lindberg, cited in Tangeland 

and Aas, 2011). Other names of nature-based 

tourism, among them are sustainable tourism, 

green tourism, responsible tourism, alternative 

tourism, and adventure tourism. However, in 

further developing nature-based tourism 

includes commercial outdoor recreational 

based activities, such as trekking, hiking, 

climbing, and rafting (Tangeland and Aas, 

2011). 

In this study, natural tourist activity is 

the activity of tourists in the area of nature 

tourism. These activities include sightseeing, 

outdoor play, mountain climbing, camping, 

white water rafting, swimming on the beach, 

snorkelling, scuba diving, fishing, hot springs 

bathing, cave exploration, visiting zoos or 

safari parks, visiting Botanical gardens, and 

visited the farm area. 

Cultural tourist activities are tourist 
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activities that focus on all products or cultural 

attractions. These activities include visiting 

cultural/historical/archaeological sites, 

viewing local cultures such as customs and 

ceremonies, watching art performances such 

as dance and music, seeing interesting 

economic activities such as tea processing, 

looking at the architecture of a house/church 

building/mosque, visiting museums, and 

watching cultural festivals (Damanik, 2013). 

Special tourist activities are the 

activities of tourists to enjoy/take advantage of 

tourist attractions that are deliberately created 

to meet the recreational needs of local 

residents and tourists (Inskeep, 1991). These 

activities include visiting a theme park, 

shopping at shopping centres, watching sports 

competitions, and culinary tours.  

Tourist activity can be influenced by 

several things, among which are it can be 

affected by time (Birenboim et al., 2013) and 

place (Shoval et al., 2011). This study 

examined the relationship between the tourist 

motive and their choice of activity. 

To find out whether the tourist activity 

is really distinguishable based on the tourist 

motive, then this study proposed three 

hypotheses, namely: first, there are differences 

in the choice of natural tourist activities based 

on the travel motives; Secondly, there are 

differences in the choice of cultural tourist 

activities based on the travel motives; And 

thirdly, there are differences in the choice of 

special tourist activities based on the travel 

motives. 

 

RESEARCH METHOD 

 

This study chose the location in Bogor 

City. Geographically Bogor City is very close 

to DKI Jakarta, is approximately 56 km. With 

this strategic location, this city becomes one of 

the city that gets the population of the Jakarta 

Capital City. This strategic location also has 

made the city experiencing economic growth 

and services, and became the centre of 

national activities for industry, trade, 

transportation, communications, and tourism. 

Therefore, many residents from other areas are 

interested in moving to this city. This led to 

the growth of new housing complexes 

inhabited by a diverse population of 

socioeconomic and cultural backgrounds. 

In addition, around Bogor City also 

there are many objects and tourist attractions, 

which makes the people of Bogor City become 

accustomed to doing recreational activities and 

tourism. The characteristics of the population 

make the research on the behaviour of  tourists 

relevant conducted in Bogor City, especially 

among residents who live in residential 

complexes that are now rampant in the city.  

The survey approach was used in this 

study because it tried to generalize the 

population by using samples and collecting 

information from the respondents by using 

questionnaires as the main tool. This means 

surveys are meant to identify specific groups 

and gather information about them to get an 

idea of the overall characteristics of the group 

(De Leeuw, Hox and Dillman, 2012). 

Therefore, all settlers in the housing complex 

in Bogor City used as a population, while the 

sample is a household that resides in the 

housing complex. The head of the household 

is deliberately selected as an analytical unit 

because it is considered capable of providing 

complete information about the issues studied. 

Determination of population and sample is 

based on the following two considerations. 

First, families living in residential complexes 

are generally more heterogeneous than those 

living in the township. The heterogeneity of 

the background is assumed to lead to 

differences in travel behaviour between them. 

Second, the head of the family who lives in the 

housing complex is also generally active 

workers. They are considered capable of 

travelling with all members of his family. 

Convenience sampling technique, the 

sample is taken based on the availability of 

elements and ease of obtaining it (Sugiarto, et 

al., 2001) is deliberately used due to technical 

constraints in the field. The sample size is set 

at 300 units. Data were collected by 

distributing questionnaires in 42 residential 

complexes in five sub-districts from six sub-

districts in Bogor city, Bogor Selatan sub-

district, Bogor Timur sub-district, Bogor Barat 

sub-district, Bogor Utara sub-district and 

Tanah Sareal sub-district. 

The collected data were then analyzed 

using descriptive statistics, while the 

interrelations between variables were used 

cross tabulation and chi-square. All data 

collected is processed using statistical data 

processing software SPSS + (Statistical 

Product and Service Solutions previously 

named Statistical Package for the Social 

Sciences). 
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RESULTS AND DISCUSSION 

 

Results 

 

Respondent Profile 

 

Most fathers (husbands), in this study, 

were between 45-54 years old (43.3%). This 

age group can be regarded as a group of 

people who have matured psychologically and 

well-established economically. Therefore, 

fathers in this age group can be assumed to 

understand the importance of establishing and 

maintaining intimacy among their family 

members. They try to make various efforts to 

achieve it. Because it is economically 

established, then they do not face cost 

constraints, although to achieve these goals 

require financing is not small, such as 

traveling with family out of town. 

Most mothers (wives) are aged 35-44 

years (40.0%). It also shows that the mother 

figure in the respondent's family is at a 

psychological maturity stage just like the 

father and if the mother works is in the stage 

toward establishing economically. So, it can 

be concluded that married couples in this study 

are parents who have matured psychologically 

and well-established economically, so it can be 

assumed able to make a family tour and 

consider it important to establish and maintain 

relationships between family members. 

 

Table 1. Age of Husbands, Wives, and 

Children (%) 
Age 

(year) 

Husband Wive Age 

(year) 

Children 

25 – 34 

35 – 44 

45 – 54 

≥ 55 

9,0 

29,3 

43,3 

18,1 

18,0 

40,0 

35,3 

6,7 

< 5 

05 – 14 

15 – 24 

> 24 

5,3 

28,0 

47,3 

19,4 

Total 100,0 100,0  100,0 

 N=300 N=30

0 

 N=300 

 

Age of children in the family of 

respondents is 15-24 years (47,3%), that is 

stage of adolescent age. At this stage of age, 

children are usually able to travel 

independently without accompanying parents, 

but still feel happy to travel with his family. 

However, the families of respondents who 

have children aged 5-14 years are also quite a 

lot (28%). Groups of this age children still 

need a parent or adult mentoring in travel. 

Therefore, this age group of children is most 

often found in tourist objects with their 

families. 

In this study, most families of 

respondents had family members of about 3-4 

people (59.7%), and most families had 

children about 1-2 people (69.7%). Among the 

families surveyed, there were families with 

members other than fathers, mothers and 

children (other relatives), but very few 

(14.7%). The most common form of family is 

the nuclear family (85.3%). The nuclear 

family is a family of fathers, mothers, and 

children, with no other family members other 

than children. So, the majority of respondents 

in this study is a nuclear family that has 1-2 

children. 

In terms of family tourism, because 

the number of family members is small and 

has relatively strong emotional ties, the 

nuclear family finds it easier to find out where 

to travel and what to do. In addition, the small 

number of family members can also further 

ease the financing of travel. 

 

Table 2.  Number of Family Members 
Number of Family Members % 

3 – 4 

5 – 6 

≥ 7 

59,7 

38,0 

2,3 

Total 100,0 

 N=300 

 

 

Travelling Motives Based on Family 

Characteristics 

 

The data show that the personal escape 

motive is the most dominant motive (46.3%) 

for families to travel. The second largest 

motive (36.0%) is interpersonal seeking 

motive. In addition to the above main motive, 

interpersonal escape is still included in this 

study, although the numbers are small (9.0%). 

Interesting also note, that the tour based on 

personal seeking motive is almost irrelevant in 

the lives of most respondents. The percentage 

of those who voted for this answer was the 

smallest (8.7%). 

Based on the existence of its members, 

families can be grouped into two, namely the 

nuclear family and extended family. The 

nuclear family is a family of husbands 

(fathers), wives (mothers), and children, while 

the extended family is a family of members 
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like the nuclear family plus other family 

members. The data show that the personal 

escape motive is more prevalent in the nuclear 

family (46.9%) than in the extended family 

(43.2%). In contrast, interpersonal seeking, 

interpersonal escape, and personal seeking are 

more common in extended families (38.6%, 

9.1%, and 9.1%) than in the nuclear family 

(35.5%, 9.0%, and 8.6%). 

 

Table 3. Travelling Motive by Family Type 

(%) 

Motives 

Family Type 

Nuclear 

Family 

Extended 

Family 

Personal escape 46.9 43.2 

Personal seeking 8.6 9.1 

Interpersonal 

escape 

9.0 9.1 

Interpersonal 

seeking 

35.5 38.6 

Total 100.0 100.0 

 N= 256 N=44 

 

 

The family life cycle is the stages that 

the family goes through in line with the 

increasing age of family members. The family 

stages in this study used the age of the first 

child (oldest), so that the four family stages 

were obtained, namely (1) full family stage 

with children aged less than 5 years, (2) full 

family stage with children aged 5-14 years, (3)  

full family stage with children aged 15-24 

years, and (4) full family stage with children 

aged over 24 years. 

The data indicate that personal escape 

motive mostly exists in the full family stage 

with children aged 5-14 years (56.0%). 

Interpersonal seeking motives are most 

prevalent at the full families stage with 

children over 24 years old (48.3%). The 

personal seeking motive is most prevalent on 

the full family stage with children younger 

than 5 years (18.8%). Interpersonal escape 

motives are most prevalent at the full family 

stage with children aged 15-24 years (11.3%).  

 

 

 

 

 

 

 

 

Table 4.   Travelling Motive According to 

Family Life Cycle (%) 

Motives 

  

< 5 
years 

5 – 14 
years 

15 – 24 
years 

> 24 
years 

Personal 

escape 43.8 56.0 43.0 41.4 

Personal 
seeking 18.8 8.3 9.9 3.4 

Interpersona

l escape 6.3 7.1 11.3 6.9 
Interpersona

l seeking 31.3 28.6 35.9 48.3 

Total 100.0 100.0 100.0 100.0 
 N=16 N=84 N=142 N=58 

 

 

Based on marital status, the data 

indicate that the personal escape motive is 

more prevalent in families where one or both 

spouses are unemployed (47.6%) than the 

working married family (45.9%). Similarly, 

the interpersonal seeking motive is also more 

prevalent in families where one or both 

spouses are unemployed (40.2%) than the 

working marital family (34.4%).  

In contrast, the interpersonal escape 

motive is more prevalent in working-spousal 

families (11.0%) than families with one or 

both spouses not working (3.7%). Similarly, 

personal seeking motives are more prevalent 

in working-spousal families (8.7%) than in 

families of one/both unemployed (8.5%). 

 

Table 5.  Travelling Motive According to 

Status of Work Husband and 

Wife (%) 

Motives 

Status of Spouse 

One / Both 

Husbands Wife Not 

Working 

Husband and Wife 
Working 

Personal 

escape 

47.6 45.9 

Personal 
seeking 

8.5 8.7 

Interpersonal 

escape 

3.7 11.0 

Interpersonal 

seeking 

40.2 34.4 

Total 100.0 100.0 
 N=82 N=218 

 

 

Choice of Activities and their Relation to 

Tourist Motives 

 

The results showed that the family did 

all types of tourist activities, namely the 

activities of nature, cultural, and special. Of 

the three types of tourism activities, selected 

by more than 50% of respondents are culinary 
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(65.3%), shopping (64.0%), sightseeing 

(62.7%), and visiting the theme park (53.7%).  

Nature tourism - such as: sightseeing, 

swimming on the beach, playing outdoors, 

visiting zoos / safari parks, visiting agro, hot 

springs bathing, fishing, diving, rafting, 

mountain climbing, camping and exploring 

caves, mostly chosen by the family who has 

personal escape motives. There is only one 

natural tourism activity that is most preferred 

by the family who has interpersonal seeking, 

they visit the botanical garden. 

The data also reveal that cultural 

tourism activities: seeing the architecture of 

buildings, visiting historical relics, watching 

traditional ceremonies, visiting museums, 

seeing economic activities, and watching 

cultural festivals are the most widely chosen 

by family with personal escape motive. 

Watching art shows most preferred by 

interpersonal-seeking family. 

In addition to the activities of nature 

and culture, the data also show that most of the 

special tourist activities (shopping tour, 

culinary tour, visiting theme park) are most 

preferred by family with personal escape 

motives, while watching sports competitions 

are chosen both by family with personal 

escape motives and family with interpersonal 

seeking motives. 

 

Table 6.   Choice of Activities Based on Travel 

Motives (%) 

No. 
Tourist 

Activity 

Motives 

Personal 

escape 

Personal 

seeking 

Interpersonal 

escape 

Interpersonal 

seeking 

Nature tourism     

1. sightseeing 47.9 9.6 5.9 36.7 

2. swimming 

on the beach 

45.3 8.0 8.0 38.7 

3. playing 

outdoors 

48.1 10.5 8.3 33.1 

4. visiting zoos 

/ safari parks 

45.5 11.6 8.0 34.8 

5. visit the 

botanical 

garden 

40.7 9.3 8.1 41.9 

6. visiting agro 39.7 6.9 17.2 36.2 

7. hot springs 

bathing 

42.0 14.0 4.0 40.0 

8. Fishing 45.5 18.2 3.0 33.3 

9. scuba diving 

and 

snorkelling 

46.4 10.7 3.6 39.3 

10. Rafting 55.6 27.8 0.0 16.7 

11. mountain 

climbing 

57.1 7.1 7.1 28.6 

12. Camping 69.2 7.7 0.0 23.1 

13. exploring 

caves 

62.5 0.0 0.0 37.5 

Culture tourism     

14. seeing the 

architecture 

of buildings 

48.9 13.3 2.2 35.6 

15. visiting 

historical 

relics 

46.5 14.0 9.3 30.2 

16. watching art 

shows 

27.0 13.5 16.2  43.2 

17. watching 42.9 14.3 5.7 37.1 

traditional 

ceremonies 

18. visiting 

museums 

48.4 9.7 6.5 35.5 

19. seeing 

economic 

activities 

47.1 11.8 11.8 29.4 

20. watching 

cultural 

festivals 

52.6 15.8 5.3 26.3 

Special tourism     

21. shopping 

tour 

46.9 8.3 9.4 35.4 

22. culinary tour 44.4 9.2 10.2 36.2 

23. visiting 

theme park 

47.2 8.1 8.1 36.6 

24. watching 

sports 

competitions 

42.3 11.5 3.8 42.3 

 

 

To know the difference of tourism 

activity choice based on tourist motif, then 

tested the hypothesis of chi-square with 

significance level 5% (0.05). The results of 

hypothesis testing can be seen in the table 

below. It appears that the significance value of 

all natural tourism activities is greater than 

0.05 and only rafting alone whose significance 

value is less than 0.05. This indicates that the 

activities of nature tourism are chosen not only 

by personal escape family, but also by 

personal seeking, interpersonal escape, and 

interpersonal seeking. The number of personal 

escape families who choose this  activity does 

not mean they are more suitable / in 

accordance with the activities compared with 

other patterned family. This nature tourism 

activity is suitable for all family types. There 

is only one natural tourism activity that is 

really suitable for families with personal 

escape motif, i.e. white water rafting (sig: 

0.007).  

Hypothesis test results of cultural 

tourism activities showed that all cultural 

activity gained significant value greater than 

0.05. This means that there is no difference in 

the selection of cultural tourism activities 

among families with personal escape, personal 

seeking, interpersonal escape, and 

interpersonal seeking. The same is true of 

special tourism activities, all the special tourist 

activities have significant value greater than 

0.05. 
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Table7. Hypothesis Test Results on 

Differences Choice of Tourism 

Activities Based on Travel Motives 

No. Tourist Activities ² Sig Result 

 Nature tourism    
1. Sightseeing 6.353 0.096 H0 accepted 

2. swimming on the 

beach 
1.145 0.766 

H0 accepted 

3. playing outdoors 1.824 0.610 H0 accepted 

4. visiting zoos / 

safari parks 
2.061 0.560 

H0 accepted 

5. visit the botanical 

garden 
2.132 0.545 

H0 accepted 

6. visiting agro 6.379 0.095 H0 accepted 
7. hot springs 

bathing 
4.146 0.246 

H0 accepted 

8. Fishing 5.421 0.143 H0 accepted 
9. scuba diving and 

snorkelling 
1.253 0.740 

H0 accepted 

10. Rafting 12.133 0.007 H0 rejected 
11. mountain 

climbing 
0.691 0.875 

H0 accepted 

12. Camping 3.406 0.333 H0 accepted 
13. exploring caves 1.921 0.589 H0 accepted 

 Culture tourism    

14. seeing the 
architecture of 

buildings 

4.110 0.250 H0 accepted 

15. visiting historical 
relics 

2.088 0.554 
H0 accepted 

16. watching art 

shows 
7.596 0.055 

H0 accepted 

17. watching 

traditional 

ceremonies 

2.037 0.565 

H0 accepted 

18. visiting museums 0.324 0.955 H0 accepted 

19. seeing economic 

activities 
0.572 0.903 

H0 accepted 

20. watching cultural 

festivals 
2.204 0.531 

H0 accepted 

 Special tourism    
21. shopping tour 0.236 0.972 H0 accepted 

22. culinary tour 1.555 0.670 H0 accepted 

23. visiting theme 
park 

0.569 0.904 
H0 accepted 

24. watching sports 

competitions 
1.525 0.676 

H0 accepted 

Level of significance is 0.05 

 

 

DISCUSSION 

 
Family Travel Motives 

 

One form of personal escape motive is 

the drive from within a person to pause from 

the routine. Each family member has their own 

routine. These routines take up most of their 

time. Most of the time the husband and wife 

workers are spent on work. Most of the time 

the child is spent on school activities. In fact, 

for housewives, almost all the time is spent on 

housekeeping, including the affairs of children 

and husbands. Family members as individuals 

have psychological-socio-cultural needs that 

need to be met. Unfulfilled these needs can 

cause stress, especially in working wives 

(Oktaria, Krisnatuti and Muflikhati, 2015). 

Therefore, they need to temporarily exit from 

their daily routine. Vacation is the time they 

can use to vent their needs. One of the 

activities that families often do to meet this 

need is tourism activity. This can be proved by 

phenomena on weekends and other holidays, 

recreational spots and tourist objects filled 

with families. 

The impulse arises because of an 

imbalance (disequilibrium) in the 

psychological-socio-cultural needs of the 

individual (Crompton, as cited in Shi, Cole 

and Chancellor, 2012). Instinctively, 

individuals try to achieve or maintain a 

balanced state. Therefore, in the event of an 

imbalance a person needs to pause from his 

routine. The termination of a routine depends 

on the continuity of an imbalance experienced, 

i.e. short or long term. If the imbalance is 

temporal, then to overcome it enough with the 

termination of short-term routine, such as 

staying at home or doing activities other than 

routine. When the imbalance is protracted, it is 

necessary to terminate the long term, i.e. need 

a nice holiday (Crompton, as cited in Shi, Cole 

and Chancellor, 2012). The family as an 

institution consisting of individuals also 

experienced an imbalance condition that 

prompted him to quit the routine of travelling 

together. 

Another case with interpersonal 

seeking motives. There are several factors that 

can cause the emergence of this motive. First, 

the saturation with routine, alienation from the 

community and the low social contacts 

resulting from the work environment resulted 

in them searching the canals to find a pure 

"social" world, with family or relatives. One of 

the canals that can be utilized is family travel. 

Secondly, as the phenomenon of urban 

settlement in Indonesia, residential complexes 

that become the residence of respondents 

rarely have adequate public space for activities 

just to release tension / relaxation and to 
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interact among the members of its citizens. 

Situations and conditions such as this leads to 

family longing to interact in a more relaxed 

atmosphere and in a wider space. Third, this 

motive also arises because of changes in 

values and norms of society that impact on the 

family. Society considers the quality of family 

life, both from an economic and non-economic 

point of view is an important value achieved 

by the family. To achieve that goal, the family 

must work and follow certain rules (norms) 

that apply in the world of work, for example 

the rules of the world of work that impose 

working hours so as to spend most of the 

individual time. With a husband and wife 

work, the family will be able to achieve the 

quality of life from an economic angle, but 

from a non-economic point of view, for 

example the quality of relationships between 

family members will be difficult to achieve. 

Whereas family value is still considered 

important by the community (Simanjuntak and 

Sabrina, 2015). This situation requires the 

family to be creative in order to remain able to 

achieve these two goals. In the face of this 

situation, the phenomenon in the community 

shows that families use leisure to travel.  

The interpersonal escape motive 

comes from poor social interaction. As social 

beings, humans depend on each other. That's 

why humans are related. In the context of 

family, social interaction is more a relationship 

among family members. The process of social 

interaction does not always lead to a positive 

relationship but can be otherwise. The worst 

social interaction is conflict. Conflict is a 

social event that includes opposition or 

disagreement (Lestari, 2012). Conflicts can 

lead to gaps in social interactions and threats 

and / or violence among conflicting people. 

Conflicts within the family can occur between 

husband and wife, between parent-child, and 

between sibling (child with child). Conflict 

can occur because of poor communication in 

the family (Berlianti et al., 2017). 

Conflict has the potential to create an 

interpersonal escape motive / escapism motive 

for family members. This escapism is not 

really a part of social norms within Indonesian 

households. Although in the family can occur 

interaction that is not harmonious / conflict 

between the members (Lestari, 2012), but 

escapism by way of travel has not been 

considered in accordance with cultural 

context. Allegedly this escapism motive is 

more related to the desire to seek a new social 

atmosphere, i.e. leaving the community for a 

while while finding new people who have not 

been known. 

The personal seeking motive refers 

more to individual, not collective desires. 

Therefore, it can be understood, that family 

travel is not to meet the private interests of its 

members alone, but more to meet the common 

interests. The family type that ignores 

individual satisfaction becomes the 

determinant of why this motive is low. 

Another reason is that Indonesian society is a 

high-oriented collective society to maintain the 

dignity and feelings between people. 

Overall, the results of the study 

concluded that when viewed in the social-

psychological model of travel motivation from 

Iso-Ahola, the motive of family travel is in the 

second quadrant, which is the variation of the 

personal escape  and interpersonal seeking 

motive. In terms of escape motives, families 

tend to be personal rather than social 

(interpersonal). That is, family travel because 

has driven by temporary exit from daily 

routine, not because want to avoid bad social 

relationships. On the other hand, in terms of 

seeking motives, families tend to be social 

rather than private. That is, they travel not to 

find something that will meet his personal 

needs, but want to interact with family 

members to be more familiar.  

The results of this study are similar to 

other previous studies which show that the 

meaning of tourism for families is the 

strengthening of family / relatives and fun / 

entertainment (Damanik, 2014). In the case of 

strengthening the family and family ties, the 

family defines travel and leisure activities as 

an important necessity because it provides 

positive psychological and social benefits for 

its members. In terms of fun and 

entertainment, family interprets travel 

activities, psychologically, as a relief (fun). 

Breaking away temporarily from the daily 

workload is the essence of tourism, especially 

if done with family (Damanik, 2014). 

The motive mentioned above  is 

different from the individual tourist motif as 

revealed in Snepenger research, et al. (2006). 

They examined the travel motivation of 
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student aged 18-25 years in the United States. 

The results showed that both the escape 

motive and the seeking motive more inclined 

to the private. So tourists as individuals do 

travel tend to be driven by motives to meet 

needs that are personal, not social. 

 
Family Choice Activities 

 
There are three tourist activities that 

become a favourite and at the same time, often 

done by family, namely culinary tours, 

shopping, and sightseeing. Culinary tourism is 

the most common activity of the family 

because of the function of food today that has 

two dimensions, namely as a means of 

fulfilment of basic needs and at the same time 

desire to get the sensation / experience of the 

food eaten (as a lifestyle). Therefore, in the 

spare time, many people "hunt" culinary to 

fulfil the desire. For families, a holiday is a 

good time to fulfil that desire by doing a 

culinary tour, exploring the diversity of food 

created by people of the same or different 

ethnicity.  

The second activity that is favoured by 

the family is the shopping tour. There are two 

things that cause it, namely (1) the 

development of consumer culture and (2) the 

culture of bringing a souvenir every travelling 

or a tour. Today's society has become a 

consumer society. Every day, the shopping 

centres are filled with people shopping various 

goods. Every day, mass media advertise a 

wide range of goods and services. The same 

thing is also displayed billboards that stand 

firmly on the street corners. This marketing 

factor can increase consumer hedonism and 

impulsive purchases (Satriawan, et al., 2015). 

Shopping is not just for buying everyday 

needs, but also for gaining pleasure and 

satisfaction. Families as part of the community 

also become consumptive to enjoy this 

shopping activity. Therefore, the shopping tour 

preferred most families.  

The third favourite activity is 

sightseeing. This tour activity allows family 

members to interact and communicate with 

each other in a relaxed state. These are the 

moments that they long for because in 

everyday life they are difficult to make it 

happen. Every day they have been preoccupied 

with their respective activities. Father and 

mother work, while children go to school. 

They reunite at home in the afternoon or 

evening when in a tired condition so it is not 

possible to establish intimacy between them. 

Their longing for intimacy among family 

members with a relaxed atmosphere is fulfilled 

while enjoying the natural scenery together. 

The fourth activity most families 

choose is to visit a theme park. This is 

understandable because the majority of 

families in this study had children aged 

15-24, who were in the adolescent stage. 

Adolescence is a turbulent period of 

storms (Sarwono, 2008). Teens tend to 

want to experiment or experience new 

experiences. Today's theme parks offer 

many games that can boost adrenaline, 

according to the psyche of adolescents. 

That is why visiting a theme park is 

chosen by most families who bring 

teenage children. 

 
Different Choice of Activities Based on 

Travel Motives 

 
All families with different motives do 

nature tourism. When viewed from the point 

of at least the energy needed to perform the 

activity, the activities of nature tourism can be 

divided into two categories, namely (1) soft 

activity (i.e. sightseeing, visiting the zoo / 

safari park, visiting agro, and fishing); And (2) 

hard activities (i.e. swimming on the beach, 

outdoor play, diving, white water rafting, 

mountain climbing, camping, and exploring 

caves). Fulfilment of the personal escape 

motive from the routine on the soft activity is 

more relaxed. Fulfilment of the motive for the 

hard activity  is more to channel the emotion 

buried through an activity that is difficult to be 

realized in the routine life. For example, in 

outdoor play activities, family members can 

laugh freely and shout without anyone forbid. 

The escape motive is the drive from within a 

person to get out of the normal environment, 

get change from everyday life, and overcome 

bad mood. This motif can be fulfilled with 

both types of nature tourism activities. 

It seems that the respondents also have 

considerable interest in cultural tourism 

activities based on personal escape motives, 

among others: looking at building architecture, 

visiting historical relics, watching traditional 

ceremonies, visiting museums, seeing 

economic activities, and watching cultural 
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festivals. Allegedly this is related to the offer 

of a relatively different atmosphere with the 

physical environment of their residence. In 

fact they live in an uniform residential 

environment (e.g. house building form, land 

area, and building area). The family also lives 

in a society whose activities are mechanistic. 

This condition makes the family feel bored. 

The family wants to get out temporarily from 

normal life, wanting to see something else 

from his daily life. Saturation to the uniform 

physical environment can be treated by doing 

tourism activities related to cultural objects. 

Boredom against routine activities that are 

mechanistic can be treated by doing tourism 

activities related to cultural behaviour. 

The result of hypothesis test to see the 

difference choosing of  tourism activity based 

on tourism motif category concludes that all 

tourism activities (nature tourism, cultural 

tourism, and special tourism) are done by 

families with different motives. All tourist 

activities, except rafting, are selected by all 

family types. White-water rafting is a tourist 

activity most favoured by family escapees. 

This result is similar to that of Snepenger et al. 

(2006) which revealed that tourism activities 

(national parks, recreational parks, sporting 

events, and beaches) were conducted by 

travellers with personal escape and high 

personal seeking motives. His research also 

revealed that the motive of tourism is not 

being able to be distinguished by the type of 

tourists (domestic and foreign). 

Thus, it can be concluded that (1) 

any tourism activity can have two or more 

different functions (e.g., can as a means of 

escaping routine and socialization), and (2) 

any person doing tourism activity can be 

based on two or more motives . It is, 

theoretically, proposed by Iso-Ahola that 

the dichotomy of tourist motives is not 

exclusive, one can have two tourist motifs 

simultaneously while doing tourism 

activities (Snepenger et al., 2006). 
 

CONCLUSION 

 

There are two dominant motives of 

family travel, namely the personal escape and 

interpersonal seeking motive. In terms of 

escape motives, families tend to be personal 

rather than social (interpersonal). That is, 

escape in the context of travel occurs because 

the family squeezed by a saturate routine, not 

due to poor social relationships. On the other 

hand, in terms of seeking motives, families 

tend to be social rather than private. That is, 

they travel not to find something that will meet 

his personal needs, but want to interact with 

others, in this case with family members to be 

more familiar. 

Families perform various types of 

natural, cultural, and special tourism activities. 

They are not the type of special interest 

tourists. There is no difference in the selection 

of activities by families with different motives. 

All tourism activities are favoured by all types 

of families, both with personal escape, 

personal seeking, interpersonal escape, and 

interpersonal seeking. Hypothesis test results 

show that there is only one activity that is 

significantly most favoured by family escaping 

motive, namely rafting. 

Based on the results of these studies, it 

can be noted that there are two important 

implications. First, the function of family 

tourism as a temporary escape from the 

routines to refresh daily activities and as a 

social search to strengthen the relationship 

among family members need to be facilitated 

by the policy of synchronizing holidays for 

employees with holidays for school children 

so families get a chance to do a vacation 

together. Second, families do natural tourism, 

cultural tourism, and special tourism activities. 

Therefore, all natural, cultural, and special 

tourism facilities need to be tailored to the 

needs of the family, especially regarding its 

safety and comfort. 
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ABSTRACT 

 

The tourism sector is the mainstay of Indonesia's foreign exchange 

contributor. Through its affordability with various other sectors, tourism is 

considered to be able to influence the country's international trade through 

the mechanism of exports and imports. This study aims to analyze the 

influence of tourism on Indonesia's trade balance in the short and long term. 

The theory of comparative advantage and Heckscher-Ohlin are aimed to 

answer the purpose of this study. Using the Error Correction Model (ECM), 

this research shows that tourism has a positive and significant impact on 

exports and imports in the long and short term. However, in the long term the 

influence of tourism on imports is greater than that of exports. The opposite 

thing is happened in the short term. 

 

Keywords: tourism, international trade, Error Correction Model 

 

 

INTRODUCTION 

 

Background 

 

 Indonesia's economy during 2014 

in the second quarter of 2018 shows its 

optimism. This optimism arises one of them 

from the economic growth that increased in 

2017 compared to the previous year. The 

World Bank even predicts that Indonesia's 

economic growth in 2018 will reach 5.2%. 

 

 To be able to maintain a stable 

economy and move towards a better direction; 

through one of the nine priority agendas for 

Indonesia that was proclaimed through 

Nawacita, Indonesia’s President and vice 

president Joko Widodo - Jusuf Kalla (Jokowi - 

JK) government is intensively developing 

Indonesia from the periphery in order to catch 

up all this time, one of them is an economic 

lag. Through the National Medium Term 

Development Plan (RPJMN) issued by Jokowi 

- JK which is an extension of the Master Plan 

for the Acceleration and Expansion of 

Indonesian Development (MP3I) from the 

previous government, which is in line with 

the national development vision set forth in 

Law No. 17 of 2007 concerning the 2005-2025 

National Long Term Development Plan; the 

Jokowi - JK government wanted to invite all 

the people to catch up. 

 

 

Source: Central Bureau of Statistics, 2018 

 

Figure 1.  Indonesian Economic Growth in 

2010 - 2017 
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 Tourism is a sector that contributes 

significantly to the Indonesian economy. This 

sector is even targeted to contribute to Gross 

Domestic Product (GDP) in 2017 at 13% of 

national GDP. GDP in the tourism sector 

occurs through the expenditure of domestic 

tourists, government tourism budgets, foreign 

tourist spending, and investment in tourism 

businesses which include: (1) business tourism 

attraction; (2) tourism area business; (3) tourist 

transportation services; (4) travel services; (5) 

food and beverage services; (6) 

accommodation provider; (7) organizing 

entertainment and recreation activities; (8) 

organizing meetings, incentive trips, 

conferences and exhibitions; (9) tourism 

information services; (10) tourism consulting 

services; (11) guide services; (12) water 

tourism; and (13) spa. 

 

 The tourism sector also plays a 

strategic role in creating added value for the 

national economy through its reach to many 

other sectors such as infrastructure, 

transportation, and other services. With this 

role, the tourism sector is considered to be able 

to contribute greatly to increasing the country's 

foreign exchange reserves. Therefore, it 

can be said that the tourism sector is one sector 

that is able to influence a country's trade 

balance. 

 

Research Objective 

 

 This study aims to analyze the 

influence of tourism on Indonesia's trade 

balance in the short and long term. 

 

LITERATURE REVIEW 

 

International Trade Theory: Comparative 

Advantages 

 

 The relevance of international trade 

theory with the tourism economy has been 

recognized for a long time. The discussion of 

tourism relations with international trade in the 

literature usually refers to two main 

approaches: (i) the theory of comparative 

advantage and (ii) the Heckscher-Ohlin (H-O) 

theory. 

 

 The theory of comparative 

advantage is a theory put forward by David 

Ricardo. According to him, international trade 

occurs when there are differences in 

comparative advantage between countries. He 

argues that comparative advantage will be 

achieved if a country is able to produce more 

goods and services at a lower cost than other 

countries. In the theory of comparative 

advantage, a nation can improve its standard 

of living and income if the country specializes 

in the production of goods or services that 

have high productivity and efficiency. This 

theory is based on assumptions: (1) Labor 

Theory of Value, namely that the value of an 

item is determined by the amount of labor 

used to produce the item, where the value of 

the goods exchanged is balanced by the 

amount of labor used to produce it; (2) 

International trade is seen as an exchange of 

goods with goods; (3) The costs of 

transportation and others are not taken into 

account; (4) Marketing, production run at a 

fixed cost, this means that the scale of 

production has no effect; (5) Factors of 

production are not mobile at all between 

countries. Therefore, a country will specialize 

in the production of goods and export them if 

the country has an advantage and will import 

goods needed if it has a loss in producing. 

According to the law of comparative 

advantage of David Ricardo, even though a 

country is less efficient than (or has an 

absolute loss to) other countries in producing 

both types of commodities produced, there is 

still a basis for trading that benefits both 

parties. 

 

 In the theory of comparative 

advantage (comparative advantage) it is stated 

that the difference in the abundance of relative 

production factors serves as the main basis for 

a country to conduct international trade. A 

country will produce and then export items 

that have the biggest comparative advantage 

(the item that can be produced cheaper or 

more efficiently and more productively) and 

import goods that have comparative 

disadvantage (goods that produce higher costs 

themselves). In the context of tourism, this 

theory applies to many developing countries 

with abundant tourism and labor resources 

such as Indonesia because they have an 

abundance of factors of production to develop 

tourism products, means having comparative 

advantages to export tourism services. 
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International Trade Theory: Heckscher-

Ohlin 

 

 According to the Heckscher-Ohlin 

(H-O) theory a country will trade with other 

countries because the country has comparative 

advantages. The basis of comparative 

advantage in H-O theory is: (1) endowment 

factors, namely ownership of factors of 

production in a country; and (2) intensity 

factors, namely the technology used in the 

production process, whether labor intensity or 

capital intensity. Each country that conducts 

trade tends to specialize in the production and 

export of certain goods because the country 

has relatively large and cheap production 

factors to produce it. On the contrary, each 

country will import certain goods because the 

country has relatively few production factors 

and is expensive to produce. 

 

 However, it does not mean those 

countries that do not have superiority in the 

ownership of production factors cannot trade 

with other countries. Although a country does 

not have abundant resources or factors of 

production in the tourism sector but is able to 

produce tourism products and services that are 

attractive so that it is included in the ranks of 

the main tourist destinations in the world 

(Khan and Lin, 2002). 

 

 Another approach that is often used 

to see the influence or relationship of trade 

with tourism is based on the motives of people 

to travel. According to Spillane (1994), people 

traveling are driven by the desire to: (1) have 

pleasure (pleasure tourism); (2) recreation 

(recreation tourism); (3) sports (sports 

tourism); (4) cultural tourism (cultural 

tourism); (5) for conventions (convention 

tourism); and (6) for trading business or 

business purposes (business tourism). 

 

 The motive that is considered most 

relevant to trade is a business trip. Because 

this trip is a professional trip (professional 

trips) and usually associated with work or 

position. This business tour is not only carried 

out by entrepreneurs or industrialists, but also 

by the visitors of the exhibition. Entrepreneurs 

/ industrialists and exhibition visitors also act 

as consumers / buyers and sellers for certain 

products in the countries visited. Therefore, 

the success of business travel directly will 

create a flow of exports and / or imports in the 

next period. 

 

 However, tourist visits with other 

motives can also affect trade. Tours for fun or 

leisure purposes can identify business 

opportunities, which can further affect exports 

and imports in the next period. Tourists can 

also consume certain types of goods that are 

not produced in tourist destinations so that the 

country must import. The implication is that 

the country is experiencing pressure for import 

needs. In addition, tourism also shows a shift 

in consumption from the countries of origin of 

visitors to tourist destinations. Thus, tourism 

and trade can show complementary or 

substitutionary relationships, depending on the 

goods to be imported or exported, as a 

representation of international trade (Santana-

Gallego, Ledesma-Rodríguez and Pérez-

Rodríguez, 2011). 

 

RESEARCH METHODS 

 

Data 

 

 In this study, the data used is the 

number of foreign tourist arrivals to Indonesia, 

exports and imports for the period January 

2015 to December 2017 which are presented 

monthly and produce a time series data. 

 

Analysis Method 

  

 Error correction model (ECM - 

Error Correction Model) is a linear regression 

model that determines the long-term balance 

between several variables. In the error 

correction model an adjustment is made so that 

there is a balance between what is desired and 

what is happened. Error correction models can 

be used on variables that are not stationary but 

cointegrated. The error correction model is 

used to overcome the problem of non-

stationary time series data, smooth regression 

problems, correct short-term imbalances and 

to form long-term equilibrium relationships 

between variables. Because this study uses 

time series data, the use of the ECM model is 

carried out through several stages, namely: 

(i)  Stationary test (unit root test) to prove the 

stability (normality) pattern of each 

variable, so that the resulting regression is 

not spurious (false) so it does not produce 
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a wrong interpretation. The testing 

method used is Phillip Perron Test. 

(ii)  Integration degree test to find out to what 

degree a data will be stationary. If the 

variables included in the equation above 

have the same degree of integration, then 

these variables are said to have 

equilibrium relationships or cointegrated 

and can be said to have a long-term 

balance relationship; and 

(iii) Develop an ECM regression model to 

correct short-term imbalances towards 

long-term equilibrium. 

 

 

RESULTS AND DISCUSSION 

 

Phillip-Perron Data Stationary Test (PP) 

 

 This test was carried out using non-

parametric statistical methods in explaining 

the existence of autocorrelation between 

residuals without including the independent 

variable of differential inaction. The advantage 

of using this test is the assumption that there is 

no form of function for the residual process 

variables so that the PP test is said to be a non-

parametric test. Because it is non-parametric, 

the PP test can be used in many cases and in 

large samples, the PP test will show good 

results. 

 

Table 1.  Root Test Unit PP Results 

 Export Import Tourism 

With Intercept 0.5480 0.6470 0.6217 

With Intercept and Trend 0.8718 0.9372 0.0000 

Without Intercept and 

Trend 

0.7573 0.7080 0.9913 

 

Source: Developed in this research 
 

 From Table 1 can be seen that in the 

export variable, all probabilities are above 1%, 

5%, or 10%. This means that the root test of 

the export variable unit is not stationary. The 

same thing also happens to the import variable 

where all the probability values exceed 1%, 

5%, or 10% so that they are declared not 

stationary. Whereas for tourism variables there 

is one probability value whose value is smaller 

than 1%, 5%, or 10%, that is when tested with 

intercepts and trends. But in other tests (with 

intercepts and without intercepts and trends) 

the probability value is greater than 1%, 5%, 

or 10% so that it is declared not stationary. 

Thus it can be concluded that at this stationary 

stage, all the research variables are not 

stationary so it needs to do the first stage 

integration degree testing. 

 
Table 2.  Results of First Level Integration 

Test 

 Export Import Tourism 

With 

Intercept 

0.0002 0.0005 0.0002 

With 

Intercept 

and 

Trend 

0.0005 0.0038 0.0000 

Without 

Intercept 

and 

Trend 

0.0000 0.0000 0.0000 

 

   Source: Developed in this research 

  

 The test results shows that the data 

has met stationary requirements because the 

probability value is smaller than 1%, 5%, or 

10% and all-time series data can be concluded 

to be integrated at the same degree, namely 

one or I integration degree (1). 

 

Cointegration Test 

 

 Cointegration test was popularized 

by Engle & Granger (1987) (Gujarati, 2009). 

The cointegration approach is closely related 

to the testing of the possibility of a long-term 

balance relationship between research 

variables. The cointegration approach can also 

be seen as a test of theory and is an important 

part of the formulation and estimation of a 

dynamic model (Engle and Granger, 1987). 

The cointegration test used in this study is the 

cointegration test developed by Johansen. 
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Table 3.  Estimation of Export Variable Long 

Term Equation 

 

Varia

ble 

Coeffici

ent 

Std. 

Error 

t-

Statist

ic 

Probabi

lity 

C 5838.39

2 

2380.

010 

2.453

096 0.0207 

Touris

m 

0.01227

0 

0.003

472 

3.533

719 0.0014 

R
2
 0.30842

3 

   

Numb

er of 

Obs. 

30    

 

Source: Developed in this research 

 

 From Table 3 can be made the 

following equation: Export = 5838.392 + 

0.012270 Tourism. Besides that, it can be seen 

that the probability value is 0.0014. This 

means that in the long run, the tourism 

variable significantly affects the export 

variables at a significance level of 1%, 5%, 

and 10%. The influence of Tourism is able to 

explain the variation of the export variable 

movement of 0.308423, as indicated by the R2 

value. Changes in the independent variable 

(Tourism) are able to explain the variation of 

the dependent variable (Export) around 

30.84%, while the rest (around 69.15%) is 

explained by other variables outside the 

model. 

Table 4.  Estimation of Import Variable Long 

Term Equation 

 

Varia

ble 

Coeffici

ent 

Std. 

Error 

t-

Statisti

c 

Prob

. 

C 1399.26

7 

2302.9

67 

0.6075

93 

0.54

84 

Touris

m 

0.01730

8 

0.0033

60 

5.1512

27 

0.00

00 

R
2
 0.48657

0 

   

Numbe

r of 

Obs. 

30    

 

 From Table 4 can be made the 

following equation: Import = 1399,267 + 

0.017308 Tourism. In addition it can be seen 

that the probability value is 0.0000. This 

means that in the long run, the tourism 

variable significantly influences the import 

variables at a significance level of 1%, 5%, 

and 10%. The influence of Tourism is able to 

explain the variation in the movement of the 

Import variable of 0.486570, as indicated by 

the value of R2. Changes in the independent 

variable (Tourism) are able to explain the 

variation of the dependent variable (Import) 

around 48.65%, while the rest (around 

51.34%) is explained by other variables 

outside the model. 

 

Table 5. Johansen Cointegration Test 

Result 
Hypothes

ized 
Eigenv

alue 

Trace 0.05 
Prob.

** 
No. of 

CE(s) 

Statisti

c 

Critica

l 

Value 

None * 

 0.5841

68 

 38.76

206 

 35.12

090 

 0.01

95 

At most 

1 * 

 0.4928

53 

 21.30

716 

 18.40

771 

 0.01

91 

At most 

2 * 

 0.3737

14 

 8.375

688 

 3.951

466 

 0.00

40 

 

 The trace statistic value r = 0 is 

greater than the critical value with a 

significance level of 5%, which is 38.76206> 

35.12090. This means that the null hypothesis 

which states that no cointegration is rejected 

and an alternative hypothesis stating that there 

is no cointegration cannot be rejected. Based 

on the econometric analysis above, it can be 

seen that among the three variables in this 

study, there is one cointegration at the 5% 

significance level. Thus, the results of the 

cointegration test indicate that between 

tourism, export and import movements have 

long-term stability / balance and similarity 

movements. In other words, in each short-term 

period, all variables tend to adjust to each 

other, to achieve long-term equilibrium. 
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Error Correction Model (ECM) Test 

 

 After conducting the cointegration 

test and the results shown by the model 

explain that the data has a long-term 

relationship or balance. What about the short 

term, it is very possible that there is an 

imbalance or both do not reach balance. The 

technique for correcting short-term imbalances 

towards a long-term balance is called the Error 

Correction Model (ECM), which was 

introduced by Sargan and popularized by 

Engle-Granger. 

 The ECM model is generally a 

concept of a time-bound econometric model 

that aims to balance short-term conditions with 

long-term equilibrium conditions through an 

adjustment process. Engle & Granger (1987) 

argued that if among a number of variables 

there is cointegration, then a condition called 

error correction representation is obtained 

which indicates that what happens to the 

dependent variable is not only affected by the 

independent variable but also influenced by 

the balance of the cointegration relationship. 

The imbalance of this cointegration 

relationship is shown by the error correction 

term value. In addition, ECM econometrics is 

useful in overcoming the problem of non-

stationary time series data and spurious 

regression problems. 

Table 6.  ECM Estimation Results of Export 

Variable 

Variable Coeffici

ent  

Std. 

Error 

t-

Statisti

c 

Prob

. 

C -

20.8331

6 

272.38

43 

-

0.0724

05 

0.94

28 

D(Touri

sm) 

0.00905

4 

0.0038

52 

2.0907

85 

0.04

65 

ECT1(-

1) 

-

0.19396

9 

0.1280

98 

-

1.5142

27 

0.14

20 

R
2
 0.18040

1    

Number 

of Obs. 

29    

 

Table 7.  ECM Estimation Results of Import 

Variable 

Variable  Coeffici

ent 

Std. 

Error 

t-

Statisti

c 

Prob

. 

C 24.0298

4 

250.74

53 

0.0958

34 

0.92

44 

D(Touri

sm) 

0.00869

7 

0.0036

42 

2.0860

70 

0.04

69 

ECT2(-

1) 

-

0.14791

7 

0.1258

30 

-

1.1755

37 

0.25

04 

R
2
 0.15360

8 

   

Number 

of Obs. 

29    

 

 From the estimation results in 

Tables 6 and 7 it can be seen that in the short 

term variations in the movement of the value 

of the dependent variable DExport are 

significantly influenced by the DTourism 

variable at a significance level (real level) of 

5%. Similarly, the influence of DTourism on 

the DImport variable in the short term is also 

significant at the significant level of 5%. The 

lag variable (ECT1 and ECT2) - which 

represents the error correction term (ECT) - in 

both equations does not show a significant 

effect. In general, the ECM model above is 

able to explain variations in Export and Import 

together, each at 18.04% and 15.36%. 

 

 The results of ECM regression for 

short-term equations in Tables 6 and 7 can be 

summarized in the form of the following 

equation: 

DExport = -20.83316 + 0.009054 DTourism - 

0.193969 ECT1 (-1) 

DImport = 24.02984 + 0.008697 DTourism - 

0.147917 ECT2 (-1) 

 

 The regression results in the 

DExport equation show that the speed of 

adjustment in this short-term model is -

0.193969. This indicates the variable speed in 

adjusting its movement towards the long-term 

trend. With a negative value means that the 

decrease in the imbalance value of the 

variables in the model explains the change in 1 

export unit (DExport) of 0.193969. In other 

words, about 19.39% of the imbalance 

between the actual export value and the 
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desired export value will be eliminated or 

eliminated in one period (one month). 

Meanwhile, the regression results in DImport 

equations show that the variable speed in 

adjusting the speed of adjustment towards the 

long-term trend is -0.147917. With a negative 
value means that around 14.79% the 

imbalance between the actual import value and 

the desired import value will be eliminated or 

eliminated in one period (one month). 

 

Discussion 

 

 From the results of a series of tests 

that included unit root tests, cointegration 

tests, and ECM tests, the results showed that in 

the long run the tourism sector had a positive 

and significant influence on Indonesian 

international trade. The increase of the tourism 

sector by 1% will increase the export value by 

1.2% and the import value will increase by 

1.7%. Likewise, if the tourism sector has 

decreased by 1%, the export value will 

decrease by 1.2% and the import value will 

decrease by 1.7%. But even though the 

influence is positive and significant, the 

magnitude of the influence is not too large. 

 

 Tourism data used in this study is 

the number of foreign tourists visiting 

Indonesia. If it is associated with exports, if 

the number of foreign tourists visits increases 

by 1%, it will increase the export value by 

1.2%. Indonesia's tourism exports are divided 

into three main products namely natural 

tourism, cultural tourism, and man-made 

tourism (Ministry of Trade, 2015). In 2015, 

cultural tourism dominated tourism exports by 

65%. As an implication, requests for souvenirs 

that reflect the uniqueness of certain regional 

cultures such as wayang and angklung are 

quite high (Ministry of Trade, 2015). When in 

their home country, foreign tourists still want 

to feel the regional culture in Indonesia they 

have visited. 

 

 But in 2017 the tourist trend is 

changing. Marine tourism and other nature 

dominate the motives of foreign tourists to 

visit Indonesia (Prodjo, 2017). Many tourism 

objects in Indonesia offer natural beauty and 

experience to interact with nature such as 

diving and mountain climbing. This is 

supported by the government which will 

continue to increase the number of visa-free 

recipient countries and also add tourism 

facilities. One of the tourism facilities that is 

the main attraction is cruise ships. In Indonesia 

there are five ports that can be used as cruise 

ship embarkation, namely Tanjung Priok Port, 

Tanjung Perak Harbor, Belawan Port, 

Makassar Port, and Bali Benoa Harbor. The 

transition of this tourist trend and coupled with 

the stability of the Rupiah exchange rate has 

triggered low tourism exports in the long run. 

 

 Low value also occurs in the long-

term influence of foreign tourist arrivals on 

Indonesian imports where every 1% increase 

in foreign tourist arrivals to Indonesia will 

increase imports by 1.7%. But in fact this 

positive relationship shows a chance of 

leakage for the State. Leaks occur when 

requests for international standard equipment 

used in the tourism industry, imported food 

and beverages that are not able to be provided 

by local or domestic communities. Especially 

in developing countries, international standard 

food and drinks must be imported from abroad 

on the grounds that standards are not met, and 

consequently local products and local 

communities as producers cannot market their 

products for the benefit of tourism. The 

amount of income from the tourism sector is 

usually also accompanied by the amount of 

costs that must be spent to import the products 

that are considered international standards. 

 

 Although both have a positive and 

significant influence, it turns out the influence 

of foreign tourist arrivals to Indonesia on 

Indonesian imports in the long run is greater 

than its exports. This could be because the 

factors of comparative advantage that affect 

exports in the long term can quickly 

experience adjustments such as tourist tastes 

for the types of tourism that are in demand as 

well as government intervention in controlling 

the Rupiah exchange rate. Whereas imports 

which tend to be more affected by foreign 

tourist arrivals can occur due to the 

characteristics of foreign tourists coming to 

Indonesia. According to the Central Bureau of 

Statistics (2018), tourists coming from China, 

Singapore, and Australia are in the top ranks 

of the countries that visit Indonesia most 

frequently in 2017. Of the three countries, 

tourists from Singapore and Australia share 

the same characteristics namely liking 

modernity. They really like visiting night clubs 
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and enjoying entertainment and drinks that are 

classified as luxury and imported from abroad 

(Spillane, 1994; Visitpare, 2017). The 

intensity of tourist arrivals from Singapore and 

Australia was allegedly the cause of higher 

import increases compared to exports in the 

long run. 

 

 In the short term, foreign tourist 

arrivals to Indonesia affect exports and 

imports positively and significantly but not up 

to 1% where 0.9% and 0.8% respectively. This 

could be due to the nature of their visit which 

is only a few days so it does not provide a 

significant economic impact. But in contrast to 

the long term, in the short term foreign tourist 

arrivals affect exports more than imports even 

though they are not too far apart. This could be 

because in the short term foreign tourists still 

feel the impression of the tourism they feel on 

tourist attractions in Indonesia. But in the long 

run that impression can be lost because many 

other tourist destinations in the world also 

offer comparative advantages. 

 

CONCLUSION 

 

 Based on the findings and analysis 

in the previous section it can be stated that in 

the long run and short term tourism has a 

positive and significant influence on the 

growth of Indonesian exports and imports. In 

tourism it affects imports more than exports. 

This is due to the characteristics of foreign 

tourists visiting Indonesia who like modernity 

by visiting nightclubs and increasing demand 

for goods from abroad. Whereas in the short 

term tourism influences the country's exports 

in the short term foreign tourists can still feel 

the impression of the tourism they feel while 

in Indonesia. 

 

Suggestions for further research 

 

 Based on the conclusions stated 

earlier, there are several suggestions that can 

be used as recommendations for the 

government in formulating tourism policies 

and international trade, as follows: 

1) A small tourism influence on Indonesia's 

international trade needs to be addressed 

by integrating government policies to 

increase the number of foreign tourists 

visiting Indonesia with international trade 

policies. In the process, the government 

needs to synergize several relevant 

ministries such as the Ministry of 

Tourism, Ministry of Finance, Ministry of 

Industry, and Ministry of Trade and non-

ministerial institutions such as the 

Creative Economy Agency to jointly 

enhance the comparative advantage of 

Indonesian tourism. 

2) Regarding the magnitude of the influence 

of tourism on imports, the government 

also needs to review the import duty 

policy especially on beverage products. 

The high import duty imposed on 

beverage products, especially alcoholic 

beverages, is vulnerable to smuggling. 

Therefore, the government through the 

Directorate General of Customs and 

Excise needs to take various anticipatory 

and safeguard measures such as 

increasing difficulties so that the security 

system is not easily penetrated by 

potential smugglers by carrying out 

multiple layers of supervision. 
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ABSTRACT 

 

The Vredeburg Fort Museum became the main destination of educational 

tourism. Edu-tourism attractions offered by Vredeburg Fort Museum able to 

realize educational tourism experience and become a source of learning, not 

just a source of information. This research is a descriptive survey research. 

Data were obtained through a survey of 200 respondents selected by 

purposive sampling and analyzed using three box method. The survey results 

recorded Vredeburg Fort Museum offers a very varied tourist attraction, with 

a high index value, which is 150.71, while the learning experience of history 

science is 145.5. The results is Vredeburg Fort Museum applied cooperative 

learning concept through the implementation of several elements in the 

management of educational tourism, including; the team of planners, tourism 

content, events, local community involvement, tour operators, media, 

curriculum, teachers, educators, tour flow, and organization. The concept of 

learning is formed in two spaces, namely classroom and practical experience 

involving various stakeholders. The concept of learning is very effective to 

understand the historical messages offered by managers through collectibles, 

as well as bridges between educational institutions and Vredeburg Fort 

Museum to get practical training for learners. 

 

Keyword: edu-tourism, learning model, tourism experience, educator, 

museum 

 

INTRODUCTION 

 

Background 

 

 One of the tourism education 

programs is the study tour which becomes the 

annual routine agenda of a number of 

educational institutions. The study tour 

program is designed to provide a learning 

experience for students, through visits to 

several places, including; historical sites, 

colleges, and cultural heritage. The visit aims 

to provide object recognition to learners and 

provide a direct description of historical events 

that occurred in the past. 

 

The learning experience gained from 

study tours contributes to the success of 

learning in educational institutions. Classroom 

theory's learning provides a basic 

understanding of a science, while field study 

deepens the understanding of that science. 

Learning experience itself can be realized 

optimally through the involvement of teachers 

in educational institutions and educators as 

mentors for field study. The study tour 

program enables learners to be actively 

involved and interact with the wider 

community. The process is able to change the 

character of passive learners into the initiative, 

critical thinking and problem-solving. 
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Vredeburg Fort Museum is a special 

history museum of national struggle located in 

Malioboro tourism area, Yogyakarta, 

Indonesia. The market segment at the 

Vredeburg Fort Museum is evenly distributed 

between men and women. Visitors are 

predominantly under 30 years old, ie high 

school and junior high school students from 

outside Yogyakarta and visit frequency 1 to 2 

times (Field survey, 2016). 

The number of tourists visiting 

Vredeburg Fort Museum from year to year has 

increased more than 20%. From 2012 to 2015 

the number of tourists is 1,251,519 people, on 

average per year of 312,879 people. The 

highest number of tourists in June and 

December is 20 to 40 thousand people per 

month. The Graph of visitor numbers at 

Vredeburg Fort Museum can be seen in Figure 

1. 

 

 
 

Source: Vredeburg Fort Museum, 2016 

 

Figure 1. Visitor Number of Vredeburg Fort 

Museum in 2012 to 2015 

 

Some tourists do not experience 

learning process in the study tour program but 

only have limited information. This problem 

occurs because of several factors, including; 

lack of teacher counseling and very limited 

visit times. The content of educational tourism 

has not been able to meet educational 

objectives and targets, as tour operators have 

not yet familiarized themselves with the 

educational curriculum, do not understand the 

needs of learners, and do not make additional 

preparations. The educational tourism market 

has a demand for long life learning that is 

professionally managed by involving 

pedagogical elements. Meanwhile, not many 

tourism providers are able to design 

educational attractions with the involvement of 

pedagogical elements and managed by 

competent human resources. In this case, the 

academics are required to work with 

stakeholders to design a study tour that is able 

to facilitate learners to gain knowledge 

(Prakapienė and Olberkytė, 2013). Vredeburg 

Fort Museum is one of the tourist destinations 

that offer educational tourism with cooperative 

concepts and able to realize the history 

learning experience for learners. 

 

Nowadays, some museums experience 

a shift in attributes to increase the number of 

visitors. The shift is in the form of expanding 

the museum collection, which has the potential 

to change the function and role of the museum 

itself. From a manager's perspective, the 

museum not only functions as a tourist 

attraction but also as a source of historical 

information and media for cultural 

preservation (Bagus et al., 2015). 

 

Reseacrh Objective 

 

Objective of the study was to evaluate 

the role of Vredeburg Fort Museum as an 

educational tourism 

 
LITERATURE REVIEW 

 

Educational tourism or edu-tourism is 

a travel program to a destination with the 

ultimate goal of gaining a learning experience 

that is directly related to the destination 

(Bodger, 1998). (Bodger, 1998) defines 

education tourism as a potential segment 

movement program to a particular location to 

acquire new knowledge related to their 

discipline. (William, 2010) states educational 

tourism is a tourism activity undertaken by 

people who travel through a journey for 

education and learning, either as a primary or 

secondary purpose. Hecht et al., (2007) convey 

education tourism is a special interest tourism, 

where the market segment has a desire to 

learn. For learners, education tourism is a 

means of understanding a tourism destination, 

whereas teachers define educational tourism as 

a means to transmit abstract knowledge and 

professionalism support facilities (Pitman, et 

al., 2010). Educational tourism enables 



E-Journal of Tourism Vol.5. No.2. (2018): 94-104 

 

http://ojs.unud.ac.id/index.php/eot  96  e-ISSN: 2407-392X.  p-ISSN: 2541-0857  

learners to understand global interconnects, 

enhance their learning experience in the field, 

out of comfort zones, and learn about critical 

thinking of real life, and global implications. 

Educational tourism is an experiential learning 

method that enriches the educational process 

by engaging learners through contributions to 

local communities to obtain mutually 

beneficial results. Learners implement 

academic skills to solve problems in the field 

and connect learning objectives with the field 

needs. Educational tourism is organized and 

involves the pedagogic process through the 

tour, where the learning experience as a core 

component with a lifelong learning agenda 

(Pitman, Broomhall and Mcewan, 2010). The 

lifelong learning process through diverse 

forums became a means of personal and social 

development (Strain, 1998). Educational 

tourism has tremendous potential to offer 

meaningful and lifelong learning experiences 

for travelers and practitioners (Watson, 2003). 

Educational tourism is implemented through 

educational programs to change the 

knowledge, skills, and cognitive behavior of 

learners (Bhuiyan et al., 2010) and (Fidgeon, 

2010) emphasize that educational tourism 

creates favorable conditions of learning for all 

ages. 

 

Academics and tourism service 

providers understand the pedagogical function 

of educational tourism in different ways. 

Academics define learning components as 

non-recreational activities, formal and 

structured to gain knowledge. Meanwhile, 

tourism service providers understand it as a 

fun travel activity (Pitman, Broomhall and 

Mcewan, 2010).   The success of the learning 

process in educational tourism is strongly 

influenced by the role of educators and 

tourism service providers. Educators 

conceptualize educational tourism in scientific 

qualifications with the primary goal of a 

learning experience for learners. Tourism 

providers enhance the learning experience by 

providing materials by educators (Pitman, 

Broomhall and Mcewan, 2010). Meanwhile, 

the website plays a role in assisting the 

management of educational tourism, as a 

provider of information. The website provides 

the information needed before, during and 

after the tour of educational tourism. Learners 

use the website to complete the data in the 

process of preparing the study tour report. 

 Tourists of educational tourism are 

those who travel far from the city or country of 

origin, and at least an overnight stay, whose 

education and learning are secondary 

objectives, but are considered an important 

way to pass the free time (Ritchie, 2003). 

Tourists take part in tour studies to improve or 

learn new skills. According to the (WTO, 

2012), educational tourists are individuals or 

groups who travel to and live outside their 

environment for more than 24 hours, but no 

more than one year for study, business, 

recreation and other activities. Ritchie (2003) 

divides the educational tourism market 

segment into three groups, namely elderly, 

college students, and school students. 

Meanwhile, (Ankomah and Larson, 2000) 

divide the educational tourism market share 

based on the potential exchange of students, 

namely domestic, intra-regional, Europe, and 

North America. 

 

The motivation for traveling is 

increasingly understood as a long-term 

psychological need and an individual life plan 

(Cohen, 1984). Towner (1996) suggests that 

education and learning tourism can take place 

both formally and informally depending on the 

individual's motivation and the type of 

experience requested. Today travel motivation 

is not only related to social and psychological 

needs but to the stage of one's life.  The desire 

to travel and search for new knowledge and 

information continues to grow, so that 

exploration of the offer raises various types of 

educational tourism, including; journey to 

science (landscape, ornithology, ecology, and 

geology), cultural and heritage tours 

(archeology, ethnicity, patriotic military, 

religious cognitive and pilgrimage), study tour, 

sport tourism, and training program. 

 

Characteristics of educational tourism 

as an innovative form of the educational 

institution should be based on goals, 

principles, and approaches of contemporary an 

education. Educational tourism interests are 

developed from childhood, through curriculum 

designs involving educational tourism 

(McGuire et al., 1987). Educational tourism 

programs are organized in a coordinated and 

structured manner by involving learners from 

childhood to create educational market 

segments and sustainable educational tourism. 

The educational tourism refers to a non-formal 
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education by performing a fun method of 

tourism learning activities. Such method of the 

learning process can be more quickly 

understood and remembered by the students 

(Wijayanti et al., 2018). 

 

Educational tourism uses the concept 

of cooperative learning that is reciprocal for 

the lives of learners and the community. 

Cooperative education is a partnership 

between learners, educational institutions, and 

tourism service providers. Cooperative 

education becomes a bridge between 

educational institutions and industry, allowing 

learners to get practical training. According to 

(Ritchie, 2003) various stakeholders work 

together to meet the demand of tourists in the 

form of attractions and events that offer 

learning experiences, through resource 

specialists who are responsible for delivering 

learning components, and affinity travel 

planners from organizations that help plan and 

develop learning programs. 

 

Significantly, the learning experience 

in educational tourism is able to go beyond 

actual tourist experience, ie interest in a 

particular topic and includes organized 

learning elements (Kalinowski and Weiler, 

1992). Conservation programs as one of the 

tourism education programs can be used as an 

effective means to develop knowledge, skills, 

and attitudes by realizing a broad-based 

experience (Hiromi, 2009). Conservation 

programs are able to provide learning and 

research experiences for learners while 

building meaningful relationships with local 

communities through participation in resource 

and environmental management. The program 

provides learning opportunities from the past 

for future improvement efforts. Conservation 

programs are used to gain historical and 

cultural learning experiences. Conservation 

programs are organized formally and 

informally, including; field trips, camp 

programs, experiential and research activities, 

live lab study, and tours. Pine & Gilmore 

(1999) offer four types of experience, 

including educational, entertainment, 

aesthetic, escapist and referred to as "4E". 

 

The process of educational tourism 

involves several elements, namely educational 

institutions, tourism service providers, and the 

government. Educational institutions 

determine the theme, content of activities, and 

academic environment. Tourism providers 

provide tourist attractions, lodging, and 

transportation. Meanwhile, the government 

provides facilities and infrastructure to 

facilitate the smoothness of educational 

tourism. Cooperation among various 

stakeholders is divided into two programs, 

namely classroom and practical experience. In 

the classroom program, learners gain a basic 

knowledge and a perceptual view of practical 

experience programs. In practical experience 

programs, learners travel to tourism 

destinations to actively participate and acquire 

skills to strengthen the knowledge gained in 

the previous class (Ankomah and Larson, 

2000). 

 

The learning process in education 

tourism consists of three forms, namely; 

deliberate learning, experiential learning, and 

structured learning (Ankomah and Larson, 

2000). According to (Ritchie, 2003) 

educational tourism has two forms, namely 

learning and traveling. The learning, 

representing dedicated tourists by taking part 

in the education and training process. While 

the traveling, representing tourists who are 

interested in interpretive programs. Ritchie et 

al., (2008) distinguishes two major groups of 

educational tourism. The first group is a visit 

directly related to the education process, 

general subjects and a particular curriculum 

capable of extending formal education. The 

second group, the educational journey that 

performs the educational function but is not 

related to a particular subject and arranged in 

the non-formal education process. 

 

Educational tourism illustrates the 

activity on the journey across international 

borders to acquire intellectual services, in 

search of new experiences and cultures 

(Abubakar et al., 2014). It encourages local 

governments to market educational institutions 

for intellectual development by attracting 

foreign students to travel and experience a new 

culture.  In addition, countries offering 

educational tourism are becoming very rich 

and competitive in the tourism sector (Rico & 

Loredana, 2009).  The management of 

educational tourism requires competent 

personnel, including; knowledge, skills, 

abilities, and communication techniques 

(Procter, 2012; Wong & Wong, 2009). 
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Educational tourism is developed based on 

fundamental educational principles so that it 

becomes a very effective teaching technology 

(Zholobova, 2006; Belyaeva, 2007; Bhuiyana 

et al., 2010). Educational tourism organizes 

tourism as an educational activity to achieve 

its goals and meet the targets set by the 

curriculum. It focuses on the formation and 

development of individual qualities expressed 

as general and special professional 

competencies (Chen & Naquin, 2008; 

Hoffmann, 1999; McLegan, 1997).  William 

(2010) presents a pedagogical and didactic 

basis for the development of the concept of 

educational tourism lies in the pedagogy 

sectoral (tourism), because its functional 

represent the educational process carried out 

outside the educational institutions. 

 

The elements to be considered when 

designing a study tour, namely the student 

base, including physiological, psychophysical, 

emotional, social expression, the need for 

change, self-actualization needs, intellectual 

development, exploration and development of 

creative potential (Abubakar et al., 2014). The 

implementation of educational tourism 

involves several elements, namely; the team of 

planners, development of educational 

materials, exhibitions and visiting activities, 

local community involvement, tour operators, 

media, curriculum, teachers, and local and 

international organizations (Bhuiyan et al., 

2010). Implementation of educational tourism 

requires adaptation to the socio-cultural, 

environmental, and economic structures of the 

local community, as it is a process of 

increasing socio-economic capital, and 

empowering the community itself (Pitman, 

Broomhall and Mcewan, 2010). 

 
RESEARCH METHODS 

 

Reserach Location 

 

Reseach was undertaken at Vredeburg 

Fort Museum Yogyakarta.   This research is a 

descriptive survey research, focusing on 

historical learning process through study tour 

program at Vredeburg Fort Museum 

Yogyakarta.  

 

 

 

 

Number of respondents 

 

The number of respondent was 200 

visitors who were visiting Vredeburg Fort 

Museum Yogyakarta who are at least 12 years 

old.  The sample size is determined by 

consideration of five respondents for each 

variable manifest (Sugiyono, 2012). 

 

Data collection and data analysis 

 

Data collection was undertaken by 

survey method. The research instrument used 

26 points of a statement and measured using a 

four-point Likert scale, to measure the attitude, 

opinions, and perceptions of tourists on four 

variables, namely tourist demand, tourism 

offerings, tourist attractions, and learning 

experiences (Djaali, 2008; Riduwan, 2009). 

The instrument test is performed using validity 

and reliability test. Validity test was performed 

by comparing Correlated-Item Total 

Correlation value with r-table value (Malhotra 

& Birks, 2007) and reliable test using alpha 

Cronbach coefficient (Umar, 2003; Urbina, 

2004; Sekaran, 2006). Data were analyzed 

using three box method (Ferdinand, 2006) to 

find out the variable perception index used to 

analyze the learning process of history science 

at the Vredeburg Fort Museum. The three-box 

criteria analysis has three categories, namely 

50.00-100 (low), 100.01-150 (medium), and 

150.01-200 (high). 

 

RESULTS AND DISCUSSION 

 

Tourist Attractions of Vredeburg Fort 

Museum 

 

Vredeburg Fort Museum is a special 

museum of national struggle history which 

occupies the land owned by Yogyakarta 

Sultanate of 46,574 m2. Vredeburg Fort 

Museum is located at Jalan Jenderal A. Yani 

6, Yogyakarta, Indonesia. The Vredeburg 

Fort Museum is rectangular with gates 

resembling a gigantic archway with classical 

European architecture. Scetch of Vredeburg 

Fort Museum can be seen in Figure 2. 
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Source: Vredeburg Fort Museum, 2016 

 

Figure 2. Scetch of Vredeburg Fort Museum 

 
Vredeburg Fort Museum visitors able 

to walk on foot or onthel (traditional bike) 

cycling. The Vredeburg Fort Museum has a 

library of historical and cultural books and 

presents various historical collections, 

including buildings, dioramas, historical 

events, paintings, models, maps, miniatures, 

sculptures, relics, and photographs. Some 

collection of Vredeburg Fort Museum can be 

seen in Figure 3. 

 

 
Source: Field Observation, 2016  

 

Figure 3. Collection of  Vredeburg Fort 

Museum 
 
The Learning Experience Process at 

Vredeburg Fort Museum 

 

The effectiveness of learning process 

at Vredeburg Fort Museum is seen from 

perception index of respondents to four 

variables, namely tourism demand, tourism 

offerings, tourist attractions, and learning 

experiences. Perception index data is 

presented in Table 1. 

   

 

Table 1. Perception Index Data of Respondent 

 

 
Source: Field Survey, 2016 

 
The results show the main purpose of 

visiting the Vredeburg Fort Museum is 

enjoying a tourist attraction that offers the 

experience of learning history, seen from the 

index value of 174.5. Tourist demand becomes 

the consideration of Vredeburg Fort Museum 

managers to design edu-tourism packages 

relevant to the tourist’s needs. The gap 

between the tourism demand with the tourism 

availability give impacted to the less of 

tourism experience Wijayanti et al., (2017). 

Vredeburg Fort Museum cooperates with 

stakeholders to meet tourist demand of 

attractions and events that offer a history 

learning experience (Ritchie, 2003). In 

addition, the role of academics is needed to 

design a study tour that is able to facilitate 

learners to gain knowledge of history 

(Prakapienė and Olberkytė, 2013). 

 

From Table 1, the availability of the 

product has been satisfied, as seen from the 

average perception index of respondents to the 

N

o 

Tourism Demand Frequency of 

Respondent 

Answers 

Index 

Value 

N

o 

Tourism Offerings Frequency of 

Respondent 

Answers 

Index 

Value 

1 2 3 4 1 2 3 4 

1 Historical Tourism 4 36 126 34 174,5 8 Edutourism 

Attractions 

5 33 131 31 147 

2 Cultural Tourisn 1 34 122 43 151,7

5 

9 Parking Area 5 19 122 54 156,25 

3 Language Tourism 3 32 139 26 147 10 Information Services 8 25 133 34 148,25 

4 Other Science 

Tourism  

1 48 111 40 174,5 11 Toilet 9 18 126 47 152,75 

5 Information 

Services 

1 16 104 79 165,2

5 

12 Culinary Services 4 43 119 34 145,75 

6 Culinary Services 4 19 127 50 155,7

5 

13 Souvenir Services 5 31 123 41 130 

7 Souvenir Services 3 30 122 45 152,2

5 

14 Difable Facilities 3 33 122 42 150,75 

Total Average 152,4

3 

Total Average 147,25 

N

o 

Tourism 

Attractions 

Frequency of 

Respondent 

Answers 

Index 

Value 

N

o 

Learning 

Experiences 

Frequency of 

Respondent 

Answers 

Index 

Value 

1 2 3 4 1 2 3 4 

1

5 

Cultural Tourisn 1 12 140 47 158,2

5 

22 Language Tourism 11 58 10

0 

31 137,75 

1

6 

Conferences 6 39 119 36 146,2

5 

23 Cultural Tourisn 11 59 87 43 140,5 

1

7 

Language Tourism 7 46 132 15 138,7

5 

24 Historical Tourism 8 50 94 48 145,5 

1

8 

Research 1 31 144 24 147,7

5 

25 Learning New 

Technology 

15 65 94 26 132,75 

1

9 

Other Science 

Tourism 

8 28 129 35 147,7

5 

26 Other Science 

Tourism 

24 73 71 32 127,75 

2

0 

Historical Tourism 1 16 114 69 162,7

5 
Total Average 136,85 

2

1 

Learning New 

Technology 

6 17 134 43 153,5        

Total Average 150,7

1 
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availability of the product of 147.25.  

The tourist satisfaction is realized as a result of 

service quality provided by manager of 

Vredeburg Fort Museum. Service quality is a 

very important factor for service industry 

companies, such as museums (Amelia and 

Palupi, 2016). 

 

Visitors assess the availability of parking 

lots and toilets very adequate and comfortable, 

with an index value above 150. Vredeburg 

Fort Museum provides adequate parking space 

in front of the west entrance, both for motor 

vehicles and cars. Toilets provided for the 

visitors amounted to 11 pieces, ie 2 in the 

south of the entrance, 1 in the between 

diorama two and three, and 8 in the south of 

the F building. 

Overall visitors assess the tourist activities 

in the Museum Vredeburg Fort is very varied, 

with a high index value, which is 150.71, 

while the history learning experience of 145.5. 

Vredeburg Fort Museum implements 

cooperative learning concept by establishing 

partnerships with various stakeholders. This 

concept establishes a bridge between 

educational institutions, Vredeburg Fort 

Museum, and industry, also allows learners to 

get practical training. Cooperative learning at 

Vredeburg Fort Museum is able to realize 

effective learning which is organized by 

considering several elements, as follows 

(Bhuiyan et al., 2010); 

1. Planner team 

       The planner team consists of 

academicians and managers of Vredeburg 

Fort Museum. In conducting the study 

tour, the academics and manager of 

Vredeburg Fort Museum cooperate with 

other stakeholders to achieve short-term 

and long-term targets. Study tours are 

conducted in a structured, not just an 

annual routine agenda. 

2. Educational material development 

       The material presented in accordance with 

the needs of the students, ie learning 

history. The academics prepare the theme 

and content of the activities (Ankomah 

and Larson, 2000). The academics 

presented the basic material knowledge of 

historical science to be studied at the 

Vredeburg Fort Museum, while the 

Vredeburg Fort Museum manager 

presents the material in a different form 

and delivered by the educator (Pitman, 

Broomhall and Mcewan, 2010). 

3. Event 

The event becomes one of an alternative 

way of presenting tourism product at 

Vredeburg Fort Museum. Some events 

held at the Vredeburg Fort museum, 

among others; temporary exhibitions, 

Vredeburg fair, Historical explorations, 

and theatrical drama. 

4. Local community involvement 

Local communities are one of the key 

elements who guarantee a tourist 

destination sustainability (Luh, et al., 

2014). Vredeburg Museum management 

involves local communities to realize 

sustainable tourism and encourage local 

economic growth. The involvement of 

learners with local communities is also 

the goal of the study tour program to 

build a sustainable travel base in the 

future (Black, 2000), understanding the 

global interconnection, as well as 

developing critical thinking skills and 

problem-solving for learners. 

5. Tour operator 

       Tour operators as service providers are 

able to design tour packages for 

academics and Vredeburg Fort Museum 

so that the study tour program is well 

organized (Kennes, 1997). The study tour 

program generally has limited time with a 

fairly solid agenda of visits (Schejbal, 

2013). In this case, the academics need a 

tour operator role to design an effective 

and efficient tour package. 

6. The Mass Media 

       Mass media has an important role in the 

development of study tour programs, 

including promotion and fulfillment of 

tourist information needs. The 

information available on the website is 

widely used by students to prepare study 

tour reports (Pitman, Broomhall and 

Mcewan, 2010). Mass media is needed to 

meet the information needs of pre, during, 

and post-study tour at the Vredeburg Fort 

museum. 

7. Curriculum 

       The curriculum plays a role in planning 

study tour program for learners to gain 

experience in learning history. The 

curriculum itself is able to increase the 

interest of educational tourism for 
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learners since childhood (McGuire et al., 

1987). To provide study tour content in 

accordance with the needs of learners, 

Vredeburg Fort Museum manager must 

familiarize themselves with the 

curriculum of learners to meet the goals 

and objectives of education 

8. Teacher 

The teacher presents the material in the 

program in the classroom (Ankomah and 

Larson, 2000). Teachers play a role in 

helping learners to cultivate an awareness 

of the learning of history in Vredeburg 

Fort Museum through classroom 

teaching. 

9. Educator 

The educators provided materials in the 

program in the practical experience room 

(Ankomah and Larson, 2000) through the 

enhancement of the history learning 

experience at the Vredeburg Fort museum 

(Pitman, Broomhall and Mcewan, 2010). 

Edukator accompanies learners in 

understanding the historical messages 

conveyed by the manager through 

collectibles 

10. Tour Flow 

The tour flow influences the 

understanding of historical stories in the 

Vredeburg Fort Museum. The Vredeburg 

Fort Museum offers historical stories 

since the Diponegoro war (1825) until the 

New Order (1974) presented in four 

dioramas. The tour flow greatly 

influences the understanding of existing 

historical sciences (Berry at al., 2002). 

The incorrect tour flow causes learners 

unable to understand the historical 

message conveyed by the Vredeburg Fort 

Museum manager and not gain the 

experience of historical learning. 

11. Local and Internasional Organization  

Local and international organizations play 

a major role in implementing study tours 

through various events. The Vredeburg 

Fort Museum cooperate with 

organizations organize various events, 

such as historical reviews, lectures, 

historical discussions, workshops, 

exhibitions, fashion festivals, Javanese 

song contests, theater, painting contests, 

coloring competitions, and cultural 

camps. 

 

From the result of data analysis, it can 

be concluded that the concept of cooperative 

learning in study tour program involves three 

main elements, namely planner team, event, 

and local community involvement. Team 

planner designs various events involving 

pedagogical elements to encourage learners to 

engage with local communities in the learning 

process. Team planner consists of 

organizations, educators, tour operators, and 

teachers who work together in designing study 

tour program. Various events as a tourist 

attraction designed by considering four 

important elements, namely; curriculum, mass 

media, tourism content, and tour flow. 

Involvement with local communities aims to 

create global interconnection, cultivate critical 

thinking and problem solving, and realize 

sustainable educational tourism. The learning 

concept of study tour program is presented in 

Figure 4. 

 
Source: Designed by Researcher, 2016 

 

Figure 4. Cooperative Learning Concept of 

Study Tour Program 

 
CONCLUSION 

 

Vredeburg Fort Museum organizes 

educational tourism with the concept of 

mutual cooperative learning for learners, 

Vredeburg Fort Museum, and local 

communities (Urias and Russo, 2009). 

Cooperative education is a partnership 

between learners, educational institutions, and 

tourism service providers to meet educational 

goals and objectives in the form of historical 

learning experiences. Cooperative learning 

concepts integrate lessons in the classroom 

and in the practical experience space. Learning 
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in the classroom provides a basic knowledge 

of historical science to be studied at the 

Vredeburg Fort Museum. Practical space 

learning experiences take place at the 

Vredeburg Fort Museum to reinforce the 

knowledge of history that has been obtained in 

the classroom. Study tour at Vredeburg Fort 

Museum is well organized so that tourism 

products are offered not only as a source of 

information but a source of learning. The 

study tour program at Vredeburg Fort Museum 

considers some important elements, namely 

team planner, tourism content, event, local 

community involvement, tour operator, mass 

media, curriculum, teacher, educator, tour 

flow, and organization. 

 
Research Contribution.  

 

This research succeeds to design 

cooperative learning model of study tour 

program. The model can be implemented by 

educational institutions, tourism service 

providers, government, and other stakeholders 

to realize effective learning through study tour 

program. 
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ABSTRACT 

 

Troso is a village that was developed by the government of the district of 

Jepara to be a tourist village. It has the potential of home-based crafts such as 

weaving which could be developed into industrial centers. However, not all 

community members realize the potential. The community members don‟t 

recognize that Troso is going to be developed as a tourist village. On the 

other hand, the way the community member doing their business is very 

ineffective. There is no coordination with other businessmen to accommodate 

and to control the business. Each entrepreneur is working on their tradition to 

enrich their own business. One entrepreneur to another is a competitor. For 

these reasons, the village needs to be developed in order to be efficient for 

the welfare of all people in Troso.  Purpose of this research is to understand 

the existence of Tenun Ikat Troso industrial center and to evaluate 

development strategy of Tenun Ikat Troso industrial center as a tourist village 

in the district of Jepara. SWOT. The results show that (i) Strength – 

Opportunity strategy was focusing on digging deeper of the potency and then 

wrap them up in a specific brand which will impact on economic sector, (ii) 

Strength – Threat strategy was focusing on offering the potency of the village 

to investor to create added value of the village to attract tourists, (iii) 

Weakness – Opportunity strategy was focusing on building the community 

awareness of a tourist village plan and the importance of Troso weaving 

industry association, and (iv). Weakness – Threat strategy was focusing on 

identifying existing weaknesses of the Troso tourist village and then inviting 

other stakeholders to get involved in developing the village. 

 

Keywords:  development; tenun ikat Troso; tourist village 

 

 

INTRODUCTION 

 

Background 

 

 Jepara is known as a city of carving 

since there is a wood carving crafts centers 

which is famous overseas. Furniture and 

carving is spread evenly in all districts with 

their respective expertise. Another advantage 

of Jepara district is Ikat Troso Weaving 

(Tenun Ikat Troso). Tenun Ikat Troso skills 

has already possessed by the Troso residents 

that originated from legacy: Tenun Gendong 

(Piggyback Weaving). In 1943, Troso 

residents began to develop Tenun Pancal (Foot 

Weaving) and then in 1946 switched into Non-

weaving Machine Tools (handloom) until 

now. A series of exhibitions followed by 

efforts to improve quality in accordance with 

market demand, the handicraft industry is 

increasingly recognized, not only in the 

domestic but also in the international market. 

Businessmen rely on the gate market in Bali, 

Jogjakarta, and Jakarta. 
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According to data from the Bureau of 

Public Relations of Central Java province on 

the superior potential in the regions, 

development of Tenun Ikat Troso can be seen 

from the number of business units reaching 

287 pieces and enable to recruit more than 

3,700 workers. The value of products 

produced during the year of 2010 reached 

more than IDR 269 billion. This figure is 

estimated to increase if the employers employ 

workers who are not registered are considered. 

Now, Tenun Ikat Troso not only found in the 

village of Troso, but has spread in many other 

villages in the sub-district of Pecangaan, such 

as the village of Karangrandu, Pulodarat, 

Pecangaan Wetan, Ngeling, Sowan Lor, 

Sowan Kidul, and Dunan. The spread is 

caused by the limited land owned by 

businessmen and later the businessmen opened 

new workshops in another village or the 

businessmen place their weaving machine in 

the houses of the workers. 

Lack of awareness of Troso villagers 

is the main problem in development of Troso 

tourist village. They don‟t even know that 

Troso is being directed to be a tourist village. 

In fact, Troso residents do not welcome 

visitors warmly when they want to see the 

original process of weaving in the workshop. 

Visitors will only be appreciated if they come 

into the showroom to buy the product. The 

villagers think that a showing is not a part of 

business, they just think that only showroom is 

a place for business. Therefore, the 

businessmen should creatively organize this 

tourist attraction of Tenun Ikat Troso and 

educate the public about the tourist village. 

Surely, this must be supported by sufficient 

tourism component and the role of government 

to realize Troso becoming a village tourist. A 

tourist village is in line with the direction of 

national development. 

Tenun Ikat Troso industrial center is 

one concrete manifestation of the creative 

industries that promote the talent, expertise, 

and a high artistic value. The phenomenon of 

the creative industries is not a new thing for 

the village of Troso which has proven to have 

an asset of creativity since the first. In matters 

of creativity, Troso has no doubt. However, 

the ability and passion to integrate special 

products created by the businessmen should be 

utilized in order to create an ideal condition of 

an industrial center. 

Over the last two years, Tenun Ikat 

Troso industrial center has been developed 

rapidly (in exports). The Tenun Ikat Troso not 

only penetrates the domestic market but was 

able to penetrate the international market; 

hence, it is not denied when the villagers of 

Troso continue to show progress fairly 

quickly. That potential is then developed to 

build Troso as an attractive tourist village. 

Strong appeal in the village of Troso become 

more strategic when it is integrated with 

cultural attraction and supporting tourist 

components presented in a structure of a 

society that blends with the customs and 

traditions prevailing in Troso. 

 

Recognizing the magnitude of the 

strategic value and regard to the existing 

potential of Troso, it is important for Troso to 

be well planned as a tourist village becoming 

more interesting for tourists. As a tourist 

village, it is a form of a creative industrial 

center of yarn-backed material and supported 

by tourist objects which have historical values, 

social and cultural life of Jepara. 

 

Objectives of the research 

 

The objectives of this research are: 

1. To understand the existence of Tenun 

Ikat Troso industrial center. 

2. To evaluate development strategy of 

Tenun Ikat Troso industrial center as a 

tourist village in the district of Jepara 

 

LITERATURE REVIEW 

 

Jepara is known as a city of carving 

since there is a wood carving crafts centers 

which is famous overseas. Furniture and 

carving is spread evenly in all districts with 

their respective expertise. Another advantage 

of Jepara district is Ikat Troso Weaving 

(Tenun Ikat Troso). Tenun Ikat Troso skills 

has already possessed by the Troso residents 

that originated from legacy: Tenun Gendong 

(Piggyback Weaving). In 1943, Troso 

residents began to develop Tenun Pancal (Foot 

Weaving) and then in 1946 switched into Non-

weaving Machine Tools (handloom) until 

now. A series of exhibitions followed by 

efforts to improve quality in accordance with 

market demand, the handicraft industry is 

increasingly recognized, not only in the 

domestic but also in the international market. 
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Businessmen rely on the gate market in Bali, 

Jogjakarta, and Jakarta. 

 

Develop variants of weaving products 

that can be the uniqueness character of Jepara. 

Based on Regent Decree of Jepara No. 

050/105 of the year of 2015 which states that 

Troso is declared to be a weaving tourist 

village, it is expected that all the people of the 

village of Troso .  It is also subsequently 

supposed to become one of the icons as a 

Jepara weaving industrial center. In Jepara, 

Tenun Ikat Troso is an official uniform for 

civil servants and employees of public 

enterprises on Wednesday and Friday. This is 

supported by the decision of the Governor of 

Central Java which sets Tenun Ikat Troso as 

uniform on Thursday.  In its development, 

Tenun Ikat Troso experiencing upand down 

conditions. The most fundamental thing is 

there is no coordination among the 

businessmen on the price; selling similar 

products, but the price discrepancy is high 

enough. In other word, it‟s in one area but not 

centralized. This leads to an unhealthy 

competition among the businessmen (Wherry, 

2005; Biederman, 2008; Walker, 2009). 

 

Tenun Ikat Troso industrial center is 

one concrete manifestation of the creative 

industries that promote the talent, expertise, 

and a high artistic value. The phenomenon of 

the creative industries is not a new thing for 

the village of Troso which has proven to have 

an asset of creativity since the first. In matters 

of creativity, Troso has no doubt. However, 

the ability and passion to integrate special 

products created by the businessmen should be 

utilized in order to create an ideal condition of 

an industrial center.  Troso is being directed to 

be a tourist village.  Tourist attraction of 

Tenun Ikat Troso need to be promoted by 

tourism industry in Jepara in order to develop 

Tenin Ikat Troso which will become a village 

tourist. A tourist village is in line with the 

direction of national development.  Tenun Ikat 

Troso industrial center is one concrete 

manifestation of the creative industries that 

promote the talent, expertise, and a high 

artistic value. The phenomenon of the creative 

industries is not a new thing for the village of 

Troso which has proven to have an asset of 

creativity since the first. In matters of 

creativity, Troso has no doubt. However, the 

ability and passion to integrate special 

products created by the businessmen should be 

utilized in order to create an ideal condition of 

an industrial center. 

 

RESEARCH METHOD 

 

  This research is a qualitative 

approach. It is a qualitative style in which the 

researcher is as the main instrument of the 

research, where the researcher as a planner 

that sets the research focus, selects the 

informants, as the executor of collecting the 

data, interpreting the data, taking provisional 

conclusion in the field and analyzing data in 

the field in natural setting. Source data used 

are primary and secondary sources and data 

retrieval is taken through purposive sampling 

technique in order to get informants in 

accordance with its capacity.   The technique 

of collecting data is through interviews, 

observation, library research, and 

documentation. To get the validity of the data 

is done by triangulation.Data are analyzed 

using reduction techniques, data modeling, and 

verification of conclusions that continued 

using SWOT analysis (Rangkuti, 1998; 

Sugiyono, 2009). 

 

RESULTS AND DISCUSSION 

  

Identifying Tourism Component of Tenun 

Ikat Troso Industrial Center 

 

There are several tourist destinations 

in Troso that can be beneficial to enhance the 

added value as a tourist village. Besides the 

attraction of making Tenun Ikat Troso, tourists 

can also make a devotional visit to the tomb of 

Ki Senu and Nyai Senu, and visiting the 

phenomenal Mosque Jami‟ Datuk Ampel 

founded by Mbah Datuk Gurnadi Singorojo in 

the 16
th
 century. 

 

The four components of tourism are 

accessibility, attraction, amenities, and 

ancillary services (Cooper et al., 1993). Based 

on the data obtained in the field, the 

accessibility to the village of Trosois about 1.5 

km of Kudus – Jepara highway; that would 

also help to improve the mobility of the 

population. In Troso, not commonly found 

information about tourist village proclaimed 

by the government. One of the businessmen, 

Syaikhu, even don‟t know if there is a 

government program of Troso as a tourist 
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village. "... I've heard this even from 

panjenengan, Mas. During this time I sell 

Tenun Ikat Troso yes merchandise only. If 

there is a tourist village socialization right as a 

citizen should be known, well socialized. The 

only official information about Troso is taken 

from the official web of Tourism and Culture 

Department of Jepara, http://ticjepara.com. 

 

In accordance of selling tourism 

packages of weaving process as an attraction 

to tourists, Abdul Basir as a Troso Headman 

said, "Tenun Ikat Trosois as a product as well 

as an attraction. People come to find Tenun 

Ikat Troso, if they have time they want to see 

the process of weaving. Ultimately, they then 

purchase Tenun Ikat for souvenirs." 

 

The meaning of communication, 

electricity, radio, and television has also been 

installed by almost every resident house. 

Lately, the interest of the internet is quite high. 

Currently, there is only one homestay in 

Troso, namely Niqira homestay, newly built in 

early 2015 and now has not completed the 

process. The homestay is only comprised of 

two floors with eight rooms without food and 

beverage service. In Troso, a representative 

restaurant is unavailable. People can go to a 

small shop owned by local community. In the 

mid 2015's has opened a minimarket in Jalan 

Troso - Bugel. 

 

Trosohas no chamber of tourism to 

manage the tourist village. Basir admitted that 

establishing a chamberis not easy, "It‟s not 

easy to involve citizens. People take care of 

the tourist village is usually busy and busy." 

Therefore, there is still no chamber of tourism 

till now. 

 

Troso Tourism Component Based on SWOT 

Analysis 

 

Most of Troso population working on 

weaving industry; hence, it‟s good potential to 

upgrade them in a tourist village. 

 

 

 

 

 

 

 

 

Table 3.1    Troso Villagers Occupation 

 

No Occupation Total 

1 Farmer 330 

2 Labor 386 

3 Tenun Businessmen 277 

4 Public servant 218 

5 Tenun worker 3.746 

6 Trader 467 

7 Stock farmer 34 

8 Fisherman 0 

9 Mechanic 6 

10 Doctor 5 

Total  5.469 

Source: Monography of Troso Village, 

September 2014 

 

In accordance with the strategy, here 

are the findings of internal and external 

conditions combined with the existing tourism 

components: 

 

Table 3.2    Troso Tourism Component Based 

on SWOT Analysis 

 

No Tourism Components 

Internal 

Condition 

External 

Condition 

S W O T 

1 Attraction     

a) Site attraction     

    1) Interesting destination     

    2)  Comfortable atmosphere     

    3)  Historical place     

b) Event attraction     

    1)  MICE     

    2)  Festive     

    3)  Sport tourism     

c) Natural amenities     

    1)  Geography and landscape     

    2)  Flora and fauna     

    3)  Health center     

d Manmade supply     

    1)  Historical object     

    2)  Cultural object     

    3)  Religious object     

e The way of life     

    1)      Custom     

    2)      Traditional ceremony     

    3)      Handicraft     

2 Accessibility     

http://ticjepara.com/
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a Transportation     

    1) Road condition     

    2) Transport fare     

    3) Accessible transportation     

    4)  Transport network     

    5)   Mileage     

    6)   Travel time     

    7)    Nearest terminal     

b Information     

    1)   Street sign/ route     

    2)   Information board     

    3)    Online access     

    4)    Printed media     

    5)    Tourist guide     

    6)    Information center     

    7)    Map     

3 Amenities     

a Accommodation     

b   Shopping center     

c   Café     

d    Public facilities     

4   Ancillary services     

a   Tourism information center     

b   Travel agent     

c   Chamber of tourism     

d   Business association     

Source: Data processed, October 2015 

 

Discussion 
 

Tourism Component Analysis of Tenun 

Ikat Troso 

 

By selling nice package of the original 

manufacturing process of Tenun Ikat 

Trosowill allow visitor a unique and 

phenomenal experience. After having had 

experience in making Tenun Ikat Troso, 

tourists certainly do not hesitate to buy Tenun 

Ikat Trosofor souvenirs. As Yoeti (2007) said 

that a tourism destination must have 

something to see, something to do, and 

something to buy. 

 

The Table 3.2 indicates that attraction 

is the main strength of Troso.  That could be 

part of the construction phase of tourism as 

stated by Butler that an attraction will entice 

investors that can bring travel markets 

systematically to the development of tourism. 

In addition, the strength becomes very feasible 

to be developed so it does become more 

beneficial to society and economic value. 

 

There are two important factors in 

accessibility, they are transport access and 

information. In terms of transportation, 

transport fare is a weakness, but the conditions 

on the ground indicate that the prices are still 

affordable. Other factors such as road 

conditions, the type of accessible vehicle, 

transport network, the distance from the city 

center, travel time from the city center, and the 

nearest terminal are all actually be strengths 

for Troso. In terms of information, factors like 

media information, online media, brochures, 

map, information center, and tour guides are 

weakness that needs to be solved. 

 

Development in terms of amenities is 

an activity that takes a long time and 

endowment funds. Amenities like 

accommodation have not been developed 

specifically for tourism purposes. The gate to 

enter Trosois the only amenity sign of Tenun 

Ikat Troso. 

 

Ancillary services in a tourist village 

are meant to facilitate tourism activities. 

Currently, the existing institution in Trosois 

the government itself.  The hope is that the 

more advanced country with a turnover and 

higher profits for the welfare of citizens, but if 

all businessmen walk alone it is not possible to 

create an ideal tourist village.  Abdul Basir 

admitted if he had no specific plans related to 

the development of Tenun Ikat Troso. "Maybe 

next year we can try. It‟s not easy to involve 

the community. We still continue to market 

Tenun Ikat Troso while supported by Jepara 

government through the Department of 

Tourism and Culture to vigorously promote to 

outside." Basir explained. In this case, the 

function of ancillary services cannot be said to 

work in accordance with its role. Cooper et al. 

(1993) said that if the ancillary services are 

required for tourist organization to take care of 

tourism service. 

 

Development Strategy on Tourism 

Components of Tenun Ikat Troso Industrial 

Center 

  

  S-O strategies in the development of 

Tenun Ikat Troso industrial centers as tourist 

village as follows: exploring the tourism 
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potential to be developed into an integrated 

and well-managed tourist village. By 

transforming into a tourist village, Troso is 

expected to increase local economy, to arrange 

nice packages in making Tenun Ikat Troso 

with performances that attract tourists, to 

involve the community in the development of 

the tourist village in order to create tourism 

awareness on society. 

 

  S-T strategies in the development of 

Tenun Ikat Troso industrial centers as tourist 

village as follows: offering the potential of 

tourism to local governments or private sectors 

to work on the existing potential to be further 

developed into an attractive tourist village, 

learning from other tourist villages which have 

developed tourism potential on craft, always 

introducing the tourism potential to the other 

communities through Jepara people who 

resettle in other city. 

 

  W-O strategy in the development of 

Tenun Ikat Troso industrial centers as tourist 

village as follows: building awareness on the 

importance of associations to operate 

responsible business, so prices are not easily 

manipulated by middlemen or other parties; 

building synergy among businessmen who 

have capital to invest in working on the 

development of Tenun Ikat Troso industrial 

centers as a tourist village; continuing to 

develop the image of Troso as a tourist village 

of Tenun Ikat; establishing strategic alliances 

with various parties of tourism organizers. 

 

  W-T strategy in the development of 

Tenun Ikat Troso industrial centers as tourist 

village as follows: identifying the weaknesses 

that exist in order to fulfill the requirement of 

a qualified tourist village of Tenun Ikat; 

building awareness to the local communities 

that tourism cannot be developed alone, 

tourism must involve many parties 

(stakeholders) and supported by adequate 

tourism components; lobbying to the various 

level of government to excellently develop 

Tenun Ikat Troso. 

 

Development Program of Tenun Ikat Troso 

Industrial Center as a Tourist Village 

 

  Seeing the strategy developed in the 

development of Tenun Ikat Troso Industrial 

Center as a Tourist Village, it‟s believed to 

refer to the uniqueness of this tourist village in 

terms of cultural tourism or social tourism or 

rural tourism. It is expected to keep the brand 

image in public mind that the unique form of 

Troso tourist village is Tenun Ikat that would 

be an attractive craft to any traveler. 

  

The following programs can be undertaken by 

the government and Troso villager to achieve 

those objectives: 

 

Promoting tourist village program 

 

Governments can execute policies by 

issuing regulations related to tourism 

especially on a tourist village to support its 

development. This can be done through 

publications, campaigns, and integrated web of 

Troso tourist village with the Department of 

Tourism and Culture and other promotional 

media. 

 

Developing tourism destination of the 

tourist village program 

  

  Developing tourism destination should 

try to change an environment into a better 

place that attracts attention of tourists. This 

can be done by promoting tourist packages in 

making Tenun Ikat Troso from beginning to 

end where tourists also have to spend the night 

in Troso (certainly beneficial economically for 

the community) because the process of making 

complete Tenun Ikat Troso takes two to three 

days. 

 

Developing the prominent products of the 

tourist village program 

 

  It‟s crucial to keep the standard of 

Tenun Ikat Troso since it‟s handmade 

products. There should be innovation on 

design and quality maintenance. 

 

Establishing ancillary services of the tourist 

village program 

 

It is necessary to establish an ancillary 

service such a chamberof tourism. The 

ancillary service can play roles in activities 

that support the development of tourism such 

as empowerment of local communities, 

product prices control, marketing tricks, 

standardization of products and tourist 

services, and tourist guide training. 
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CONCLUSION AND SUGGESTION 
 

Conclusion 

 

  Tourism components in the 

development of Tenun Ikat Troso industrial 

centers as a tourist village in Jepara have not 

worked optimally and need to be undertaken 

by the Troso and Jepara government to 

manage an attractive tourist village. 

 

  Development strategy of Tenun Ikat 

Troso as a tourist village in Jepara is using 

combining strategies of the strengths - 

opportunities (S-O), the strengths - threats (S-

T), weakness - opportunities (W-O), and 

weaknesses - threats (W-T), which are then 

integrated into programs through promoting 

tourist village, developing tourism destination 

of the tourist village, developing the prominent 

products of the tourist village, and establishing 

ancillary services of the tourist village. 

 

Suggestion 

 

  Tourism components must be run 

maximally in order to increase the number of 

visitors.  It‟s essential to execute development 

strategies which focused primarily to involve 

the local community of Troso.   Establishing 

an association or chamber of tourist village in 

Troso in order to create a harmonious synergy 

among the businessmen and control 

responsible business operation. 
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ABSTRACT 

 

Syariah Tourism is growing rapidly due to the high expenditure of the global 

Muslim market for the tourism sector which leads to the lifestyle and the 

typical needs of Muslims to be a very important thing to be presented in 

every tourism service. Aceh as one of the provinces in Indonesia which is 

known by the implementation of Sharia‟ is one of the priority areas of 

Syariah Tourism development. However, what and how the halal tourism is 

is not widely known yet, so that some potencies and resources of halal 

tourism in Aceh, especially Banda Aceh has not been well developed. This 

study aims to determine the public perception about Syariah tourism as well 

as to know what are the potencies and challenges in the development of 

Syariah Tourism in Aceh. This research uses the qualitative method with 

interview and observation. The results show that Syariah tourism is not only 

understood as a great opportunity for Aceh tourism, but it is also an 

obligation in Islam and the culture of Acehnese, so it must be implemented in 

every tourism development in Aceh. Potencies of Syariah Tourism in Aceh is 

the cultural values of society that is based on Islamic values, Aceh Islamic 

heritage with religiosity atmosphere, and then tsunami heritage that presents 

spiritual value to tourists. However, these potencies are also challenging 

because the belief and stigma that Aceh is majority of Islam, so that all things 

are 100% halal, so as in terms of hygiene, and service at tourist attractions are 

still needserious attention 

 

Keywords: Syariah Tourism, Aceh, Perception, Potencies, Challenges

 

 

INTRODUCTION 

 

Background 

 

Syariah tourism is a new tourism concept 

developing in the world nowadays. This 

development is driven by the increasing 

number of muslem population which continue 

to develop every year. In 2010 moslem 

population was 1,6 bilion of the 5,3 bilion 

people in the world (23,4% of the total 

population in the world) and is estimated by 

2020 to be 1.9 billion from 5.8 billion of the 

world's population or about 24.9% of the total 

population in the world (Pew Forum on 

Religion & Public Life, 2009). The large 

Muslim population of the world directly 

affects the tourism world. This is evidenced by 

the growing amount of Muslim tourist 

spending that continues to increase over time 
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Source: Crescenting & Dinar Standard (2012). 

 

Figure 1. The Growth of Tourist Spending in 

the World. 

     

  Figure 1. shows the growth of Muslim 

tourist spending is higher than the other 

tourists spending in the world. It shows 

directly that Muslim tourists are a very 

important market to be targeted in the tourism 

industry. Some countries begin to develop 

tourism that accommodates all the Muslims 

needs and habits. These countries are 

Thailand, Australia, Europe and Japan, while 

the majority Muslim countries are Malaysia 

and Turkey (Sucipto and Andayani, 2014). 

 

  Based on the UNWTO (United 

Nations World Tourism Organization) survey 

of 2013, Turkey and Malaysia are ranked 6th 

and 10th of all the countries most visited by 

tourists in the world. According to Sofyan 

(2012), those two countries can be ranked 6 

and 10 for applying Syariah tourism in their 

country. Malaysia is seriously working on this 

tourism sector by establishing a special 

directorate dealing with Islamic Tourism under 

the name of the Islamic Tourist Center (ITC) 

established in 2009 with the main task of 

promoting Malaysian tourism to Islamic 

countries and the world Islamic community 

(Sucipto and Andayani, 2014) . 

 

  Seeing the successful tourism segment 

promoted by the Malaysia government with 

Islamic Tourism term, Indonesia under the 

coordination of the Ministry of Tourism and 

Creative Economy of the Republic of 

Indonesia also began to develop this Tourism. 

Indonesia has launched this Tourism in 2012 

under the name of Syariah Tourism and 

inaugurated by the President of Indonesia on 

October 30, 2013 at the Jakarta International 

Expo (JIEXPO) Kemayoran, Central Jakarta 

(Kemenparekraf, 2013). Then changed and 

finally agreed with the name of Halal Tourism. 

 

By 2015, the Tourism Ministry has set 

3 areas as the focus of Syariah tourism 

destinations development. The three areas are 

Aceh, West Sumatera and West Nusa 

Tenggara (Yuanita, 2015). Of these three 

regions, Aceh is the most distinct area of other 

regions. This is because Aceh is the only 

province in Indonesia to apply sharia law 

officially based on Law No. 44 of 1999 

concerning the Implementation of Aceh 

Province Special Feature concerning the 

implementation of Islamic S. Such privileges 

give Aceh the widest possible opportunity to 

implement Shariah Islam in a kaffah manner, 

so that it can be interpreted that the whole 

aspect of community life in Aceh is regulated 

based on Islamic values, not least in the 

tourism sector. It is proven from the RIPPDA 

(Renacana Induk Pengembangan Pariwisata 

Daerah)
1
 of Aceh Province in 2007 which 

states that Shariah Islam as tourism potential 

and the society preparation in tourism 

development. The implementation of the 

RIPPDA is seen from the Islamic tourism 

promotion conducted by the local government 

in Aceh and the efforts on field 

implementation conducted by WH (Wilayatul 

Hisbah) or sharia police in enforcing Islamic 

Sharia by doing a fashion raid to cover the 

aurat for the visitors especially those who go 

to the tourism area. 

 

Aceh is known for its Islam, in this 

case Islamic Sharia, so it is interesting to know 

how the public perception about halal tourism 

currently developed, such as how do they 

                                                      
1
 RIPPDA: The Master Plan of Regional Tourism 

Development 
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understand about the halal tourism, what halal 

tourism potential owned by Banda Aceh, and 

what challenges appear in its development. 

Therefore, this study aims to analyze the 

public perception of halal tourism concept, the 

potential of Halal tourism in Aceh, and the 

challenges of developing Halal tourism in 

Aceh. 

 

LITERATURE REVIEW 

 

Islamic Tourism 

 

After the tragedy of September 11th, 

2001, Islam was identified as terrorists so the 

worldview of Islam was very bad. It directly 

affects the tourism sector of Muslim countries, 

because of the negative stigma about Islam, 

tourists become frightened, even canceling 

their visit to Islamic countries. This fact 

encourages the idea to slowly eliminate 

negative stigma about Islam so that tourists 

will visit Islamic countries again, Shakiry 

(2006) gave the name "Islamic Tourism" (Al-

Hamarneh and Steiner, 2004). According to 

Shakiry (2006), the concept of Islamic 

Tourism is not only limited to religious 

tourism, but extends to all other forms of 

tourism, as long as it does not contrary with 

Islamic values. According to him, Islamic 

Tourism also has the essence that supports the 

ethics code of world tourism, which respects 

the values of humanity and local values of 

local communities, nurturing nature and 

environment, and encourage the solidarity and 

economic development of local communities. 

 

Operators and travel agents around the 

world are quick to grasp the opportunity of the 

emergence of Islamic Tourism, as evidenced 

by online tourism advertising where they have 

started incorporating elements of Islam on 

their website, such as prayer times, halal food 

suppliers list, and tips on Islamic travel to 

attract and provide information for Muslim 

travelers (Hashim, Murphy and Hashim, 

2007). 

 

Although growing rapidly, there is no 

definitive definition of what is meant by 

According to Abdullah (2012), Henderson 

(2010), Kamarudin & Ismail (2012), Islamic 

Tourism until now, some terms such as Halal 

Tourism, Muslim Tourism is also still often 

used, so the concept is still ambiguous . Some 

definitions of Islamic Tourism from various 

perspectives and opinions, among others: 

Dogan (2011) defines Islamic Tourism is 

limited to tourism activities by Muslims in 

destinations for relaxation and entertainment 

purposes in tourist places that apply the 

principles of Islam, especially on the beach. 

Henderson (2010) also argued that Islamic 

tourism is a tourism done mainly by Muslims, 

although it can include non-Muslim people 

who are motivated to travel in an Islamic way. 

 

Islamic Tourism Center (ITC) 

Malaysia also has its own definition of Islamic 

Tourism, an interesting travel-related activity 

to explore the history, art, culture and heritage 

of Islamic history or experience the Islamic 

way of life, in accordance with Islamic beliefs. 

Then Bhuiyan (2011), argued that Islamic 

Tourism is a journey with still doing religious 

duty and respecting the values of Islam. 

 

Duman (2011) further revealed that 

the definitions of Islamic Tourism are first, the 

perpetrators of tourism is a Muslim. Secondly, 

its tourism destination is in the nuanced 

Islamic or Islamic state. Thirdly, the 

dimension of tourism activity concerns on 

economy, culture, and religion. Fourth, the 

products offered (accommodation, travel, food 

and beverage facilities), as well as product 

management services (related to marketing 

and ethics). 

 

A more complete definition proposed 

by Hassan (2004), Islamic Tourism according 

to him is a new dimension of ethics in the 

tourism field. It means that the values of 

morality are upheld. This tourism has a 

principle to respect the local beliefs and 

traditions, and care of the environment, 
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bringing back values, ethics and morality 

amidst a culture of rampant consumerism and 

fostering understanding and dialogue between 

different countries, cultures and civilizations 

to find out the backgrounds from different 

communities and relics. According to 

Chookaew et al. (2015), there are factors of 

this tourism measurement standard in terms of 

administration and management, they are: 

 

a) The tourists service should be in 

accordance with the Muslim principle as 

a whole 

b) The guides and staff must be discipline 

and respect the principles of Islam 

c)  Organize all activities according to 

Islamic principles 

d) buildings must be in accordance with the 

principles of Islam 

e) Restaurant should follow international 

halal service standards 

f) The transportation service must have a 

security protection system 

g) There is a mosque for Muslim tourists 

 

Traveling to places that are in accordance with 

Islamic principles. 

 

From Syariah/Islamic tourism 

characteristics described by Chookaew et al. 

(2015).  Based on Alim et al. (2015), there are 

four important aspects that must be considered 

to support the tourism, among them are: 

 

i. Location: Implementation of Islamic 

system in tourism area. The tourism 

location selected is the allowed Islamic 

rule and can enhance the spiritual values 

of tourists. 

ii. Transportation: Implementation of the 

system, such as the separation of seats 

between men and women who are not 

mahram so that Islamic law is still 

applied and make the tourists feel 

comfortable.  

iii. Consumption: Islam is very concerned 

about the halal aspect of consumption; it 

is mentioned in Q.SAl-Maidah verse 3. 

The halal aspect here is either from its 

nature, its acquisition and its processing. 

In addition, a study shows that food plays 

a central role in choosing a tourist 

destination.    

iv. Accommodation/Hotel: all work 

processes and facilities provided run in 

accordance with the principles of sharia. 

According to Rosenberg , the services 

here are not limited to food and beverage 

scope, but also in the facilities provided 

such as spa, gym, swimming pool, living 

room and functional for men and women 

should be separated. 

 

RESEARCH METHOD 

 

This research uses qualitative method 

by collecting data through interview and 

observation. Observations were made by 

observing and recording the situation and 

conditions of several tourist sites, 

transportation, several eating places and hotels 

in Banda Aceh. Then the determination of 

informants interviewed through purposive 

sampling. Interviews were conducted with 

various levels of society, from government, 

religious leaders, tourists and tourism 

businesses. The data analysis used is 

qualitative descriptive. The type of data 

required in this study is divided into two, 

primary and secondary data. Primary data will 

be obtained through observation and 

interview. Secondary data is obtained from 

documentation of text, images, or audiovisual 

recordings to reinforce and enrich the primary 

data. 

 

RESULTS AND DISCUSSION 

 

Public perception about Syariah tourism 

 

Syariah Tourism in Banda Aceh was 

officially inaugurated in 2016 by the Ministry 

of Tourism of the Republic of Indonesia after 

several years previously known with the term 

of Sharia tourism. There are various 

community views on halal tourism; among 
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them is the view that halal tourism is an 

opportunity for Banda Aceh's potentials. As 

proposed by KM
2
, a tour guide in Banda Aceh 

and IM
3
, one of the managers of Baiturrahman 

Mosque Banda Aceh: 

  

“Syariah tourism introduces to the 

world that our products are halal and 

hygiene.Aceh also has the courtesy and 

hospitality, we are welcome to anybody 

who come to Aceh.We show that Aceh 

is not inclusive and Aceh people is not 

narrow minded”. (KM) 

 

“In my opinion, Syariah tourism is how 

the parties, in this case is tourism 

department can explain to the 

community how to create .. what .. 

products in more specific terms, for 

example, food,  how we display halal 

food products, it not just food, but from 

all sides of life “.(IM) 

 

KM and IM see that Syariah tourism is a great 

opportunity for Banda Aceh which has a lot of 

tourism potential. Therefore, efforts and 

cooperation of all parties to develop and 

package these potentials is very important to 

do. Then MU, a leader of the Tourism Studies 

Program at a private university in Banda Aceh 

also revealed that the halal tourism is a good 

start for Banda Aceh to improve the tourism 

sector, but it must not violate the rules of God 

that created us. This is as stated by ABD, one 

of the Dayah scholars (Heriani et al., 2018). 

ABD understands halal tourism as Islamic 

tourism. 

 

“Alhamdulillah with the program from 

the government for Islamic tourism 

means that there are overseasguests 

who may be visiting our place, 

alhamdulillah because then we will be 

                                                      
2
 use of initials to preserve the privacy of 

informants 
 
 

famous inother countries. Well it's our 

hope hopefully the guests who come 

from other countries also obey the 

rules of Islamic religion.  MU and 

ABD argued that Syariah tourism will 

be a great opportunity for the 

development of Banda Aceh tourism, 

it also provides hope for the 

sustainability and preservation of the 

religious and cultural values of Aceh 

people through tourism”. (ABD) 

 

JM, an informant who is a scholar has another 

opinion: 

 

“If I read the reference they also have 

Islamic tourism not halal tourism, just 

where halal is placed ... halal hotel ... 

halal food. The food must be stamped 

as halal food, halal stamped hotel... 

outside Aceh, spa should be stamped 

as halal spa. In Aceh, spa is not for the 

men ... spa is only for women .. it is 

guaranteed that the service will be 

done by real women, so ... because in 

Aceh ther is no spa for men ... maybe 

there is also ... the masseur ... there are 

... masseur by blind people for 

example .. so we can say that there is 

spa for men .. .. .. so I guess ... how to 

say .. Aceh is Islam”. (JM) 

 

JM is more likely to agree with the 

term Islamic Tourism or Syariah Tourism, 

because the reference of Halal Tourism used 

by the Ministry of Tourism is Islamic Tourism 

and Aceh is known as Islamic area with halal 

things. According to him, Halal tourism 

emphasis is only on the appearance of a halal 

logo or stamp, where everything should be 

given a halal logo. 
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Furthermore, MPB, a Chairman of the 

Consultative Assembly of Ulama stated that: 

“Halal tours, religious sourced tours. 

Tourists, facilities provided, guides, 

the food provided is all Sharia. That is 

what the religion hopes for, so if this is 

prepared by the government, it is the 

society‟s hope that it is the descend of 

gods, what Allah wants are halal 

things, if we get something halal, we 

get Allah bless, hence since the 

beginning, halal tour conducted by us 

are all oriented to religion”. (MPB) 

 

The opinion above suggests that 

Syariah tourism is a tourism based on religious 

values so that it is understood as an obligation 

that must be applied in every development of 

Aceh tourism, especially Banda Aceh, because 

the implementation of Syariahl tourism is a 

form of obedience to religious orders. Based 

on the description of interview data above, it 

can be concluded that three main perception 

about Syariah tourism in Aceh are: 

 

 

 

 

 

 

Source: developed from research (2016) 

 

The Potencies of  Syariah Tourism of Banda 

Aceh City 

 

Location 

Banda Aceh city is an old city that has 

many tourist destinations, and most of them 

are places of worship, historical relics and 

relics of tsunami disaster that has spiritual 

values that is an attraction for tourists. As a 

region with Islamic Shari'ah privileges, Banda 

Aceh implement the Islamic system in all 

locations, including tourism areas, such as the 

appeal of the use of modest clothing, alcoholic 

beverages and nightclubs are banned. Here are 

some tourist destinations in Banda Aceh: 

 

Tabel 1.  Banda Aceh Tourism Destination 

 
Historical, 

Cultural and 

Religious 

Tourism 

 

Tsunami 

tour 

Culinary 

tour 

Natural 

tourism 

1. Raya 

Baiturrah

man 

mosque 

2. Blang 

Padang, 

Aceh 

Thanks 

the World 

3. RI-001 

Seulawah 

aircraft  

monumen

t 

4. Kerkhof 

cemetery 

5. Aceh 

museum 

and 

Lonceng 

Cakra 

Donya 

6. Bugis 

kings and 

Sultan 

Iskandar 

Muda 

cemetery 

7. Syiah 

Kuala 

cemetery 

8. Gunonga

n 

9. Putro 

Phang 

and Pinto 

Khop 

garden 

10. Gampong 

Pande 

1. Tsunami 

Museum 

2. Boat on a 

house 

3. Kuburan 

Massal 

Korban 

Tsunami 

4. PLTU 

Apung 

5. Baiturrahi

m Ulee 

Lheue 

mosque 

6. Rahmatul

lah 

Lampu‟u

k mosque 

 

1. Coffee 

shop 

2. Sceh 

typical 

culinary 

restaura

nt 

 

1. Ceureu

men 

Ulee 

Lheue 

beach 

2. Lampu‟

uk 

beach 

3. Alue 

Naga 

beach 

 

Source:  developed from research (2016). 
 

Transportation 

Transportation to Banda Aceh city 

consists of air transportation that is aircraft and 

land transportation like buses and travel cars, 

while transportation commonly used by 

society and tourists in Banda Aceh city are 

motor rickshaws and typical Aceh vehicles 

(already very rare) namely the labi-labi in the 

form of an old chevrolet car. Based on 

transportation characteristics in halal tourism 

A Great 
Opportunity 

for Banda  
Aceh  

An obligation 
that must be 

applied  

Save Aceh's 
Local Wisdom 
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proposed by Chookaew et al. (2015), 

transportation in Aceh has not yet reached the 

application of a separation system of seats 

between non-mahram men and women. 

However, the habit of praying before the 

vehicle departs is a common habit, for 

example in Buses such as gambardi below 

which shows a bus conductor leading a safety 

prayer in front of the passengers. 

 

 

 

 

 

 

 

 

 

 

 

 

Source: ducumented from this research (2016). 

 

Figure 2. Bus Conductor is Leading Prayer 

before Departing. 

 

In addition to the habit of praying 

together in the vehicle, the bus drivers also 

stopped to do prayers when praying time 

arrives. In addition there is an appeal from the 

relevant agencies to bus drivers and other 

public transport to stop when the call to prayer 

and stop at the nearest mosque or musholah to 

give the passengers time to perform the 

prayers on time, even on the way. 

 

 

 

 

 

 

 

 

 

 
Source: Intsagram Buslovers Community 

Aceh. 

 

Figure 3. Appeal to Vehicles on Prayers Time. 

Consumption 

Aceh Culinary is famous for its rich 

flavor of spices and has always been one of the 

favorite tourists. Enjoying Aceh coffee in 

Banda Aceh city is an agenda that is not 

usually missed when visiting the city with the 

nickname thousand coffee shops country. 

According to the data from the Tourism Office 

of Banda Aceh City in 2016, there are various 

types of culinary services business in Banda 

Aceh City, most of which are restaurants, 

cafes, coffee shops and several restaurants 

with a total of 575 units operating in Banda 

Aceh City. The large number gives many 

choices to tourists to enjoy Aceh typical 

culinary. Aceh is known as the Islamic region 

with the nickname Serambi Mecca, it explains 

that all the culinaryoffered in Aceh are halal. 

As stated by the RZ, an official of the Sharia 

Islam Office:  “All culinary places opened to 

the public here are generally halal”. 

The belief of halal food in Banda 

Aceh was also put forward by BM, a Muslim 

tourist. He said: 

 “I'm sure all food sereved here are 

halal because I know what Aceh is, 

because in Aceh as we know 90% of 

the society are moslem, we do not 

need to be afraid”. 

   

The tourists believe that all food and 

beverages in Aceh is definitely halal. 

Therefore, without any halal label, he is 

convinced that the food served is 100% 

containing no banned elements in Islam, such 

as porks, alcohol, blood and wild animals. 

 

Accomodation/hotel 

The number of Accommodations in 

Kota Banda Aceh is 54, consisting of star 

hotels, Melati class and guesthouse. 
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Table 2.   Types of Accommodation in Banda 

Aceh City 

 

Source: Processed from BPS Kota Banda 

Aceh (2016). 

 

All of accommodations above apply a 

guest screening system that brings the couple 

whether they are a married couple or not. If 

they cannot show the evidence, whether in the 

form of an ID card, marriage certificate or 

wedding photo, they are directed to choose a 

different room or are not even welcome at the 

hotel. As told by RM, a female tourist from 

Malaysia about her experience at the hotel:   

“If at the receptionist i show, if so ... it 

might seem that man and woman show 

their wedding card, after that if they 

do not bring it, they can shoe theit 

family card or birth certificate, 

marriage certificate, it's so good to 

avoid immoral”.( RM)    

Accommodations in Banda Aceh have not 

been labeled as halal hotels or Sharia hotels, 

but the guarding of Islamic values has long 

been applied. It is intended that the hotel avoid 

activities that are contrary to the teachings of 

Islam and to remove the bad stigma of some 

people who think that the hotel is a place to do 

immoral activities. 

 

The Challenges of Syariah Tourism 

Development  

 

The main challenge in developing 

Syariah tourism in Banda Aceh City is the 

willingness to do halal certification especially 

in the food and accommodation sectors. This 

is based on the Aceh people mindset and 

business actors that Aceh is Islam, Aceh is a 

Shari'a country so that everything in Aceh is 

believed to have been 100% halal. The 

assumption is as proposed by one of the 

informants (JM): 

“I can say that Aceh is Islam, almost 

100% of the society is Islam, because 

of that it‟s difficult    to see non-halal 

things.. it‟s definitely all halal.. so 

halal should not be our target” 

 

JM also states that : “eventhough not triggered 

as Syariah/halal tourism, Aceh is already 

halal”. 

In terms of halal products except non-

Muslims, they eat pork, chinese people eat 

pork.  The beliefs that all aspects in Aceh are 

halal, especially Banda Aceh is reasonable due 

to the strong identity and the Islam historical 

aspect of Aceh. But it should be the 

encouragement for all parties to prove the 

belief by actually providing guarantees and 

keeping halal food in Banda Aceh. Therefore, 

the socialization of understanding and 

checking on the halal of products, especially 

food, from elements, ingredients, processing 

up to the presentation needs to be done more 

actively to the culinary businessmen and the 

community. 

 

CONCLUSION 

 

Syariah tourism that takes into account 

the Islamic values of location, transportation, 

consumption and accommodation is not only a 

great opportunity for Aceh tourism, but a must 

in Aceh tourism, especially Banda Aceh city 

because the historical and cultural background 

of Aceh people is identical with Islam as well 

as its implementation of Shariah Islam. 

Cultural values of society based on Islamic 

values is a great tourismpotential, such as 

daily life of Aceh, relics of Islamic history of 

Aceh with the nuances of religiosity, as well as 

relics of the tsunami that presents the spiritual 

value to tourists . However, the understanding 

and stigma of stakeholders and the Aceh 

people who believe that Aceh is the majority 

of Islam and all things are definitely halal 

No. Hotel type Total  

1. 4 Star Hotel  1 

2. 3 Star Hotel  6 

3. 2 Star Hotel  1 

4. 1 Star Hotel  3 

5. MelatiHotel  28 

6. Other acomodations 

(Guesthouse) 

15 

                  Total  54 
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becomes a major challenge in the development 

of halal tourism. Therefore, socialization and 

education by all stakeholders regarding Qanun 

Number 8 of 2016 About Halal Product 

Assurance System to build awareness of the 

importance of halal certainty of a product 

needs to be maximized to support the 

development of halal tourism. 
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ABSTRACT 

 

The advance development in tourism industry is established through 

interrelated systems. One of which is the online booking platform. Not only 

for booking, but the online website also becomes the platform for giving 

reviews that portrays guests‟ compliments or even complaints. Those 

compliments are powerful to give the guests positive image about the 

accommodation; however, the complaints will do in the contrary way. It 

may lead the accommodation into negative image. Accordingly, it is 

necessary for the accommodation providers to handle the complaints by 

giving the responses or reply of the guests‟ reviews. That action will become 

the effort to turn the guests‟ disappointment into satisfaction. In order to 

achieve it, several English communication strategies in handling complaints 

were executed. This research takes the responses of 8 accommodation 

providers towards the guests‟ review as the subject of the research. It is 

conducted by using content analysis method. The results yields 4 strategies 

that exists in the responses, namely: attentiveness that correlates with the 

hospitality in communication appears 100% of the total responses; 

explanation that presents the clarification and elaboration appears in 79% of 

the total responses; effort, that is the presentation of the promising action in 

the future, exists in 46% of the total responses and the least is apology, that 

is the action of saying sorry, exists in 25% of the total responses.  

 

Keywords: Tourism, English Communication, Handling Complaints. 

 

 

INTRODUCTION 

 

Background 

 

The great role of English language in 

tourism industry has been acknowledged by 

the major society, which significantly impacts 

the communication service. In a more specific 

scope of tourism, tourist accommodation 

service in particular, demands the proficiency 

of English language by its workers. Hotels, 

hostels, motels, guesthouse, homestay, and 

other type of accommodation service providers 

require their workers at least to be able to 

perform Basic English communication.   

 

 Furthermore, there are numerous types 

of basic communication in English for 

hotelier. One of the most crucial one is 

handling complaints. When guests‟ 

expectation meets the poor service, bad 

facilities and other shortage, guests raise 

complaints. Once it happens, the tourist 

accommodation staffs should take immediate 

action to turn the disappointment into 

satisfaction. In this case, the skill in 

communication holds important role to give 

respond, offer solution and promise that it will 

not happen again.  
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Guests raise their complaints in 

various ways. Some of them are silent 

complainer who will just silent but then spread 

the complaints through words of mouth; but 

there are also typical of constructive 

complainers, who will give fruitful 

suggestions for the improvement of the 

accommodation. Moreover, wide range of 

media are utilized by guests in expressing their 

complaints; some of them are telling the hotel 

staffs through direct spoken communication, 

some others prefer to tell their complaints 

through written communication such as email 

or reviews in online websites.  

 

Complaints that are delivered through 

both direct spoken communication and email 

are still manageable since it can be heard and 

known only by the tourist accommodation 

staff; in other words, those kind of complaints 

are safe because it could be isolated from the 

other guests. Unfortunately, complaints that 

appear in the reviews of online website are 

published for pubic and anyone can access it; 

thus, it may affect the future occupancy of the 

accommodation. In addition, those online 

reviews becomes the benchmark of the hotel 

quality since it is presented in numbering score 

ranging from 0 to 10 or from 1 star to 5 star.  

 

For those significances, the ability of 

tourist accommodation providers to handle the 

complaints is strongly encouraged. In 

particular, the focus should be more pointed 

out to those that are delivered in English since 

it becomes the most common language used 

in tourism worlds.  In order to achieve that 

aims, some English communication strategies 

should be taken into consideration in handling 

guests‟ complaints appeared in the online 

review.  

 

Research Objectives 

 

The researcher conducts this research 

with the aims at revealing the tourism written 

communication strategy in English, 

particularly in handling complaints appeared 

in the reviews of online booking website. To 

be more specific, two objectives are 

formulated to be able to: 

a. Reveal the English written 

communication strategies in handling 

complaints appeared in the guests‟ online 

reviews 

b. Provide information about how the 

English written communication strategies 

in handling complaints are conducted 

 

LITERATURE REVIEW 

 

Written Communication  

 

Communication is defined as a 

process to transfer information that enables the 

receiver to interpret, then act to meet the 

expectation or intention (Piran and Sheenan, 

2009 as cited in Byakutaga et al. (2016). Thus, 

communication may raise subjective 

information due to the various interpretations 

of the addressee. Basically, the purpose of 

communication is to share, give out and 

transfer information, message, news or any 

other subjects to others and vice-versa 

(Hansen and Nora, 2004).  

 

Communication occurs in many ways, 

one of the most common one is written 

communication. This kind of communication 

has several advantages compared to 

communication that occurs in other media 

such as spoken, or non-verbal one. Hansma 

and Elving (2008) said that written 

communication method becomes the 

transmission tools that are able to not only 

deliver information but also becomes the 

storage. Through written communication 

media, the information is more traceable. 

Furthermore, some experts propose that 

written communication supports the workplace 

since it holds a role as the reminder for the 

worker to know what is expected and 

subsequently give impact to their working 

performance (Garnett, Marlowe and Pandey, 

2008). 

 

English and Tourism 

 

One of predominant tool to 

communicate is English language; moreover, 

negotiation and execution of transaction are 

also other usage of English as the most spoken 

up language in the world (Thurlow and 

Jaworski, 2010).  Tourism is counted as one of 

the largest economic activities that involve 

great movements of the people, leaving one 

place and leading to other place. Thus, 

workers particularly in tourism need to master 

English as becoming the common 

communication language all over the world 
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(Richard, 2001). Equally important, English 

also significant so that workers are aware of 

the cultural differences that could be a 

sensitive issue for both guests and workers in 

tourism industry (Leslie and Russell, 2006). 

 

Website as a Communication Tool 

 

In this recent time, technological 

advance significantly assists human being to 

do their activities. One of its u usefulness is 

found in the world of communication. 

Nowadays, communication occurs a lot easier 

with the support of technology. Hand phone, 

computer, and other communication gadget 

are invented to support the communication. 

Website is one of which. Website is 

considered as the top communication tools, as 

Cook, Bell and Ridge (2013) explains it. 

Another expert adds that the use of website as 

media enables company or organization to 

communicate with clients or other targeted 

public (Cohen, 1997). Furthermore, the 

standard of professionalism is also marked by 

the existence of their website. Thus, it 

becomes the image builder of the company or 

organizational profile (Johnson, 1997). In the 

similar way, tourism industry really needs that 

media since it becomes the tool to advertise 

the potential tourism resources, service and 

any other information that is needed by the 

tourist.  

 

Handling Complaints  

 

Many tourist accommodation 

providers are frightened when they have to 

deal with guest complaints. It is because 

complaints are usually seen as a troublemaker. 

However, in order to improve the quality of 

their accommodation, it is a must for them to 

switch the way of their typical thinking to be 

more open, welcoming and provide positive 

atmosphere towards the complaints raised 

(Davidow, 2003). Moreover, it is also good to 

have an ability to turn guests‟ disappointment 

into satisfaction (Bell and Ridge, 1992). This 

kind of skill is well known with the term 

handling or managing complaints. Some 

important points are necessary to take out as 

attention in handling guests‟ complaints. Ekiz, 

Ragavan and Hussain (2011) see complaints as 

an evaluation tool, satisfactory judgment and 

loyalty intention; moreover, it is really 

suggested for the tourist accommodation 

providers to have well organized recovery 

system which will be useful to handle the 

imminent complaints.   

 

To be more specific, there are several 

important and basic attributes in handling 

guests‟ complaints “common attributes are 

apology, explanation, effort/ facilitation, 

redress, attentiveness, and promptness” 

(Blodgett, et.al., 1995). Those attributes hold 

as the strategies for handling guests‟ 

complaints.  

 

Online Guests’ Reviews 

 

On the last decade, tourism industry is 

challenged with the existence of online guests‟ 

reviews. This system becomes the benchmark 

of the quality and services in the tourism 

accommodation. To be more, the result of the 

reviews throw impacts on the finance since 

most of the guests take the review as one of 

the consideration in choosing accommodation 

to stay. Thus, the occupancy rate is greatly 

influenced by it.  

 

There are some factors of the tourist 

accommodation that influence the scoring 

review. Naomi (2014) summed up that the top 

three tourist accommodation factors are the 

service of the staff, the quality of the room and 

the value that the guests gain during the stay. 

Those top three factors determine the 

satisfaction of the guests so that it is important 

to be maintained well. The effort of recovery 

must be prioritized in every single time since it 

reflects true loyalty brings positive impact for 

the review scoring. 

 

RESEARCH METHOD 

Research Design 

 

In order to extract the data into 

scientific results, the researcher utilized 

content analysis method. It is the popular 

method in the field of communication research 

(Wimmer and Dominick, 1994). In other 

words, Content analysis is defined as a method 

for subjective interpretation, which is done 

through classification, coding and 

identification that are systematic (Hsieh & 

Shannon, 2005). In order to gain the scientific 

knowledge, there are common steps that are 
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executed in the content analysis (Stempel and 

Westley, 1989): 

a) Formulation of the research 

question or objectives  

b) Selection of communication 

content and sample  

c) Developing content categories  

d) Finalizing units of analysis  

e) Analyzing the collected data  

 

 The point of the content analysis research 

relies on the category formulation. The 

research will fail or succeed depending on its 

category (Prasad, 2008). Moreover, the 

analysis of the content is really restricted to its 

context of communication. In this research, the 

context is controlled under the context of 

handling complaints in the tourist 

accommodation online reviews; thus several 

things should be taken into consideration in 

doing the analysis process.  

 

Subject of the Research 

 

  The researcher used purposive 

sampling in selecting the subjects of the 

research. There are 8 tourist accommodation 

providers that have review score above 8.5 

considered to have good online reviews. 

Moreover, those 8 tourist accommodation 

providers give responses towards their guests‟ 

reviews that are rarely done by the majority of 

them. Then, the researcher focuses on the 

content of the online reviews together with the 

responses towards it. Those data in the form of 

written communication are taken to be the 

subjects of this research.  

 

Setting of the Research 

 

  This research is conducted on May 

2018. The reviews in the online booking 

website called as booking.com are recorded to 

be the subjects. Booking.com are one of online 

platforms that serves as the tool to book 

accommodation online. It also provides the 

guests with pictures, description, score review 

and also descriptive reviews. This platform 

provides the guests with score reviews in 

details. That becomes the underlying reason 

why booking.com is taken to be the research 

setting in this research.  

 

 

 

Data Collection Technique 

 

  The data collection technique used is 

documentation. The documentation of the 

online guests‟ review content are recorded, the 

responses from the tourist accommodation 

providers and also the information about the 

accommodation provider. The content of the 

data in the form of written phrases, words and 

sentences are taken to be the analysis object.  

 

Data Analysis 

 

  The data in the form of words, phrases 

and sentences are analyzed by using content 

analysis method. The data go into several 

categories. The categorizations are applied to 

all data based on the certain classification. 

Afterwards, each category is described to yield 

insightful knowledge within the context of the 

topic being analyzed.  

 

RESULTS AND DISCUSSION 

 

The Overview of the Tourist 

Accommodation Providers 

 

There are 8 tourist accommodation providers 

that are analyzed in this research. The 

overview of the accommodation name and 

score review are presented in the following 

table: 

 

Table 1.  Overview of Tourist Accommodations 

 
Accomm

odation 
Name Score Number of 

Reviews 

1 Penak 

Malioboro 

Hostel 

8.6 51 

2 Yez Yez Yez 

All Good 

Hostel 

9.1 142 

3 Abrakadabra! 

Artbnb 

9.2 789 

4 Bring In 

House 

Yogyakarta 

9.0 274 

5 Benetta 

House 

9.7 154 

6 Ngampilan 

Backpacker 

Hostel 

8.7 105 

7 The Packer 

Lodge 

Yogyakarta 

9.2 742 

8 Garser 8.8 34 

Source: Recorded from booking.com  
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All of those accommodations achieved 

review score above 8.5 that are considered to 

be good among other competitors. Moreover, 

those accommodations provider responses 

towards the complaints of the guests appeared 

in the review.  

 

The English Language Analysis towards the 

Online Review Responses 
 

Table 2. Apparent English Errors in the in the 

Responses towards the Online 

Guests‟ Reviews 

 

English 

Features 

Accommodations 

(Number based on 

Table 1) 

Errors 

from 3 

reviews 

1. Grammar  

2. Spelling  

3. Choice of 

Vocabulary 

1 1 item 

2 4 items 

3 7 items 

4 5 items 

5 4 items 

6 3 items 

7 4 items 

8 4 items 

 

Table 2 shows that some errors appear 

in the responses towards the online reviews. 

Some of the errors are grammar: “to blocked” 

should be “to block”; spelling: “no rash” it 

should be “no rush”; the choice of vocabulary: 

“gift” should be “give”. Those errors give 

minor impact in the responses since the 

meaning is still understandable because the 

sentence is supported by the previous and 

following phrases or sentences. In the 

consequence, although some errors exist in the 

responses, the readers are still able to get the 

point of the passage.  

 

The Analysis of the Handling Complaints 

Feature “Apology” 
 

Table 3. The Existence of “Apology” Feature 

in the Responses towards the Online 

Guests‟ Reviews 
 

Accommodations 

(Number based 

on Table 1) 

“Apology” feature form 

the 3 reviews 

1 1 exists 

2 1 exists 

3 Not exist 

4 1 exists 

5 1 exists 

6 1 exists 

7 Not exist 

8 1 exists 

Total 6 out of 24 (25%) 

It is seen in the table above that not all 

accommodation apologize towards their 

guests‟ complaints appeared in the online 

review. Some of the expressions of the 

apology feature are “ apology for that”, “so 

sorry for that” and “I apologize in advance”. 

There are 6 accommodations that express 

apology and there are 2 that do not express 

apology. Although there are 6 

accommodations that feel sorry about the 

complaints, the apology exists in only 1 of the 

review out of 3. This pictures that the 

accommodation providers do not prioritize or 

are not aware on the use of apology feature in 

the complaint handling.  

The Analysis of the Handling Complaints 

Feature “Explanation” 

 

Table 4.  The Existence of Explanation 

Feature in the Responses towards 

the Online Guests‟ Reviews 

 

Accommodations 

(Number based 

on Table 1) 

“Explanation” feature 

form the 3 reviews 

1 3 exist 

2 2 exist 

3 3 exist 

4 3 exist 

5 3 exist 

6 1 exists 

7 2 exist 

8 2 exist 

Total 19 out of 24 (79%) 

 

Table 4 illustrates that all 

accommodations apply the feature of 

explanation in the responses that they give 

towards the guests‟ reviews. It is seen that it 

exits in 19 reviews among the total of 24 

reviews. The accommodation providers put 

this feature to be the their priority since it can 

be the media of clarification towards the 

complaints. Some of the explanation features 

appeared in the responses are “for the variety 

of breakfast we have different menu in the 

weekend”, “we are doing all improvement 



E-Journal of Tourism Vol.5. No.2. (2018): 122-129 

 

http://ojs.unud.ac.id/index.php/eot  127  e-ISSN: 2407-392X.  p-ISSN: 2541-0857  

including the Wi-Fi”, “we will try not to use 

electricity to support go green”, “it was not 

chew gums it is cement”, etc. This 

“explanation” feature becomes the second 

most used feature by the accommodation 

providers.  

 

The Analysis of the Handling Complaints 

Feature “Effort” 
 

Table 5.  The Existence of “Effort” Feature in 

the Responses towards the Online 

Guests‟ Reviews 
 

Accommodations 

(Number based 

on Table 1) 

“Effort” feature form the 3 

reviews 

1 3 exist 

2 1 exists 

3 Not exist 

4 2 exist 

5 1 exists 

6 2 exist 

7 2 exist 

8 Not exist  

Total  11 out of 24 (46%) 

 

Effort is defined as the action taken in 

managing the complaints. The table presents 

the existence of “effort” feature in the 

responses towards the online guest reviews. It 

appears that not all responses contain “effort” 

feature. There are more responses that are in 

the number of 13 out of 24, which do not 

express effort towards something bad faced by 

the guest. Those accommodation providers 

show that their hostel is already good in the 

way it is. Most of the accommodation 

providers‟ responses indicate that their hostels 

do not need any improvements; it is seen in the 

expression such as “ every information and 

pictures about the hostel is exactly as it is in 

the real life”, “you shouldn‟t worry too much”, 

etc. On the contrary, there are 11 responses 

that shows the “effort” feature in the responses 

such as “we will try to overcome”, “we‟ll 

review the amount”, “I always trying my best 

to blocked them”, etc. Briefly, the number of 

“effort” feature is not the mostly expressed 

feature in handling complaints.  

 

 

 

 

The Analysis of the Handling Complaints 

Feature “Redress” 

 

According to online Cambridge 

dictionary, redress means as the amount of 

money that you have to pay as compensation 

because you have done something bad towards 

others. From the analysis of the 24 responses, 

there is no single response that expresses 

redress. There is no accommodation that offers 

money as the compensation of the complaints. 

On the consequence, it can be summed up that 

redress is not becoming the strategy for those 

8 accommodations in handling the online 

guest complaints.  

 

The Analysis of the Handling Complaints 

Feature “Facilitation” 

 

As cited by Karatepe and Ekiz (2004) 

facilitation is explained as “the policies, 

procedures and tools that a company has in 

place to support customer complaints”. From 

the 24 responses, it is seen that there is no 

procedural thing that is expressed in the 

responses. By the result, facilitation does not 

exist in those 24 responses.  

 

The Analysis of the Handling Complaints 

Feature “Attentiveness” 
 

Table 6.  The Existence of Attentiveness Feature 

in the Responses towards the Online 

Guests‟ Reviews 

 

Accommodations 

(Number based 

on Table 1) 

“Attentiveness” feature 

form the 3 reviews 

1 3 exist 

2 3 exist 

3 3 exist 

4 3 exist 

5 3 exist 

6 3 exist 

7 3 exist 

8 3 exist 

Total 24 out of 24 (100%) 

 

According to Karatepe and Ekiz 

(2004) attentiveness is the communication that 

is built between the guests and the 

accommodation providers. In this context, all 

of the accommodation providers are trying to 

establish friendly communication by 
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expressing “thanks” in every response that 

they give. It becomes the strategy for the 

accommodation providers to create friendly 

tone in giving reply towards the guests‟ 

complaints. Attentiveness becomes the most 

used feature in handling complaints. All of the 

accommodation providers use it as it is seen in 

all responses; in other words the feature of 

attentiveness exists in all responses (100%).  

 

The Analysis of the Handling Complaints 

Feature “Promptness” 

  

Online Cambridge dictionary defines 

promptness as the quality of doing something 

in a quick time on the certain amount of time 

without making delay. Since booking.com 

review system does not show the exact time 

and date of the written guests‟ reviews and the 

responses given by the accommodation 

providers, so the feature of “promptness” 

cannot be analyzed in this research.  

 

CONCLUSION 

 

Complaints are always exists in every 

tourism accommodation online account in 

booking.com website. The complaints are so 

various ranging from the case of staff, 

cleanliness, value for money, location, 

comfort, facilities, breakfast and Wi-Fi.  

 

In order to turn the guests‟ 

disappointment into satisfaction, the tourist 

accommodation providers employ several 

English communication strategies in handling 

those complaints. The strategies are presented 

in the responses that they give as the reply of 

the complaints appeared in the reviews.  

 

There are 7 English communication 

strategies in handling complaints. In fact, there 

are only 4 features that is employed by the 

tourist accommodation providers and there are 

3 features that are not used in giving the 

responses. The feature of redress that deals 

with money does not exist, the feature of 

facilitation that is related with the procedural 

thing does not exist and the feature of 

promptness that is correlated with time and 

date cannot be analyzed due to the limitation 

of the online website system.  

 

 

 

The 4 features that are expressed in the 

responses are sorted from the most used one 

until the least used one. First, the 

“attentiveness” reaches 100%, the 

“explanation” reaches 79%, the “effort” 

reaches 46% and the “apology” reaches 25%. 

In similar way, it shows that the approach of 

communication, the clarification through detail 

explanation, the promise as the effort to 

improve and the willingness to say sorry are 

the English communication strategies in 

handling complaints through online written 

communication.  
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ABSTRACT 

 

Tourism involves the movement of individuals from one region to another, 

which are sometimes of different cultures. The interaction between tourists 

and local communities in tourist destinations is social interaction. The 

community does not always react positively to the development of certain 

destinations or attractions. Public attitudes that are not always beneficial to 

tourism have various causes, such as the well-being differences that appear so 

starkly between wealthy tourists and poor local communities and  conflict 

over limited resources such as water, land and cultural resources. This 

condition needs to be addressed because frequent demonstrations at various 

tourist attractions in Bali may jeopardize the security and comfort of tourists 

and affect the image of Bali as an international tourist destination. This study 

aims to: 1) To evaluate local government policies in community 

empowerment; 2) To measure perceived community-based tourism 

implemented   in the destination areas 3) To measure thelife satisfaction of 

the people in tourist destinations; 3)To measure individual   attitude toward 

toursm develoment  in Destinations. The results of this study are expected to 

be useful as input in the formulation of regional tourism policies  to realize 

tourism development goals effectively. This study is different from previous 

tourism studies because it examines the impact of tourism development from 

an integral perspective of sustainable tourism and community-based tourism. 

 

Keywords: community attitude, community-based tourism, community 

empowerment, community life satisfaction. 

 

 

INTRODUCTION 

 

Background 

 

Tourism involves the movement of individuals 

from one region to another, which are 

sometimes of different cultures. The 

interaction between tourists and local 

communities in tourist destinations is social 

interaction in areas that are different from one 

another, which then causes social and 

economic relations between tourists and local 

communities. The development of tourism is 

meant to improve the socio-economic 

conditions of local communities by utilizing 

their potential in accordance with regional 

carrying capacity. 

 

 Demonstrations held by "For Bali 

Tolak Reklamasi (For Bali Refuse 

Reclamation)" took place in Tanjung Benoa on 

Friday (15/08/2017), and the closing of access 
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to Garuda Wisnu Kencana area (GWK) on 

Sunday, 24 August 2017 by the local 

community are indications that the community 

does not always react positively to the 

development of destinations or attractions in 

the region. As for why this can happen, a study 

is needed to find a productive solution in the 

long term. The rise of demonstrations in 

several tourist attractions in Bali can 

jeopardize the security and comfort of tourists 

and affect the image of Bali as an international 

tourist destination. People's attitudes toward 

tourism activities may be shaped by several 

causes, including perception of the benefits of 

tourism activities in the region, the 

opportunities and intensity of local community 

involvement in the tourism activities that take 

place, and the perception of conflict over the 

limitation of resources needed among local 

residents, by allocating such resources to 

accommodation facilities to meet the needs of 

tourists visiting Bali such as water, land and 

cultural resources. The research carried out in 

2017 is expected to contribute informational 

findings that may be used as input and 

consideration in the formulation of policies for 

the development of tourism activities and the 

implementation of the concept of sustainable 

tourism that is integrated with community 

development in order to improve the quality of 

life of people in tourism destinations by 

incorporating community empowerment 

policies with a conceptual model of research. 

 

 The approach to developing 

sustainable tourism was first introduced by the 

United Nations Environment and 

Development Commission Neto (2003) stated 

that sustainable tourism is the development of 

tourism activities aimed at meeting today's 

needs without jeopardizing the ability of 

natural resources to provide for future 

generations. In addition to the approach to 

sustainable tourism development, we can also 

use alternative approaches, namely community 

based tourism (CBT). Murphy (2013) states 

that essentially the development of tourism 

cannot be separated from the resources and 

uniqueness of local communities, both in the 

form of physical and non-physical elements 

(tradition and culture) which are the main 

driving elements of tourism activities and 

carried out by communities in their 

environment, so that tourism should be seen as 

a community-based activity.  

 

 Stakeholders in tourism, especially 

those in the province of Bali, need to evaluate 

tourism development efforts and policies that 

regulate tourism affairs in order to obtain 

information on whether the implementation of 

such policies will have the expected impact. 

Presenza and Cipollina (2010) reported that 

tourism activities are not only directed at 

increasing the quality of the economy but need 

to be directed at improving the quality of 

social and psychological life which is shown 

by the comfort, safety and happiness felt by 

local people living in tourist areas. More 

specifically, this study aims to: 1) evaluate 

local government policies in community 

empowerment which are critical success 

factors for implementing the concept of 

community based tourism and sustainable 

tourism in areas that are tourist destinations 

based on aspects of economic, psychological, 

social and political empowerment. The result 

of this study is evaluative information that 

integrates economic, social, ecological and 

psychological aspects of the implementation of 

Bali's tourism development policies. This 

study differs from previous tourism studies 

because it examines the impact of the 

development of tourism from an integral 

perspective of sustainable tourism and 

community-based tourism by including policy 

variables for community empowerment to 

measure social impact, in the form of a 

happiness and welfare index (community well-

being and happiness). 

 

Research Objectives 

 

Objectives of the research are: 

a. To evaluate correlation between 

community based tourism level of 
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application and community life 

satisfaction. 

b. To evaluate correlation between 

community attitude toward tourism 

and community life satisfaction. 

c. To evaluate correlation between 

community response toward tourism 

and community life satisfaction. 

 

LITERATURE REVIEW 

 

Conceptualization and Research Hypothesis 

 

 Simpson (2008) stated that tourism 

is a social, cultural and economic phenomenon 

that requires the movement of people to 

countries and places for personal or business 

purposes. Tourism is influenced by the 

potential for tourism in certain places, being 

extraordinary in nature, culture, art and other 

resources in a particular place; in a country 

that functions as a tourist attraction, it may lie 

in natural beauty, because of the human 

instinct to appreciate aspects of nature such as 

landscapes, lakes, mountains or hills, rivers, 

rocks, waterfalls, caves, monoliths, wildlife, 

among others;  and the limitless potential for 

man-made tourism which  includes 

extraordinary art and architectural works, 

museum objects, archeology and site 

culture.  Every ciizen has the right to be 

involved in any development activities thar  

targeted at meeting community needs. Self 

help community activities need to be 

facilitated by stakeholders including the 

youths who are legitimately the future 

custodian of the welfare of their community 

and the greatest investment that can be utilized 

to mobilize local material resources for the 

community as well as the country’s 

development (Mbagwu et al., 2016). 

 

 The approach to sustainable tourism 

development was first introduced by the 

United Nations Environment and 

Development Commission. The development 

of sustainable tourism aims to meet today's 

needs without jeopardizing the needs of future 

generations. Sustainable development must 

take into consideration the use of the 

environment and the preservation of the 

environment so that the quality of the 

environment be maintained. The neglect of 

environmental preservation will cause an 

environment’s carrying capacity to decrease, 

or even disappear. Sustainable development 

involves achieving social justice from 

generation to generation. Judging from other 

meanings, sustainable development as national 

development preserves the functions and 

capabilities of ecosystems. Sustainable 

development must involve actions that can 

preserve the natural environment (Hunter, 

1997). Sustainable development has the 

following characteristics: 1) Providing 

possibilities for survival by preserving the 

functions and capabilities of the ecosystem 

that supports it, in both directly and indirect 

ways; 2) Utilizing natural resources by 

utilizing technologies that do not damage the 

environment; 3) Providing opportunities for 

other sectors and activities to develop together 

in each region, both in the same time period 

and in different periods of time on an ongoing 

basis; 4) Increase and preserve the ability and 

function of ecosystems to supply, protect, and 

support natural resources for life sustainably; 

5) Utilize procedures that take into account the 

sustainability of the functions and capabilities 

of the ecosystem to support life, both now and 

in the future.  

 

 Meaningful tourism evaluation 

system is based on on multi perspectives  such 

as financial yield, economic yield and 

environmenal yield, social yield and cultural 

yield. Economic yield is related to tha gain 

that tourism brings to the economy, such as 

employment, development of infrastructure 

and economy diversification (NorthCote, 

Jeremy & Macbetth, Jim, 20015). Five types 

of environmental indicators proposed for the 

detailed indicators  are such as: Fragility of 

ecosystem and biodiversity; waste disposal; 

water consumption; intensity of land use and 

physical impact; protection of the atmosphere, 
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noise level and visual impact (Lim and 

McAleer, 2005). World travel &Tourism 

Council reported that in 2017, the direct  

contribution of Travel and tourism to GDP 

was USD 2,.306,0 bn, accounted for 10.2% of 

total GDP.  Tourism industry contributed 

138.086.000 jobs in 2017.  In Indonesia  

Tourism direct contribution in 2017 was IDR 

405,975.0bn. GDP total contribution was 

4,3%.  The tourism industry directly supported 

2,517,000 jobs meanwhile total employment 

was 9,080,000 jobs. Liu, Liu and Towsley 

(2003) criticizes the application of sustainable 

tourism concepts that look at macro issues. 

 

Sustainable Community Based Tourism 

and Community Life Satisfaction 

 

 The Community Based Tourism 

Development Approach provides additional 

options in managing tourism activities. In the 

tourism sciences, it is referred to as the 

strategy of community-based tourism (CBT). 

Community-based tourism construction in 

principle is one of the alternatives in the 

approach to conventional tourism-oriented 

growth models that have attracted much 

criticism because they have been seen to 

marginalize and ignore the rights of local 

communities from tourism activities in the 

destination region. As already stated by 

Murphy (2013) that essentially tourism 

development cannot be separated from the 

resources and uniqueness of local 

communities, both physical elements and non-

physical elements in the form of tradition and 

culture, which are themselves the main driving 

elements of tourism activities. Thus the 

Community must be the basis for developing 

tourism activities. Blackstock (2005) provides 

an idea of community-based tourism as 

follows: 1) A form of tourism governance that 

provides opportunities for local communities 

to control and be actively involved in the 

management and development of existing 

tourism; 2) The form of tourism management 

that can provide opportunities for people 

directly involved in tourism businesses so that 

they can also benefit from existing tourism; 3) 

Forms of tourism that demand systematic and 

democratic empowerment and fair distribution 

of benefits to disadvantaged communities in 

destinations (Goodwin and Santilli, 2009). 

 

 According to Hudson and Timothy 

(1999), community-based tourism is an 

understanding related to the certainty of 

benefits obtained by the community and the 

existence of mentoring planning efforts that 

defend local communities and other groups 

who have an interest in local tourism, and 

governance tourism which provides greater 

control space to actualize the welfare of local 

people. Community-based tourism is closely 

bound to the certainty of active participation of 

local communities in the existing tourism 

development. Community participation in 

tourism consists of two perspectives, namely 

community participation in the decision-

making process and participation in the 

distribution of benefits received by the 

community from tourism development. 

Empirical work conducted by  Ghosh (2011) 

revealed that there was  no long-term 

equilibrium relationship between international 

tourist arrivals and economic activity in India. 

The study also fails established any short-run 

relationship between international tourist 

arrivals and economic growth. To attract more 

visitors, India still needs to upgrade basic 

tourism infrastructures, such as airports, 

railways, roads, waterways along with various 

amenities, such as uninterrupted power and 

water supply, cleaning the air, solid waste 

management. Future development of tourism, 

therefore, involves the integrated development 

of infrastructure and amenities along with all 

the tourism facilities in a balanced and 

environmentally responsible manner. 

Community development has an important 

role to play in local tourism communities, such 

as Port Douglas. A CBT that is informed by a 

community development ethos could provide 

an important tool for residents who wish to 

ensure that tourism enhances rather than 
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destroys their communities (Blackstock, 

2005). 

 

 Lee, T.H.,( 2013) reported that  

there was strusctural relationship among 

perceived benefits, perceived cost , community 

attachment and community involvement, as 

well as support for sustainable  tourism 

development. Perceived benefits of 

Sustainable tourism development directly 

influenced support for sustainable 

development.  On the other hand, opment. 

Community attachment also positively 

affected the perceived benefits of sustainable 

tourism development.  Community 

involvement also effected perceived benefits 

of sustainable tourism development and 

therefor positively support sustainable tourism 

development. At the same model   also 

reported that   community involvement   

negatively effected the perceived cost and then 

insignificantly influenced community support 

for sustainable tourism deelopment. Juvan, E., 

& Dolnicar, S. (2014) also stated that there are 

gap between attitude and behavior in 

sustainable tourism that influenced community 

life satisfaction. The relationship between 

Application of community based tourism and 

community life satisfaction is as follow:  

The First Hypothesis (H1) 

 

H0  :   There is no positive correlation 

between Community based tourism 

level of application and community 

life satisfaction.  

H1  :   There is  positive correlation 

between Community based tourism 

level of application and community 

life satisfaction.  

 

Community Attitude toward  Tourism and 

Community Life Satisfaction. 

 

 Positive attitudes were connected 

with the belief and percieved performance that 

tourism creates community development, 

opportunities for earning income, improved 

agricultural markets, and a chance at good 

fortune (Lepp, 2007).  Community attitude 

toward tourism are relfections  of  the impact 

of tourism activity on community aspects of 

live namely: Economic and employment 

impacts, Socio cultural impacts, 

Environmental impacts, Accessibility and 

quality of life impacs and public funding and 

future development options (Lepp, 2007). 

Irandu (2004) deployed the Irridex model 

develop by  Doxey (1975) to describe linear 

changes in the attitude of local people towards 

tourists. A positive initial attitude gradually 

becomes increasingly negative as the number 

of tourists visiting the Destination increases. 

The stages of people's changing attitudes 

towards tourists visiting the destination are 

described as the following stages: 

a.  Euphoria stage. At this stage tourist arrivals 

are well received, with a million positive 

hopes. This occurs in the initial phases of 

tourism development in a tourist 

destination, and in general these tourist 

destinations have not established 

development planning. 

b.  Stage of Apathy. At this stage the 

community accepts tourists as something 

ordinary and the relationship between 

people and tourists is dominated by 

commercial relations. Planning carried out 

in tourist destinations in this phase 

generally only emphasizes the marketing 

aspect. 

c.  Annoyance Stage. At this stage, saturation 

is almost achieved and people begin to feel 

disturbed by the presence of tourists. 

Planning generally seeks to improve 

infrastructure and facilities, but there is no 

attempt to limit growth. 

d.  Stage of Antagonism. At this stage the 

public has openly expressed displeasure or 

negative reactions and has come to view 

tourists as a source of trouble in their social 

life. It is usually only in this stage that the 

importance of integrated overall planning is 

realized. 
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 Tourism Development has some 

impacts on community.The economic 

contribution of tourism activities in areas that 

become tourist destinations can be hindered by 

the intensity and quantity of available 

economic activity facilities in the destination 

region and their impact on the quality of 

economic life of the people living in the 

region. The economic contribution of tourism 

is indicated by the people's purchasing power, 

which results from the income obtained 

through the expenditure of visiting tourists 

(Ghosh, 2011). International tourists spend 

dollars in the host countries visited during 

their trip. Tourist spending on tourist travel 

has increased. Petri and Plummer (2016)  

already predicted the value of the economic 

effects of the Trans-Pacific. In other part The 

WTO (2016) Reported   that tourism activities 

contributed greatly to foreign exchange 

earnings of several developing and developed 

countries for community development by 

providing for local people in the form of local 

labor, basic facilities, educational 

opportunities and infrastructure facilities in 

order to improve their welfare. Tourism is an 

important infrastructural component in the 

economic development of countries in the 

world and is mentioned as an invisible export, 

which can trigger economic and social 

transformation. Identification of  the positive 

and negative  aspects of tourism as perceived 

by residents and the influence of variables on 

resident response  are useful in setting up  

programs to minimize friction between tourists 

and residents, and in formulating plans to  

gain resident support of tourist ventures 

(Belisle, F.J. and Hoy, D.R., 1980).  It is 

hypothesized that the perception of tourist 

impact varies with the distance a person lives 

from the tourist zone and with the resident's 

socio-economic. 

  

 Tourism's economic contribution is 

now large and cannot be underestimated in 

many countries because of faster growth from 

other economic sectors (Mbagwu et al., 2016). 

A number of evidence were presented by 

Rutty, M., Gössling, S., Scott, D. and Hall, C., 

(2015) that there is relationship between  

visitors spending   and economy development 

in Eastern Afirica, Midle africa, western 

Africa, Northen Africa, Southern Africa, 

Eastern Asia, werstern Asia, Southern Asia, 

Southeast Asia, Central America, South 

America, Carribean and Oceania.Tourism acts 

as a catalyst for the growth of trade and 

industry and an increase in self-employment 

opportunities such as setting up a restaurant, 

kiosk and cafe that can facilitate rapid 

livelihood of more than a formal job (Dwyer, 

Forsyth and Spurr, 2003). In the era of 

globalization, the economic and social 

contribution of tourism to community 

development cannot be ignored by the 

government, society and individuals. Peters 

(1969) and Stabler, M.J., Papatheodorou, A. 

and Sinclair, M.T., (2009) stated that no 

country in the world ignores the importance of 

tourism for economic, social and cultural 

development. Various nations and groups of 

countries have become increasingly aware of 

the socio-economic benefits generated from 

tourism. Gössling (2002) states that tourism 

became a popular global leisure activity in the 

form of a unique smokeless industry, a 

classless educational institution, integration 

without law, and diplomacy without formality. 

 

 Social interaction between tourists 

and local communities nurtures a relationship 

of mutual respect, tolerance, understanding, 

awareness, family ties, learning, respect and 

liking. To satisfay visitors expectations in host 

country, at the same time the citizens of the 

host country or state can be enriched by 

information about the outside world, can also 

enjoy facilities such as schools, libraries, 

health institutions, and internet facilities 

provided by the tourism industry (Andereck et 

al., 2012). Tourism has been recognized as a 

basic human activity and is expected to 

contribute to investment in the arts and 

culture, and the formation of a new 

international economic order that will help to 

eliminate the economic gap between 
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development and progress, especially in 

developing countries (Mbagwu et al., 2016). 

In reality the benefits of tourism activities in a 

tourist destination not only produce a positive 

impact on the socio-economic life of the 

community but also unwittingly foster 

negative impacts that are not in line with the 

prevailing norms in society. It cannot be 

denied that the growth of positive impacts and 

benefits of tourism activities refract negative 

social impacts that cannot be ignored, which 

this study attempts to explore. It is worth 

studying whether tourism activities are seen as 

having an impact on indigenous peoples' 

identities and community values, cultural 

clashes, increased crime, increased living 

costs, demand for resources and disturbing 

ethical problems in increasing sex tourism or 

exploitation of child labor in host 

communities. Potential impacts of natural 

/biotic environmental tourism activities that 

should be anticipated include: 1) Declining 

natural resources in the form of reduced water 

resources, land degradation, local resources, 

declining wildlife or wild population, and 

changes in wildlife behavior; 2) Pollution: Air 

and sound pollution, water and soil pollution, 

waste, liquid waste, aesthetic pollution; 3) 

Physical impacts of the area: Excessive and 

incompatible development with the 

environment, land clearing, marina 

construction, liquid waste, aesthetic pollution, 

and breaking the regional carrying capacity 

(Gössling, 2002). Tourist guests who visit the 

destination can be asked to provide an 

assessment of the quality of the destination's 

natural environment. Hughey, Kerr and Cullen 

(2010) stated The New Zealand Environmental 

Indicator Set for Tourism in 2010, dividing 

indicators of environmental physical impacts 

into: 1) Waste / Waste,  Environmental impact 

shown by environmental cleanliness. Solid 

waste performance indicators are measured 

based on the level of comfort of tourists with 

the cleanliness of the environment visited and 

the availability of hygiene facilities and means 

of recycling waste; 2) Water, Environmental 

impacts are assessed through the quality of 

water available in the visited destination. The 

available water quality can be specified in 

more detail based on continuity, quality and 

quantity; 3) Transportation, transportation 

performance can be measured by the average 

mileage per guest traveler, the average value 

spent on the types of modes of transportation 

by tourists; 4) Energy, reported the impact of 

tourism on energy is measured based on the 

average energy consumed by the tourism 

sector especially the transportation and 

accommodation sub-sectors in both the total 

value and per guest visitor during a certain 

period; Greenhouse Gases. The impact of 

tourism on the greenhouse gas produced by the 

tourism sector, in the transportation and 

accommodation sectors specifically: in total, 

per visitor (international) and per trip 

(domestic); Environmental Accreditation. The 

impact of tourism activities on the 

environment can be assessed from the 

accreditation of tourism destination 

environments indicated by Gold, Silver or 

bronze accreditation qualifications;  

Landscapes. The impact of tourism activities 

on the physical environment is evaluated 

through a resident satisfaction index of the 

beauty of the natural environment and views 

of tourism destinations; Biosecurity. The 

impact of tourism is also evaluated based on 

the level of health of tourists that culminates 

and is measured through indicators of the 

number of seizures per 1000 arrivals either by 

air, sea or land ;Biodiversity (Sunlu, 2003). 

The impact of tourism on environmental 

conservation is measured through the area that 

is legally protected by legislation and has 

permanent legal force. Miller, G.(2001)  also 

indicated that sustainability can be measured 

by employment level, policy relevance, 

financial leakages, tourist satisfaction, host 

community satisfaction and environmental 

impact.  Teye, Sirakaya and Sönmez (2002) 

reported that community attitude toward 

tourism is not  necessary positive. 

Satisfaction with neighborhood conditions was 

also found to be a determinant of perceived 

benefits and overall community satisfaction 
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(Nunkoo and Ramkissoon, 2011). Kim, Uysal 

and Sirgy (2013) showed that the relationship 

between the economic and social impact of 

tourism and the satisfaction with its 

correspondent life domains (material well-

being and community well-being) initially 

decreased in the growth stage of tourism 

development and peaked in maturity stage of 

tourism development. However, when a 

community enters the decline stage of tourism 

development, the strength of the relationship 

between the economic and social impact of 

tourism and the satisfaction with 

correspondent life domains decreases. 

Relationship between community attitude or 

response toward tourists  and community  life 

satisfaction is formulated  as follow: 

 

The Second Hypothesis (H2) 

 

H0  :   There is no positive correlation 

between community attitude 

toward tourism and community life 

satisfaction. 

H2  :  There is positive correlation 

between community attitude 

toward tourism and community life 

satisfaction. 

 

Community Empowerment 

 

 Castañeda (2012) refering  to the 

UNWTO Global Ethics for tourism adopted by 

the UN General Assembly in 1990 ten basic 

principles were launched that serve as 

guidelines for tourism actors to ensure that 

tourism activities are carried out with the aim 

of maximizing social benefit and 

environmental conservation. The integration of 

the Global Sustainable Tourism Council 

(GSTC) with the Sustainable Tourism 

Stewardship Council (STSC) in September 

2009 that oversees the WTOUN, travel 

companies, hotels and tourism boards in 

various countries establish the main pillars of 

tourism sustainability, namely: 1) realizing 

sustainable destination management; 2) 

maximizing the economic benefits of the host 

community and minimizing negative impacts; 

3) maximizing benefits for the community, 

guest tourists, cultural conservation and 

negative impact minimization; 4) minimizing 

negative impacts on the environment. Besides 

there are a number of potential opportunities, 

there are also some limits for community to 

involve in tourism developments specifically: 

Centralization of public administration of 

Tourism , Lack of co-ordination , Lack of 

Information, Attitudes of professionals, Lack 

of expertise , Elite domination, Lack of 

appropriate legal system Lack of trained 

human resources, Relatively high cost of 

community participation , Lack of xnancial 

resources, Limited capacity of poor people, 

ApathyandLowLevel of awarenessinthe local 

community (Tosun, 2000). In order to 

actualize the sustainability of tourism 

development based on the 4 main pillars, the 

key to success is community empowerment 

(Cole, 2006), which includes: 1) Economic 

empowerment; 2) Psychological 

empowerment; 3) Social empowerment and 4) 

Political empowerment. 

 

 Empowerment in the economic field 

is an effort made to improve the economic 

capacity of the community in the area of 

tourism destinations and provide the widest 

business opportunities through ownership of 

micro, small and medium enterprises 

(Harrison and Schipani, 2007). Community 

capability is built and enhanced so that it can 

become part of the local, national and regional 

production value chains (Butler, 1999). 

Providing access to funding sources for the 

wider community, connecting MSMEs to large 

business networks, capacity building through 

training programs, equitable allocation of 

resources among community groups. 

Empowerment in the social aspects of 

community life includes efforts to provide 

maximum opportunities for participation and 

provide opportunities for collaboration, 

increase cohesiveness of community groups, 

increase the intensity and quality of interaction 

among stakeholders, actualize quality 

communal life, conservation of tourism 

resources, gender mainstreaming in activities 

tourism.  stated that empowerment of 

psychological aspects includes efforts to 

increase community involvement and 

commitment to the conservation of tourism 

resources both independently and 

collaboratively; provide education to the 

community in order to foster interaction 
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between the host community and qualified 

guest tourists, actualize the host community 

satisfaction and the satisfaction of the guests 

who visit the destination and maintain and 

protect local identity. Preservation of tradition 

is extremely important in terms of maintaining 

a group’s sense of self-esteem and well-being 

(Mansperger, 1995). Political empowerment 

can be done through increasing community 

participation in tourism-related decision 

making in their respective regions, support of 

local governments and the central government 

in tourism development and enhancing the 

vision and commitment of community leaders. 

Local community  empowerment  correlated 

with  community optimistic about the future, 

faith in their  abilities, self-reliant and pride in 

traditions and culture (Scheyvens, R., 1999). 

Kang et al. (2003) reported that body 

satisfaction positively correlated with body 

esteem. 

 

The Third Hypothesis (H3) 

 

The relationship between community based 

application  and community life satisfaction is 

hyphotezised  as follow: 

 

H0  :   There is no positive correlation 

between community response 

toward tourism and community life 

satisfaction. 

H3  :  There is positive correlation 

between community response 

toward tourism and community life 

satisfaction 

 

Research Conceptual Framework. 

 

 Present study proposes conceptual 

model regarding relationship among 

community based tourism, community 

empowerment , community attitude and 

community life satisfaction. Conceptual model 

and testing hyphotesis is presented  as follow. 

 

  

                                                                             

                                                            

        

 

 

 

 

 

 

 

 

 

 

 

Figure 1.  Proposed Conceptual Model  

 

RESEARCH METHOD 

 

 The results of the interview are to be 

used as a basis for evaluating and assessing the 

implementation of sustainable tourism 

development and community-based tourism 

confirmation to tourists through a structured 

questionnaire instrument to get an overview of 

their perceptions and life satisfaction index 

related to the development of tourism 

activities in their area of residence. 

 

 Formulation of Regression equation 

models that have aspects of the application of 

community-based tourism concepts, 

community attitude, community empowerment 

were regressed to indicators of life 

satisfaction. The formulation of the model will 

be seen from the perceptions of individuals 

who live in the region of South Kuta and 

Kediri destinations that are close to the Pecatu 

and Tanah Lot destinations. Questions in a 

structured questionnaire that was submitted to 

the people living in the sample destination.  

 

 Research data collection was carried 

out by exploratory initial studies and through 

surveys in South Kuta Sub-district and Kediri 

Sub-district. Beginning with interviews with 

community leaders and tourism practitioners 

to identify destination management policies 

which were then followed by a survey to 

measure life satisfaction indexes, perceptions 

Community 

Attitude 

Community 

Based 
Tourism 

Community  

Empowerm

ent 

Community 

Life 

Satisfaction  

H1 

H2 

H3 
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of the implementation of community-based 

tourism concepts, and perceptions of 

community empowerment and community 

response to tourism activities in its 

environment. 

 

 The research population was 

composed both of community members who 

have a direct relationship with tourism as well 

as those who have no direct relationship with 

tourism activities in the South Kuta Sub 

district and the Kediri sub district, Tabanan 

regency.  Subject on the research  are 

individuals living in the destination areas. The 

second phase of the study was a survey 

involving 300 individuals in various primary 

data sources to measure the life satisfaction 

index, the perception of the implementation of 

community-based tourism concepts and the 

perception of community empowerment as a 

moderator variable and the community's 

response to tourism activities in their 

environment. Secondary data sources are the 

Central Statistics Bureau, the Regional 

Archive Agency and Village monographs as 

well as relevant Local Government 

publications. Data collected from secondary 

sources includes levels of per capita income, 

types of legislation related to tourism and 

policies that are relevant to the welfare of the 

community. Quantitative research data 

includes population, average life expectancy 

and average length of education, while 

qualitative data includes employment and 

tourist attractions on offer, among others. The 

data collection methods used in this study 

were structured interviews using a list of 

statements and a list of questions that were 

completed by individuals using convenience 

/non probability sampling techniques at the 

research location. Data were measured by 

followong instruments such as:  

1. Community Based Tourism were 

measured data by SUS-TAS Scale, 

developed by   Sirakaya, Ercan Turk 

(2005), that is consist of 44 item. It 

measures 7 dimensions of Community 

Based and Sustainable tourism such as :  

perceived social cost; Environmental 

sustainability; Longterm planning; 

perceived economic benefit; community 

center economy; Ensuring Visitor 

satisfaction; Maximization community 

participation. Validity  dan reliability of 

instrument  is acceptable with explained 

varians toral 67% and Alpha Cronbach 

0,87. 

2. Sustainably Community Based Tourism 

was measured by based on dimensions ;  

local employment, local 

partnershippeningkatan standar hidup 

dan kesejahteraan; peningkatan  sumber 

pendapatan, peningkatan kerja sama 

pelaku bsnis dengan masyarakat in 

business development, skill 

development for community,  local 

management, culture convation, and 

natural resources conservation. Based 

on values of  total variance explained 

65,5%  and Alpha = 0,59, the  

instrument  is valid and reliable. 

 

3. Life satisfaction data were measured by  

MLSS scale which is consist of dari 40-

items.  Data were measured  on 4 

intervals: (never on = 1); (sometimes = 

2); (often = 3); and (almost always = 4). 

The higher the score, the higher the life 

satisfaction level. The instrument is 

valid and reliable with total variance 

explained 61,8%  Alpha 0,60.  

 

4. Data host population’s response toward  

tourism were measured by the following 

set of questions ( Zaidan, E., & Kovacs, 

J. F. ,2017) such as; Do you believe that 

development in Bali is geared more to 

the needs of tourists as opposed to 

locals?  Are you satisfied with the 

vision outlined in Bali Tourism Vision 

to host 10 million tourists? Do you 

believe that Bali would not be what it is 

today without tourism development? Do 

you believe that tourism is essential for 

continued prosperity in Bali ? 
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RESULTS AND DISCUSSION 

 

 Data accummulation involved 300  

respondents living in the south Kuta area and 

Tanah Lot area. Because of incomplete data 

provided by  some respondent there just 280 

data set available to analyze (Respon rate 

93,3%). Descriptive analysis  indicated 

average score, minimum score, maximum 

score and  number of  data as those presented 

on  Table 1. 

 

Table 1.  Description Variables Score 

 

The multiple linear regressions regarding the 

modulation of Perception of Impelementation 

of Community based Tourism, community 

attitude , community empowerment  and 

community Life Satiscation is formulated as 

follow :  

 

YLife_Sat = 45,17 + 0,311 CBT  + 0,217 

Tourism impact  + 0,381 Comm resp. +  e.  

 

Contribution of Variation of  three 

independent variables;  Impelementation of 

Community based Tourism, community 

attitude and community empowerment  on   

variation of one dependent variable,  

community Life Satiscation  is   38.9% ;  with 

confidence interval 95%  or a = 5.  Validity of 

Regression model requires verification to 

make sure that the model does not violate 

fundamental assumptions through : normality 

test. Multicoliniarity test and heteroskedasicity 

test. Based on Statistic Kolmogorov-Smirnov 

the data are distributed normaly with 

Asymp.Sig > a =0.05. Multicolinearity showed 

the score of tolerance and variance inflation 

factor (VIF) = 0.905 and VIF = 1.105, no 

multicoliniarity showed. Heteroscedascity test 

done by Glejser and Park Method, if there was 

a significant probability the scored wwould be 

higher than confidence value then the result 

indicated  no heterocedacity produce.  

 

Hypotheses Testing 

 

 The hypotheses showed the perception 

toward CBT and Tourism Impact give 

significant impact on life satisfaction through 

F test. Resulting in Fhitung (1,178) = 19,344. on 

significancy   95 %  or no error probability 

more than  5 %,    perception on CBT and 

social impact and affect on life satisfaction 

show R
2
 = 38,9%. Partially CBT variables 

correlated positively with life satisfaction 

variable ( beta =  0,311; t=4,364 ;  p= 0,05 

meanwhile tourism impact correlated with life 

satisfaction ( beta = 0,217: t= 3,042 ; p  < 

0,05), as well as community attitude /respons ( 

beta = 0,381; t =2.001; p = 0,052). 

 

CONCLUSION 

 

The implementation of community-

based tourism concept, community 

empowerment and community attitude 

significantly correlated with community life 

satisfaction. Host community is foundation of 

tourism development. Their attitude, opinio 

and expectation  need to take into account 

when developing  tourism destination. 

Negative attitude held by community toward 

tourism   potentially  induce  boycotting at the 

site. Government  is recommended to embrace  

host community expectation as well as private 

sector that will bring capital to invest  at the 

destination to develop it. 

 

The  core foundations of tourism 

development are government, private sectors 

and citizen/host community. Central 

government and regional government  

responsibilities  as a regulator is establishing  

rules, policies and standards regarding  natural 

resources utilization and tourism resources  

developmen. Community expectation and 

 N Minimum Maximum Mean 

CBT 280 53,00 128,00 98,35 

 Tourism 

_Impact 
280 17,00 33,00 24,8 

Comm _Sat 

Comm_resp 

280 

280 

53 

36 

132 

49 

96 

38 
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capacity must be accomodated.  Different 

interest of stakeholders need to be managed 

properly and proportinally to sustain the 

activities in the long run. It is highly 

recommended to involve host community in 

decision making process to build ownership in 

developing tourism activity. The citizens are 

given opportunity to develop and provide 

services and tourism product based on their 

capacity and competency. The development of 

the understanding on tourism activity in the 

community need to be revisited, emphasizing 

on individual and community empowerment to 

minimize negative impact on tourist activity. 

Information regarding tourism activity should 

be available and should be easy to access by 

the community member. Extreme attitude 

towards tourist beause of missperception in 

certain areas can be the cause of 

inconvenience.  

 

RECOMMENDATION 

 

The regulations in developing the 

tourism destinations need to be more 

participatif and open more space for the host 

community to take part in tourism 

development decision process. Sustainable 

tourism requires both the sustainable growth 

of tourism’s contribution to the economy and 

society and the sustainable use of resources 

and environment (Liu, Liu and Towsley, 

2003). Present study  employs additive 

conceptual model to test  the impacts of 

community based tourism, community attitude 

and community empowerment  on community 

life satisfaction. In the future study  it is 

recommended to redesign contingency 

conceptual model on which community 

empowerment place as moderating variable 

between  private based torism development 

and community attitude as well as community 

life satisfaction to verify whether  community 

empowerment plays moderating role to lessen 

community  negative attitude toward tourism 

activityand life satisfaction  with larger  

sample size  accumulating from different level 

destination planing  quality. It is advisable to 

use  renewable energy sources (RES) that will 

have a large potential to contribute to the 

sustainable development of  Environment 

friendly tourism industry in Bali  and at the 

same time provides the community with a 

wide variety of socioeconomic benefits, 

including diversification of energy supply, 

enhanced regional and rural development 

opportunities, creation of a domestic industry 

and employment opportunities (Del Rio, P. 

and Burguillo, M., 2009).  
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