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Welcoming Message  
From Chair of the Conference 

Om Swastyastu 

Distinguished guests, with my deepest respect to keynote and invited speakers, presenters, 

participants, ladies and gentlemen. Allow me to express my warm welcome to all of you. 

Welcome to Udayana University, Welcome to Bali –  The Island of Gods. I would like to express 

my deep gratitude to you for taking your precious time to participate in The 4th Bali 

International Tourism Conference (Online Conference) on “TOURISM AND CREATIVE 

ECONOMY IN RESPONSE TO PANDEMIC COVID-19: Encouraging Collaboration toward the 

Development of Creative Tourism ” at Udayana University, Bali. This theme is chosen 

considering that the world is strongly experiencing that the development of creative tourism 

is one of the ways to tourism recovery in Pandemic Covid-19.  

This conference is undertaken in collaboration between Centre of Excellence in Tourism 

Udayana University, Faculty of Tourism, Master Degree Program in Tourism, and Doctoral 

Degree Program in Tourism Udayana University. At this moment, I would like to report, that 

this conference is attended by 3 keynote speakers and 4 invited speakers, 56 call papers, and 

all of the participants that join in this online conference that coming from different 

backgrounds, namely academic, bureaucracy, business, students, and researchers. The 

presentation of call papers will be undertaken in parallel sessions. 

Taking this opportunity let me say a deep thankfulness to all individuals and institutions 

involved in supporting this event. First and foremost is Rector of Udayana University, for her 

continuous support and guidance. My thank also goes to the Ministry of Tourism and Creative 

Economy and Bali Province, Indonesia. Many thanks also to all keynote and invited speakers, 

presenters, participants, organizing committee, and a number of others who can not be 

mentioned one by one, without whom this conference would not be possible. 

To Rector of Udayana University, please kindly later give us your messages to make this event 

successful. And kindly declare this event officially open.  
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Thank you very much. Om Shanti Shanti Shanti Om 

Denpasar, 7th November 2020 

Nyoman Ariana 
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Welcoming Message  
Rector of Udayana University 

Om Swastyastu, 

Distinguished Keynote and Invited Speakers, as well as all Presenters and Participants. 

Welcome back again to the Bali International Tourism Conference.  This conference becomes 
the Fourth Bali International Tourism Conference which has been held annually by Centre of 
Excellence in Tourism, Udayana University.  

We greatly appreciate your participation in attending our international tourism conference 
although we are all suffering from pandemic Covid-19. Of course, due to the pandemic covid-
19, this conference for the first time is undertaken online by using zoom meeting. However, 
your presence reflects the importance of this conference in the context of the development 
of tourism and creative economy, as well as the recognition of the strong influences of the 
use of information and communication technology (ICT) and Artificial Intelligent (AI) in 
tourism and creative economy. The theme of this conference is “TOURISM AND CREATIVE 
ECONOMY IN RESPONSE TO PANDEMIC COVID-19”. This conference’s theme is in line to the 
recent situation of pandemic covid-19. Although tourism sector has been mostly impacted by 
the pandemic Covid-19, we do hope that there will be some solutions come from the 
discussion during this conference, which may be called Tourism in New Era. 

Tourism is very complex and dynamic field.  Lots of unpredicted things emerged that may not 
be estimated and anticipated well. In this context, we greatly welcome the initiative of the 
Centre of Excellence in Tourism (Pusat Unggulan Pariwisata) Udayana University in 
collaboration with the Doctoral and Master Program in Tourism at the Faculty of Tourism 
Udayana University to organise the Fourth Bali International Tourism Conference. On behalf 
of Udayana University, we would like to give our sincere appreciation to the Ministry of 
Tourism Republic of Indonesia for their supports to this conference.  

Udayana University is very proud to be the host of this international tourism conference. 
Congratulations to all of you, and enjoy the conference. 

Om Shanti Shanti Shanti Om 
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Udayana University, 7th November 2020 

Prof. Dr. dr. A.A. Raka Sudewi, Sp.S.(K) 

Rector Udayana University 
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Keynote Speaker 

Mr. Wishnutama Kusubandio 
Minister of Tourism and Creative Economy 

Republic of Indonesia 
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REMARKS 
BY 

MINISTER OF TOURISM AND CREATIVE ECONOMY AT THE 4th BALI INTERNATIONAL 
TOURISM CONFERENCE 2020 

7 November 2020 

Assalamualaikum Wr. Wb. 
Salam Sejahtera untuk Kita Semua Shalom 
Om Swastiastu 
Namo Buddhaya 
Salam Kebajikan  

Honourable Prof. Tjokorda Oka Arta, Vice-Governor of Bali; Honourable Prof. Anak Agung 
Raka Sudewi, Rector of Udayana University 
Distinguished Speakers,  

Honoured Participant, Ladies and Gentlemen 

First of all, I would like to express my deepest sympathies and condolences for the tragic 
loss of lives due to the COVID-19 pandemic globally.  

Distinguished Speakers, Ladies, and Gentlemen, 

We gathered here today are painfully aware of the heavy toll this COVID-19 pandemic took 
on our respective tourism industries and their underlying tourism economies.  

A few months ago the world is celebrating steady growth in international tourism arrivals, 
increasing from 0.95 billion in 2010 to 1.46 billion by 2019.  

All of a sudden, it flips into a global calamity, with the latest data from the World Tourism 
Organization (UNWTO) showing a 70% fall in international arrivals for the first eight months 
of 2020. Furthermore, UNWTO estimates an overall drop close to 70% for the whole of 
2020.  

Distinguished Speakers, Ladies, and Gentlemen, 

Indonesia is like other parts of the world, this horrible pandemic has put more than 13 million 
direct tourism workers (plus 34 million indirect workers) at high risk.  

These unprecedented times require extraordinary actions. Thus, Indonesia has taken 
multiple measures under the economic stimulus policy; valued more than US$ 24 Billion. 
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Starting from unemployment assistance to tax relief, from credit restructuration to safety net; 
all are intended to help our community to survive in this devastating pandemic.  

Particularly in the tourism and creative economy sectors, President Joko Widodo has 
instructed three key mitigation steps:  

1.Social Protection Program for the workers;  

2.Relocation of Ministry’s budget into labor-intensive programs; and  

3.Economic stimulus for businesses in the sectors.  

Distinguished Speakers, Ladies, and Gentlemen,  

To implement President instructions, our Ministry has formulated and implemented programs 
and activities to support the livelihood of tourism and creative economy workers, such as 
distributing daily basic needs, hygiene and sanitation kits as well as re-skilling and up-skilling 
the impacted workers, and applying the standards and protocols for safety, health and 
hygiene in destinations.  

The ministry also giving grants a total of 3,3 Trillion Rupiah ( 2,3 Billion US$) for tourist 
attractions and business in priority and super priority destinations, branding destinations, 
and events. This grant is intended to prepare tourist attraction and business towards The 
New Normal.  

Furthermore, our Ministry has produced a series of handbooks on the clean, health, safety, 
and environmental sustainability (CHSE) protocols and standards, including the certification 
for tourists’ destinations, and accommodation facilities in order to ensure that they are 
guaranteed to be safe, streamlined, and responsive.  

These protocols are basic guidelines for all stakeholders (including local governments and 
private sectors) to establish their own protocols.  

We believe that these efforts will be strategic in our national efforts to strengthen our 
community in mitigating the COVID-19 pandemic and increase their resiliency in the ‘’New 
Normal’’.  

Distinguished Speakers, Ladies, and Gentlemen,  

Together with the Ministry of Education and Culture, our Ministry also issued joint Ministerial 
Decrees on the technical guidelines for preventing and controlling COVID-19 in the culture 
and creative economy sectors.  

The joint decree lays out the guidelines for the reopening of museums, movie theatres, as 
well as other cultural and educational venues for the general public amidst the COVID-19 
pandemic and it includes provisions such as the required social distancing measures as well 
as obliging all operators of such venues to wear health masks.  

Distinguished Speakers, Ladies, and Gentlemen,  

Bali as the most prominent tourism destination in Indonesia was also struggled for the last 
couple of months due to the pandemic. The ministry has created programs in Bali that we 
hope can improve and accelerate Bali’s recovery. The result of this effort is quite promising. 
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Based on our data, in the last long weekend on October, tourist in Bali have significantly 
improved with more than 100.000 arrival of both domestic and international in Ngurah Rai 
Airport.  

This data shows that Bali is still one of the main attractions in Indonesia and Bali will bounce 
back after the pandemic, with better, safer, and more resilient tourism.  

Today we are witnessing how the pandemic has pushed human creativity to a new 
boundary in our tourism sector, as an example we see the massive demand for creative 

content in the form of virtual reality tour offered in various destinations  

Indonesia believes that integrating creativity with tourism experiences will enhance the value 
by reaching new target groups improving destination image and competitiveness as well as 
supporting the growth of the creative economy.  

Noting the importance of the creative economy as the tools for developing and low-income 
countries to enjoy high economic growth, Indonesia has initiated the United Nations 
Resolution on the International Year of Creative Economy For Sustainable Development 
2021.  

In the spirit of celebrating the International Year, we are planning to host the 2nd World 
Conference on Creative Economy on this lovely island of Bali next year.  

We intend to make this event meaningful and significantly benefit the entire stakeholder. 

No one...no one should be left behind in this sector.  

As stated by the United Nations Secretary-General Antonio Guterres, that this crisis is also 
“an opportunity to rethink how tourism interacts with our societies, other economic sectors, 
and our natural resources and ecosystems; to measure and manage it better; to ensure the 
fairer distribution of its benefits and to advance the transition towards a carbon-neutral and 
more resilient tourism economy.” 

Indeed, I believe this International Conference may bring insights, strategic views, and 
contribute clear and measurable actions to governance innovation in Responding to 
Pandemic Covid-19 as well as to enforce and to promote quality tourism and sustainable 
tourism for the country in the millennial era.  

Last, I wish you to stay safe, maintain the CHSE protocol, and have a fruitful and productive 
conference  

Thank you. 

Salam Sejahtera untuk Kita Semua Shalom 
Om Swastiastu 
Namo Buddhaya  

Salam Kebajikan Wassalamualaikum Wr. Wb. 
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Keynote Speaker 

Prof. Tjokorda Oka Artha Ardana Sukawati 
Vice Governor of Bali Province, Indonesia 
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VICE GOVERNOR REMARK AT ONLINE CONFERENCE: 

THE 4TH BALI INTERNATIONAL CONFERENCE TOURISM  

AND CREATIVE ECONOMY IN RESPOND TO PANDEMIC COVID-19 

The Honorable : 

Minister of Tourism and Creative Economy Republic of Indonesia, Mr. Wishnutama 

Kusubandio 

Rector of Udayana University, Prof. Dr. dr. A.A Raka Sudewi, Sp.S (K) 

Distinguished speakers and participants.  

Om Swastyastu, 
Assalamualaikum Wr Wb, 
Salam Sejahtera Bagi Kita Semua, 
Shalom, 
Namo Buddhaya, 

To begin this remark, I would like to give highest appreciation to Center of Tourism Excellence, 

Udayana University for initiating this online conference with a theme of “Tourism and 

Creative Economy in Response to Pandemic COVID-19”. This event is conducted in the series 

of The 4th Bali International Tourism conference 2020.  

Talk Points: 

1. Tourism and creative economy are both interconnected and co-influence to each

other. It is a reciprocal interaction onto positive direction.

2. Tourism development is able to create and develop new ideas to improve creative

economy. Consequently, the development of creative economy may become new

attraction for tourists.

3. COVID-19 Pandemic outbreak in March 2020 has been devastating to all sectors and

the life of Balinese. It does not just disrupt our public health sector, but also strongly

degrade our economic, social, culture, and security sector of Balinese.

4. The development of COVID-19 pandemic has significant impact to tourism and the life

of Balinese. Tourism and the Balinese life has strong correlation, even before the onset

of the outbreak.
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5. In the health sector, not less than 400.000 people in Indonesia got infected with 

COVID-19. In Bali, as per 4 November 2020,  11.979 people has been infected with the 

virus, 10.924 people has been recovered, and 393 of them died. 

6. In economic sector, COVID-19 has been significantly affecting Bali’s economic growth. 

This is due to 54% of its GDRP is from tourism. Bali suffer around 9,7 trilion Rupiah 

each month from the loss in tourism sector. This has caused major economic 

downturn for Bali. Bali’s economic growth in the first quarter of 2020 was recorded 

minus 1,14 %. It was much worse in the second quarter of 2020 with minus 10,98%. It 

made Bali become the most affected province in Indonesia with the worst economic 

contraction.  

7. Hence, this situation will bring significant change to all the norms, behavior, and social 

system of Balinese.  

8. The change in value can be observed from the change in our togetherness values. It is 

a custom for Balinese to interact with each other in communal setting. We always 

gather in the banjar, especially in attending customary and religious ceremonies and 

rituals. However, today we must maintain our physical distance in accordance with 

the health protocol.  

9. In the behavioral aspect, Balinese that were known for being friendly and hospitable, 

now are experiencing hospitality commodification.  

10. In the material aspect, creativity as the main asset for Bali’s creative economic is now 

being produced with the help of digital technology. For example, advertising, 

architecture, arts, handicrafts, design, fashion, and interactive games. 

11. The government of Bali Province has been committed to improve the synergy with all 

layer of society to cope with various challenges and pressures in all aspects of our life, 

especially in the midst of this COVID-19 Pandemic. The government fully supports the 

concept of sustainable tourism in Bali so that we will always prioritize the benefits for 

Balinese without destroying our nature, our culture, and the society itself.  

12. I really want to be with you until the end of this webinar, but unfortunately I must 

attend another meeting which I cannot delegate. For that reason, my representative 

will be staying with you and answering all your questions for the rest of the 

conference. I proudly introduce Ms. Ida Ayu Indah Yustikarini. She is the Head of 

Destination Marketing Division in Tourism Office of Bali Province. Ibu Dayu Indah has 

been working really hard during the pandemic with me, especially in developing 

tourism strategy during this trying time.  

 

I conclude this remark by wishing you all a good discussion during the event. I hope it will 

bring positive impact to Bali and give benefit to Balinese eventually.  

 

 

Thank you 

Om Shanti, Shanti, Shanti Om. 
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Bali, November 7th 2020 

VICE GOVERNOR OF BALI 

TJOK OKA ARTHA ARDANA SUKAWATI 
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Keynote Speaker 

Prof. Greg Richards 
Breda University and Tilburg University, the Netherlands 

 

 

The role of creativity in challenging times 

 

As numerous studies have shown, the pandemic has decimated the tourism sector and 

created increasing uncertainty about the future of tourism businesses worldwide. This has set 

many thinking about how tourism can find the road to recovery (Burini,2020). What many are 

seeking is a return to some kind of ‘normality’, what now seems like a relatively simple 

existence before we had to deal with facemasks and social distancing. The hope is that 

everything will be back to normal once a vaccine is found. But the reality is likely to be much 

harsher: it will take time for a vaccine to be found, in which time more will lose their lives, 

more businesses will disappear, and attitudes to travel and leisure will change. The new 

tourism landscape will not look like the old, and new tourists will not behave as they did in 

the past. 

The idea of returning to ‘business as usual’ is unlikely to work. Instead, we will need to develop 

new ideas about how to travel and how to develop the tourism industry in the post-pandemic 

world. This requires creativity and innovation, but our thinking about creativity also needs to 

change. Tourism businesses have long viewed creativity as a simple application of design or 

branding to travel products. But as Hildreth (2008) has emphasised, changing our brand is no 

longer enough – we need to make our reality better.   

In making a better reality we need to think more holistically about the challenge of the 

pandemic. It is not simply a question of people being able to travel again, but a fundamental 

question about how people will travel in the future. Before the pandemic we had intense 

discussions about challenges of overtourism. This was instantly solved by the arrival of Covid-

19, but if old-style travel returns we will soon have old-style overtourism back as well.   

We need to develop creative solutions for the future of tourism. Creativity can be applied in 

a variety of ways: through creative people, creative processes, creative products and creative 
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places. Richards (2011) argues that all four of these meanings are found in tourism, for 

example through visits to creative clusters and districts, the use of creative products as 

attractions (e.g. travel related to literary figures, artists, etc.), using the creative process in 

designing creative activities for tourists (e.g. design, workshops) and creative cities and 

regions strategies (such as the UNESCO Creative Cities network). 

Increasingly, the convergence of tourism and the creative economy means that all of these 

different applications of creativity in tourism can provide opportunities for destinations, as 

Indonesia has recognised in the creation of a joint Ministry for Tourism and Creative Economy. 

As the OECD report on Tourism and Creative Economy points out, there are many synergies 

to be generated through the combination of tourism and creativity. This paper provides a 

brief introduction to some of the potential avenues for future development, and argues for a 

more holistic approach. It emphasises placemaking as a creative strategy that can focus 

attention on the need to improve the quality of life for all those who live, work and stay in 

the destination (Richards, 2020). 

References 

Burini, F. (2020, ed.) Tourism Facing A Pandemic: From Crisis to Recovery. Bergamo: 

University of Bergamo. DOI: 10.6092/978-88-97235-04-4 

Hildreth, J. (2008). The Saffron European City Brand Barometer. Revealing which cities get 

the brands they deserve. http://saffron-consultants.com/wp-

content/uploads/Saff_CityBrandBarom.pdf. 

Richards, G. (2011) Creativity and tourism: The state of the art. Annals of Tourism Research, 

38(4), 1225–1253. 

Richards, G. (2020) Designing Creative Places: The role of creative tourism. Annals of 
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Invited Speaker 

Prof. Noel B. Salazar 
University of Leuven, Belgium 

Which future(s) for tourism after the coronavirus pandemic? 

Tourists were among those helping the rapid cross-border spread of COVID-19. As a reaction, 

states and supra-governmental entities implemented generalized mobility restrictions across 

the globe. Never in history has global mobility been affected and restricted in such an extreme 

manner. Not surprisingly, tourism is among the most significant economic sectors to bear 

impacts of the coronavirus pandemic. The current situation reconfirms how vulnerable the 

tourism and travel sector is to crises. Because COVID-19 containment measures limited and 

constrained people in their free movements, many became more acutely aware of the 

importance and value of travel. Can the coronavirus crisis, then, contribute to a possibly 

substantial, meaningful and positive transformation of the planet in general, and tourism and 

tourism studies specifically? Is the world changing, evolving, and transforming into something 

different from what it was before the 2020 global pandemic experience? While many still 

hope to return to ‘business as usual’ as soon as everything is over, others are seriously 

doubting that this will be possible. The more significant question is what kind of world we 

actually envision for ourselves and future generations. Tourism may help to solve some of the 

challenges our planet is currently facing. What is clear is that we are paying a high price to 

deal with the containment of the coronavirus, but the crucial question is who the ‘we’ are in 

this whole story. If there is one thing a situation like the one at hand teaches us, it is that we 

cannot solve complex challenges alone and that we need to collaborate. 

The COVID-19 context provides a space to rethink how we might redefine, represent, and 

enact the tourism economy. The immediate health crisis surrounding COVID-19 will 

eventually come under control, the much larger issue of climate change, however, needs to 

be urgently tackled. Tourism will play a crucial role here because part of the solution is to 

reduce the amount of travel and to promote non-motorized mobilities. In sum, the 



xvi 

coronavirus pandemic has shown that tourism matters in our societies and that, in the 

impacts of quarantine measures, this fact has been brought into sharp relief. 
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Invited Speaker 

Saurabh Kumar Dixit, Ph.D 
Associate Professor and Head,  

Department of Tourism & Hotel Management, 
North - Eastern Hill University, Shillong, India 

saurabh5sk@yahoo.com 
 

MARKETING DESTINATIONS THROUGH FOOD TOURISM 

 

Gastronomy has been defined in a variety of ways involving everything from uses of food and 
drink, for consumption during varied occasions, and as a reflection of a society’s culture. The 
food serves as both the means of sustenance for tourists and offers unique gastronomic 
identity to a destination. The concept of gastronomic identity illustrates the influences of the 
environment (geography and climate) and culture (history and ethnic influences) on 
prevailing taste components, textures and flavors in food and drink. Contemporary 
consumers are increasingly showing their interest towards local foods. These foods are 
bought as daily purchases at local retailers and supermarkets, and shopped for in farm shops, 
food cooperatives and farmers’ markets. Gastronomy has a therefore great influence on 
attracting tourists to a destination. Destinations view gastronomy as a tourist resource that 
helps to raise touristic attractiveness of a territory by strengthening its brand and maintaining 
local identity. The destinations have now started to realize the importance of local foods to 
project their identity and to differentiate them from other competitors.  The purpose of this 
presentation is to determine prime motivations, which influence tourists’ food consumption. 
The purpose of the presentation is also to highlight how the gastronomic resources can create 
and project the gastronomic identity of a destination.  

 

Keywords: Local food, food culture, destination development, gastronomic tourism, 
motivation 
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Invited Speaker 

Mr. Nanda Gazali 
CEO and Founder Mindimedia Indonesia 



xix 



xx 



xxi 



xxii 



xxiii 



xxiv 

Invited Speaker 

I Gde Pitana 
Professor of Tourism, Centre of Excellence in Tourism 

Udayana University, Bali – Indonesia 

Staycation: a New Tribe in Pandemic-Torn Tourism 

ABSTRACT 

Staycation (called also holistay) is a newly-invented term, a combination of ‘stay [at home]’ 
and ‘vacation’, to mean a vacation or touristic activity taken within one’s own usual 
environment/territory.  Because of some unique characteristics, to some extent staycation 
tourist can be seen as a new tribe in tourist classification.   

Factors associated with the emergence of staycation can be identified, such as inconvenience 
to go far away (because of the pandemic), limited time and budget on one hand but strong 
motivation to out-of-routine, Me-time, or stress relieving.  The perception that some of the 
main cities (abroad) are increasingly overloaded with people is yet another factor. 

In term of marketing strategy to tap this new tribe of tourist, basic questions in marketing 
apply, to include what we want to sell, and to whom we want to sell.  As health issues are 
now the primary concern of travellers, trusted covid-health protocol is one of the most 
important factor to consider.  In addition, staycation is a new tribe of tourist, a new trend in 
the new praxis of leisure activities hence, new approaches in product development, service 
and marketing are badly needed.  

Keywords: staycation, tourist tribe, covid-19, marketing strategy. 
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ABSTRACT 

             This research is about backpacker tourism in Ubud, Bali. Ubud destination has 
been known as a culture-based tourism destination, visited by many foreign and domestic 
tourists. Although the development of tourists continues to lead to luxury, a backpacking-
style tourist who visits Ubud continues. Backpacker tourists tend to visit many 
destinations, have long vacation times with very tight budgets, with the aim of 
exploration, connection, self-building, and sharing. Apart from visiting and staying at the 
Ubud tourism destination, during a period of vacation, backpacker tourists also stay at 
various destinations in Bali, visit other destinations in the Indonesian region, and even 
venture to tourist destinations in Southeast Asian countries. The travel pattern of 
backpacker tourists to many of these destinations (multi-destination) has received a 
response from local entrepreneurs in Ubud who participate to get economic benefits as a 
provider of various tourism services needed by backpackers such as accommodation, 
restaurants, and transportation facilities. The response of local Ubud tour operator 
businessman, offering unique tour packages for backpacker tourists has made backpacker 
tourists more institutionalized. This study aims to analyze the travel patterns and 
institutionalization of backpacker tourists in Ubud. The research used a qualitative 
descriptive method supported by quantitative data. Qualitative data were obtained 
through distributing questionnaires to 168 backpacker tourists staying in Ubud, to 
determine the characteristics of backpacker tourists and their travel patterns, in-depth 
interviews with tourism entrepreneurs to determine the institutionalization of backpacker 
tourists in Ubud.  

          The results of the study show that: (1) Travel pattern of backpackers in Ubud where 
the movements visit various destinations are classified as follows: intra-destination, inter-
destination, and intra-regional travel patterns. (2)  Backpacker tourist in Ubud has already 
institutionalized and not much difference to conventional mass tourist. The types of 
backpackers in Ubud are classified into two, such as non-institutionalized backpackers 
(purist backpackers) and institutionalized backpackers. Non-institutionalize backpackers 
organize their trips independently without the involvement of tour operators (BPW). An 
institutionalized backpacker arranges his trip by buying tour packages offered by local 
tour operators in Ubud. There are no institutionalized backpackers from their home 
country, but they are institutionalized while they are in Ubud destination. 

Keywords: Backpacker, Travel Pattern, Institutionalization 
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INTRODUCTION 

Background 

The trend of today's tourists is to visit a destination to find alternatives to get what they aspire to and do 
something different from mass tourism (Menuh, 2016). A backpacker is one of the tourist subgroups that is 
independent of mass tourism and seeks to seek a more complete tourism experience (Currie et al, 2011). The 
decline in transportation costs and the growth of communication media via the internet has made 
backpacking tours continue to increase (Maritha, 2010 in Menuh, 2016). The tourist areas of Ubud and Kuta 
are backpackers' enclaves in Bali which are well known overseas. The availability of inexpensive 
accommodation and tourist facilities has made these two areas increasingly favored by backpacker tourists 
in Bali. Referring to the opinion of Cohen (2004) which classifies backpacker pockets into two, namely 
urban and rural enclaves, the Kuta tourism destination is classified as an urban enclave (Hamzah, 2016) 
while the Ubud tourism area is a rural enclave (Saldanha 2002, in Wilson and Richards, 2008). According 
to Cohen (2004), the function of the two backpacker enclave has a slight difference, where the urban enclave 
functions as the location where tourists first-come, organize trips and make purchases, while the rural 
enclave functions as the main destination of tourists or is a reflection of a tourist destination. 

Ubud tourism destinations, which are known for their cultural tourism, are also attractive for 
backpackers from various countries who want to enjoy the natural beauty and uniqueness of local culture. 
Backpacker tourists are known as independent tourists with high mobility, visiting various destinations. 
Apart from visiting and staying at the Ubud tourism destination, during a period of holiday, backpacker 
tourists also stay in various destinations in Bali, visit other destinations in the Indonesian region and even 
venture to tourist destinations in Southeast Asian countries. The travel patterns of backpacker tourists to 
many of these destinations (multi-destination) get a response from local Ubud entrepreneurs who want to 
participate in getting economic benefits as a provider of various tourism services needed by backpackers, 
such as cheap accommodation, restaurants, and transportation. There is a response from the local Ubud tour 
operator businessman offering unique tour packages for backpacker tourists making backpacker tourists 
more institutionalized.  

 
Research Objectives 

This research is based on the government's lack of attention to the development of backpacking tourism 
in Bali and the lack of studies examining the existence of backpacker tourists in Bali in general and the 
tourism area of Ubud in particular, so that their existence is less well known and less taken into account in 
tourism development in Bali. This study aims to examine travel patterns and institutionalization of 
backpacker tourists in the Ubud Tourism Area. 

 
LITERATURE REVIEW 

Backpacker Travel Pattern 

In a study by Visser and Bakker (2004) on travel patterns and the impact of British backpacker tourists 
in South African countries, their findings conclude that travel patterns of backpackers from England visiting 
South African countries were assessed from an inter-regional and intra-regional scale. On an inter-regional 
scale, it was found that 58% of backpackers entered South Africa directly from the UK either via 
Johannesburg (47%) or via Café Town (33%). As many as 16% of backpackers visited Namibia before 
entering South Africa, and visited countries in the southern African region including Botswana, 
Mozambique, and Zimbabwe. Meanwhile, 7% of the backpackers who visited Australia before arriving in 
South Africa. Meanwhile, the most popular countries visited by backpackers after visiting South Africa are 
Australia, New Zealand, and Cambodia. On an intra-regional scale, it was found that backpacker tourists 



 3    

visited several areas in South Africa that were rarely visited by conventional tourists such as the KwaZulu-
Natal area, Eastern Café, and Mpumalanga. 

  Lau and McKercher (2007) conducted a study on the travel patterns of intra-destination tourists 
using a GIS (geographic information system) approach to individual tourists (FIT) visiting Hong Kong. The 
travel patterns of tourists are generally differentiated based on the periodization of visits and the length of 
stay of tourists in Hong Kong. The study based on the periodization of visits found that the movement 
patterns of repeater tourists tended to be more varied on the first day compared to tourists who were visiting 
Hong Kong for the first time. Tourists who are visiting for the first time tend to spend their time visiting 
places that are relatively close to where they are staying. Meanwhile, a study of FIT tourists visiting Hong 
Kong-based on length of stay found that tourists visiting for five nights and six days in Hong Kong found 
that the movement patterns of tourists on the first and last day were concentrated in the area around the city, 
while the movement patterns on the second day, the third and fourth are more spread out, with the fourth 
day of movement being the most active pattern of tourist movement. 

Majstorovic (2013) examined the characteristics and movements of tourists in Europe, this study was 
conducted to determine the characteristics and travel habits of backpacker tourists from several countries in 
Europe. The movement of tourists is measured by the frequency of trips made per year, the organization of 
trips, the places and activities undertaken, and the mode of transportation used. The results showed that 52% 
of backpackers traveled more than four times per year, 41% traveled two or three times a year and only 7% 
of backpackers traveled once a year. Most of the backpackers organize their trips via the internet (79%), and 
as much as 47% organize their trips while at their destination while 26% organize trips through family and 
friends. Only 4% of backpackers arrange their trips through travel agents. On their way, backpackers prefer 
to visit as many destinations as possible (74%), do not need tour guide services, because all information 
about tourist destinations is already on the internet. This finding reinforces that the characteristics of 
backpackers from Europe prefer to organize their trips independently via the internet (Majstorovic, 2013). 

Research by Pitaya et al (2019) states that the end of the Vietnam War in 1976, Southeast Asia became 
a new tourist destination for European and American backpackers. Most wanted to know the impact of the 
war on neighboring countries and some left as casual travelers. The results of the study by Pitaya et al 
formulated nine backpacker travel routes in each country in the Southeast Asian region known as the "banana 
pancake trail". This designation comes from foods that are widely sold on the streets of Indo China countries, 
namely Vietnam, Laos, and Cambodia in the form of cakes made of flour and bananas which are given 
various toppings according to choice. 

 
Institutionalization of Backpacker 

Amalia (2017) in her research on three backpacking travel companies in America, namely Gap year, 
Wildland Trekking, and Green Tortoise stated that the backpacking movement deconstructed the 
McDonaldization theory idea by opposing the four concepts (efficiency, predictability, calculation, and 
control) proposed in McDonaldization theory. However, a touch of modernity made backpacking re-
institutionalized, therefore the concept began to follow a theory that had been deconstructed. Today's 
backpacking is oriented towards backpackers' comfort, so they will run into a few surprises along the way. 

Research conducted by Wallstam (2011) on backpacker tourists in the Philippines found that mass 
backpackers are a new form of mass tourism. The emergence of institutionalized backpackers visiting a 
destination is an indication that mass backpacker visits to that destination will be followed. He further 
classified tourists visiting the Philippines based on their experience and involvement in a destination into 
seven categories, namely: 1) sightseeing-based conventional mass tourist, 2) Resort-based conventional 
mass tourist, 3) Mass backpackers, 4) Institutionalized backpackers, 5) Nature-based institutionalized 
backpacker, 6) Purist backpackers and 7) Nature-based purist backpackers. 

 
  



4 

METHODOLOGY 

This study uses a qualitative descriptive method supported by quantitative data through interpretive 
analysis. Data were collected using observation, in-depth interviews, questionnaires, and document studies 
tailored to the research objectives. Sources of data in this study come from primary and secondary sources. 
Primary data sources were obtained from 168 backpacker tourists, hostel entrepreneurs, local tour operators, 
local guides, motorcycle rental service providers, and the chairman of the Ubud Home Stay Association 
(UHSA). Secondary data were also obtained from journals, seminar results, news, articles in magazines, 
newspapers, and books. The technique of determining informants was carried out by purposive sampling. 
Respondents were determined by accidental sampling through a survey method to a total of 168 backpacker 
tourists. 

RESULTS AND DISCUSSION 

Travel Patterns for Backpacker Tourists in Ubud 

The travel patterns of backpacker tourists in Ubud analyzed in this study are classified into three, 
namely: intra-destination travel patterns, inter-destination travel patterns and intra-regional travel patterns. 
Based on the tabulated questionnaires distributed to 168 backpacker tourists as respondents in Ubud, the 
various travel patterns can be seen in Table 1 below: 

No Backpacker Travel Pattern Total (Person) Percentage (%) 
1 Intra destination 168 100 
2 Inter destination 122 73.05 
3 Intra regional 98 58.33 

 The data in Table 1 shows that as many as 168 backpacker tourists (all respondents) made intra-
destination travel patterns, namely visiting or staying at several tourist destinations in Bali, as many as 122 
people (73.05%) backpacker tourists made inter-destination travel patterns, namely visiting some tourist 
destination in Indonesia apart from Bali, as many as 46 backpacker tourists (27.3%) who did not visit other 
destinations in the territory of Indonesia apart from Bali. There are 58.33% of backpacker tourists whose 
travel patterns other than visiting Bali, also visited other destinations in Indonesia and even visited other 
countries in the Southeast Asia region. There are 82 people (48.8) backpacker tourists who undertake an 
intra-regional travel pattern, namely in addition to visiting Indonesia, they also visit countries in the Asian 
Region. 

Travel Patterns of Intra Destination Backpacker Tourists 

 Backpacker tourists who stay in Ubud tend to stay longer than other destinations in Bali. The 
average length of stay in Ubud is 11 days, considering the many activities that backpackers can do in Ubud 
such as cooking lesson activities, rafting, cycling, tracking and Yoga. Besides that, Ubud is considered a 
destination that is located in the center of Bali Island, so by staying in Ubud they can easily visit other 
destinations in Bali. The destinations that are favorite destinations and places to stay for backpackers visiting 
Bali are Canggu, Kuta, Nusa Penida, Seminyak, Nusa Lembongan, Sanur, Uluwatu, Nusa Dua, Lovina, 
Amed and Jimbaran. In more detail the destinations that backpacker tourists visit in Bali are presented in 
Table 2 below: 
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Travel Pattern Tourist destination areas visited by 
backpackers 

Total 
(Person) 

Percentage 
(%) 

Average Length of 
Stay (Day) 

Intra 
Destinations 

1. Canggu 95 56.54 5.6 
2. Kuta 82 48.80 4.8 
3. Nusa Penida 65 38.69 4.1 
4. Seminyak 55 32.73 3.8 
5. Nusa Lembongan 33 19.64 3.4 
6. Sanur 31 18.45 2.1 
7. Uluwatu 28 16.66 4.3 
8. Nusa Dua 22 13.09 3.4 
9. Amed 21 12.50 5.1 
10. Lovina 21 12.50 2.5 
11. Jimbaran 20 11.90 4.5 
12. Kintamani 7 4.16 3.0 
13. Tulamben 4 2.23 2.0 
14. Candidasa 4 2.38 1.7 
15. Pemuteran 2 1.19 2.0 

In Table 2 above, it can be seen that the Candidasa destination in Karangasem Regency is less attractive 
and has even begun to be left behind by backpacker tourists considering that this destination has experienced 
abrasion on some of its beaches, making it less attractive to visit. Of the 168 backpacker tourists studied, 
only 4 backpackers or 2.38% visited Candidasa with an average of not staying overnight. Meanwhile, the 
most visited destination for backpackers is Canggu with an average length of stay of 5.6 days, followed by 
Kuta, Nusa Penida and Seminyak destinations. The movement pattern of backpacker tourists staying in Ubud 
can be seen in Figure 1 below: 

From Figure 1 above, it can be concluded that the movement patterns of backpacker tourists in Ubud 
can be classified into four trails, such as: 

a. a. The Southern Route includes: Canggu-Kuta-Seminyak-Jimbaran, Nusa Dua-Ulu Watu.
b. b. The Middle Route includes: Sanur-Ubud-Kintamani.
c. c. The eastern route includes: Nusa Lembongan-Nusa Penida-Candi Dasa-Amed-Tulamben
d. d. The northern route includes Lovina-Pemuteran

Travel Patterns for Inter-Destination Backpacker Tourists 

The results showed that all backpacker tourists who were respondents were as many as 168 people, as 
many as 122 people (73.05%) backpacker tourists did an inter-destination travel pattern, namely visiting 



6 

destinations in Indonesia other than Bali, as many as 46 backpacker tourists (27.3%) who did not visit other 
destinations in Indonesia apart from Bali. When compared with the movement pattern of conventional 
foreign tourists in Bali, only 16% of them made intra-destination trips visiting several well-known 
destinations in Indonesia, including: Gili Islands, Lombok, Java, Yogyakarta, Flores, Komodo, Sumatra, 
Jakarta, Bandung and Ijen (Wiranatha, et al 2019). Table 3 below shows the travel patterns taken by 
backpackers visiting other destinations outside Bali. 

Travel 
Pattern 

Tourist destination outside Bali 
visited by backpackers 

Total 
 (Person) 

Percentage 
(%) 

Average Length of 
Stay (Day) 

Inter 
destination 

Gili 110 65.4 5.0 
Lombok 65 38.6 5.2 

Jawa 50 29.7 8.0 
Pulau Komodo 32 19.0 2.9 

Flores 25 14.8 3.0 
Sumatra 9 5.3 7.0 
Sumba 3 1.7 2.6 

Sulawesi 2 1.1 4.5 
Sumbawa 2 1.1 4.0 

Kalimantan 2 1.1 4.0 
Bali 168 100 19.1 

The data above shows that the favorite destinations visited by backpackers are the three Gilis which 
include Gili Meno, Gili Air and Gili Terawangan, this area is increasingly visited by tourists considering the 
easier access from Bali to the three Gili. This access can easily be reached by speed boat from several places 
in Bali including Sanur Beach, Padangbai Harbor, Serangan and Benua Harbor. Apart from the three Gilis, 
places that are a destination for backpackers outside Bali include Java, Lombok, Komodo Island and Flores. 
Places that are frequented by backpackers on the island of Java include Ijen Crater and Mount Bromo. Figure 
2 below is a map of the distribution and route of destinations outside Bali that are visited by backpackers 
who stay in Ubud. 

 Figure 2 the map above combined with Table 3 about the top seven destinations for backpaker visits 
in Indonesia, it can be seen that the generic route for backpacker tourism in Indonesia can be formulated as 
follows: Sumatra-Jakarta-Bandung-Yogyakarta-Bromo-Ijen-Bali-West Nusa Tenggara-Nusa East 
Southeast. The finding of the generic bakpacker route in Indonesia is a renewal of the "Fried Banana Trail" 
(Jakarta-Bandung-Yogyakarta-Bromo-Bali-Nusa Tenggara) formulated by Pitaya, et al (2019). 
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Travel Patterns for Intra-Regional Backpacker Tourists 

The results showed that Thailand is the country most visited by backpackers with an average dive visit 
of 20.9 days before visiting Bali, while the average visit of backpacker tourists who will visit Thailand after 
visiting Bali is 13.5 days, while Singapore is a country. the second most visited by backpackers but the 
average visit is relatively short for 3.3 days. The Philippines is a country that has the highest average length 
of visit, which is 27.6 days, before visiting Bali. Meanwhile, Vietnam is the second largest destination for 
backpackers (33.9%) for backpackers with an average visit of 21.7 days before visiting Bali. This study 
found that Timor Leste and Brunei Darussalam were not the destinations for backpacker tourists visiting 
Southeast Asia. In more detail the intra-regional travel patterns of backpacker tourists in Ubud can be seen 
in Table 4 below: 

 

 
 
The findings of this study generally state that the travel patterns of backpacker tourists in Ubud, apart 

from visiting various destinations in Bali, also visiting other destinations in the Indonesian region, even 
visiting destinations in Southeast Asian countries. The travel patterns of multi-destination tourists are 
classified into three, namely: intra-destination, inter-destination and intra-regional. The results of the study 
of intra-destination tourist travel patterns found that of the 168 backpacker tourists studied, not one 
backpacker made the Candidasa area a place to stay due to environmental damage in the form of abrasion 
that occurred around the Candi Dasa area. Meanwhile, the destinations most visited by backpackers besides 
Ubud are Canggu, Kuta and Nusa Penida. The pattern of inter-destination travel by backpackers mostly visits 
tourist destinations such as: the three Gili (Gili Terawangan, Gili Meno and Gili Air), Lombok and Java. 
This study found a new route for backpacker visiting destinations in Indonesia, including Sumatra-Jakarta-
Bandung-Yogyakarta-Bromo-Ijen-Bali-West Nusa Tenggara-East Nusa Tenggara. This finding is different 
from the results of research (Pitaya, et al 2019) which formulated the “Fried Banana Trail” backpacker route 
which includes: Jakarta-Bandung-Yogyakarta-Bromo-Bali-Nusa Tenggara. Meanwhile, the intra-regional 
travel patterns of countries visited by backpackers in Ubud from the order of the most were Thailand, 
Vietnam, Singapore, Malaysia, Philippines, Cambodia, Laos, and Myanmar. The findings of this study of 
intra-regional backpacker travel patterns confirm the results of research conducted by Pitaya et al 2019 which 
stated that Brunei Darussalam and Timor Leste were not visited by backpacker tourists in Southeast Asia. 
In general, the findings of backpacker tourist travel patterns in Ubud are in accordance with the research of 
Visser and Bakker (2004), Hampton et al (2016) and Majstrovic (2013) which show that the travel patterns 
of backpacker tourists are multidestination, wanting to visit as many tourist destinations as possible in 
various countries. 
 
Institution of Backpacker Tourist in Ubud 

The typology of backpacker tourists in Ubud was found to be more (94%) classified as non-
institutionalized (purist backpacker) than institutionalized backpackers only 28%. It was also found that the 
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role of local tour operators is very important in institutionalizing backpacker tourists in Ubud. Meanwhile, 
hostel owners or managers play a very dominant role as an intermediary (broker) in marketing tour packages 
packaged by local tour operator for backpacker tourists in Ubud. There are no types of backpacker tourists 
who are institutionalized by global tour operators from their home country (Amalia 2017) but backpacker 
tourists in Ubud are institutionalized by local tour operators during their stay in Ubud. 

Backpacker tourists in Ubud are institutionalized by purchasing tour packages offered by local tour 
operators such as Mount Batur climbing tour packages, tour packages visiting Lempuyang Temple (Gate of 
Heaven), cycling packages, diving packages, cooking lesson packages, travel packages to Gili Lombok (Gili 
T, Gili A, Gili M). Backpacker tourists also take advantage of the services of local transportation when they 
need transfer services to new destinations such as Lovina, Amed, Canggu (new Kuta) and other destinations 
that are considered as bags of backpacker tourism. The hostel where backpackers stay has a very important 
role to facilitate the interests of backpacker tourists to get tour packages, transportation services provided by 
the local Ubud community even as a place to get information and recommendations for places to eat or good 
stalls for backpacker tourists, of course. kind of local food which is delicious and affordable. Field 
observations show that the more intense the communication between the host as the hostel owner and the 
backpacker tourists, the easier it is for the hostel owner to offer and sell tour packages provided by local tour 
operators in Ubud, as well as this is an additional income earned by the owner. hostels in the form of fees or 
commissions provided by the tour operator for sales of tour packages. Figure 3 below shows the product 
distribution channels offered to conventional tourists and backpacker tourists in Ubud. 
 

 
 

CONCLUSION 

Backpacker travel patterns in Ubud, in addition to visiting various destinations in Bali (intra 
destinations) also visit other destinations in Indonesia (inter destinations), even visiting destinations in 
Southeast Asian (intraregional) countries. For Bali most backpackers visit and stay in well-known 
destinations such as Canggu, Kuta, Nusa Penida, Seminyak, Nusa Lembongan, Sanur, Uluwatu Region, 
Nusa Dua, Amed, Lovina, Jimbaran, Kintamani Area, Tulamben, Candidasa and Pemuteran. The most 
popular tourist destinations for backpackers to stay are Ubud (11 days), Canggu (5.6 days), Amed (5.1 days), 
Kuta (4.8 days), Nusa Penida (4.1 days), Seminyak (3.8 days) and Nusa Lembongan (3.4 days). The study 
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found that of the 168 backpacker travellers studied, none of the backpackers made Candidasa a place to stay. 
For destinations outside Bali the most visited backpacker tourists are three Gilis (Gili Terawangan, Gili 
Meno and Gili Air) with an average of LOS for 5 days, Lombok (5.2 days), Java (8 days) Komodo Island 
(2.9 days), Flores (3 days) Sumatra (7 days), Sumba (2.6 days), Sulawesi (4.5 days), Sumbawa (4 days) and 
Kalimantan (4 days). The countries in Southeast Asia most visited by backpackers are Thailand (46.4%), 
Vietnam (33.9%), Singapore (32.1%), Malaysia (29.7%), Philippines (21.4%), Cambodia (19.6), Laos 
(16%), and Myanmar (8.3%). Brunai Darusalam and East Timor are not destinations for backpackers in 
Southeast Asia.   

The institutionalization or institutionalization of backpacker tourists in Ubud, confirmed the results of 
research Westerhausen (2002), Soronsen (2003), Reichel (2007), Hampton (2013), and Hampton & Hamzah 
(2016) stating that backpacker-style travel that was originally a culture matched against mass tourism is 
synonymous with crowds, the regularity, comfort, and frequent exposure to the damage of an area or culture 
has turned into what it is opposed to, re-following McDonalisasi's theory. Local tour operators play an 
important role in institutionalizing backpacker tourists in Ubud, by packaging unique and authentic tour 
packages. There are no types of backpacker tourists institutionalized by global tour operators from their 
home countries, according to Amalia research (2017) but backpacker tourists in Ubud are institutionalized 
by local tour operators while they are in Ubud.  
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ABSTRACT 

Tourism is among one of the hardest hit sectors caused by the Covid-19 pandemic. 
According to UNWTO (2020), 100-120 million direct tourism jobs were at risk and 
international tourist numbers in January – May 2020 decreased 56% year on year. 
Indonesia’s tourism sector is not an exception. The number of foreign tourist visits to 
Indonesia fell down -89.22 % year on year, which definitely affects the whole condition of 
Indonesian tourism. Therefore, the Indonesian government have done several efforts to 
manage the situation since the pandemic started. Due to limitation of offline activities, 
digital marketing, including social media, had become the main strategy to maintain 
Indonesian tourism’s presence in the market. This paper will discuss the social media 
marketing strategy has been done by the Ministry of Tourism and Creative Economy 
(MOTCE) Indonesia to promote Indonesian tourism during pandemic time, especially for 
the global market. Using social media marketing strategy (SMMS) framework from Li, et 
al. (2020), this research found that the social marketing media strategy has been 
implemented by MOTCE could be categorized as the social content strategy, as the 
Indonesia Travel accounts focus on suitable contents with the audiences who struggle with 
the pandemic. Indonesia Travel as the official social media marketing accounts, has been 
active to post contents even since the beginning of the pandemic through Facebook, 
Instagram, Twitter, Youtube, Weibo, and Wechat. From January to September 2020, 
Indonesia Travel posted more than 683 contents. However, the pandemic has driven the 
Indonesia Travel accounts to slightly changed the marketing objectives, adapting with 
what audiences wanted. Not only posting about the beauty of tourism destinations in 
Indonesia, since February they also post about Covid-19 related information.  

Keywords : tourism, marketing strategy, digital marketing, social media, pandemic   

Themes : Social Media Marketing of Tourism  

INTRODUCTION 

Background  

The COVID-19 disease was first emerged in Wuhan, China, in December 2019. Since then, the disease 
has spread all over the world until more than 44.7 million cases were founded as of October 2020 (John 
Hopkins University, 2020). On March 11th, 2020, Director General of World Health Organization officially 
announced the Covid-19 can be characterized as pandemic. Soon after the announcement, many countries 
have enforced travel restrictions.  

As a consequence of the travel restrictions, tourism sectors suffered and became one of the hardest hit 
sectors caused by the Covid-19 pandemic. UNWTO (2020) predicts 100-120 million direct tourism jobs 
were at risk and USD 910 billion to 1.2 trillion in exports for tourism – international visitors’ spending was 
lost. In fact, during January to May 2020, international tourist arrivals were decreased 56% year on year, 
means loss of USD 320 billion in exports from tourism in five months. 
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President of the Republic of Indonesia, Joko Widodo, announced the first Covid19 cases on March 2nd, 
2020.  A month later, the President decided to close the borders for visitors from all countries in order to 
curb the Covid19 imported cases (The Jakarta Post, 2020). The decision was implemented in Regulation of 
Minister of Law and Human Rights of The Republic of Indonesia Number 11 Year 2020 Concerning 
Temporary Prohibition for Foreigner to Enter The Territory Of The Republic Of Indonesia, signed on April 
2nd, 2020. 

In result, foreign visitors to Indonesia as of August 2020 were only 164.970 visits, declined 
drastically into -89.22% year on year (Central Statistics Bureau and MOTCE, 2020). The decrease 
definitely affects the whole condition of Indonesian tourism. The Minister of Tourism and Creative 
Economy of the Republic of Indonesia (MOTCE), Wishnutama Kusubandio, stated that 13 million 
workers of tourism sectors as well as 32.5 million workers of indirectly-related-to-tourism were affected 
by pandemic (Detik, 2020). 

Therefore, the Indonesian government have done several efforts to manage the situation since the 
pandemic started. Due to limitation of offline activities, digital marketing, including social media, had 
become the main strategy to maintain Indonesian tourism’s presence in the market. As in the MOTCE 
official press release, Deputy Minister of Tourism Marketing, Nia Niscaya, stated that the online promotion 
and campaign should be optimized in order to build awareness in global markets (MOTCE, 2020). 

Research Objectives 

Considering the above situation, this paper asks a main question: “What is the social media marketing 
strategy of Indonesian tourism during COVID 19 pandemic situation in 2020, especially for the global 
market?” 

 Specifically, this paper digs the social marketing strategy has been done by the Ministry of Tourism 
and Creative Economy (MOTCE) of the Republic of Indonesia, which is in charge for the national tourism 
policy in Indonesia. Research period is from January to September 2020. 

LITERATURE  REVIEW 

According to Kaplan and Haenlein (2010), “Social Media is a group of Internet-based applications that 
build on the ideological and technological foundations of Web 2.0, and that allow the creation and exchange 
of User Generated Content”. Moreover, social media can be classified into: 1) collaborative projects (i.e., 
Wikipedia); 2) virtual communities (i.e., Twitter, TripAdvisor, travel blogs); 3) content communities (i.e., 
Youtube, Flickr, Pinterest, Instagram); 4) social network sites (i.e., Facebook, Linkedin); and 5) virtual 
games/social worlds e.g., online games of Microsoft X-box or Sony Playstation and websites like Second 
Life) (Minazzi, 2015).  

Meanwhile, social media for marketing purpose are defined as platforms on which people build networks 
and share information and/or sentiments (Kaplan and Haenlein, 2010). Social media have been admitted to 
change the marketplace drastically, therefore Li, et al. (2020) conclude that social media marketing strategy 
(SMMS) as “an organization’s integrated pattern of activities that, based on a careful assessment of 
customers’ motivations for brand-related social media use and the undertaking of deliberate engagement 
initiatives, transform social media connectedness (networks) and interactions (influences) into valuable 
strategic means to achieve desirable marketing outcomes.” 
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Fig. 1. A conceptualization of the process of developing social media marketing strategies 

 

Table 1. Theoretical anchoring of components constituting the process of  
developing social media marketing strategies 

 
 

In addition, Li, et al (2020) suggests three important criteria to differentiate SMMSs, i.e: 1) the nature 
of the firm’s strategic social media objectives with regard to using social media; 2) the direction of 
interactions taking place between the firm and the customers; and 3) the level of customer engagement 
achieved. Besides, there were four categories of SMMS representing increasing levels of strategic maturity: 
1) social commerce strategy; 2) social content strategy; 3) social monitoring strategy;  and 4 social CRM 
strategy.  

    In the context of tourism, significances of social media marketing in tourism are: 1) Directing visitors 
and customers to the right travel information; 2) Sending personalize messages and content directly to 
interested segment of customers (Jashi, 2013). Moreover, Kotler (2018) agrees that digital marketing, 
including social media, as the fastest-growing form of direct marketing. As he states, “For travel products, 
it can be argued that social media entails a change from one-to-one recommendations from individuals to 
many-to-many conversations.” But personalization is only one of some benefits of using social media, the 
others are: interactive; immediate and timely; cost effective; engagement and social sharing capabilities. On 
the other hand, the challenges are: results are hard to measure; and user controlled (Kotler, 2018).      
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METHODOLOGY 

This paper uses a qualitative case study approach. For a qualitative research, this study sought to explore 
and understand the meaning by individuals or group of people ascribed social or humanitarian issues 
(Cresswell, 2013: 4).  

The type of research is a case study. Qualitative research is a case study research strategy where 
researchers investigate carefully a program, event, activity, process, or group of individuals. The cases are 
limited by time, which is January to September 2020 period. Researchers collected detailed information 
using a variety of data collection procedures based on a predetermined time (Cresswell, 2013: 20). Data 
gathered in this research are from digital data, i.e. articles in websites, posts in social media, and social 
listening tools data.  
 

RESULTS AND DISCUSSION 

Social Media under MOTCE  

The Indonesian government, in this case MOTCE, is officially in charge for some social media accounts. 
First, Kemenparekraf (abbreviation of Kementerian Pariwisata dan Ekonomi Kreatif - MOTCE) as the 
official corporate accounts of the Ministry to inform public about the tourism and creative economy policy. 
Second, Pesona Indonesia Travel social media accounts to promote Indonesian tourism to Indonesian 
citizens, so that the accounts use Indonesian language. Third, Indonesia Travel social media accounts to 
promote Indonesian tourism to global markets. The social media accounts under MOTCE are mostly using 
Facebook, Instagram, Twitter, and Youtube, which can be classified as the virtual communities, content 
communities, and social network sites (Minazzi, 2015). The platform choices were also suitable with the 
world’s most used social platforms like Facebook, YouTube, Instagram, WeChat, TikTok, and Twitter 
(WeAreSocial, 2020).  

Table.2 
Official Social Media Accounts Under the Ministry of Tourism and Creative Economy, Indonesia 

 
No. Name Content Focus Targeted 

Audience 
Unit in Charge Social Media Accounts 

1. Kemenparekraf  Informing the 
government’s 
tourism and 
creative 
economy 
policy   

- Indonesian 
and foreign 
nationals  

 

Bureau of Public 
Communication, 
under the 
Secretary of 
MOTCE  

a. Facebook: @ParekrafRI 
b. Instagram: @kemenparekraf.ri  
c. Twitter: @Kemenparekraf 
d. Youtube: @Kemenparekraf 
e. Tiktok: @Kemenparekraf  

2. Pesona 
Indonesia 
Travel  

Promoting 
Indonesian 
tourism  

- Indonesian 
citizens 

- Consumers/ 
Tourists (G 
to C)  

Directorate of 
Marketing 
Communication, 
under the Deputy 
Minister of 
Tourism 
Marketing    

a. Facebook: @pesonaidtravel  
b. Instagram: @pesonaid_travel  
c. Twitter: @pesonaid_travel 
d. Youtube: 

@pesonaindonesiaofficial  
 

3. Indonesia 
Travel  

Promoting 
Indonesian 
tourism  

- Foreign 
nationals 

- Consumers/ 
Tourists (G 
to C)  

Directorate of 
Marketing 
Communication, 
under the Deputy 
Minister of 
Tourism 
Marketing    

a. Facebook: @Indonesia.Travel   
b. Instagram: @indtravel  
c. Twitter: @indtravel  
d. Youtube: @indonesiatravel  
e. Wechat: indtravel 印尼国家旅
游局 

f. Weibo : 印尼旅游部 
g. Tiktok: @Indonesia.travel  

and indonesia.travel 印尼国家
旅游局 
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 While Kemenparekraf serves general public as the corporate accounts, Pesona Indonesia Travel and 
Indonesia Travel fulfil the functions as the social media marketing channels for Indonesian tourism. 
However, Pesona and Indonesia Travel slightly have different purposes in terms of targeted audiences. 
Pesona Indonesia targeted Indonesian people to build networks and share information and/or sentiments 
(Kaplan and Haenlein 2010, in Li, etc., 2020), while Indonesia Travel targeted foreigners. The different 
target audiences bring different approaches, i.e Pesona Indonesia uses Indonesian language while Indonesia 
Travel uses English, Chinese, Japanese, Korean, Dutch, Deutsch, and Arabic.  
 

Indonesia Travel as the Official Social Media Accounts for Promoting Indonesian Tourism to 
the Global Market  

To answer the research question, this paper focuses on the social media marketing strategy run by 
Indonesia Travel accounts. As explained before, the Indonesia Travel social media accounts were intended 
for global markets, in accordance with the Indonesian tourism’s target markets. Indonesia travel accounts in 
Instagram, Twitter, and Youtube use only English for global users. While the Facebook account uses 
language in accordance with the IP Address, i.e. English (for global account), Japanese, Korean, French, 
Dutch, Deutsch, Russian, and Arabic. To serve Chinese market, Wechat and Weibo’s social accounts were 
also made. In addition, this year MOTCE creates new Tiktok account, both for Global and Chinese Market.   

 
Table. 3. Description of Indonesia Travel Social Media Accounts   

 
No. Platforms Accounts Language Target Markets 
1. Facebook  @Indonesia.Travel English Global  

Japanese Japan 
Korean  South Korea 
French  France 
Dutch  The Netherland 
Deutsch  Germany  
Russian Russia  
Arabic  Saudi Arabia, United Emirates of 

Arab, Middle East countries  
2. Instagram  @indtravel English  Global  
3. Twitter  @indtravel English  Global  
4. YouTube  @indonesiatravel English  Global  
5.  WeChat  

 
indtravel 印尼国家旅游局 Chinese China  

6. Weibo  印尼旅游部 Chinese China  
7.  Tiktok 

(Douyin in 
Chinese) 

@Indonesia.travel   
 

Indonesian 
and 
English  

Global (including Indonesia market) 

indonesia.travel 印尼国家旅
游局 

Chinese China  

 
 
Performance of Indonesia Travel in 2019  

Under President Joko Widodo who has governed since 2014, tourism has been the leading sector of 
Indonesian economy. The marketing strategy of Indonesian tourism basically aims to build Branding – 
Awareness – Selling of Indonesian tourism destinations. One of the marketing efforts is digital marketing, 
including social media. To attract and engage with more audiences, Indonesia Travel as the official social 
media marketing accounts implemented combination between User Generated Contents and contents those 
conformed with government policy.  



 17    

According to 2019 MOTCE internal data, majority audience of @indtravel accounts comes from 
Generation Y, or commonly known as “Millennials”. The global audiences loved the Indonesian tourism 
destinations, especially the natural ones, followed by cultural. Moreover, Bali is always the number one 
destination to visit in Indonesia, and has proven to attract audiences in every country from each platform. 
 

Indonesia Travel Social Media Marketing Strategy in January – August/September 2020 

This section shows the perspectives both from MOTCE or the Indonesian government through the social 
media contents as well as the customers which is reflected through Sprinklr social listening tools data. The 
best post contents were taken from Indonesia Travel’s Twitter accounts which has the biggest number of 
followers among with other Indonesia Travel social media accounts (1.3 million followers). Meanwhile, 
Sprinkl captures data related with Indonesia Tourism keywords.   
 

January 2020   

When the first pandemic news in China reached Indonesia, the government as well as the people of 
Indonesia didn’t really aware that this disease would spread here. Thus, business run as usual. So does 
Indonesia.travel as the official social media accounts to promote Indonesian tourism for the global market. 
Looking back at Indonesia Travel’s contents on January 2020, posts’ details were as follows: 26 in 
Instagram, 4 in Youtube, 12 in Facebook, and 11 in Twitter.  From those posts, all were about Indonesian 
tourism destinations and special events, e.g. Chinese New Year.   

On the other hand, from customers’ perspectives, there was no significant turmoil. Sentiment Index on 
Indonesia Tourism topic captured by Sprinklr (January, 2020) shows that from 20 target markets, only 
Australia gets low score which is 27,12%. According to this data, the other markets’ scores were above 50% 
which means good.  

 

 
Fig. 2 Indonesia.Travel Social Media Contents on January 2020 
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Fig. 3. Indonesia Tourism Sentiment Index by Sprinklr, January 2020 

 
 
February 2020  
 

However, in February, the pandemic tension started to feel in Indonesia. The Indonesian government 
issued Advisory on Covid19 and suspending direct flights from and to China on February 5th 2020. MOTCE 
also issued Official Statement regarding Covid19, which published as the first article in special page of the 
Indonesian tourism promotion website, www.indonesia.travel/coronavirus. The contents related to Covid19 
appeared as the best post of Indonesia Travel’s twitter account in February 2020, which had 40,366 
impressions and got good engagement rate, 5.8%. While Sentiment Index on Indonesia Tourism topic 
captured by Sprinklr (February, 2020) shows three countries got low score, which were Singapore (47.5%), 
South Africa (39.03%), and Thailand (47.89%).   

 
 

Fig. 4. Indonesia.Travel Social Media Contents in February 2020 
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Fig. 5. Indonesia Tourism Sentiment Index by Sprinklr, January 2020  

 
March 2020 
 

In March, the social listening tools showed worrying data that 7 of 20 countries got low score of 
sentiment index: Australia, Hongkong, Malaysia, New Zealand, Russia, Singapore, and United States. On 
the other hand, Indonesia Travel’s social media accounts kept posting about Covid19 related information as 
well as Indonesian tourism destinations.  
 
 

 
Fig. 6. Indonesia.Travel Social Media Contents in March 2020 
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Fig. 7. Indonesia Tourism Sentiment Index by Sprinklr, March 2020 

 
 
April 2020  

 
In April, the social listening tools showed worse conditions that 9 of 20 countries got low score of 

sentiment index: Australia, Hongkong, Germany, Malaysia, Netherlands, South Africa, Thailand, United 
States, and United Kingdom. New Zealand, Russia, Singapore, and United States. Meanwhile, MOTCE 
changed the Wonderful Indonesia branding into Thoughtful Indonesia, to show empathy on the pandemic 
situation. The government also pushed the Stay at Home campaign to curb the virus spread.  Furthermore, 
MOTCE followed the Travel Tomorrow campaign initiated by UNWTO. Those all policies were translated 
into below social media posts. 
 

 
 

Fig. 8. Indonesia.Travel Social Media Contents in April 2020 
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Fig. 9. Indonesia Tourism Sentiment Index by Sprinklr, April 2020 

 
May 2020 

 
In May, the Indonesia Travel social media accounts got steady with the #StayAtHome 

#TravelTomorrow #ThoughtfulIndonesia hashtags, while still showing the beauty of Indonesian tourism 
destination contents. In the meantime, the social listening tools showed relieving conditions that 19 of 20 
countries had high score of sentiment index. It means that the targeted markets had positive perceptions of 
Indonesia tourism topics.  
 

 
Fig. 10. Indonesia.Travel Social Media Contents, May 2020 
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Fig. 11. Indonesia Tourism Sentiment Index by Sprinklr, May 2020 

 
June 2020 

In June, there is no big changes of government policy towards foreign tourists. Therefore, the 
Indonesia Travel social media accounts continued the previous pattern, posting Indonesian tourism 
destinations with #StayAtHome #TravelTomorrow #ThoughtfulIndonesia hashtags. The social 
listening tools also showed stable condition, with 18 of 20 countries got high score of sentiment index.  
 
 

 
Fig. 12. Indonesia.Travel Social Media Contents, June 2020 
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Fig. 13. Indonesia Tourism Sentiment Index by Sprinklr, June 2020 

 
 
July 2020 
 

In July, the Indonesia Travel social media accounts continued the previous campaigns and the social 
listening tools showed 17 of 20 countries had high score of sentiment index, meaning that global markets 
still had positive perceptions of Indonesian tourism.  
 

 
Fig. 14. Indonesia.Travel Social Media Contents, July 2020 
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Fig. 15. Indonesia Tourism Sentiment Index by Sprinklr, July 2020 

 
August 2020 

 
There is no big change of the social media campaign for international market this month. The social 

listening tools also showed the stable condition with 17 of 20 countries had high score of sentiment index.  
 

 
 

Fig. 16. Indonesia.Travel Social Media Contents, August 2020 
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Fig. 16. Indonesia Tourism Sentiment Index by Sprinklr, August 2020 

 
 
September 2020 
 

In September, the Indonesia Travel social media accounts introduced a new campaign style with asking 
an international influencer who stay in the country to join the campaign. As a result, the posts about the 
influencer became the best post in Indonesia Travel’s Instagram account this month.  
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Fig. 17. Indonesia.Travel Social Media Contents, September 2020 

 
 

Indonesia Travel Social Media Marketing Strategy during Covid-19 Pandemic: An Analysis  

 
From the above social media contents as well as social listening tools data, this paper would discuss and 

analyze how the social media marketing strategy developed by Indonesia Travel based on Li, et.al.’s 
framework (2020).  

   

a. Drivers 

The Indonesian government considers tourism as one of the leading sectors in the country. Therefore, 
all efforts have been done by MOTCE to support the sector, especially the marketing one. The marketing 
strategy of Indonesian tourism basically aims to build Branding – Awareness – Selling of Indonesian tourism 
destinations. It was achieved through combination of offline marketing activities (i.e. events, sales missions, 
festivals) and digital ones. One of the important digital marketing strategies was promoting Indonesian 
tourism through social media channels. In Indonesian case, the social media channel to promote Indonesian 
tourism for the global markets is Indonesia Travel. Targeting those who will visit Indonesia (G2C), Indonesia 
Travel opens many social media accounts based on market preferences, i.e. Instagram, Facebook, Youtube, 
Tiktok, WeChat, and Weibo. However, the pandemic situation forced the Indonesian government to stop all 
offline activities, especially when the country’s borders were all closing in April 2020. Indonesian couldn’t 
promote tourism destinations abroad as well as foreigners couldn’t come to Indonesia for uncertain times. 
The situation forced the government to change slightly the marketing objective, currently only to maintain 
the awareness of Indonesian tourism destinations in potential tourists’ minds. As stated by Deputy Minister 
of Tourism Marketing, Nia Niscaya, the online promotion and campaign should be optimized in order to 
build awareness in global markets (okezone.com, 2020). Hence, it is the time for Indonesia Travel has 
become the backbone to present Indonesian tourism to the world.     

On the other hand, the motivations from potential tourists from all over the world also has changed since 
the pandemic started early this year, especially due to the travel restrictions. They were curious about the 
pandemic situation in tourism destinations, including in Indonesia. Referring to the social listening tools 
MOTCE used, Sprinklr, there were worrying situation at the beginning of the pandemic when more and 
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more target countries got low scores of sentiment index when we talked about Indonesia Tourism topics in 
social media environment. In January, there was only Singapore which got sentiment score under 50%. In 
February, there were three countries; in March, there were 7 (seven) of 20 (twenty) countries; and in April, 
there were 9 (nine) which had low sentiment scores toward Indonesian tourism. Those numbers mean that 
the countries had negative perceptions about Indonesian tourism destinations, probably related with the 
Covid19 situation here. Therefore, the bad situation must be responded with the right action.  
 

Inputs 

Implementing the new direction from government as well as responding on the digital users’ behaviours 
during pandemic, MOTCE through the Indonesia travel social media team initiated to engage with audience 
through:  

a. Posting more information about the current situation regarding COVID19 in Indonesia that may 
be needed by the audiences. Information here are including about the immigration or visa, 
flights, and closed tourist attractions. The detailed articles were published in special landing 
page Indonesia.travel/coronavirus, so that the social media users can access the site. This 
initiative has started since February 2020 until now.    

b. Changing the Wonderful Indonesia logo into Thoughtful Indonesia on April 23rd, 2020 to show 
empathy on the current pandemic situation (Kemenparekraf, 2020). Furthermore, the logo 
changing also inspired the the Indonesia Travel’s social media contents to be more emphatic to 
the audience, not to ask them to travel for now. This kind of tone still have been implemented 
until now.    

c. Riding the wave on #StayAtHome campaign while introducing activities at home related with 
Indonesian tourism and creative economy. For example: how to cook Indonesian food; how to 
create Indonesian traditional handicrafts; etc. The campaign has been held from April to June 
2020.   

d. Following #DreamNow #TravelTomorrow hashtag initiated by UNWTO while posting User 
Generated Content photos of tourism destinations in Indonesia, from April to this time.  

e. Supporting #InDOnesiaCARE movement, a policy made by MOTCE originally for the tourism 
industry (G2B) on July 10th, 2020 (Kemenparekraf, 2020). This movement was intended to 
implement Cleanliness, Healthy, Safety, and Environment Sustainability (CHSE) protocols in 
tourism attractions as well as accommodations in Indonesia.   

f. Initiating #FromIndonesiaWithLove campaign for the global market as directed by Minister of 
Tourism and Creative Economy in September 2020.  

 
From customers’ perspectives, we can see that the social media user’s behaviors towards Indonesia 

tourism issues has become relatively positive from May to September 2020. From 20 target countries, in 
May 2020 there was only one country which had low score under 50%; then in June 2020 there were two 
countries; in July 2020 there were three countries; and in August there were three countries.  
 
b. Throughputs  
c. This phase is explained by social connectedness as well as social interaction between the 

government, which is represented by Indonesia Travel as the official social media accounts, and the 
customer, which are the followers. During pandemic, Indonesia Travel accounts has been still active. 
Total they post 683 contents from January to September 2020 through:  
 
a. 93 Facebook posts  
b. 312 Instagram posts (Instagram feeds, Instagram stories, Instagram TV) 
c. 266 Twitter posts.  
d.  12 Youtube videos.  
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The contents posted were also varied in order to connect and interact with the audiences, i.e.: UGC 
photos; Interactive quiz; Interview with the international influencer who lives in Indonesia; etc.   
 

d. Outputs  

In 2019, Indonesia Travel followers liked most about Indonesian natural tourism destinations and their 
favourite one is Bali. But, at the early phase of the pandemic, they wanted more information about Covid19 
related information, i.e. immigration or visa, current condition of Covid-19 cases in Indonesia, etc. Indeed, 
according to the best posts of Indonesia Travel’ Twitter account in February and March, contents about 
Covid19 related information were most likeable. It means that the inputs given by Indonesia Travel were 
matching with what audiences wanted.  

Moreover, from March to September 2020, the audiences tended to be bored with Covid19 related posts 
and they liked tourism destination contents more. Although Indonesia Travel has never asked the audience 
to have holiday during pandemic, the audiences still like and comment on the posts. It might be considered 
that they miss traveling to destinations like Indonesia. If we looked at the Engagement Rates of the content 
posted in Indonesia Travel social media accounts, the best post is related with Indonesian tourism 
destinations, about 3 days 2 nights plan in Bali, which reaches 9.3% point.       
 

CONCLUSION 

The Covid-19 pandemic shook tourism industry like no other crises. The travel restrictions to curb the 
disease spreading had implication to the drastic decrease of international tourist visitors, tourism exports, 
and jobs loss. Indonesia was no exception. Due to the closing borders, international tourists from January to 
August fell down -89.22% year on year.  

However, even during pandemic, the Indonesian government didn’t stop the marketing activities to 
promote Indonesian tourism for the global market. Because of the limitation of offline activities, digital 
marketing – especially social media – has become the backbones of Indonesia’s tourism marketing efforts. 
Indonesian government, in this case is MOTCE, used the official social media marketing accounts, namely 
Indonesia Travel, to promote Indonesian tourism through Facebook, Instagram, YouTube, Twitter, WeChat, 
and Weibo. From January to September 2020, Indonesia Travel posted 683 contents through the accounts. 

The pandemic has driven the Indonesia Travel accounts to slightly changed the marketing objectives, 
adapting with what audiences wanted. Not only posting about the beauty of tourism destinations in 
Indonesia, since February they also post about Covid-19 related information. For 3 (three) months, the 
audiences liked this kind of contents. However, from May to September, those potential tourists returned to 
like and comment the tourism destinations, although Indonesia Travel has never asked followers to travel 
during pandemic.  

According to Li, et al (2020), the social marketing media strategy has been implemented by MOTCE 
during pandemic could be categorized as the social content strategy, as the Indonesia Travel accounts focus 
on suitable contents with the audiences who struggle with the pandemic.  
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ABSTRACT 

Marathon running events can be said to be the most popular thing in the context of sports 
tourism in Indonesia, this event is attended not only by domestic runners but also runners of 
foreign nationality. Marathon running in Indonesia is not only followed by amateur runners 
but also professional runners whose goal is to get prize money, runners in this category are 
dominated by runners from Africa, especially Kenya. With the motivation to earn income, 
there has actually been a violation of Indonesian immigration law because the visas used by 
professional runners are only tourist visas. This paper tries to explain the potential violations 
of immigration law that occur as a result of professional runners participating in a marathon 
event with a visitor visa. 

Keywords: immigration, marathon, sports tourism, Indonesia, law 

INTRODUCTION 

In the last few years marathon competitions have become a trend in Indonesia, so many events are held in 
big cities and regions, for example in Jakarta, Bandung, Bali to Magelang.1 This marathon was attended by 
many people, the trend of social media has also made people being happy to run, because you can take pictures 
to share through social media accounts, the motivation for this kind of existence is also in line with the many 
emerging running communities in Indonesia, seeing the motivation to just have fun, collect medals, to travel and 
maintain fitness so we can categorize these runners as amateur runners who are not hunting for achievements or 
champions. However, it turned out that this event full of entertainment not only captivated the general public but 
was also attended by well-trained foreign runners. One of the main goals of these runners is a large enough prize 
pool even up to billions of rupiah.2 It seems that these professional runners are not only from Indonesia but also 
outside Indonesia3, especially a network of runners from Kenya, Africa who are known to often win various 
running events. arises when professional runners who make running as their main job enter Indonesia using a 
tourist visa, the use of a tourist visa to work and earn income violates the provisions of Indonesian immigration 
law. Then what regulations are these foreign runners breaking? especially the network of runners from Kenya 
and Africa who are known to have won various running events.4 Problems arise when professional runners who 
make running as their main job enter Indonesia using tourist visas, using tourist visas for work and earning 
income violates the provisions of Indonesian immigration law. Then what regulations are these foreign runners 
breaking? especially the network of runners from Kenya and Africa who are known to have won various running 
events.5 Problems arise when professional runners who make running their main job enter Indonesia using tourist 
visas, using tourist visas to work and earn income violates the provisions of Indonesian immigration law. Then 
what regulations are these foreign runners breaking? 
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RESEARCH METHODS 

To answer questions about violations of immigration regulations that occur in marathon events in Indonesia, 
a normative juridical research method is used which analyzes the rules related to immigration and then compares 
them with facts on the ground obtained through media coverage and interviews with related parties such as from 
BOPI ( Indonesian Professional Sports Agency) the results of the analysis will find conclusions. 

The regulation that is used as the main reference in this research is Law Number 6 of 2011 concerning 
Immigration. In this regulation, it is explained that in relation to visas, a visa is a written statement given by an 
authorized official at the Representative Office of the Republic of Indonesia or elsewhere as determined by the 
Government of the Republic of Indonesia, which contains approval for foreigners to travel to Indonesian territory 
and becomes the basis for granting a residence permit. , as for the types of visas that are recognized, including: 
diplomatic visa, service visa, visit visa, limited stay visa. The types of visas that are often used by foreign runners 
are visit visas, visas are given to foreigners to visit Indonesia in the context of tourism, not to earn money and 
work.6 

 

RESULTS AND DISCUSSION 

Referring to the theory of sports law, matters outside the context of "law of the game" or the law of the 
sports community must be in accordance with the national law of a country, including all immigration provisions 
in a sports event involving foreigners. this case, the immigration status of foreigners must refer to Law Number 
11 of 2006 concerning Immigration. Article 38 of the Immigration Law explains who a visit visa is intended for, 
namely for foreigners who will travel to the Indonesian Territory for visits, government duties, education, socio-
culture, tourism, business, family, journalism, or stop by to continue their journey. to another country. In the 
elucidation of the article, it is stated that more specific activities, including sports, are the activities most relevant 
to marathon running, however what is meant by sports in article 38 is sports that are not commercial in nature 
and do not speak of material gain. Meanwhile, if we analyze the running activities carried out by professional 
runners, it is a certain type of work because they are runners by profession. National law stipulates that people 
who come to Indonesia to work must use a visa related to a limited stay permit and coordinate with labor-related 
agencies. Therefore, foreign runners who participate in marathon activities in Indonesia must be able to be 
detected and identified by immigration authorities. 
 

CONCLUSIONS AND SUGGESTIONS 

Professional runners who are trained runners to earn a living have committed immigration violations when 
they participate in marathon competitions in Indonesia with the aim of winning competitions and getting prize 
money. So that these professional runners need to apply for a limited permit visa as a requirement for foreigners 
who want to work in Indonesia. Immigration authorities need to detect the presence of these professional runners 
in every official marathon event in Indonesia. 
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ABSTRACT 

The development of rural tourism is getting more popular nowadays. In Bali, there are 

more and more villages that develop themselves to the tourism destinations. One of them 

is Desa Wisata Tista that is situated in Tabanan Regency, Bali. This study aims at finding 

the finding out the implementation of community-based tourism (CBT) in Desa Wisata 

Tista. This was a qualitative research in which the data were gained through observation, 

interview, questionnaire, and document study. The chief of organizing team of Desa 

Wisata Tista was interviewed to know how community-based tourism is implemented in 

Desa Wisata Tista. Meanwhile there were 20 local people were involved as respondents to 

see how they perceived their participation in the tourism activities in the village. The 

results of the interview found that CBT in Desa Wisata Tista is implemented through the 

participation of local people in the organising team as well as in other activities supporting 

the tourism activities. The local community’s participation can be divided into 2 categories 
which are direct and indirect participations. The direct participation can be shown by the 

involvement of some local people in the team running, managing, and organizing the 

tourism activities, while the indirect participation covers the  participation in sharing 

information through social media and the participation in maintaining the cleanliness and 

safety of the area. Besides, the implementation of CBT is also shown in the concern on 

conserving the nature or environment as well as the culture. Local community in Desa 

Wisata Tista believes that the tourism activities can be running very well if the local people 

support and participate in it. They perceive that local community participation is the key 

in running Desa Wisata Tista.  

Keywords  : community based tourism, participation, local community, rural tourism 

INTRODUCTION  

Tourism is a dynamic world that is changing over time. Some trends were coming and out. The trend of 
community-based tourism is happening right now, and many tourists love this trend since they can immerse 
themselves in the authentic life of a local community.  The concept of community-based tourism or CBT 
requires local community’s participation to develop all the potentials they have at their area to be a tourist 
destination. Then this concept is believed bringing positive impact to the society. The ASEAN Secretariat 
(2016) defines community-based tourism as tourist attractions that are all operated and managed by the 
community to bring positive impact for the society. The definition clearly describes the big role that 
community plays based on the concept of community-based tourism. Besides empowering local 
communities, the concept of CBT also emphasizes on the conservation of culture and nature. According to 
the concept of CBT, the tourism activities should put attention on the sustainability of culture, custom, and 
nature.  

In the concept of CBT, local people or community’s participation is the essential key. To implement the 
concept of CBT, all the members of local community should be actively participating in the all activities in 
developing and managing tourism attractions. Sundaraningrum (2011) cited in Wijana (2019) mentions 2 
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types of local community’s participations. They are direct participation and indirect participation. Direct 
participation refers to the participation in mapping the tourism potentials, developing them, managing them, 
analysing the problems, solving the problem, evaluating the programs, and else. Meanwhile the indirect 
participation covers all the supports expressed by the community regarding to the all tourism programs.  

The implementation of CBT is rural tourism. In Indonesia, there are many villages than turn themselves 
in to rural tourism or village tourism. The government of Indonesia support this program since it empowers 
local community to actively engage and develop the villages. According to Irshad (2010) rural or village 
tourism is the rural experiences that tourists get. The rural experiences cover all the activities done by the 
local community, the traditional cuisines served to tourists, customs existing in that area, and other 
experiences. Those activities or experiences are attracting tourists to come. Nuryani in Antara and Arida 
(2015) proses that rural tourism is a harmonic integration between the tourism attractions and activities with 
the authentic life of local community.  

There are many rural or village tourism that can be found in Bali. As one of the most popular tourist 
destinations in the world, every area or village in Bali has its own beauty and uniqueness which can attract 
tourists to come. One of the rural tourism destinations in Bali is Desa Wisata Tista. DesaWisata Tista is in 
Tabanan Regency. Since 2016, this village has been declared as rural tourism destination and many tourists 
came to visit and enjoy the beauty of this village. The potentials of this villages are ranging from nature to 
culture. But, a research conducted in 2017 by Sulistyawati and Suarka found that Desa Wisata Tista was not 
managed well. There were some problems raised and need to be fixed.  

This research aimed at finding out the implementation of CBT concept in Desa Wisata Tista and 
identifying the problems faced in managing the tourism activities and potentials in Desa Wisata Tista. The 
scope of the research in the local community’s participation in implementing CBT concept in Desa Wisata 
Tista as well as the problems they faced. The results of the research are expected to give input to the Desa 
Wisata Tista’s people in managing their village better as well as can be a reference for other researchers.  

LITERATURE REVIEW 

Community Based Tourism 

Various definitions of community-based tourism or CBT have been put forward by experts. However, 
from these definitions, there is one line in common, namely the existence of community participation in its 
management. CBT can be defined as a tourism attraction that is owned and operated by a community where 
its management is at the community level and provides benefits to the community's economy, protection of 
social values, and preservation of natural and cultural resources (The ASEAN Secretariat, 2016). This 
concept empowers the community to manage the potential of natural, social and cultural resources to have a 
positive impact on economic development, people's living standards, nature and culture preservation, and to 
develop sustainable tourism. In implementing the CBT concept, local communities will always participate 
actively in managing their area so that it becomes a sustainable tourism destination. This indirectly teaches 
the public about how a tourism destination is built, about the concept of business, cooperation and so on so 
that people will have a broader understanding of the world of tourism and other related worlds. 

In connection with the definitions described, there are several basic principles in implementing this CBT 
(Purbasari & Asnawi, 2014). The basic principles are as follows. 
Involve and empower communities in transparent ownership and management. In implementing the 
CBT concept, the community has an essential role to play in its ownership and management. 
Building partnership with other parties or appropriate stakeholders, such as tour and travel providers, 
and so on. 
Receive recognition from the relevant authorities which in this case means recognition from the local 
government. 
Improve welfare and increase the dignity of the community. 
There is a fair and transparent profit-sharing mechanism, in which case neither party will benefit from 
developing a tourism village. 
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Increasing the linkage between the local and regional economies. 
There is respect for the culture and traditions that exist in a village. 
Make a positive contribution to the preservation of nature and the environment 
Improving the quality of service to tourists so that tourists get a tourism experience that leaves an 
impression on their hearts. 
Work towards financial independence. 

 

Rural Tourism 

The rural tourism is a manifestation of the CBT concept described above. Rural tourism have sprung up 
in Indonesia, especially in Bali. Nuryani stated that a rural tourism is a harmonious integration between 
tourism activities, such as tourist attractions and other supporters with the authentic life of local communities 
in the form of traditions, customs, culture and way of life (Antara & Arida, 2015). This definition shows 
how the potential of the village can be synergized together with the strong motivation of the community to 
become a tourist village. 

The success of a village being developed into rural tourism is determined by several important factors, 
namely as follows. 

1. Has product potential and tourist attraction that add value to the village. This potential can be 
in the form of natural beauty, uniqueness of customs and culture, as well as culinary wealth. 

2. Has the support of people or community resources where every management of rural tourism 
will involve community participation. So that if the community does not play an active role, 
then a tourist village cannot be managed properly. 

3. Strong motivation from the community to build and promote their village. 
4. Have support in the form of adequate facilities and infrastructure, both in terms of 

accommodation, accessibility and transportation. 
5. Has supporting facilities for tourism activities. 
6. Has an institution that regulates the management of tourism villages which can come from 

Pokdarwis or village officials. 
7. The availability of areas/land that can be developed into tourist destinations. 

 

METHOD 

This research was a qualitative research in which it aims at seeing and analysing a certain phenomenon 
in a holistic way as well as to develop deeper understanding about the phenomenon (Nasajji, 2015). The data 
used in this research were analysed and described clearly in a systematic and objective ways. The data were 
gained using several research instruments. They are the researcher himself, observation checklist, interview 
guide, and documents. Observation was done by visiting the location of the research. Meanwhile interview 
was done with the chief of Desa Wisata Tista management.  

Data analysis was done in 6 steps (Creswell, 2014). Those steps are (1) preparing all the data, (2) reading 
all the data that have been prepared, (3) categorizing the data based on the research problems, (4) describing 
the data, (5) presenting the data, and (6) interpreting the results of analysis.  

 

RESULTS & DISCUSSION 

The results and discussion section is divided 2 sub-sections, they are the implementation of CBT in Desa 
Wisata Tista and the problems faced in running and managing Desa Wisata Tista.  
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The Implementation of Community-Based Tourism  

The data of  implementation of CBT in managing the tourism activities and attractions in Desa Wisata 
Tista were gained through observation and interview. The discussion of the implementation of community-
based tourism is based on the theory proposed by Purbasari & Ansari (2014) which has 10 important points.  
a. Active Participation of the Local People/ Community 

In the management of Tista Tourism Village, the community plays an active role in the planning process 
to the supervision stage. Community participation is divided into 2 broad categories, namely direct 
participation and indirect participation. Direct community participation is shown by direct and active 
involvement in the management of tourist villages, such as participating in the management of tourism 
awareness groups, participating in tourism activities, and participating in ownership of tourist attractions or 
tourist attractions. While indirect participation is carried out by most of the Tista Tourism Village 
community, which is shown by their contribution to maintaining cleanliness and environmental safety. 
People are encouraged to always maintain the cleanliness of the area around their house to provide comfort 
and beauty for themselves and for tourists who come to visit. Tista Tourism Village has its own schedule for 
cleaning in their respective neighbourhoods, so it is not surprising that the Tista Tourism Village 
environment is clean and comfortable. 

Tista Tourism Village was initiated by students from Udayana University doing a community service 
program. Students and their supervisors did a mapping of the potential of Tista Village. They found that 
Tista Village has interesting tourism potential, both natural potential in the form of rice fields and rivers as 
well as the potential for culture and customs, such as temples and Legong Andir Dance. The potential and 
idea for the formation of this tourist village were submitted to the village of Tista and received a response. 
Further planning involves the community. The people involved in the planning process then joined the 
tourism awareness group (pokdarwis). 

In the process of its management, Tista Tourism Village has received good support from the community 
and from the village government. Good synergy exists between the community and 3 types of villages in 
Tista Tourism Village, namely official villages, tourist villages, and traditional villages. The motto carried 
by the community is Tri Desa Eka Karya which means 3 villages 1 destination. Likewise in the supervision 
stage. The official village, traditional village, and tourism village carry out strict supervision of the 
management of the Tista Tourism Village. 

 
b. Good Partnership with Other Parties 

In the explanation above, it was stated that there was a big role in the formation of the Tista Tourism 
Village. Tista Tourism Village has a good relationship and cooperation with Udayana University, where 
Udayana University regularly sends its students to conduct community service program or research activities 
in Tista Tourism Village. Besides, Tista Tourism Village also has good relations with the Tabanan Regency 
Government through the Regional Tourism Office so that the managers of Tista Tourism Village actively 
participate in training conducted by the Tabanan Regional Tourism Office. 

To bring in tourists, both local and international, Desa Wisata Tista has collaborated with several travel 
agents (tour & travel agents) who have travel packages to Tanah Lot. 

 
c. Recognition from the Local Community 

Tista Tourism Village received official recognition from the Tabanan Regency government as a tourism 
village. Decree number 180/319/03 / HK & HAM / 2016, dated 26 October 2016 confirmed Tista Village as 
one of the tourist villages in Tabanan Regency. The management of Tista Tourism Village is carried out by 
the tourism awareness group or pokdarwis of Tista Tourism Village which has also been approved through 
the Tabanan Regent's decree number 180/27403 / HK & HAM / 2016, September 19, 2016. This decree is a 
sign that Tista Tourism Village is getting recognition from the authorities or the local government. 
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In addition, Tista Tourism Village won the tourism village competition held by Udayana University and 
won the championship. This also shows the existence of Tista Tourism Village and the recognition from 
other parties of the successful performance of the Tista Tourism Village manager. Recognition of the 
existence and success of the management of the Tista Tourism Village was also shown by visits from several 
official villages and other tourism villages. The purpose of the visit was to learn the methods or strategies 
used in managing the Tista Tourism Village. 

 
d. Improvement on Local Community’s Economic 

Although the establishment and development of Tista Tourism Village were initially only tried without 
any thought that it would be able to have a good impact on the welfare and economy of the community, 
currently the management of Tista Tourism Village has begun to be aimed at helping the community. The 
management of Tista Tourism Village is currently increasingly aggressively engaging the community in 
tourism activities, for example, the involvement of the PKK  or women community in preparing dishes and 
snacks for tourists, the involvement of blacksmiths as a cultural attraction for tourists, land use in the form 
of a gazebo for the rest of tourists, and so on. This increasing community involvement has an impact on the 
form of improving the community's economy. 

As a result of the successful management of Tista Tourism Village, this village received financial 
assistance from the government for catfish farming for the community. Funds from the government are used 
to provide catfish seeds which then people can start catfish farms so that they can provide jobs and improve 
the economy and welfare of the community. In addition to assistance in the form of funds for catfish 
breeding, the government also provides financial assistance which is then used to procure bicycles that can 
support tourism activities in Tista Tourism Village.  

 
e. Transparent Financial Management 

Financial problems are sometimes complex and can trigger conflicts in the management of an 
organization. The manager of the Tista Tourism Village is fully aware of this. To prevent future problems, 
a manager who is assisted by an administrative officer has good and transparent financial records or financial 
books. The community will be able to easily see how the income from the tourist village is managed. 
Periodically, the Tourism Village management will also hold meetings to discuss finances and other matters 
relating to this matter. This is to avoid the domination of one party in financial management in Tista Tourism 
Village. 

The results obtained from tourism activities in Tista Tourism Village are used to build the infrastructure 
required for tourism activities in Tista Tourism Village. Also, the income earned is also used for the 
operational activities of the Tista Tourism Village. Regarding the use of community land for tourism 
activities, the manager of the Tista Tourism Village has made a clear agreement with the community 
regarding the sharing of the results so that mistakes or even conflicts will not arise in the future. 

 
f. Increase the linkage between the local and regional economies 

As in the previous explanation, namely in point 4 tourism activities in Tista Tourism Village can help 
the community to improve the economy and community welfare. With an increase in the local economy, it 
will be able to improve the regional economy. In other words, a good village economy will affect the regional 
economy. 

 
g. Nature Conservation 

The managers of Tista Tourism Village and the people of Tista Tourism Village are very aware of the 
tourism potential they have is nature, so they pay great attention to preserving nature and the environment. 
The CBT concept is implemented very well by the management and community of Tista Tourism Village. 
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Environmental cleanliness is a priority for the management and the community of Tista Tourism Village. 
They believe that environmental cleanliness is not only for tourists but also for personal comfort. 

The management and community of Tista Tourism Village also always protect their environment, such 
as the cleanliness of the rice fields and rivers around them. Rice fields are an important asset for the life of 
the Tista Tourism Village community. Agriculture is the main sector for the people of Tista Tourism Village. 
Besides, rice fields are also part of the tourist attractions offered by this village. So that the community and 
the managers of the Tista Tourism Village always become the authenticity of their agricultural activities, 
such as maintaining the Subak system and so on. 

 
h. Appreciation and Maintain the Local Culture 

In addition to natural potential, Tista Tourism Village also has potential in the form of culture and 
customs. Their culture and customs are very well maintained by the community. This is because the 
community and managers realize the importance of culture and customs for the survival of the Tista Tourism 
Village community, as well as for the continuity of tourism activities. Pande Besi, which is one of the cultures 
that has been well maintained by the community, has become one of the tourist attractions which is the 
destination of tourists coming to Tista Tourism Village. People who work as blacksmiths will maintain their 
workshops. Apart from being proof of the preservation of ancestral heritage, it is also a special attraction for 
tourists. Legong Andir dance, which is a typical dance of Tista Village, is also one of the cultural elements 
that the people of Tista Tourism Village pay attention to and maintain. Legong Andir dance is also included 
in one of the attractions that attract tourists to come. 

 
i. Improvement on Service Quality 

Realizing the importance of comfort and the experience gained by tourists, the management of Tista 
Tourism Village always improves the quality of services provided, including improving the quality of human 
resources who interact directly with tourists. Several pieces of training have been followed to improve the 
quality of services provided. 

Udayana University has provided English language training for tour guides in Tista Tourism Village so 
that tour guides can easily communicate with tourists and language is not an obstacle for tourists to travel to 
Tista Tourism Village. Apart from the training carried out by Udayana University, the Tabanan Regency 
government through the Tourism Office has also actively invited the managers of the Tista Tourism Village 
to take part in the training being held. Managers are also active and aware of participating in the training. 

 
j. A Progress to the Independent Economic  

Community financial independence is a cold long-term goal that is achieved by both the official village 
government, traditional villages, tourism villages, and the community. Tourism activities are being 
maximized so that it opens up more jobs for the community. All financial assistance from the government is 
allocated to provide business opportunities for the community. The existence of a catfish nursery is one of 
the real actions of the Tista Tourism Village towards financial independence. 
 

The Problems Faced by the Community  

In the early stages of the establishment and development of the Tista Tourism Village, the management 
encountered 2 important obstacles or problems, namely public awareness and funding. 

 
1. Public awareness 

At the beginning of the establishment and development of the Tista Tourism Village, the community 
did not have an awareness of what they currently have. When the idea emerged to establish and develop the 
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Tista Tourism Village, many people did not believe in the idea of a tourist village. The community tended 
to be pessimistic about the idea of developing the Tista Tourism Village. The community thought that there 
would be no tourists who wanted to come to visit the Tourism Village and they even thought that this tourist 
village would not last long. At that time the people did not have high enthusiasm and optimism for the 
success of the Tista Tourism Village. 

However, the management tried hard to prove to the community that what they think is not true. Starting 
with the arrival of foreign tourists to Tista Tourism Village with the help of Udayana University students, 
then winning various competitions, such as the Pokdarwis competition and the tourism village, were able to 
make the community aware that the Tista Tourism Village would develop and would be increasingly 
recognized by outsiders. 

Until now, the community has had good awareness and understanding of tourism activities in Tista 
Tourism Village and the community has even participated and contributed to the management of Tista 
Tourism Village. 

 
2. Funding 

Apart from the problems in providing understanding to the community, funding is another problem that 
must be faced at the beginning of the formation and development of the Tista Tourism Village. The 
management had no funds at all. When participating in the pokdarwis competition and the tourism village 
competition, the Tourism Village manager did not have a costume for the competition. However, the 
management was not discouraged, they got around this by wearing Balinese traditional clothes which were 
owned by all members. Funding problems at the beginning of the formation of the Tista Tourism Village 
can be resolved by carrying out crowdfunding carried out by all pokdarwis members. Each member 
contributed a number of funds for initial development. 

The problems that arise during the planning process to the management of the Tista Tourism Village are 
not an obstacle for the managers and community of Tista Tourism Village to keep running and managing 
the Tista Tourism Village. In the management process, the manager receives criticism and input from various 
parties. However, this criticism is a motivation and input to correct any deficiencies in the management of 
the Tista Tourism Village. 

CONCLUSION  

From the results data analysis, it can be concluded that the the concept of CBT is implemented well in 
Desa Wisata Tista. It can be seen from the participation of local community or local people in managing and 
supporting all the tourism programs planned and held by the managers. Besides, the managers and local 
people of Desa Wisata Tista pay a lot of attention to the conservation of nature around them and the 
sustainability of the local culture and customs. There were 2 main problems faced and encountered in the 
beginning of the development of Desa Wisata Tista. Those problems were local people’s awareness on the 
tourism activities in Desa Wisata Tista and the funding. But those problems were not stopping point for the 
managers and community to develop their own village.   
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Abstract 

The industry of travel and tourism has progressed into different more specific categories 
such as alternative tourism. One of the key products of alternative tourism is community-
based tourism. The establishment of alternative tourism is predominantly generated by 
two aspects: social & environmental protection and commercialism. This refers to the fact 
that the particular industry has resulted in tremendous environmental destruction and it 
has also triggered many social issues. Besides, the new demand & tourists’ need for exotic 
destinations has become a growing trend in the tourism market. Nevertheless, the DMOs 
of many CBT destinations in Indonesia are still facing many issues in ensuring the 
sustainability of the destinations. Therefore, forming proper sustainable development 
strategies is very vital. This study aims to assess the potentials of Sendang Asmoro park 
and also to formulate sustainable development strategies using the method of Strengths, 
Weakness, Opportunities, & Threats (SWOT) analysis. The data were collected through 
field observation as well as in-depth interviews with the destination’s main stakeholders. 
The results have shown that Sendang Asmoro park comprises of many potentials to be a 
sustainable CBT destination in Tuban. This can also lead to the idea that the respective 
destination stands a unique selling point amongst the other competitors employing the 
aspect of sustainability. However, the strategies proposed in this study are rather not easy 
to apply due to limited sources and funding. The researchers believe that, with the 
cooperative synergies from all stakeholders, those strategies may still have a huge 
possibility to be effective. 

Keywords: Community-based tourism destination; Indonesia; Sustainable tourism; Sustainable 
development strategy; SWOT Analysis. 

Themes: Opportunity & challenge of community-based tourism; Sustainable tourism development. 

 
INTRODUCTION 

Tourism has evolved into a very strategic industry in this global era. The tourism industry contributes 
immense revenues to many countries, including Indonesia. In 2017, the travel and tourism industry 
respectively made a direct contribution of IDR 259.583 Billion (USD 19,4 Billion) to the national income, 
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i.e. 1,9% of total GDP (Indonesia Ministry of Tourism, 2017). Indonesia also ranked at 23rd place among 
185 countries in terms of travel & tourism’s total contribution to GDP in 2017. The flexibility and versatility 
of this industry is one of the reasons why tourism can grow effortlessly in different levels; from national-
wide to regional level. Establishing a tourism destination is relatively economical, or even free of cost in 
certain contexts. The tourism products also vary from man-made destinations including amusement parks 
and resorts to some nature-based tourism sites such as beaches, lakes, and falls. Many new destinations have 
emerged from the past three decades prone to the view of this promising industry. There are several evolving 
trends in the tourism industry, e.g. community-based tourism (CBT).  

Community-based tourism is defined as a form of tourism development that is managed by a local 
community (Rocharungsat, 2008; FACET, 2011; Ernawati et al., 2015). Damanik & Weber (2006: p. 84) 
described CBT as tourism that considers environmental, social, and cultural sustainability, controlled and 
owned by the community, for the community. CBT is indivisible from the basic dynamics of a cohesive 
community base and has an institutional structure and the existence of customary institutions (Baiquni, 2017). 
According to Putra (2002); Ainurrahman (2010), the local community may be aware of the effects in their 
daily lives and tourism does not only belong to a handful of people. The involvement of the local people is 
vital to the progression of such destinations. It provides the local community opportunities to participate in 
planning, managing, and operating tourism for individual and common benefits (Hummel, Jong, & 
Dhiradityakul, 2013; Ernawati et al., 2017). They are the pioneers as well as the protectors of the 
environment and also the place they call it ‘home’. One of the most fundamental motives known for the 
establishment of any CBT destination is to help the economy of the local people. With the growth of the 
tourism sector, it is expected that poverty can be minimized, especially in areas that have the potential to 
become tourist areas. The expansion of community-based tourism (CBT) destination is considered to be very 
effective in presenting and providing the greatest opportunities for rural communities to understand the 
essence of the tourism world and enjoy the advantages of the industry (Ainurrahman, 2010). Another reason 
for the growing trend of community-based tourism is that the tourists’ behavior has shifted and they have 
become more demanding for authenticity and uniqueness in this modern era. Those aspects may include the 
daily activities or habits of the local people as well as the rituals concerning nature. This is called exoticism. 
Ainurrahman (2010) explained that based on the spirit to improve the standard of living of the community 
and respond to the desire of tourists to look for something new (exoticism), the concept of community-based 
tourism is one of the suitable platforms to mediate those two elements. In exotic communities, tourism offers 
opportunities for residents to appreciate and respect the local culture of the socio-ecosystem, thereby 
increasing the sustainability of the socio-ecosystem (Ruiz-Ballesteros, 2011; Lee & Jan, 2019).  

On the other hand, it is observed that the majority of community-based destinations across the world are 
involving natural resources as the center of tourist attraction. This can be a potential threat to the environment 
as the tourism industry has massively contributed to the world’s pollution. The industry significantly 
contributes to adverse environmental impacts, such as greenhouse gas emissions associated with travel, 
accommodations, and recreational activities (Dwyer et al., 2010; Gössling & Schumacher, 2010; Lee, Jan, 
& Yang, 2013). In the context of community-based tourism destinations, the local people primarily act as 
the DMOs (destination marketing organizations). They are obliged to have awareness & responsiveness on 
this particular issue. However, previous studies showed that pro-environment behavior or environmentally 
responsible behavior (ERB) at some CBT destinations are still lacking, especially the destinations that are 
still at the early stage of development (Lee, Jan, & Yang, 2013; Lee & Jan, 2015, Liu et al., 2014). This idea 
raises the concern about sustainability within the CBT destinations. Incorporating sustainable concepts to 
the management of CBT destinations is crucial to minimize the hazards that resulted from tourism activities. 
The negative impacts of tourism may damage residents as well as the economy, culture, and environment, 
such that subsequent sustainable CBT may be obstructed (Lee & Jan, 2019). 

Sustainable development became one of the important keywords underlying the framework of 
development around the world today, departing from the realization that the earth is not merely belonging 
to the current generation (Sitepu, 2019). The United Nations World Tourism Organization (UNWTO) 
described sustainable development as tourism that takes full account of its current and future economic, 
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social and environmental impacts, addressing the needs of visitors, the industry, the environment, and host 
communities (UNWTO, 2005). The DMOs need to incorporate sustainability into their destination 
management planning to achieve sustainable development goals. Thus, CBT destinations are inseparable 
from the concept of sustainable development. 

The concept of community-based tourism (CBT) was first introduced to Indonesia in 1995 following 
the launch of the Pariwisata Inti Rakyat (PIR) program by the Ministry of Tourism (Suhandi & Simatupang, 
2013; Ernawati et al., 2017). Then, the number of community-based destinations in the country has increased 
constantly ever since. The National Statistics Bureau of Indonesia (BPS) recorded that there are 
approximately 1734 community-based destinations in 2018 (Putra, 2018). Then, in 2019, Fanani (2019) 
reported that the number of CBT destinations has reached 7275. Furthermore, the Ministry of Rural Affairs, 
Underprivileged Areas Development, and Transmigration of Indonesia expected that the number will rise to 
10000 by the year of 2020. This shows that the government of Indonesia is taking seriously the expansion 
of this ‘alternative’ tourism. The government believed that the development of CBT is in-line with the Act 
Number 10 of 2009 concerning the objectives of tourism activities which is to preserve the nature, 
environment, and resources based on the principles of preserving nature and environment, empowering local 
communities, and ensuring integration between sectors, regions, centers and the areas which constitute a 
systemic unit within the framework of regional autonomy and integration among stakeholders. 

As CBT rapidly developed in Indonesia, it has brought a bigger and more competitive market within the 
particular industry. Global Green Destinations Days (GGDD) placed 4 CBT destinations from Indonesia 
among the top 100 world’s sustainable destinations in 2019 (Aditya, 2019). This event has inspired many 
other community-based tourism DMOs in Indonesia to level up their destinations, including those in Tuban. 
Tuban is a small yet historical town in the province of East Java. It was one of the busiest port cities during 
the reign of the Majapahit kingdom during the 11th-12th century. Tuban was also one of the prominent places 
in Indonesia for the spread of Islam by The Wali Sanga. This has brought Tuban as a famous destination for 
pilgrimage and religious tourism in Indonesia. The tourism industry in Tuban has been very steady for the 
past 2-3 years but the local people expected more alternatives for tourists to visit Tuban. To date, there is no 
exact information could be found to describe the total number of CBT destinations in Tuban but the authors 
estimated the number is less than 30. One of the emerging CBT destinations in Tuban is Sendang Asmoro. 

Figure 1. The location of Sendang Asmoro park 

 
Source: Google Maps, 2020 

 
Sendang Asmoro park is located in Ngino village, approximately 10 kilometers away from the city 

center of Tuban. The destination is named after a water spring that has been protected by the local people 
for generations to generations. The crystal water as well as the relaxing natural atmosphere becomes the 
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main attraction of the tourists. Besides, few other facilities can be found in the destination such as flying fox, 
water bike, trail motor, and many more (Safuwan, 2018). The literal translation of the destination’s name is 
‘the lake of romance’. It refers to a small lake shaded by several Trembesi trees (Samanea saman) that are 
hundreds of years old, with a water spring of moderate flow, filled with thousands of goldfish, tilapia, and 
other fish. Sedang Asmoro is 2-hectare wide, surrounded with tons of benches facing the lake, several 
gazebos, also a small garden full of colorful flowers that bloom brightly. The potential of Sendang Asmoro 
is in-line with the vision of the village boards to transform their village into a successful rural tourism 
destination in Indonesia. There is a big plan to create some integrated destinations within the village 
respectively as well as in Tuban generally. Sendang Asmoro park is fully organized by the people of Ngino 
village, directed by the village chief himself. There are in total of 28 merchants and 15 staff involved within 
the management. 

Figure 2. The lake at Sendang Asmoro 

 
Source: Authors, 2020 

Since the establishment in late 2017, the total number of visitors in Sendang Asmoro from 2018-2019 
has reached 148005 (see Table 1). This number is relatively high as the DMO collected revenue of 
approximately IDR 500 million (35930 USD) per year. Choirudin (2019) described that the entrance ticket 
for adult costs IDR 8000 (USD 0.5) and IDR 5000 (USD 0.3) for children. The authors believed that the 
establishment of Sendang Asmoro park as a CBT destination has contributed a massive change (especially 
economically) to the life of the local people in Ngino village. 
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Table 1. Number of visitors in Sendang Asmoro from 2018-2019 

Month 
2018 2019 

Adult Children Adult Children 

January 10350 6928 7923 4275 

February 3456 1005 2088 788 

March 3604 1895 2106 720 

April 4830 2143 3113 1124 

May 1755 655 2656 1546 

June 12436 4334 10225 2651 

July 6064 2213 4877 1480 

August 2346 649 1882 445 

September 2956 1001 1388 890 

October 4408 2028 1764 982 

November 4643 1841 2655 1004 

December 1157 492 5894 2340 

Total 58005 25184 46571 18245 

Source: DMO of Sendang Asmoro, 2020 
The significance of this study comprises two facets: academic significance and practical significance. 

Firstly, this study addresses the issue of sustainability within a community-based tourism destination. There 
are plenty of studies on such subjects in Indonesia (Sutawa, 2012; Rakhman et al., 2014; Ernawati et al., 
2017; Ernawati et al., 2018; Sunuantari, 2017; Sasongko et al., 2019; Kurniawan & Ferbiandhika, 2019; 
Dewi et al., 2019). However, the lack of empirical studies for CBT destinations that are still at an early stage 
such as Sendang Asmoro park is undeniable. Therefore, this research is expected to fill the gap in the relevant 
field. The authors also wish to provide academic work related to the sustainable development of CBT 
destinations in Tuban. Then, the second significance conveys the practical recommendation for the DMO of 
Sendang Asmoro park to formulate sustainable development strategies for the respective destination using 
the Strengths, Weaknesses, Opportunities, & Threats (SWOT) analysis method. 

 

METHODS 

This is a descriptive case study incorporating a qualitative approach where the data were mainly obtained 
from the authors’ field observation as well as in-depth interviews with the main stakeholders of Sendang 
Asmoro park. A case study is a detailed study of a specific subject, such as a person, group, place, event, 
organization, or phenomenon (McCombes, 2019). The observation was done several times starting from 
early 2019 to the middle of 2020. Then, the results from the interviews were converted into a written 
transcription. Finally, the researchers applied the method SWOT analysis (Strength, Weakness, 
Opportunities, and Threats) to draw the ideas resulted from data collection. SWOT analysis is also known 
as SWOT matrix is designed to analyze some key factors of particular activity like business and natural 
resources management (Schmoldt et al., 2001). This is a type of strategic in developmental planning 
popularized in the fields of sustainable resources management. This method consisted of two different 
factors that encompass the SWOT analysis respectively: (1) the internal factors are introduced to analyze the 
issues of strengths and weaknesses, and (2) the external factors are introduced to explain the opportunities 
and threats. 
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Table 2. SWOT strategies 

 
Internal Factors 

Strengths Weaknesses 

External 
Factors 

Opportunities 
Comparative Advantage 

(SO Strategy) 

Mobilization 

(WO Strategy) 

Threats 
Divestment/Investment 

(ST Strategy) 

Damage Control 

(WT Strategy) 

Source: Authors, 2020 
From the SWOT matrix reflected in Table 2 above, several choices of sustainable development strategies 

will be created, namely: 
1) The SO strategy is a strategy that uses the DMO's internal strengths to take advantage of external 

opportunities. 
2) The WO strategy aims to correct internal weaknesses by taking advantage of external opportunities. 

Sometimes DMOs have good prospects, but because of their weaknesses, they cannot take these 
opportunities into an advantage. 

3) The ST strategy uses the strength of the DMOs to avoid or reduce the influence of external threats. 
Competing destinations copying ideas, innovations and patented products is a major threat in many 
industries. 

4) The WT strategy is a defensive tactic aimed at reducing internal weaknesses and avoiding external 
threats. An organization facing various external threats and internal weaknesses will be in an 
insecure position. 

 
RESULTS & DISCUSSION 

This chapter is dedicated to previewing the results of the SWOT analysis, i.e. the elaboration of each 
factor including the destination’s strengths, weaknesses, opportunities, and threats. All of the variables 
mentioned in Table 3 were the resources for the authors to formulate sustainable development strategies. 

Table 3. SWOT Analysis 

Strengths Weaknesses 

1. Strategical location, relatively close to the 
city center; 

2. Large area, sufficient for conservation 
agenda; 

3. Abundant natural resources; 
4. Refreshing environment; 
5. Compassionate stakeholders; 
6. Supporting local products and creative 

industry; 
7. Children-friendly atmosphere; 
8. Affordable entry-fee 

1. Poor road access to the destination; 
2. Lack of proper infrastructure; 
3. Lack of professional staffs and human 

resources; 
4. DMO has lack of knowledge on 

environmental protection; 
5. Unstable internal politics; 
6. Unorganized marketing system; 
7. Lack of proper publication; 
8. Lack of investors 
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Opportunities Threats 

1. Supportive local government institutions; 
2. Green tourism policy; 
3. Reassuring laws & regulations; 
4. Growing trend of alternative 

tourism/community-based tourism in 
Tuban; 

5. The needs to travel domestically; 
6. Rapid economic growth of the people in 

Tuban; 
7. Expandable market range 

1. The entry of similar & new destinations in 
Tuban; 

2. Existed destinations; 
3. Environmental damage; 
4. Shift of social culture and behavior; 
5. Other unpredictable circumstances 

(pandemic, natural disasters etc.) 

Source: Authors, 2020 

Strengths.  
Table 3 above presents all elements of SWOT analysis commencing with the category of strengths. This 

is the factor that denotes what an organization excels at and what separates it from the competition (Grant, 
2020). The authors have collected the information related to the internal potentials of Sendang Asmoro park, 
as a community-based tourism destination. It is observed that the destination distances only 10 kilometers 
away from the city center. It takes only 25 minutes to ride by car, and approximately 20 minutes using a 
motorcycle. Compared to some other CBT destinations in Tuban, Sendang Asmoro park is much faster to 
reach from downtown. It also means going to the destinations to consume fewer fuels and produce fewer 
carbon footprints or pollutions.  Next, the destination is dominated by unoccupied spaces allocated for the 
conservation area and also camping sites. Sendang Asmoro park and Ngino village in general is blessed with 
abundant nature that has been supporting the lives of thousands for centuries. It includes the diverse types 
of trees such as teak and trembesi wood coupled with a clear water-spring as well as a lake that is inhabited 
by millions of fish. The most inspirational point about the destination is the spirit of the local people to open 
up their village for the public and becoming a rising CBT destination. Wawan Hariadi, the current village 
chief, said: 

 
“It was the people who initiated the idea, started from an incident of an irresponsible company that 
dumped their waste in the area close to the lake, it was a worrying moment for us, people started 
to gather and clean up the mess while thinking how to transform the damaged area into something 
interesting and marketable.” 

 
This shows that the people of Ngino village are relatively supportive of the establishment of the 

destination. This has led to the smooth development of the first few years of Sendang Asmoro park. To date, 
the destination respectively has brought positive change to the native people where some of them were able 
to display and sell their local products. This is proof that CBT destinations, Sendang Asmoro park, in 
particular, could serve as an effective platform to help the economy of the local community.  Furthermore, 
Sendang Asmoro is designed to be affordable for the middle-low tourists that reflect the condition of the 
majority of Tuban’s people. The entry-fee is extremely economical and it is divided into the category of 
adults and children. The destination is concerned about children and their needs to be entertained while still 
be able to learn about nature. The DMO of Sendang Asmoro park has provided many children-friendly 
facilities such as a mini-library where the children can read encyclopedias and other donated books, a 
children-sized pool, a rabbit house, and a reptile zone where the young visitors can play with the animals 
and learn about animal awareness.  Such services are proven effective to attract more young customers to 
visit the destination.      
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Weaknesses.  
The second factor in the SWOT analysis is known as weaknesses. It occupies the area where the business 

needs to improve to remain competitive. Grant (2020) provided examples of weaknesses including a weak 
brand, higher-than-average turnover, high levels of debt, an inadequate supply chain, or lack of capital. 
Sendang Asmoro park has plenty of weaknesses, especially in terms of operational and management aspects. 
The authors observed that one of the biggest issues faced when going to the destination is the lack of direction 
signs and the poor condition of the village road. This is undoubtedly a condition when many visitors might 
find it inconvenient. Secondly, the chief of the village himself has confirmed that regardless of the 
infrastructural deficient, Sendang Amoro park is also facing a great challenge where the supporting staffs 
are still not very well-trained and the number is far less than it is needed in the operation. 

 
“We certainly need more staff and especially those who know what to do and how to do 
(professionals). I hope that we could encourage more youngsters in our village to join and work 
here permanently, some of them only stayed for months and then left as they started to feel bored. 
In the future, I am also planning to get some supports from the government to provide them with 
proper training programs.” 

 
Mr. Hariadi also stated that another thing that may internally distract the development of the destination 

is the fact that the local political system is still quite unstable. The change of village administration in every 
5 years will certainly affect the effectiveness of the destination operation due to the possibility of policy and 
plan change. Next, another managerial challenge can be described as a lack of proper publication and 
marketing strategies. The DMO only relies on Instagram as the main platform to publish information. Not 
to mention the lack of aesthetical aspect of the contents, the digital marketing strategy used so far is rather 
less effective. Yanti, the head of the publication team, shared: 

 
“I often feel clueless when making such contents and I also don’t have any experience in graphic 
designing nor digital marketing. So, I used to find references on the internet and using my smart-
phone for photo editing. Besides, there are not many people here I can discuss with concerning 
this particular issue.” 

 
It is observed that professional training for the staff seems to be extremely needed to support the 

development of the destination. Besides, environmental training is equally needed to possess a sustainable 
development plan. This will help the staff to increase their awareness of environmental issues and help to 
transform to be a good environmental ‘interpreter’ to the tourists and fulfill one of the major principles of 
Ecotourism and sustainable tourism, environmental education. 

Opportunities.  
After exploring the internal factors of SWOT analysis, the external factors are also equally worth to 

examine. The category starts with opportunities. Parsons (2018) described opportunities as the external 
factors in the business environment that are likely to contribute to its success. Table 3 presents the variables 
that stand for the opportunities of Sendang Asmoro park. Marfis (2018) reported that the interest to travel 
domestically of the Tuban has increased drastically from the past 2-3 years, especially the CBT destinations. 
It means that the CBT destination including Sendang Asmoro park is a growing trend in the region. The head 
of the tourism board of Tuban also mentioned that the key point of CBT destination is community 
participation, they are holding the main role of the development of CBT destinations, this is a wonderful 
opportunity for the people to support local tourism potentials (Marfis, 2018). The involvement of the 
government on the sustainable development of CBT destinations in Tuban is also an impactful factor 
whereby the local authorities can provide necessary policies (such as green tourism policy) that will not only 
protect the business but also the environment in a wider extend. 
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Threats.  
The very last category in SWOT analysis is threats. Threats are external factors that the DMOs have no 

control over (Parsons, 2018). It usually requires proper planning as a matter of prevention and preclusion. 
To date, many new CBT destinations are entering Tuban prone to the growing trend of CBT destination 
and/or rural tourism. Some places including Guwoterus village and Kerawak water spring park two most 
emerging CBT destinations that are currently topping the domestic tourists’ travel list. This is supposed to 
be a reminder to the DMO of Sendang Asmoro park to remain competitive. Improvements are always 
required. Despite the newcomers, the DMO of Sendang Asmoro park also needs to stay alert to the 
longstanding players in the industry such as Pantai Kelapa (coconut beach) that has reached a slightly higher 
level of development than Sendang Asmoro park. It is hoped that the DMO of Sendang Asmoro park will 
be able to stand out among these competitors and remain unique by prioritizing sustainable development 
management. This is also aimed to protect the environment from being damaged by tourism activities which 
possess as one of the biggest treats of every tourism destinations around the world. Besides, another treat 
might emerge from the respective local community as tourism grows and forcefully adapts to their day-to-
day lives.  Many studies have found that tourism activities socially impact local people’s behavior 
(Pavluković et al., 2011; Slavov, 2015; Saqib, et al., 2019) and their quality of life in general (Pavlić, 2015). 
Lastly, natural disasters and other health issues such as the current COVID-19 pandemic serve as a major 
threat to the tourism industry entirely, not only in a CBT context. This will deficiently lead to social and 
economic issues within the local community. 

Table 4. Sustainable Development Strategies 

 Internal Factors 

Strengths Weaknesses 

External Factors 

O
pportunities 

SO strategy includes: 

1. Initiate more conservation 
activities; 

2. Include Sendang Asmoro park to 
the government’s list of most 
recommended tourism destinations 
in Tuban; 

3. Enhance the quality of the tourism 
products and ensuring the 
sustainable standards through the 
collaboration of many parties 
(DMO, local government, NGOs, 
investors etc.); 

4. Create integrated travel package in 
Tuban; 

5. Improve the service quality and 
ensuring the DMO’s commitment 
to always innovate; 

6. Expand the market span by 
attracting international tourists; 

7. Conduct monthly or annual survey 
on customer’s satisfaction related 
to environmental aspects, basic 
facilities, etc. 

WO strategy includes: 

1. Propose the local authority to 
fix/rebuild the village road as 
well as to provide more road 
signs; 

2. Attract more investors to 
add/improve the facilities inside 
the destination through 
promising future program plans; 

3. Provide proper training 
programs to the staffs on 
managerial skills as well as the 
local community in general on 
environmental education, 
community resilience and how 
to incorporate sustainability to 
CBT destination; 

4. Request for more funding 
support from the government to 
conduct more conservation 
activities and also for the local’s 
welfare programs; 

5. Hire professional planners who 
have mastered sustainable 
development management 
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Threats 

ST strategy includes: 

1. Maintain the sustainable 
development management to stand 
out among the other competitors; 

2. Embrace the unique selling point 
of the destination and support the 
local creative industry;  

3. Increase the number of 
conservation activities in the 
destination to protect the 
environment; 

4. Closely monitor the social 
behavior of the local community; 

5. Set a complete guidance or 
precaution on disaster & crisis 
management 

WT strategy includes: 

1. Expand the number of staffs; 
2. Increase the productivity and 

effectiveness of work by hiring 
more professional human 
resources; 

3. Provide essential trainings 
including environmental 
education for the staffs and the 
local community; 

4. Propose for more supportive and 
environment-friendly policy 
from the government; 

5. Form an alliance with other 
CBT DMOs in Tuban as an 
exchange of ideas and also as an 
area of improvements. 

Source: Authors, 2020 
The SWOT analysis has produced several alternative sustainable development strategies for decision 

making, which later the DMO of Sendang Asmoro park will be able to choose which alternative strategies 
are appropriate to run. However, Sihombing (2015) stated that it might be difficult to run them all due to 
expensive operating costs. Welford & Ytterhus (2004) identified that DMOs need funding to kick-start the 
project. This is best conducted into finding local leaders who can begin a process of networking between 
service providers and their stakeholders. 

 
CONCLUSION 

Based on the results of this study it can be concluded that the SWOT analysis was be able to result in 
the finding of strategies to increase the selling points of Sendang Asmoro park as a sustainable community-
based tourism destination in Tuban as well as to protect the nature thorough the concept of ecotourism or 
green tourism. The SWOT analysis purposely helps the DMOs to find out the strengths, weaknesses, 
opportunities and threats that the destination possesses. It can be used to formulate better strategies on an 
effort to create Sendang Asmoro park to be more sustainable and/or environmental-friendly. Then, the 
outcomes of SWOT strategies (Table 4) showed that Sendang Asmoro park has lots of potentials to be a 
sustainable CBT destination in Tuban. This means that Sendang Asmoro park will be able to stand a powerful 
competitive advantage amongst the other CBT destinations in the town. Although all strategies proposed in 
this study are rather not easy to apply due to limited sources and funding. However, the researchers believe 
that, with the cooperative synergies from all stakeholders, those strategies may still have a huge possibility 
to be effective. 
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ABSTRACT 

Accessible Tourism is a concept of tourism that involves collaboration between 
stakeholders that facilitates the access of tourists with a specific classification such as 
mobility, vision, hearing, cognitive dimensions, permanent and temporary disability, 
elderly, obesity, family with young children, working in safer and tourists who care about 
the sustainability of the environment in conducting sightseeing activities. One of the 
destinations that have provided access for tourists who belong to the accessible tourism 
classification is Borobudur temple by providing individual access to the disability by 
building a disability accessible route. The purpose of this research is to know the 
perspective of stakeholders on the concept of accessible tourism. The method used in this 
research is a qualitative descriptive, where the primary data derived from the interview 
techniques with the informant of the stakeholders and the tourist belonging to accessible 
tourism categories. At the same time, secondary data obtained by observing 
documentation studies and data triangulation. The foundation of the theory of this 
research, we use theory according to Darcy and Dickson (2009) and Darcy (2011). From 
the data obtained by researchers, the results concluded that the concept of accessible 
tourism in Borobudur temple has begun to be noticed by the stakeholders, but has not 
been applied to the maximum, because each stakeholder still has to review the related 
matters and needed to apply the concept without damaging the temple of Borobudur as a 
world heritage. 

 
Keywords: Accessible Tourism, Borobudur Temple, Stakeholder perspective. 
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Introduction 

Background 

Accessible tourism is a tourism concept that involves collaboration between stakeholders that facilitates 
the access of tourists with a certain classification According to Darcy (2011) mobility, vision, hearing, 
cognitive dimensions, permanent and temporary disabilities, elderly, obese, families with young children, 
working in safer and tourists who care about environmental sustainability in conducting travel activities. In 
support of accessible tourism, the Office of the High Commissioner for Human Rights (OHCHR) which is 
a leading UN entity on human rights has submitted a convention called CRPD / Convention on the Rights 
of Persons with Disability to the UN so that the convention has been held since 2006. This meeting aims to 
change the world view of people with disabilities. (Quoted from un.org:2017). 

As a member state of the United Nations, Indonesia participated in supporting this convention by signing 
ratification on November 30, 2011, through Law No. 19 of 2011 which contains the ratification of the 
convention on the rights of persons with disabilities (quoted from solider.com:2019). The Law can support 
accessible tourism activities to fulfill the right of tourists to travel by Law No. 10 2009 on tourism stating 
that "freedom to travel and use leisure time in the form of travel is part of human rights", the Act can be 
concluded that everyone has the right to travel. 

One of the destinations in Indonesia that are starting to meet the rights and needs of tourists, especially 
those included in the classification of accessible tourism is Borobudur Temple. The temple, which has been 
designated by UNESCO as a world heritage site and located in Magelang (quoted from 
detiktravel.com:2019), has provided easy access for tourists, especially those with disabilities, by building a 
495m disability-only line connecting the main gate with the nearest spot to the temple. This statement is 
supported by the statement of Borobudur Temple Park Manager I Gusti Putu Ngurah Sedana who said that 
"Anyone has the same right to admire Borobudur Temple" (quoted by bisniswisata: 2018). In the 
management of Borobudur temple, several stakeholders or stakeholders are interconnected. In realizing the 
concept of accessible tourism, not just PT. Borobudur Temple Tourism Park only but other stakeholders 
certainly have different perspectives. 

According to KBBI perspective is a way of looking at a problem that occurs or a particular point of view 
used in looking at a phenomenon. Although tourism stakeholders have different points of view or 
perspectives from each other. They still have to focus on the concept of accessibility what tourists need in 
reaching destinations in Borobudur Temple to build better accessibility. With a different view from each 
tourism stakeholder, the researchers felt that there needed to research on stakeholder perspectives on the 
Concept of Accessible Tourism in the Borobudur temple area. 

 
Literature  Review 

 
1.1. Understanding Accessible Tourism 

     According to Darcy and Dickson (2009), accessible tourism is a tourism that allows all travelers to 
access a destination, including mobility, vision, hearing, and cognitive dimensions of access, which then 
functions independently and with fairness and dignity through universally designed service and tourism 
services including tourists in wheelchairs independently or with helpers, sticks or crutches, tourists with 
trolleys and heavy luggage, blind and hearing impaired, elderly, families with strollers and, pregnant women 
who often move everywhere as they see fit. This definition recognizes the importance of accessible tourism 
which requires a process based on three important values, self-reliance, equality, and dignity 

 
Then according to (Buhalis & Darcy, 2011), "Accessible tourism is a form of tourism that involves 

collaborative processes between stakeholders that enables people with access requirements, including 
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mobility, vision, hearing, and cognitive dimensions of access, to function independently and with equity and 
dignity through the delivery of universally designed tourism products, services, and environments. This 
definition adopts a whole of life approach where people through their lifespan benefit from accessible 
tourism provision. These include people with permanent and temporary disabilities, seniors, obese, families, 
with young children and those working in safer and more socially sustainably designed environments" 

"Accessible tourism is a form of tourism that involves collaborative processes between stakeholders that 
allow people with access requirements, including mobility, vision, hearing, and cognitive dimensions of 
access, to function independently and with equality and dignity through the delivery of universally designed 
tourism products, services, and the environment. This definition adopts a whole approach to life where 
people of their age benefit from the provision of accessible tourism. These include people with permanent 
and temporary disabilities, seniors, obese, families, with young children, and those working in safer and 
more socially sustainable environments. 

Which means that Accessible tourism is a tourism concept that combines collaboration between 
stakeholders that facilitates the access of tourists with a certain classification According to Darcy (2011) 
mobility, vision, hearing, cognitive dimensions, permanent and temporary disabilities, elderly, obesity, 
families with young children, working in safer and tourists who care about the sustainability of the 
environment in doing travel activities. 

In this case, our informants are people including mobility, vision, hearing, and cognitive dimensions of 
access, permanent and temporary disabilities, seniors, obese, families with young children, and those 
working in safer and more socially sustainably designed environments. 

 
1.2. Perspective Understanding 

       According to the origin of the word, the global perspective is a thorough or worldwide insight or 
perspective. But scientifically the global perspective is insightful or a thorough way of the view. Martono 
(2010) says that perspective is a way of looking at a problem that occurs or a particular point of view used 
in looking at a phenomenon. Furthermore Sumaatmadja and Winardit (2014) express perspective is a way 
of view and way of behaving towards a problem or event from the point of global interest. Then according 
to Suhanadji and Waspada TS (2004) Perspective is a way of view or insight to see a world influenced by 
several points of view namely politics, economics, culture that connects globalization. Then Aubrey Fisher 
in Ibrahim idi (2014) argues that Perspective serves to guide and virtually dictate our observations and 
understandings on existing communication phenomena.  

From the definition according to the above experts, it can be concluded that Perspective is a way of view 
and way of behaving towards an event that is influenced by several points of view such as economic, cultural 
factors and serves to guide and dictate virtually our observations and understandings on existing 
communication phenomena. 

 
1.3 Stakeholder Understanding 

       The definition of stakeholder by Bourne (2009), stakeholders are defined as individuals or groups 
that will be affected by or may affect the success or failure of organizational activities. While according to 
Hetifah (2003) stakeholders are defined as individuals, groups, or organizations that have interests, are 
involved, or influenced (positively or negatively) by development activities or programs. 

In tourism development, there is a stakeholder model with the term Penta helix. This model was first 
announced by tourism minister Arief Yahya and poured into the Regulation of the Minister of Tourism 
(Permen) of the Republic of Indonesia No. 14 of 2016 on sustainable tourism destination guidelines that to 
create orchestration and ensure the quality of activities, facilities, services, and to create experience and 
value of tourism benefits to provide benefits and benefits to the community and the environment, it is 
necessary to drive tourism system through optimization of business roles, government, community, 
academic, and media (BGCAM). 
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Methodology 

In research on the mpact of Stakeholder Perspective on the concept of accessible tourism and its 
application in Borobudur Temple using qualitative methods used to get the results of the problems examined. 
The object of this research is the Borobudur Temple, where it is the largest Buddhist temple or monument 
in the world. Designated by UNESCO as the world’s grandest and largest stupa complex, it was visited by 
pilgrims around the 9th to 11th centuries. In this research our informant representing business stakeholders 
is PT. Borobudur Prambanan Temple Tourism Park and Ratu Boko as the manager of Borobudur Temple 
area, and Difa City Tour. Then to represent the government stakeholders that we make informants is 
Borobudur Conservation Center which is a central institution in the field of conservation and preservation 
one of which is Borobudur Temple. Furthermore, community stakeholders who are used as research teams 
as informants by researchers are Solo Raya Accessible Tourism and Konek Indonesia. For academic 
stakeholders, researchers make a UGM lecturer who has researched in the field of accessible tourism as an 
informant. The last media stakeholder to be made an informant is TWC news magazine which is a medium 
to contain content about Borobudur Temple. 

Data collection techniques are divided into four techniques, namely observation, interview, 
documentation, and combined or triangulation. In this study, primary data was obtained from interview 
techniques while secondary data was obtained by conducting observations, documentation studies, and 
triangulation of data. The data collection tool used in this study is an interview guideline. Analysis of data 
used data reduction, data display, and conclusion drawing or verification. 

 
Results and Discussion 

 
Stakeholder Perspective Research and Discussion Results 

 
1. Business Stakeholder Perspective 

 
From the results of the research team in interviewing the stakeholders of two informants namely PT. 

TWC is engaged as the manager or manager of Borobudur Temple tourism park under SOEs and Difa City 
Tour which has business engaged in motorcycle taxi and travel tourism business. it is concluded that the role 
of HR is very affecting from the beginning of the path of tourists doing tourist activities to and in Borobudur 
Temple, as Difa City Tour has said most brothers and sisters with disabilities are more comfortable doing 
activities or getting services from other relatives, and this is also the hope of the Difa City Tour side of this 
business is to help relatives who have limitations to be able to make a living and prospective tourists who 
have limited to be able to do sightseeing activities in Borobudur Temple to feel comfortable when doing 
their activities.  
 

By using their services the tourists feel tailored to what they need. thus the government can cooperate 
with Difa City Tour in developing its tour and travel services. Furthermore, while inside Borobudur Temple 
pt. TWC can provide supplies to hr to help tourists who have limitations in doing their activities, for example 
just provide information about licensing letters when doing activities by bringing tourists accessible tourism 
to the altar of the temple. and participate in learning, understanding how to facilitate and provide services to 
relatives with disabilities as well as accessible tourism tourists.  

 
After being seen from both our perspectives as a research team we have the same opinion that accessible 

tourism or example one of the brothers with disabilities desperately need the suitable facilities they need to 
easily do travel activities as in existing research discussing Difa City Tour said that the existence of Ojek or 
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Tour and Travel from Difa City Tour is very needed by inclusive or accessible tourism tourists. for example, 
there is still no application of facilities while in Borobudur Temple from PT. TWC, hereby stated that in 
previous research "Some tourist destinations, for example, do not provide facilities that suit the needs of the 
disabled. These tourist destinations do not provide special paths for wheelchair or visually impaired people 
who have to walk groping with certain hands or aids". from here the stakeholder perspective thinks the same 
of a tourist's comfort by providing supplies to hr and followed along with facilities. 
 

2. Perspective of Government Stakeholders 

 
       From the results of the research team in interviewing stakeholders from one informant, namely 

Borobudur temple conservation center as a representative of the government who is reliable in managing 
Borobudur Temple, Borobudur Temple Conservation Center is tasked to supervise, make policy and do 
preservation on Temple Building to slow down the damage of Borobudur Temple building, from the results 
of the interview we did, it can be concluded that the policy or development to be made must be through a 
thoroughly mature study because Borobudur Temple itself is one of the world heritage and supervised 
directly by UNESCO. 

Therefore, the effort that must be made by Borobudur Temple Conservation Center is to slow down the 
damage to the temple, while to support the concept of accessible tourism, the conservation center itself 
always conducts monitoring or monitoring for any needs that if needed tourists that include the concept of 
accessible tourism, and in the monitoring can be done studies to know the needs of tourists included in the 
concept of accessible tourism and any activities that could damage the building of Borobudur Temple. Balai 
Konservasi also conducts a study from HR at the Conservation Center itself on how to serve tourists 
accessible tourism, how its companion, and whatever it's needed, it is still well-reviewed by the Conservation 
Center so as not to damage the temple building itself.  

The Conservation Center is also conducting a study of what it takes for people with disabilities to have 
the same experience as other tourists, such as providing special facilities for the deaf, visually impaired, and 
still in the development phase of the method. then for the facilities that have been provided by the 
Conservation Center aimed at disabled tourists while only up to the courtyard of Borobudur Temple, because 
the Conservation Center itself cannot change or add buildings in the location of the temple itself because it 
is a world heritage. Meanwhile, Balai Konservasi also expected to educate and provide access to see the 
beauty of Borobudur Temple relief to people with disabilities. 
 

3. Community Stakeholder Perspective 
       From the results of interviews conducted by researchers on three informants from two different 

communities, the first was Marthella representing konek community of Indonesia, then Dwi Aryani, and 
Transpiosa Riomandha representing Solo Raya Accessible Tourism.  Both Marthella and Dwi Ariyani have 
the perspective that the concept of accessible tourism is a tourism concept that can facilitate tourists when 
visiting a tourist destination without thinking about its limitations in any form such as people with 
disabilities, seniors, families with small children, people with certain allergies as well as pregnant and 
nursing mothers or other limitations that can prevent them from traveling. While Transpiosa Romanda has 
the perspective that the concept of accessible tourism is also a concept that facilitates tourists in accessing 
tourism as much as possible. The access he means can mean information, transportation, tickets and fees, 
entrance to his tourist location, tour location services (including roads, toilets, resting places, places to eat, 
lodging, etc.).  

From these three perspectives researchers have the same perspective where the concept of accessible 
tourism is a tourism concept that makes it easier for tourists to visit a destination without any obstacles from 
their limitations referring to the theory of Dickson and Darcy (2011) as well as from a previous study titled 
"Implementation of Accessible Tourism in TMII Jakarta" which mentions that the concept of accessible 
tourism is indeed made to facilitate tourists in tourism activities as well as the concept of tourism that can 
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be accessed about environmental adaptation and products and services to allow access, use and enjoyment 
by all users(tourists). 
 

4. Academic Stakeholder Perspective 

       Furthermore, from the perspective of the research team, only from the lecturer, Mrs. Tuti Elfrida, 
who is a lecturer at Gadjah Mada University, has the opinion that tourists prefer disabled-friendly staff and 
facilities that suit them under the pre-prosperous want to get the appropriate facilities they need when visiting 
Borobudur Temple. It is hoped that the system developed for the concept of accessible tourism must be 
comprehensive, not half-hearted, which includes tourism accessibility, availability of adequate tools and 
equipment, including training human resources. although it is known that apart from being seen from the 
Borobudur Temple, tourism supporting places such as transportation and accommodation are not all 
accessible-friendly. Although there are several facilities such as guiding block and minibus. 

It is hoped that there will be some additional facilities such as a rest area for the elderly when heading 
from zone two to the temple altar. From this perspective, the research team believes that there are already 
several facilities from heading to Magelang Borobudur Temple from the place of origin of tourists, for 
example, tourists from Jogja can use the facilities from the Difa City Tour, which hereby the existence of a 
difa bike in providing tourism services to persons with disabilities. The research team also has a perspective 
that accessible tourism for disabled groups can be implemented in all components of the tourism sector, such 
as travel agencies, accommodation, transportation, destinations, and tourism information centers. From this 
lecturer's research, it was concluded that the existence of Difa City Tour has begun to be in great demand 
and is expected to continue to support the lives of its workers and potential users of its services. 
 

5. Media Stakeholder Perspective 
To this corona pandemic, the research team was unable to obtain interview data with informants to 

represent media stakeholders. The party that should be the research team interviewed is the TWC News 
Magazine, as one of the sections under PT. TWC that we chose the magazine as a media stakeholder because 
their party is part of pt. TWC which the contents of the magazine content are valid results. 
 
 

Travelers Research and Discussion Results 

1. Occupational Safety Health Tourism, has the perspective that accessible tourism is a 
tourismconcept that can be visited by tourists with disabilities. for access available in the temple 
area, tourists consider it good enough to meet the needs of some tourists but hope the access 
and facilities provided to be improved again so that all tourists who are classified in the 
accessible tourism classification can feel it. For example, there are blind or deaf tourists, and 
so on, then they get special facilities as they need, and to add access and facilities, it is not 
expected to change the authenticity of the heritage of Borobudur Temple. 

2. Elderly tourists, from elderly tourists they expect additional facilities that are adequate for rest 
problems, then there is still equalized between ordinary tourists and tourists accessible tourism, 
which makes the elderly less concerned in tourist activities in Borobudur Temple. and many of 
them like to visit Borobudur Temple but are hindered to explore the temple because of the 
difficulty of the stairway while at the altar of the temple. 

3. Temporary disability travelers, from people with disabilities while they know very well how 
they are doing, so usually they have prepared what their special needs are. tourists with 
temporary disabilities usually do not travel alone, they are usually accompanied by people 
nearby, to handle their special needs, such as difficulty waking up when falling and so on. 
Special facilities aimed at people with disabilities have also been very helpful even though it is 
only up to the temple yard, but with the road that has been closed with iron, tourists with 
temporary disabilities can enjoy relief around the temple. 
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4. Elderly tourists and bring small children, the concept of accessible tourism is very important 
because those who come to Borobudur Temple are not just ordinary tourists, but many tourists 
who have other limitations. Therefore, maximum attention is needed to be inside the Borobudur 
Temple. 

5. The result of the conclusion of tourists accessible tourism is expected there are facilities that 
exist and by the limitations of the tourists, given more information, if there are still some tourists 
who do not know about the facilities that have in Borobudur Temple to be useful properly, and 
corrected which needs to be improved or should be replaced with more important 

 
Conclusion 

For the first question about "What is the Perspective of Tourism Business Stakeholders on the Concept 
of Accessible Tourism in Borobudur Temple?" it can be concluded that the concept of accessible tourism in 
Borobudur is expected to be handled according to SOP if it has been implemented, it is also expected that 
there is also complete information to tourists with accessible tourism classification regarding licensing letters 
to pt. twc to get special facilities provided by PT. TWC on a tour of the altar area of Borobudur Temple. 
Then with the business of Difa City Tour can be cooperation or training also teaches prospective hr accessible 
tourism-friendly, so that tourists feel safe, comfortable when interacting and given services by staff or 
workers at Borobudur Temple or when using the services of Difa City Tour. 

The second is how is the government's perspective on the concept of Accessible Tourism in Borobudur 
Temple? From the results of interviews with Balai konservasi as a government stakeholder informant under 
the ministry of education and culture, they want a restriction on the number of visits each day for general 
tourists and every month for tourists such as disabilities, because as discussed in chapter 4 that the 
Conservation Center has actually reviewed the issue of visitor restrictions but until now is still being 
reviewed and hopefully there is cooperation with pt. TWC in case of handling this. And also hope to prepare 
and improve human resources, because by improving it also facilitates the Conservation Center in preserving 
and preserving cultural heritage. 

Then the third from the community stakeholders is How is the Community Perspective on the Concept 
of Accessible Tourism in Borobudur Temple?. Although we get information from two different 
communities, in principle the parties of the community want to give their opinion to the parties who 
understand the problem of accessible tourism in Borobudur Temple for example during infrastructure 
development. their party has some input when constrained in visiting Borobudur Temple that finally they 
think there needs to be infrastructure that suits the needs of accessible tourism tourists. then for the latter is 
"How is the Academic Perspective on the Concept of Accessible Tourism in Borobudur Temple?" in the 
context of academics also argue for good human resources from PT staff. TWC or supporting transportation 
and accommodation. by already understanding what studies are needed by tourists to enjoy their travel 
activities. 
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ABSTRACT 

The tourism sector is an effective means of improvement and enhancement of the people's 
economy, especially in rural areas. Tourism development can open up jobs, develop unique 
and attractive potentials as a tourist attraction and as a tourism product. Tourism is a very 
complex and interrelated business, such as: travel, transportation, crafts, culinary, lodging, 
and so on. Seeing the very high linkages, the development of tourism businesses influences 
each other and this can be optimally utilized through careful planning and management, so 
that these linkages make a significant contribution to improving the community's economy. 
Developing tourism should be able to increase income in rural areas, expand business through 
empowering small community businesses, and create local employment opportunities. 

Babahan Village, Penebel Subdistrict, Tabanan Regency is actively developing its village 
tourism, with a Tourism Awareness Group (Pokdarwis) being submitted to the Tabanan 
Regency Tourism Office. In addition, the development of tourism potential in Babahan Village 
is being massively developed, such as: waterfalls, hot springs, crystal water, unique places, 
provision of tourism support facilities, development of local culinary delights and local 
traditions, and so on. 

In the midst of the growing tourism sector, especially in Babahan Village, unexpectedly there 
was a global disaster that hit the world, namely: the outbreak of the Covid-19 Pandemic, this 
caused almost all countries in the world including Indonesia to take steps so that its spread 
did not spread because of its spreading system. between human to human. The steps taken 
are restrictions on human movement or even completely shutting down human movement 
known as lockdown. In Indonesia, for the first time the government has announced two 
positive patient cases for Covid-19. However, University of Indonesia (UI) Epidemiologist 
Pandu Riono said the SARS-CoV-2 Corona Virus as the cause of Covid-19 had entered 
Indonesia since early January, so it is estimated that the case in early March was transmission 
through local transmission and not transmission from outside. 

This study aims to determine the role of the Babahan Village community in cultural and 
traditional activities, protecting the natural environment of the village, to determine the 
conditions of existing tourist attractions, how the community arranges these tourist 
attractions, and preparation for a new era of tourism (new normal era). The method used in 
this research is descriptive qualitative, by conducting observations / observations, interviews, 
small focus group discussions, and conducting literature analysis. 

Keywords: Role of Community, Organizing Tourist Attractions, Rural and Sustainable Tourism, 
Covid-19 Pandemic 
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INTRODUCTION 

Community participation in tourism development can increase community ownership of any development 
program that is designed and is able to control the direction of development policies. Damanik (2009) argues 
that tourism development in Indonesia is mostly facilitated by the state, while society tends to be passive as a 
result of which state-sponsored innovations face a number of crucial problems. Based on this, Raharjana (2012) 
argues that the community plays an important role in supporting tourism development, especially in controlling 
the direction of tourism development so as to minimize the negative impact of tourism activities. On the other 
hand, citizen involvement in tourism development is very important to ensure that the results obtained are in line 
with the needs and benefits of local residents. As for community participation, it does not only strengthen the 
capacity of local communities, but also increases community empowerment in joint development. 

Based on this, it is important to conduct research on community participation in tourism development. 
Community participation at each stage of development is the most important component in efforts to develop 
independence and the empowerment process (Adiyoso, 2009). However, Urmila et al. (2013) argued that local 
community participation in all stages of development starting from planning, implementation and supervision is 
often neglected, so that the role of the government in tourism management looks dominant. In fact, Wearing & 
Donald (2002) emphasized that local communities have an equally important position as the government and 
private sector as stakeholders in tourism development. If local communities are not involved in decision making, 
sustainability will not be achieved (Bianchi, 2003). This shows that the participation of local communities in 
tourism development is an essential part of achieving sustainable tourism. 

Babahan Village as one of the villages in Penebel Subdistrict, Tabanan Regency proves that the role of the 
community is needed in managing and developing tourism potential in Babahan Village, especially with the 
Covid-19 Pandemic, where people are starting to realize the need to work together -royong, to strengthen kinship 
among the community, and pay more attention to the potentials they have, which are currently not well managed 
and developed. From this situation, finally the community began to slowly but surely organize and fix their daily 
life and return to their existing identity, including arranging and fixing the tourism potential in Babahan Village. 

 

METHODOLOGY 

The data that has been collected will be analyzed using several techniques, as follows: 
 

2.1. Qualitative Descriptive Analysis 

Data analysis is the process of organizing and sorting into patterns, categories, and basic units of description, 
so that themes can be found and work hypotheses can be formulated, as suggested by the data (Nazir, 1988: 438). 
By using qualitative descriptive analysis, which is describing a phenomenon and then linking it to other 
phenomena through interpretation to describe it in a quality that is close to reality (Muhajir, 2003: 39). 

 

2.2. Literature Study 

Data analysis by taking from books, literature, and brochures that are relevant to the research, as well as the 
results of previous research which are still related to obtaining secondary data as reference, support, and 
comparison in research related to research. 
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2.3. Focus Group Discussion (FGD) 

The term Focus Group Discussion (FGD) is currently very popular and is widely used as a data analysis 
method in social research. In simple terms, FGD can be defined as a discussion that is carried out systematically 
and directed on a particular problem or issue. FGD is a form of qualitative research in which participants can 
ask questions about their attitudes towards the problems in the topic being discussed in their groups. Meanwhile, 
according to Irwanto (1998) expressing his opinion regarding the definition of focus group discussion or FGD 
is a process of gathering information on a specific problem that is very specific through group discussions. 

 

DISCUSSION 

Community development 

Empowerment is an effort to provide help to people, so that they can help themselves. Meanwhile, Narayan 
(2002) defines empowerment which refers to the choice to develop the widest possible freedom and action in 
one's life. Empowerment praxis requires conditions that can help speed up the process. This condition can run 
simultaneously and support each other in development programs using the empowerment concept approach. 
These conditions are as follows: (1) Independence of local communities, autonomy in decision-making at the 
village level, and direct democratic participation in the governance process through representation; (2) There is 
space for cultural expression and spiritual well-being and experiential social learning; (3) Access to land and 
other resources, education for change, and housing and health facilities; (4) Access to knowledge and skills 
(internal and external) to sustainably maintain stocks of natural capital and the environment; (5) Access to skills 
training, planning techniques, problem solving techniques, appropriate technology and information; and (6) 
Participation in the decision-making process by everyone. 

Factors that influence the growth and development of community participation in the development process 
require trust and opportunity to the community by the government, because society is the object of development. 
Community participation will develop if there is an opportunity for the community to participate. Community 
development programs must encourage recognition and promotion of rights and obligations to participate. 
Conditions that encourage participation are as follows: (1) People who will participate if they feel that the issue 
or activity is important; (2) People must feel that their actions will make a difference; (3) Various forms of 
participation must be recognized and appreciated; (4) People must be able to participate and be supported in their 
participation; and (5) Structures and processes should not exclude people who cannot think fast, lack self-
confidence, etc. (Theresia, 2014). 

Meanwhile, the community is motivated to participate if: (1) If the participation is carried out through an 
organization that is well known or that already exists in the community concerned; (2) Such participation 
provides direct benefits to the community concerned; (3) The benefits obtained through such participation can 
fulfill the interests of the local community; (4) In the participation process, control is guaranteed by the 
community; and (5) Community participation is reduced if they do not or do not play a role in decision making 
(Ndraha, 1987). 

 

The Role of Local Communities in Managing Tourist Attractions in Babahan Village during the 
Covid-19 Pandemic 

With the Covid-19 Pandemic this greatly affected people's lives, both the mindset and the real 
implementation of the community, especially the people of Babahan Village, where with the decline in tourist 
visits especially to Bali, many Babahan Village people were previously dominant working in the tourism sector, 
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both in hotels, restaurants, villas, and some on cruise ships, they finally returned to the village because they were 
sent home by the company where they worked. They finally started to carry out activities that returned, as the 
main activity of the community in Babahan Village is farming, starting to pay attention to the existing land they 
have, starting to see the tourism potential in the village, being more eager to organize the existing potentials. The 
following will describe the direct and indirect roles of the Babahan Village community in managing potential or 
tourist attractions during the Covid-19 pandemic, namely: 

 

a. Strengthening the Implementation of Religious Activities 

Babahan Village is a very fertile agricultural area, where this village is a neighboring village of Jatiluwih 
Village which is a World Cultural Heritage. Babahan Village is also a village that supports the World Cultural 
Heritage. The life of the agrarian community in Babahan Village is also greatly influenced by the very good soil 
fertility factor. The dominant plant planted by most of the community is rice, but in the transition period after 
the rice harvest, the people of Babahan Village also grow garlic, so that Babahan Village is also known as a 
producer of garlic. In addition to farming in wetlands as well as community agricultural activities on dry or dry 
land, many types of plants can thrive on community moorlands, where they use the produce from these fields 
for daily family food needs, such as: cassava , taro, various types of fruit plants, Balinese coffee plants, and so 
on. 

The dominant activity of the village community is cultivating agricultural land, it also affects the mindset 
and daily activities of the community towards a belief. The community is more grateful for the gifts and gifts 
from Sesuhunan who have provided fertility and good crops for the people of Babahan Village. Along with this, 
in Babahan Village there are many temples and have various historical stories related to the life of the Babahan 
Village community. The biggest temple in Babahan Village is Besikalung Temple, where this temple is one of 
the Jajar Kemiri Temples, Pura Luhur Batukaru. Pura Besikalung is the center of spiritual activity for the people 
of Babahan Village and even the surrounding villages and many also come from other districts in Bali to pray at 
Besikalung Temple. Babahan Village people really respect and believe in the existence of this Besikalung 
Temple. In connection with several events or events that occur, especially in Bali, it is often associated with the 
position of "Lingga" in the Pelinggih Utama Pura Besikalung, where sometimes the position of the direction 
facing from the Lingga is sometimes changed and used as a sign by the community, the belief of the community. 
Babahan Village is when the Lingga is tilted to the northwest, it is a sign that there will be pests attacking in 
several places and even causing crop failure and if the Lingga is tilted to the southwest, it is a sign of a natural 
disaster. This has been proven when Mount Agung erupted (Results of Interview with the Chairperson of the 
LPM, 2020). 

In Babahan Village, there is also a temple which is highly respected by the Babahan community, the name 
is Pura Jambelangu. This temple is the place of worship for the first Babahan people, the origin of the Babahan 
population. Until now, Jambelangu Temple is physically still a pile of stones and at Pelinggih to the northeast 
there is a Lingga which is a characteristic that the first Babahan community was Shiva adherents and is still 
preserved until now. In addition, there is also Pura Pejenengan which is physically still very natural which is 
also in the form of a pile of stones even the temple fences are still from plants and cannot be walled by brick or 
the like and the temple yard is also still natural in the form of soil and cannot be touched by the cement process. 
The existence of this temple is close to water sources which characterize the symbols of fertility. Therefore, 
Babahan Village is also often referred to as a Minapolitan Area (Results of Interview with Village Head, 2020). 

Apart from the temple, there is also the Tri Kahyangan Temple which is also highly respected by the people 
of Babahan Village. Babahan Village is a unique village in the layout of Tri Kahyangan Babahan Village, where 
in general in Bali the Hulu Desa or Hulu Suci Desa is in the east or north, but it is different from Babahan Village 
because Hulu Desa and Hulu Tempat The holy place is in the northwest because it is oriented towards the location 
of Pura Besikalung and Pura Beji Agung Pekiyisan which are in the northwest. Thus, the location of Pura Puseh 
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and Pura Desa is in the south and Pura Dalem is in the north, which is the uniqueness of the Tri Kahyangan 
layout. 

With the atmosphere and existence of Babahan Village, whose people are very obedient and highly 
respectful of the ancestors, in a situation like this that is currently affecting even the whole world, namely: the 
Covid-19 pandemic, the Babahan community approach to addressing this situation is with a cultural and 
traditional approach. interpreted as spiritual activity. The spiritual activities of the Babahan community are 
routinely carried out for the peace, tranquility and safety of Babahan Village, both internal to each family or 
collective in nature for the entire Babahan community. For religious ceremonies that are carried out by all 
Babahan villagers with regard to natural balance, are: 
- Merebu Bumi Ceremony; This ceremony is centered at the Village Temple, Babahan Village and is held 

every March. This ceremony is intended to carry out natural cleansing and its contents or it is called Buana 
Agung because within a year of time, there are activities or events that disrupt the balance of nature in 
Babahan Village. For this reason, a Merebu Bumi Ceremony is made to restore the disturbed or unstable 
energy balance. This ceremony is more dominant in the form of a Pecupdate whose purpose is to balance 
the Palemahan Aspect, where the Palemahan Aspect is usually very vulnerable to experiencing imbalances 
that affect the Pawongan Aspect or the harmony of community life in Babahan Village. 

- Merana Nangluk Ceremony; This ceremony is held every Tilem Sasih Keenem in the Balinese calendar 
system or around December, where the ceremony is held at the southern end of the village because in 
Babahan Village, Hulu Desa is not in the north but in the south, this is also one of the unique characteristics 
the layout of Babahan Village. The function of the Merana Nangluk Ceremony is to balance the natural 
energy that controls the plants and trees, so that they are protected from pests and diseases, so that the harvest 
from the Babahan community can be successful, because the dominant livelihood for the community is in 
the agricultural sector. 

- Ngusaba Desa / Ngusaba Nini Ceremony; This ceremony is centered in the Village Temple, Babahan Village 
and is carried out in the event of a disaster or drought in the village or there is a bad situation on agricultural 
lands. Sesuhunan in Babahan Village will "Ngelelawa" (traveling to agricultural lands) which means to be 
able to give gifts to release all disasters or calamities that hit the lands of the Babahan Village community, 
so that they return to normal and can produce abundant results with the blessing of The god who gave her 
grace and mercy. In a series of ceremonies this is carried out for 42 full days, during which 42 days the 
Ngusaba Desa / Ngusaba Nini Ceremony is not allowed to hold any Religious Ceremony, except for the 
Three-Month Ceremony. This is also one of the spiritual uniqueness of Babahan Village. 

- Ngening-Ngening Ceremony; This ceremony is to express gratitude for all the gifts and gifts from 
Sesuhunan and also to always ask for protection from Ida Sesuhunan so that the people of Babahan Village 
get guidance and protection, so that in carrying out their daily life it runs smoothly and during the Covid-19 
Pandemic is to pray So that this pandemic is not too rampant, so that it can immediately disappear from the 
earth or Buana Agung as a whole, meaning that the community carries out prayers from Babahan Village 
and its fibration for all nature. This ceremony is carried out simultaneously for the Tri Kahyangan Desa, 
Merajan Agung for each family, namely: by means of the Daksina which is offered at the holy place as a 
medium to make a request to Ida Sesuhunan, where the Daksina is a symbol of the universe. 

 

b.  Are more concerned with the attractiveness or potential of village tourism 

Babahan Village has a variety of tourist attractions that are still not optimally managed and developed. The 
existence of these tourism potentials is ignored and only occasionally people come to that place or visitors 
because they are just passing by or because they go to the fields or to the fields and happen to pass by that place. 
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Not many people know about the potential attraction that exists in Babahan Village, including the Babahan 
Village community itself. This, it may sound strange, but it is true. 

       The tourism potentials are like a beautiful girl in the middle of a forest, where not many people know 
about her existence, so that the community has not benefited from the various tourism potentials that exist in 
Babahan Village. Babahan Village itself is one of the supporting villages for World Cultural Heritage (WBD) 
because of its proximity to Jatiluwih Village. In terms of branding, it should be able to develop on the side 
because of some uniqueness. Tourism potential in Babahan Village consists of Natural Potential, namely: very 
interesting rice terraces that resemble rice terraces in Jatiluwih, 3 waterfalls (Besikalung Waterfall, Kincir 
Waterfall, and Batu Kapas Waterfall), Belangkunang Hot Water, a 1.5 km long primary irrigation stream called 
crystal water; Spiritual Potential, namely: the existence of Pura Luhur Besikalung, Pura Jambelangu; Cultural 
Potential, namely: Joged Due Dance; Artificial and Culinary Potential, namely: Bhayam Valley Ashram, Jukut 
Buwuk, Jukut Candung, Black Garlic. The various attractions or potentials that exist have not been able to 
stimulate the Babahan Village community to manage and develop this attraction. 

       The situation was different when the Covid-19 Pandemic was detected in Indonesia, namely: around 
March 2020. Almost from then on, restrictions on the movement of people between regions in Indonesia 
including Bali were affected, namely: the closing of Ngurah Rai Airport and there is an appeal to be at home. 
This has resulted in a drastic decline in tourist visits which resulted in many workers being laid off and even 
laying off because businesses in the tourism sector closed because no tourists came. With this situation, it also 
affected Babahan Village because many people who worked in the tourism sector were sent home and also other 
sectors related to tourism. From here, new awareness and concern of the community emerged about the existing 
tourism potentials. The community began to organize and clean and pay attention to these potentials. 

They began to work together to clean and make easy access to these places, such as waterfalls, hot springs, 
crystal water, and rice terraces. People do this because they want to create a place for recreation internally in the 
village because people are tired of being at home. People routinely carry out mutual cooperation activities and 
visit the place while taking photos or selfies and at the same time posting on their social media and from activities 
they do not plan and this spontaneity can attract visitors to come to each attraction. so that many visitors began 
to come. 

       Seeing these potentials and opportunities, finally the community through the Tourism Awareness Group 
(Pokdarwis) is now serious about managing and developing this tourist attraction. The priorities that are currently 
being managed and developed are crystal water, rice terraces, and Besikalung Waterfall. There is already a 
manager, ticket places have also been prepared including entrance tickets, several attractions, such as: tubing, 
water games, swimming activities, places for selling have begun to be arranged, providing parking lots, toilets, 
and other supporting facilities, have also been discussed regarding the percentage of income to the manager, 
subak, customary village, and official village. This is reversed, when the Covid-19 Pandemic was endemic, from 
here the creativity and enthusiasm of the community emerged to manage and develop tourist attractions in 
Babahan Village. 

 

c.  More Concerned with Environmental Hygiene and Health Protocols 

One of the most important benefits of developing a tourist village is the main benefit that is directly felt by 
the whole community, namely: the problem of cleanliness and environmental health. The community began to 
realize the importance of environmental cleanliness in supporting the preparation of Babahan Village as a 
Tourism Village in Tabanan Regency. Along with the outbreak of the Covid-19 Pandemic, the people of Babahan 
Village are paying more attention to the cleanliness and health of this environment. They are more concerned 
with cleanliness and health starting from their respective families. 

This is implemented by the community by maintaining their respective pirates, maintaining environmental 
cleanliness, maintaining existing waterways or gutters, so that they run smoothly and avoid flooding and the 
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outbreak of various types of diseases, especially in the rainy season. The surrounding environment is also well 
maintained and arrangements are made to beautify the face of the village which are carried out regularly by the 
community with a full sense of kinship and a sense of mutual cooperation. The community has also begun to 
implement a healthy lifestyle and the pattern of community life has also become regular. 

For health protocols, the community is very concerned and very disciplined in implementing it, such as: 
always using a mask, always washing hands, this is evidenced by the provision of a place to wash their hands 
even in almost every family, always maintaining distance and this has become a habit. Babahan Village 
community in interacting with their social environment. Also often carried out health checks for the elderly while 
providing outreach regarding this health protocol. Babahan Village also represents Tabanan Regency in the 
Covid-19 Free Village Competition. Until now, there have not been recorded any Covid-19 reactive communities 
in Babahan Village. 

 

d. More Creative in Using Land and Growing Business Spirit 

The Covid-19 pandemic can indirectly restore the essence of the daily life of the people in Babahan Village, 
where many of the people have been dismissed or laid off, which causes them to return to the village to be 
creative in order to sustain their lives and their families. There are several efforts made by the people of Babahan 
Village to survive with their lives, namely: returning to function and processing their lands or agricultural and 
plantation lands to plant several types of plants that can be used to meet community food needs, such as : planting 
sweet potatoes, planting taro, growing various types of vegetables, planting bananas, planting corn, planting 
chilies, planting garlic, and several other food needs, some also planted various types of flowers. With the current 
situation, only the people of Babahan Village in particular realize that the availability of agricultural and 
plantation lands is very important to be maintained and cared for and processed in order to produce, at least to 
meet the daily needs of the community. Because in essence it is that the traditions in Bali, especially in Babahan 
Village, are agrarian traditions that have been passed down by their ancestors. Finally, we have to return to the 
nature and identity of life in the village which has proven to have extraordinary resilience, even though in the 
midst of the Covid-19 pandemic that has hit the whole world, but in the village it can still survive because of 
these agrarian activities and traditions. . 

Because some of the people of Babahan Village are currently returning to continue their agricultural 
activities, the next opportunity for the community to make new businesses is to open home businesses by 
processing agricultural and plantation products, such as: making various types of chips, making various types of 
snacks, making various types of processed products for drinks, becoming a fruit seller, selling eggs directly in 
several areas or cities, such as: in Denpasar, Badung, Gianyar, and several other cities. With the Covid-19 
Pandemic, the creativity, innovation, and entrepreneurial spirit of the people of Babahan Village can start to 
grow and increase, to be able to help them survive in a situation like this, on the other hand it can also be an 
important asset in supporting the development of Babahan Village as a Tourism Village in Tabanan Regency, 
and to be able to raise awareness directly can manage its potential better and professionally, where life in the 
village can be developed as a livelihood that does not always have to be oriented to the city and thus, can maintain 
sustainability and the sustainability of the management and development of assets in the village and their tourist 
attractions as well as directly playing an active role in preserving and sustaining nature, socio-culture, traditions, 
customs and spirituality. 

 

e. Most Influential Jobs during Covid-19 

       With the Covid-19 Pandemic, it has greatly affected people's lives in Babahan Village, including those 
related to income or work from the community. Where the people of Babahan Village, apart from the majority 
as farmers, are also many people who work in the tourism sector, especially the youth, including working on 
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cruise ships. With the Covid-19 Pandemic, there are several jobs or sources of income for the community that 
are most affected, such as: the most affected are those who work in the tourism sector, then the next is layer hen 
breeders, and the next one is tilapia seed breeders. 

       As we know that the tourism sector is under the strongest pressure from the influence of Covid-19, 
many hotels are closed, restaurants are closed, fields related to tourism are closed, even those who work on cruise 
ships have to return home because several countries lockdowns and restrictions on docked cruise ships, so this 
forces workers in the tourism sector to return to their respective villages because many were sent home and even 
laid off, including in Babahan Village. They have no other choice, they only have one choice, namely: to return 
to Babahan Village. The way they survive is by developing businesses in agriculture and plantations, or rather 
they are now returning to cultivate the land or land they own. 

       The second sector affected by the Covid-19 Pandemic is the laying hens sector. In Babahan Village, of 
the 6 existing banjar services, there are approximately 64 layer chicken breeders, with details: Banjar Babahan 
Kangin there are about 18 breeders, Banjar Utu there are about 16 breeders, Banjar Bolangan has around 26 
breeders, and Banjar Babahan Tengah has about 4 breeders, while Banjar Dadia and Banjar Babahan Kawan do 
not have layer hens. After the outbreak of the Covid-19 Pandemic, in each banjar service, on average there were 
about 6 farmers who went out of business due to losses, this was because they could not bear the operational 
costs of production and also the eggs produced were not produced. buy or not sell. Before the outbreak of the 
Covid-19 Pandemic, according to one of the breeders (Mr. I Putu Anom Trisna Wijaya) said that he could sell 
2,100 eggs per day out of 3,000 chickens at a selling price per egg for days. the usual amount of Rp. 1,100, - and 
on holidays the price per egg can reach Rp. 1,300, -. There are collectors who take eggs directly to breeders and 
on average, farmers have 2 collectors to collect their eggs directly. These collectors will later distribute the eggs, 
such as: to Buleleng Market, State Market, Badung Market, and also to several hotels in Bali, so that with the 
Covid-19 Pandemic, people's buying interest has dropped, many hotels are closed. , and so on, so that the sales 
turnover of breeders has dropped dramatically. But the breeders who are still able to survive, they are still grateful 
because when the Covid-19 Pandemic broke out, there were many basic food assistance programs for the affected 
communities, so this is where their eggs are still sold for the needs of these basic food packages, but the price 
has indeed dropped to at Rp. 1,050 per item distributed to several villages in Tabanan and Buleleng districts. In 
addition, eggs are also sold for the needs of ceremonies and ceremonies in Bali and also because of the pig virus 
which causes many pigs to die, so that people do not dare to consume pork and also rare pork, the choice for side 
dishes is eggs, this is also what still helps egg farmers to market their products. 

       Third, those who are also affected by the outbreak of the Covid-19 Pandemic are tilapia farmers, where 
in Babahan Village, especially Subak Jambelangu in Banjar Bolangan, there are about 40 tilapia fish farmers. 
According to the account of one of the breeders (Mr. I Nyoman Sumadiasa) said that prior to the Covid-19 
Pandemic, he could sell up to 180,000 tilapia seedlings to the Kintamani area, Bangli. What is being sold is 
tilapia seed, which is called grade 9 (the size of the thumb) which costs Rp. 390, - and the grade 10 price per 
head of Rp. 450, -. It is estimated that the profit obtained from the sale of tilapia seeds is Rp. 6,000,000, - per 3 
months. To the extent that there are shortages of breeders to meet market needs, where the sales system is through 
collectors. With the Covid-19 Pandemic, these tilapia seed breeders were also affected because the demand for 
seeds was not as much as during normal conditions, there were also several diseases that attacked tilapia seeds, 
such as: viruses and fungi that attack tilapia seedlings when the rainy season arrives. and causes tilapia seeds to 
die. 
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CONCLUSION 

From the description that has been conveyed in the discussion, there are several conclusions that can be 
conveyed, which are as follows: 

1. In accordance with the concept of developing a tourist attraction and community empowerment 
that the sustainability and quality of a tourist attraction, one of the influences is related to the 
involvement of local communities who are actively involved in the management and development 
of a tourist attraction. 

2. The Babahan Village Community during the Covid-19 Pandemic was very active in managing and 
developing various attractions in Babahan Village with various activities, such as: (1) through a 
spiritual path by strengthening the implementation of religious activities; (2) more concerned with 
tourism attractions and tourism potential; (3) more concerned with environmental hygiene and 
health protocols; (4) to be more creative in utilizing agricultural lands and to grow people's business 
spirit. 

3. With the Covid-19 Pandemic there are several jobs that have been affected, namely: the most 
affected are jobs in the tourism sector, the second is a layer of layer hens, and the third is a breeder 
of tilapia fish. 
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ABSTRACT 

The concept of creativity includes broad and complex concepts that make it difficult to 
formulate exactly what creativity means, along with the definition of creativity from 
experts or researchers who have discussed the issue. Creativity is actually  part of 
something that makes it different from the others. Sometimes creativity is also referred as 
innovation because of the novelty. Bringing in tourists is not an easy work and of course 
need to use various ways and strategies. In the meantime creativity also expected to bring 
tourists so that can increase local income. The purpose of this research is to find out 
previously existing form of creativity and future innovation that will be done by the 
community also identifying ways to increase local income The method used is a 
quantative descriptive approach by sampling as many as 125 people from 650 existing 
populations.  

Keywords: Creative Economy Tourism,Tourist Interest, Local Income 

Introduction 

Creativity is a term created by Alfred North White idea to denote a force in the universe that allows the 
emergence of new actual entities based on other actual entities. Creativity is a principle of novelty. In the 
process of finding newness, creativity is absolutely there. If there is no creativity, there is no process. 
Creativity is not only about actual entity. Creativity is a force that inevitably exists in the process because of 
the existence of new actual ethics. Therefore, creativity in the philosophy of process does not have a 
character that is independent of the actual entity that gives form to its creative power. Understanding 
creativity cannot be separated from understanding the actual entity manifestation. 

This newness is what shows the actual existence of various entities in the universe. Based on past 
experiences and research results that have been done, tourism development is inseparable from the role of 
creativity and innovation in society. Where tourism is something that is unique which is not the same as 
other products. Creativity needs to be created so that tourists don't feel bored and have a need to come back 
because they hope there is something new. With continuous creativity and innovation, tourism will continue 
to grow and develop.  

Saung Angklung Udjo is an example of social entrepreneurship engaged in cultural tourism. Saung 
Angklung Udjo is located in Bandung, West Java, where since its establishment until now it has continued 
to show its concern in preserving and developing Sundanese culture, especially bamboo and angklung 
musical instruments through education and training facilities. The establishment of Saung Angklung Udjo 
provided positive things for the surrounding community, namely the availability of job opportunities for 
bamboo, angklung, and culinary traders. The research objective of this research is to analyze the application 
of the creative economy by Saung Angklung Mang Udjo. thus able to survive in the midst of globalization. 
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Literature  Review 

Freedam (1982) argues that creativity is the ability to understand the world, interact with experiential 
achievements and solve problems in new and original ways. Meanwhile, Woolfook (1984) provides a 
limitation that creativity is an individual's ability to produce something (results) that are new or original or 
solve a problem. Guilford (1976) argues that creativity is divergent ways of thinking, productive thinking, 
heuristic thinking and lateral thinking. It is also different from the opinion of Rhodes cited by Munandar 
(1987) which states that creativity is an ability in 4P, namely Person, Process, Press, and Product. According 
to Rhodes, creativity must be viewed from a creative person, creative process, creative impetus and the result 
of creativity. Cony Semiawan (1987) limits creativity as the ability to produce or create a new product. S.C. 
UtamiMunandar (in Alisyahbana, 1983) argues that creativity is the ability to change and enrich the world 
with discoveries in the field of technology, as well as discoveries in other fields. 

Hadiyati, E. (2011) stated that creativity and innovation have an effect on small entrepreneurship. 
Whereas for businesses that experience the most competition, it takes a lot of innovation and creativity from 
the players. Subali, B. (2011) in his study about assessment for learning, aims to measure the process of 
scientific skill in creativity in biology lessons at high school, in his research he observes basic abilities, skill 
processes and finds out and relates to the context of assessment learning. Sambada, D. (2012) The teaching 
and learning process is an activity that takes place involving various components that interact with each 
other to achieve goals, one of which is student creativity. Siswono, T. Y.E., &Rosyidi, A. H (2005). The 
2004 curriculum in mathematics implies the importance of student creativity, creative thinking and creative 
activity. But in its application in class there is one difficulty, namely how to assess the creativity of these 
students. Compare if there are two entrepreneurs, one is busy and anxious, but does not produce anything 
important. This is because his thoughts and ideas are not prepared and not taken seriously. Supardi, E., & 
Si, M. (2004 Sya'roni, &Sudirham, 2012). Entrepreneurs engaged in small businesses produce quite a lot of 
creative products. However, the existence of small businesses grows erratically. Many small businesses 
cannot last long and easily go bankrupt. 

Saung Angklung Udjo is a complete cultural and educational tourism destination, because it has a 
performance arena, a bamboo working center and a workshop for bamboo musical instruments. In addition, 
the presence of Saung Angklung Mang Udjo in Bandung has become more meaningful because of his 
concern to continue to preserve and develop Sundanese culture, especially Angklung, to the community 
through education and training facilities. Their vision is to become a Sundanese cultural area, especially 
bamboo culture, which is worldwide to create superior tourism in Indonesia. While their mission is to 
preserve Sundanese culture and provide information about Sundanese culture to visitors through some 
activities such as arts performance venue, a bamboo craft center, and a bamboo musical instrument class. 
As one of the traditional musical instrument performances, Saung Angklung Mang Udjo has various 
packages that are offered to visitors, namely: (a) The performance package in which in this package visitors 
are presented with a bamboo music show for one and a half hours at 15.30-17.00. Apart from that, there are 
also performances that are private with a minimum number of children of 100 people or adults at least 50 
people at the specified hours (08.00-09.30, 10.00-11.30, 13.00-14.30 and 18.30-20.00) (b) The external 
performance package in which this package takes place due to a request from a client such as an ambassador, 
government or institution at home or abroad. (c) Training package, The angklung Udjo also sells training 
packages where if visitors want to participate, they can directly contact the information party, the training 
packages include, Angklung training which is held every day from 10.00-15.00, Workshop on making 
angklung, Company visit. (d) Place rental package, Saung Angklung Udjo also rents out places such as the 
back garden area, pavilion, restaurants and souvenir shops to share various kinds of events such as weddings, 
birthdays and so on. 
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Methodology 

This study used a quantitative descriptive approach in which data was collected through interviews and 
questionnaires. Samples were taken as many as 125 people and taken randomly (random sampling). This 
research will be analyzed using non-metric test because it is considered the most suitable and appropriate 
for the data as above. ChiSquare is one type of non-parametric comparative test which is performed on two 
variables, where the data scales for the two variables are nominal. (If of 2 variables, there is 1 variable with 
a nominal scale, then a chi-square test is carried out by referring that the current is used in the test at the 
lowest degree). 
 

Results and Discussion 

Based on the results of data processing from the questionnaire that has been received, as many as 125 
respondents were obtained from tourists who came to SaungUdjo. Obtained demographic data as follows: 

 
Demographic 

Table 1. Demography 
 

  Persentage 

Gender Women 32 % 
 Man 62 % 
Age 11 - 19 Age 43 % 

 20 - 60Age 52 % 
 >60 Age 5 % 
Marital Status Married 37 % 
 Single 63 % 
Education Junior High School 25 % 
 Senior High School 52 % 
 University/High Ed 22 % 

 Others 2 % 

Job Entrepreneur 48 % 
 Employee 26 % 
 Stident 22 % 
 Others 4 % 
Source:Data processing 2020 

 
Based on the data above, it is known that the dominant respondents who came to Saung Angklung Udjo 

were male. Between 20 and 60 years old, with a married status and a high school graduate education. The 
majority of their work is self-employed. 
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Mean value of tourist perception variable 

Table 2 Mean Value 
 

Statement Mean  
Accessibility 4.44 
Infrastructure 4.35 
Attractiveness 4.43 
Cleanliness of facilities 4.32 
Safety and comfort 4.55 
Price on object 4.43 
Good management of the Saung Angklung Udjo tourist 
attraction 

4.51 

I believe that good management of the Saung Angklung 
Udjo tourist attraction can increase the income of the 
people in the Saung Angklung Udjo area. 

4.51 

Recommended Saung Angklung Udjo attraction 4.36 
Keeping Saung Angklung Udjo tourism objects from 
negative actions to the environment 

4.52 

Source:Data processing 2020 
 

Based on the data above, the lowest mean value is in the statement of cleanliness of the facilities at the 
tourist attraction which is not optimal, this is because many tourists come and go and leave garbage and 
employees do not immediately clean it, but this value is still in 4.32 where this value can still be said to be 
good. 

While the highest value is in the statement of safety and comfort at the tourist attraction with a value of 
4.5. This value illustrates that tourists are comfortable and safe when they are in a tourist attraction. This is 
in line with the situation where Saung Angklung Udjo is designed in a traditional Sundanese culture which 
makes tourists comfortable to be there. For security, Saung Udjo involves the surrounding community in its 
management so that become the main thing.  

 
Creative Economy Tourism at Saung Angklung Mang Udjo 

The forms of creative economic tourism development that have been carried out at Saung Mang 
Angklung Udjo are: 
a. Something to see  

At Saung Angklung Mang Udjo, there are art performances that can be enjoyed by tourists. The arts 
displayed are: wayang golek, helaran, Mask Dance, Angklung orchestra. This art is always displayed 
according to the set show hours. However, periodically the themes displayed are always different. This is 
done so that tourists don't get bored when they come to visit again. 
b. Something to do 

Tourists who come not only can watch art performances but also invited to do activities together. 
Activities that can be done by tourists include: Dancing together, playing Angklung together and singing 
together with the artists and performers. The most interesting activity is playing angklung together. The 
mentor provides directions that are easy for tourists to understand in playing angklung.  
c. Something to buy 

Souvenirs that are sold include key chains, fans, shirts, bracelets, sandals, bags, and angklung replicas. 
Visitors can also enjoy a variety of culinary delights at Dapoer Angklung. The food sold there varies such 
as batagor and siomay khas Bandung. Community involvement in tourism activities at Saung Angklung 
Mang Udjo has been implemented in terms of involving the surrounding community to become dancers or 
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orchestra players. The community is pre-trained in Saung Udjo for various skills. Children are trained to 
play angklung and dance. Souvenir products done by the community.  
 

Conclusion 

Based on the results of the research that has been done, the results of the study can be concluded that 
the modification of the Saung Angklung Mang Udjo show affects creative economy tourism in tourist 
attractions where the influence is as follows: 

a. The performance of Saung Angklung Mang Udjo greatly influences the emotional motives of 
the millennial generation where the millennial generation is satisfied and happy with the 
performance of Saung Angklung Mang Udjo, thereby increasing the attractiveness of creative 
tourism. 

b. The existence of the Saung Angklung Mang Udjo demonstration activity can provide 
investment opportunities, such as establishing a restaurant and a souvenir shop. 

c. The existence of the Saung Angklung Mang Udjo demonstration activity can provide 
investment opportunities, such as establishing a restaurant and a souvenir shop. 

 
Suggestion : 

a. There needs to be an increase in the role of the government, especially local governments in 
helping to promote Saung Angklung Mang Udjo on social media so that it becomes more 
effective and efficient marketing. 

b. The management could give discounts during low-season or low season.. 
c. Saung Angklung Mang Udjo continues to be noticed as a tourist attraction in the city of 

Bandung so that it can continue to preserve Sundanese culture in the form of art.  
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ABSTRACT 

The term fusion, which means union, is often used to describe the joining of elements that 
are considered unusual. As in the field of music, jazz fusion which is also often referred to 
as progressive jazz, is a music genre that developed in the late 1960s. This type of music is 
familiar to jazz lovers, when musicians combine jazz harmony and improvisation with 
other music such as rock, funk, or rhythm and blues. Not only in music, in the field of 
gastronomy and culinary art, this kind of culture crossing is also happening. Italian food 
crossed with Thai food or other countries, maybe is common for some people, but for local 
food which is then capitalized into a tourist attraction, maybe not so much. This 
phenomenon can be found in Banyuwangi, a regency that is adjacent to Bali, a tourist 
destination that is already famous worldwide. The food in question are Rujak Soto, a 
combination of salad and soup and Pecel Rawon, which is a combination of pecel and 
rawon. Maybe strange to hear, especially for people who just heard it. But once tasted, 
guaranteed it will be hard to forget. You may forget the name, but you won't forget the 
taste. The purpose of this study reveals how Banyuwangi's traditional food is used as a 
successful tourist attraction by the local government and Banyuwangi society. The data 
collection methods used were observations, desk research and interviews with a number 
of sources who were selected using the snowballing approach. The results of this study 
indicate the importance of public awareness of the importance of local food as identity, 
pride and at the same time as a source of personal income or the community's economy. 

Keywords: Alternative tourism, Creative economy, Gastronomy tourism, Pecel rawon, Rujak soto.  

INTRODUCTION 

 
Using food or associating food with tourism as a differentiator to influence travel decisions is 

increasingly being discussed in various scientific studies. Likewise, the efforts of each region to revive 
regional specialties and make it a tourist attraction, are starting to be carried out. For this reason, each region 
and country use different terms in connecting food with tourism. Concepts such as food tourism, culinary 
tourism and gastronomic tourism are used interchangeably to describe and refer to tourism related to these 
foods. 

Each country has its own special food, which tastes very diverse and very distinctive because it is 
influenced by the culture of its people. For this reason, food can become the identity of a country because it 
does not have cultural roots or is not popular in other countries. Italy identic with pizza, France with 
patisseries and wines, Japan with raw fish sashimi and sushi. Likewise, Indonesia, actually has thousands of 
delicious dishes and Indonesia's first president Soekarno immediately ordered to document them. There are 
1600 recorded food recipes owned by Indonesia after independence (Mustika, 2016). 

The pluralism of Indonesian society and culture is an obstacle for Indonesia to make specific food as its 
national identity. Especially if you trace its history, since the beginning, Indonesian cuisine was formed from 
a cross between various regional and foreign cultures (Rahman, 2018). Rendang, a dish made from meat and 
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spices from West Sumatra, has recently been touted as the most delicious food in the world (Mustinda, 2017) 
Whether this rendang will be an Indonesian identity or not,  seems like it is in the process to be one of the 
icon. 

From the side of the government itself, since Soekarno's efforts with his recipe for cuisine published in 
1967, there are no more formal efforts made by the government. Only after reformation, when Indonesia 
began to promote tourism, plans to make food as an Indonesian identity and at the same time a tourism 
attraction began to be carried out by the Ministry of Tourism (Puskompub, 2012). This step followed the 
plan of the then Minister of Pariwiasata, Marie Elka Pangestu, to make culinary a part of the creative industry 
in Indonesia. 

The reason for the inclusion of culinary in the creative industry is because in every activity, culinary 
tourism is always the main destination of tourists. For this reason, according to him, in each region there 
must be a culinary icon that can become a characteristic of the region, so that tourists can enjoy the 
uniqueness of the area they visit (Odi, 2011). Foods that were tried to be developed as Indonesian icons at 
that time included fried rice, noodles, satay, and civet coffee. 

The contribution of culinary to the economy itself is quite large and the most promising in supporting 
tourism development. Of the 16 creative economy sub-sectors developed by Indonesia, culinary is in the 
first position as the largest contributor to Gross Domestic Product (GDP), which is 41.69 percent. The second 
and third largest contributors were the fashion sub-sector by 18.15 percent, then the handicraft subsector at 
15.70 percent (Bekraf-BPS, 2018) 

Food associated with tourism is an inseparable part of society. Food certainly has historical, cultural, 
economic and community links to the area. Therefore, this culinary tourism is expected to be able to enrich 
the experience of visitors when interacting with the local community. The taste , way of cooking as well as 
the origin of raw materials and the history and cultural links will be of particular value for tourists.  

Starting from that, Banyuwangi, a district close to Bali's world tourist destinations, has dozens of local 
foods that are well known in the community. Among these foods, there is one uniqueness that is rarely found 
in other regions, namely the combination of two different foods but has a distinctive and delicious taste on 
the tongue. Rujak Soto and Pecel Rawon may sound strange to some people but it actually invites people to 
come and taste the food. The cuisine is not just a part of a marketing strategy but has something to do with 
the culture and customs of the community. For this reason, the title of this paper is made as one of the 
uniqueness and richness of our culture. 
 

RESEARCH OBJECTIVES 

 
A research is carried out to get certain goal, which is to answer the curiosity of researchers about a 

problem or phenomenon that exists in society. On one hand, it can be found that experts have done a lot of 
research on the relationship between food and tourism at both the state and regional levels but on the other 
hand, it has not been found, or if there are, still few researches results on how a region or community relates 
local food that is considered unique to be used as a tourism attraction.  

For this reason, this study tries to bridge the gap in the hope that it can reveal and analyze why and how 
the local specialties serve as a tourism attraction. This research emphasizes more on the process aspect, 
namely the steps taken by the government and the community in making food a tourism attraction, especially 
in Banyuwangi Regency. 

This research is therefore included in ethnography because it tries to understand the culture or cultural 
aspects that take place in Banyuwangi, where the actors may not be aware of its existence, because it has 
been internalized with their lives and habits. Based on that then the researcher intends to present it to others 
for further study. 
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LITERATURE REVIEW 

Food in recent years has become one of the attractions for tourists to visit an area (Pérez Gálvez et al., 
2017). In addition, food has also received recognition from the government, business and academia as an 
integral part of tourism products, as well as a means of destination differentiation. There are many benefits 
that stakeholders can get if we associate food with tourism (Hall and Mitchell, 2006). 

Local specialties are one of them. It is a very important element that can help create a sense of attraction 
and enhance the attractiveness of regional tourist destinations (Haven-Tang and Jones, 2006). It is also 
through food that tourists may be tempted to stay longer in one area because of the availability of these 
special foods and the various related activities (Hall and Mitchell, 2006).  

This fact makes food increasingly used by a number of countries and regions in developing and 
strengthening their tourism destinations. More than that, food can also be used to create mutually beneficial 
linkages between the food industry and the tourism industry (Boyne, Williams, and Hall, 2002; Hall, 
Sharples, Mitchell, Macionis, and Cambourne, 2003; Hashimoto and Telfer, 2006).  

Research that links food to tourism is growing, especially on its implications for regional development. 
This occurs because linking the food industry with tourism has the potential to increase the number of visitors 
to an area, extend length of visit and increase income (Howard, 2001). For this reason, efforts to link local 
food with tourism in this way open up great opportunities for local economic development. It was further 
reported that “tourism linked to local food helps support the livelihoods of local farmers and promotes the 
maintenance of food quality and purity (Wolf, 2002).  

In a marketing perspective, food can also be used to strengthen regional identities (Hall, Mitchell, Scott 
and Sharples 2008; Haven-Tang and Jones, 2006; Long, 2004; Sims, 2009). As Jones and Jenkins wrote: 
“Food is now widely used as a means of developing new market niches, supporting regional identities, 
developing quality tourism and sustainable tourism. In line with that, the meaning of food also continues to 
evolve from fulfilling basic needs, namely consumption of tourists to being an important element of regional 
culture "(Jones and Jenkins, 2002) 

However, there are also reports that stated food can be used as a standalone special attraction (Jones and 
Jenkins, 2002), which tourism writers call as culinary tourism (Okumus, Okumus and McKercher 2007). 
The focus of food research has since shifted to food tourism as a special interest type of tourism. Here, food 
tourism is narrowly defined, such as visits to primary and secondary food producers, food festivals, 
restaurants, and certain locations where food and food tasting are the main pull factors for traveling. (Hall 
and Mitchell, 2001).  

Seeing the significant use of food in relation to tourism and development, more and more regions around 
the world are starting to focus on linking food with tourism and using it as a competitive advantage as well 
as a means of destination differentiation. One example is done by Banyuwangi Regency, with a variety of 
unique culinary delights that are developing in its community, which they make as a tourist attraction. Other 
areas that are unconsciously can also be used as examples, such as Padang with its rendang, Jogja with its 
Gudeg, Surabaya with its Soto and so on. 

At the country level, for example, in Australia, each state and territory of Australia now has a wine and 
food tourism strategy and an agency ready to coordinate wine and food tourism (Mitchell and Hall, 2001). 
Further more, we also see in Europe and Canada has a national culinary tourism development strategy 
(Canadian Tourism Commission, 2003). 

Other countries that have included food as an important component in their tourism development 
strategy are Scotland, Wales, Great Britain, Germany and Singapore (Boyne, Hall and Williams, 2003; du 
Rand and Heath, 2006). Even some European tourist destinations, especially France, Italy and Spain have 
long been known to have used their reputation for food and wine to promote tourism (du Rand and Heath, 
2006). 

From an economic and income perspective, efforts to link food with tourism cannot be separated from 
the fact that food is an important component of overall tourist spending. A number of studies have come to 
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the conclusion that almost 100 percent of tourists, both foreign and local, do eating while traveling. Food 
and drink consistently rank first in visitor expenditure (Wolf, 2006). 

Other data or information related to the contribution of food to the economy can also be obtained from 
a study on rural tourism in England, for example. From this study it was revealed that as much as 40 percent 
of tourist expenditure is for food (Boyne & Hall, 2004). How in Southeast Asia, namely in Singapore, where 
tourism has developed, the tourists spend 13 percent of their budget on food. Even for tourists to South 
Africa, for example, research results show that international tourists who come spend an average of 8 percent 
of their budget on food, compared to a larger domestic tourist, where 24 percent they spend on food 
(Henderson, 2004) and (Du Rand, Heath and Alberts, 2003). 

A generally accepted estimation is that tourists spend on average one-third of their travel costs on food 
(Meler and Cerovic, 2003). In New Zealand, statistics show the share of total tourism spending on food and 
beverages in 2009 was 11 percent. Meanwhile, the expenditure made for accommodation is 9 percent and 
for spending on other tourism products 12 percent and retail sales 21 percent (Statistics New Zealand, 2009) 

This trend shows that tourist spending on food is the activity that is least likely to cut costs (Pyo, Uysal, 
& McLellan, 1991). What's even more striking are the findings of a study that reported that 67 percent of 
holiday makers to the UK were willing to pay more for quality food and drinks. Then between 32 percent 
and 66 percent of tourists buy or consume local food during their visit (Enteleca Research and Consultancy, 
2001) 

Starting from this fact, the efforts of one state and local government to make food as a tourism attraction 
and at the same time to increase the income of its people are not without foundation. The results of studies 
in various countries and regions have found important links between food and tourism, such as in terms of 
increasing visitors; improve visitor experience, visitor expenditure, strengthen regional identity and 
stimulate growth in other subsectors. Thus, overall food contributes to the sustainable competitiveness of a 
tourism destination (Steinmetz, 2010).  

Meanwhile, tourist attraction is described as anything that has uniqueness, beauty and value in the form 
of a diversity of natural, cultural, and man-made wealth that is the target or purpose of tourist visits.  

Tourist attraction is also defined as an effort or activity that uses something that is unique, the beauty of 
nature, culture, or man-made property owned by the community to attract tourist visits (Law 10/2009 on 
Tourism, 2009). The components of the tourism attraction itself consist of having uniqueness, authenticity, 
scarcity, and high value integrity so that it becomes a destination for tourists to come to a certain area (Palupi, 
2019).  

Although research interest in food and tourism continues to grow, there is still work to be done to focus 
more on the relationship between these two elements and has not been widely discussed in existing research. 
The element in question is a better understanding on how local governments and local communities use food 
as a medium to differentiate and develop tourism destinations. For this reason, this study intends to find 
answers to the questions posed, namely: Why and how does Banyuwangi make typical food, especially 
fusion food in Banyuwangi, as a tourism attraction. 

 
METHODOLOGY 

This is a qualitative research, to understand deeper about what is happening at the research locus 
(Irawan, 2007). Such research is also called a case study because the object of the research is unique, there 
may not be another case. There may be similarities but not exactly what happened to the object of research. 
The case here is how the government and the people of Banyuwangi Regency make their fusion food, rujak 
soto and pecel rawon as a tourist attraction.  

This research process can also be called natural inquiry because the context is natural, not artificial or 
interpretative inquiry because it involves more subjective factors from informants, research subjects or even 
the researcher himself. Researchers are more interested in asking why and how a process or phenomenon 
occurs.  
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Truth as qualitative research in this case is intersubjective, not objective truth. This means that the truth 
that is built is based on a network or series of various factors that work together such as culture and also the 
unique characteristics of an individual or organization (Wittsgentein, 1983). The reality of the truth thus 
produced is something that is perceived by the observer and not just facts that are free from context and 
interpretation.  

Attempts to explain a process, culture or phenomenon that occur in a more specific manner use an 
ethnographic approach. Researchers here are trying to understand human behavior when interacting with 
others in a community. Simply put, researchers try to understand culture or cultural aspects through a series 
of observations and interpretations of human behavior with other humans.  

As a qualitative research, this study seeks to: (1) construct the reality of socio-cultural meaning, (2) 
examine the interaction between events and processes, (3) involve complex and difficult to measure 
variables, (4) apply inductive analysis, (5) linking to context closely, (6) building natural arguments, and (7) 
prioritizing the meaning behind reality. (Robert C. Bogdan and Sari Knopp Biklen, 2003); (Norman K. 
Denzin and Yvonna S. Lincoln, 2013); (Yvonna S. Lincon and Egon G. Guba, 1985); (John W. Creswell, 
2014); (Irawan, 2007).  

The information in this research is acquired in the form of interviews, discussions and also news on 
mass media and social media related to digitalization. This study is also conducted by means of desk research 
or literature review where the researcher does not directly interview the actors but examines various data 
and information that have been published through various media, both printed and electronic, such as books, 
journals and various other publications. Data collection was carried out because it was not structured and 
rigid but was more loose in nature.  

The data analysis carried out in this study is inductive in nature, because it does not start the research by 
proposing a hypothesis to then test its truth. This last method is more known as deductive thinking. On the 
other hand, this research moves more from the bottom, by gathering various information to then look for 
patterns, laws and principles that are interrelated and then draw conclusions.  

Inductively here is done by looking for patterns contained in the data and information. Overall the 
research procedures carried out were: (1) determining the objectives of the analysis: (2) collecting data and 
information; (3) identifying conceptual evidence; (4) reduce and sort inconsistent data and information; (5) 
code the data; and (6) analyzing and interpreting the data and information that has been collected, then 
triangulating with other sources, drawing conclusions.  

The conclusions on the research results according to the qualitative paradigm are plural, diverse and 
may not be exactly the same as other researchers. The paradigm in this study is also referred to as post 
modern, because it does not deny the existence of other versions of the truth interpreted by other researchers 
(Lyotard, 1984). 
 

RESULTS AND DISCUSSION 

Tourism is used as a locomotive for development in Banyuwangi. Meanwhile, other sectors follow or 
adapt to the tourism sector. Why the tourism sector is used as the leading sector is related to the downward 
trend in oil prices on the one hand and the economic downturn in Europe when it was affected by the 2010 
world crisis. The savior of the European economy at that time was the tourism sector which was increasingly 
trending (Effendi, 2017) Not only that of course, but Banyuwangi does have a rich cultural and natural arts 
capital.  

To support the development of this tourism sector, of course there must be 4As, namely Access, 
Amenity, Attraction and auxiliary (Suwena and Widyatmaja, 2017). The amenities are done by increasing 
the number of homestays and limiting the number of hotels. This was taken so that the community 
participated in advancing tourism. Attractions, various fetivals are held in the Banyuwangi festival scheme 
which is held throughout the year so that almost two festivals are held every week. Auxiliary, namely 
additional services carried out, for example with a festival of clean toilets and other supporting facilities that 
are very much needed by tourists.  
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Human resources as tourism actors are certainly needed and for that Banyuwangi equips young people 
with tourism-related skills such as digital marketing and English language training. To support the speed of 
service between Banyuwangi's wide areas, smart kampong has also been built since 2016, through internet 
services built in 189 villages (Wahono, 2016).  

To further pamper tourists who are visiting Banyuwangi for the first time, the Banyuwangi in Your Hand 
application is ready to pamper you by providing information on tourist destinations with augmented reality 
technology (Banyuwangi Regency Government Public Relations, 2017). Through this application, tourists 
who have downloaded the application via an Android cellphone can point their cellphone in the desired 
direction and immediately receive information about the desired tourist destination.  

There are still many other additional facilities that continue to be developed including a marina beach 
in the middle of Banyuwangi which is also equipped with an amphitheater and also a port for cruise ships. 
This progressive step has significantly increased the number of tourist visits to Banyuwangi. If in 2013 the 
number of local tourists was around 500 thousand and foreign tourists around 10 thousand, in 2019 local 
tourists reached 5.4 million and foreign tourists as many as 101 thousand tourists (Humas Pemkab. 
Banyuwangi, 2020).  

As clear evidence of the growing development of tourism in Banyuwangi, it can be seen from the 
increase in per capita income in Banyuwangi, which in early 2010 was around Rp. 14 million, now it has 
jumped to Rp. 51.8 million. Poverty in Banyuwangi also decreased from 20 in the early 2010s to 7.52 percent 
in September 2019. (Novelino, 2020) This figure is much lower than the poverty rate in several areas in East 
Java Province.  

The progress of tourism in Banyuwangi certainly cannot be separated from the support of the community 
for the development programs offered by the regent of Anas which are considered in line with the aspirations 
of the Banyuwangi people. It was also coincidence that the then Minister of Tourism Arif Yahya also came 
from Banyuwangi, so that many tourism programs could also be utilized by Banyuwangi Regency (Fuadona, 
2017). The Minister was once served as President Director of PT. Telecommunications Indonesiaand  is 
known to often provide thoughts on the development of Banyuwangi (Banyuwangi Regency Public 
Relations, 2016).  

Banyuwangi has indeed become a new star in the tourism sector (Setiawan, 2019). Not only natural 
tourism is the main attraction of Banyuwangi, but also art and culture tourism as well as Banyuwangi 
specialties which are considered by many to have its own uniqueness. Among the things that are unique are 
rujak soto and pecel rawon, two fusion foods that also make prospective tourists and tourists alike to taste 
them. The people and government of Banyuwangi Regency are aware of this potential so that it is used as 
one of the tourist attractions in Banyuwangi. 

 
Actively Promoting Officials 

Like a tit for tat, the people of Banyuwangi have a high awareness of tourism so that many of them also 
make their daily activities related to tourism. For example, creating special dishes, typical tourist 
destinations, bringing back Banyuwangi traditional art, Banyuwangi culture and so on. Geographical and 
cultural proximity to Bali as a world tourist destination could be the cause. In addition, many Banyuwangi 
residents live and work in Bali or commute. As an illustration, of the enthusiasm of the community and 
district government can be seen not only in culinary rujak soto and pecel rawon but also in other culinary 
delights. 

In Kabat District, for example, the community has developed a new culinary-based tourist destination, 
namely "Kampung Lele". This tourist destination was inaugurated directly by the Regent of Banyuwangi, 
Abdullah Azwar Anas, 18 October 2018. (Satu Harapan Reporter, 2018) Anas is happy to see the enthusiasm 
of his citizens who use their land as a means of innovation to increase their income and improve their welfare.  

In line with the 100,000 fish pond program initiated by the Banyuwangi Regency Government, Anas 
hopes that the community will not only have a pond and cultivate catfish but also be able to process catfish-
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based food. "The food that I taste here is delicious, just how do we make this household processed food a 
product related to tourism" (Pemkab Editor, 2018) So everything is done in Banyuwangi to support tourism.  

Then the way  Banyuwangi Regent motivates its citizens, also seen in Kedayunan Village, Kabat 
District, Banyuwangi. Furthermore, Anas said: "If this village branding itself as Kampung Lele, it is better 
if the residents in the villages of this village also sell this catfish culinary. It would be even better if the 
catfishes were also shown to tourists through pools that were healthy and easy on the eyes "(Satu Harapan 
Reporter, 2018). This kind of support is usually done by Anas and his staff to all tourism potential, not only 
rujak soto and rawon pecel. 

 

 
Left : Rujak Soto (Jatimnet.com, 2020) and right Pecel Rawon (Souce: Media Ind, 2018)   

 
According to Anas, the idea that emerged from the people, such as in Lele Village, Kedayunan Village, 

became a special concern for him. The reason is because the ideas and enthusiasm from them can be the 
strength of each village. He further said: "We must pay attention to the creativity that comes from the people 
and support it with further development programs" (Saputra, 2018). For other culinary delights, for example, 
sego cawuk, pindang koyong, rujak soto and rawon pecel as well as other special foods that are considered 
to have potential as a tourist attraction, Anas does not hesitate to help promote them. 

Support from the local government was not only shown by the Regent but also the Head of the Fisheries 
and Food Service, Hari Cahyo Purnomo (Haorrahman and Parmin, 2018). According to him, in the tourist 
destination of Lele Village, Kedayunan Village, there are 52 catfish farmers who are members of the group, 
including housewives. They are members of the Gandrung Lele Fish Cultivator Group (Pokdadan) which is 
enthusiastic about developing catfish and its culinary products.  

Although the people of Kedayunan village try to brand their village as a catfish village, it does not 
prohibit its residents from providing other culinary delights including rujak soto and pecel rawon, because 
it is almost a common skill that people in Banyuwangi have. Even so, not all Banyuwangi residents provide 
rujak soto and rawon pecel for sale to the public. Many of them are made for the benefit of their own or 
family consumption. As for what is known to tourists, it is usually those that have been generally sold in 
stalls or cafes and can be purchased by anyone, especially tourists visiting Banyuwangi. 

Anas and the ranks of the Banyuwangi Regency Government are indeed quite diligent in promoting 
Banyuwangi cuisine. On every occasion, during speeches and also receiving guests from other regions, 
starting from the Regent, Heads of Service and also their staff, they never forgetting to insert the culinary 
promotion, culture and tourism destinations of Banyuwangi. Their breath seems to be very integrated with 
tourism, whatever service you partner with and whatever work topic you are discussing ultimately does not 
escape from tourist destinations, local culinary delights and Banyuwangi culture.  

When you make an official visit to Banyuwangi, for example, the standard question that is asked about 
the Regent or the Head of the Service and its staff is “where are you staying ?, where are you traveling? 
Have you tasted what special food? Or have you been to Ijen ?, Been to Pulau Merah and so on. It is certain 
that the conversation will be longer and discuss the potential of tourism, culinary and others. Banyuwangi 
officials do not hesitate to eat at local culinary stalls, including those located in narrow alleys. 
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This phenomenon shows that the support of the Banyuwangi Regency government for the development 
of food tourism, culinary, culture and creative industries in Banyuwangi is indeed no joke. They focus on 
tourism as the leading sector, while other sectors are directed at supporting tourism development. The 
interesting part, it is indeed and unlike in other areas or even the central government where there are often 
prominent sectoral egos, while in Banyuwangi all sectors are supporting each other. Even if there is, of 
course it is not as big as what happened in other areas. 

Banyuwangi specialties are a number of foods that come from the community and partly consist of 
unique foods that come from a combination of two different types of food, or what is known generally as 
fusion food. Many foods are made from sea fish, because Banyuwangi is located on the seafront along the 
Bali Strait. But on the other hand, there are also many typical Banyuwangi foods whose main ingredients 
are chicken and beef, including freshwater fish which shows the culture of the hinterlands.  

Culturally, fusion food in Banyuwangi is a reflection of the creativity of the people of Banyuwangi 
which is heterogen and open. Mixing and acculturation of culture is no longer a foreign item, including for 
food. Culturally, the Banyuwangi community is a mixture of Javanese, Madurese, Balinese, Arabic and 
Chinese. Banyuwangi is believed to be very open to new things including food. 

The following is a list of typical foods that are sought after by tourists and also the Banyuwangi people 
themselves, because of their unique name and delicious taste on the tongue. 
 

Table 1. Typical Food of Banyuwangi 
 

No Name or Type of Food  Main Composition and Ingredients  
01 Rujak Soto  Vegetable mixed with rujak souce with the basic ingredients of peanuts, 

petis, young banana which is crushed then doused with beef soup or soto 
babat, or soto jerohan 

02 Pecel Rawon  Rice with boiled vegetables plus pecel sauce then poured with rawon 
soup and beef slices and bean sprouts. 

03 Pecel Pitik  Chicken (free range) grilled, the chicken can then also be shredded and 
then covered with chili sauce made from grated coconut and roasted 
chilies. 

04 Bakso Soto  Beef meatballs with soup and glass noodles. Can be added with rice cake. 
05 Sego Cawuk Rice with the side dish of steamed sea fish, usually mackerel, cow gravel, 

jerky and also eggs. Then what is mandatory is grated young coconut 
which is usually mixed with anchovies and baby corn. Pindang gendam 
sauce, namely by heating sugar until it becomes caramel mixed with 
spices and tamarind. 

06 Ayam Pedas  Pieces of chicken (free range ) are grilled and then cooked in a sauce 
made from coconut milk which is not too thick and spicy chilies. You 
can add chicken liver or boiled chicken eggs. 

07 Sego Tempong  Rice with vegetables and side dishes of sea fish, shrimp, tempeh, tofu, 
salty fish and spicy tomato sauce. 

08 Pindang Koyong fish, clear slightly yellowish pindang sauce (turmeric), starfruit / 
vegetable and a little cayenne pepper. 

Source: Researcher 2020 
 
 
Hold a Culinary Festival 

Banyuwangi's abundant natural and cultural wealth has moved the Banyuwangi Regency Government 
to package it in cultural festivals throughout the year. This festival is designed to make tourists feel at home 
in Banyuwangi. They do not only live in hotels but  also be able to watch various cultural festivals that are 
held almost every week. This is of course not to mention a destination that every day can be visited and 
enjoyed by tourists such as beaches, mountains, traditional villages and various arts and cultural products 
both handicrafts and Banyuwangi specialties. 
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Gandrung Festival, Kebo-keboan, Surfing, Wayang Kulit, Batik, Mountain Bike, Kites, Jazz, clean 
toilets and many more festivals are held throughout the year. For 2020, for example, there are 123 festival 
events scheduled. That means there are two festivals a week held in Banyuwangi. This number has increased 
by 24 events compared to 2019, which was 99 festivals. Unfortunately, the 2020 festival plans did not go 
smoothly because of the Covid-19 Pandemic. 

Banyuwangi culinary specialties as a tourist attraction has been held since the beginning of 2013, the 
third year after Abdullah Azwar Anas occupied the seat of Regent in Banyuwangi. The festival, known as 
B-Fest, has received a very big response from the community so that the Banyuwangi Regency Government 
is increasingly confident in holding these annual festivals. Anas himself is quite diligent in promoting various 
natural and cultural riches including Banyuwangi specialties on various occasions. 

One of the typical Banyuwangi fusion culinary delights that is sought after by tourists visiting 
Banyuwangi is rujak soto. This one dish consists of rujak, various boiled vegetables with a special sauce 
made from salt, fried peanuts, chilies, fish paste (petis) and a little brown sugar (all mashed) then doused 
with soup which containscow’s tripe and meat. This meal is usually enjoyed during the day.  

Historically, rujak soto was known since the 1970s. Hasnan Singodimayan, a Banyuwangi cultural 
observer, explained that in the early 1970s there was a Banyuwangi regional language song with the title 
Rujak Singgol which told the names of many kinds of rujak in Banyuwangi. However, the song does not 
mention rujak soto. Rujak soto is thought to have appeared in the late 1970s from the experiments of the 
rujak maker (Rachmawati, 2014). 

Regarding the combination of the two types of eccentric food, it is true what Hasan Singodimayan said, 
in line with the verse at the end of the rujak singgol song which reads’ dorong rasane buru arane, nganeh 
anehi. Kadung arep ngicipi hang endul rasane. This means more or less, just hearing the name is intriguing, 
even more if you taste the delicious taste, please come to Banyuwangi. 

Besides rujak soto, a typical food that is widely known in the Banyuwangi community, namely sego 
tempong, which is rice with side dishes and vegetables that are given very spicy chili sauce so that when you 
eat you feel like your mouth just being slapped. At the Sego Tempong 2015 festival which involved the 
community and in traditional clothes, the famous Chef Marinka was invited to give tips so that sego tempong 
can be served in a more unique and interesting way. 

According to the Regent of Banyuwangi, the purpose of holding this festival is to motivate the public to 
continue to serve more creative and interesting specialties of the food so that they can go global. According 
to Anas, if in the past sego tempong with its very spicy chili sauce was only served in these villages, in the 
future, it is hoped that it will be better known by world tourists who come to Banyuwangi because the 
presentation is more attractive (Akmal, 2015) 

The food menu is actually simple, consisting of rice with side dishes of fried sea fish, egg, tofu and 
tempeh. Then the vegetables are long beans, eggplant, spinach or morning glory and chayote all of which 
are boiled and then doused with chili sauce. What's special about this menu is the flavor of the spices and 
sauces that differentiates it from other culinary delights 

This food dish is one of the most popular dishes and is much sought after by tourists visiting 
Banyuwangi. According to its origin, this sego tempong is said to only be served when the rice harvest 
season arrives. The farmers who have finished working hard are sent food from their homes in the form of 
this sego. This dish in the past has certainly become a special dish for farmer families who work in the fields 
(Adhon MK, 2016). 

Success in holding the Sego Tempong Festival, Banyuwangi specialties and local fruit festivals was held 
the following month and then the tumpeng rice festival and an Indonesian specialty coffee festival. The 
contest, which involves the Association of Indonesian Coffee Exporters (AEKI) and the Indonesian Coffee 
and Cocoa Research Center (Puslit Koka), tries to find the best coffees for export promotion. The participants 
are all over Indonesia and the judges from abroad, including coffee importers from different countries. 

A specialty coffee contest and coffee roaster festival are included in the series of f the "10,000 Coffee 
Festival" which is held annually at the Osing Tribe Traditional Village, a tourist destination for the 
Banyuwangi indigenous people. Regent of Banyuwangi, Anas, on the occasion stated that the event was an 
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effort to combine coffee with tourism. In addition, this event will also be an incentive for coffee farmers to 
make Banyuwangi a coffee city (Fanani, 2015). 

A culinary festival about Banyuwangi's typical fusion food that is no less exciting is the rawon pecel. 
This delicious dish made from chunks of meat with the main spices of kluwek nut then combined with the 
pecel which is the dominant seasoning of mashed fried peanuts sauce. Or vice versa, which consists of 
vegetables and bean sprouts, then mixed with rawon sauce with pieces of meat. This culinary festival with 
the theme of the rawon pecel was held in 2019 and attended by Chef Vania Wibisono who also held a 
cooking demonstration with hundreds of festival participants. Besides Chef Vania, there was also Chef 
Harko Iskandar from Hotel Aston Banyuwangi. 

Rawon pecel is indeed a combination for two different types of food, but we can't just mix it up. There 
is a special technique in cooking it, of course, the composition of the seasonings is slightly differentiated so 
that the two can combine and produce something unique and delicious on the tongue. Said by Chef Vania 
Wibisono. The presence of Chef Vania is certainly an attraction in itself, he even admits that he really 
appreciates the richness of Banyuwangi's unique culinary delights that combine two different foods. 

The Banyuwangi culinary festival that is held like this will certainly have an impact on tourism. To that 
end Chef Vania added "fusion food or combining two different foods is indeed being hit everywhere and it 
turns out that in Banyuwangi they already have one. This is very suitable for promotion as well as supporting 
tourism in Banyuwangi which is growing. The taste is also very extraordinary and for sure fusion food lovers 
will be tempted to come and taste it "(Nisa, 2019) 

Meanwhile, Chef Harko Iskandar tries to serve a more creative rawon pecel by changing it to a Western 
style while still maintaining his signature fusion food. He serves Japanese-style sushi rawon, then Croisant 
rawon. Regarding this innovation, Iskandar explained that he really wanted to show that local culinary could 
also be combined with Western food, without reducing the local flavor (Mabrur, 2019) 

What is the Banyuwangi Regency Government trying to achieve with these culinary festivals? 
According to Anas, culinary is one of the tourist attractions. This is the commitment of the local government 
to increase the competitiveness of tourism and at the same time make local food host in its own area. Through 
this festival it is hoped that the name and taste of local food will be more widely known and attract tourists 
to come to Banyuwangi (Nisa, 2019) 

Anas considered holding festivals in his own region to be more effective than promotion outside the 
region. If it is held in Banyuwangi, it can involve the community at large and on the other hand promotion 
outside will requires a large amount of money. While the community involvement will me minimum, the 
effectiveness of the outside promotion is also uncertain. For this reason, every festival held by Banyuwangi 
always includes Banyuwangi's special culinary delights (Setiawati, 2015) 

The strategy adopted by Anas will certainly be able to build awareness and at the same time involve the 
community about the potential of their own region. Sandi Faturrohman, helper cook at the Osing Deles and 
Resto café, for example, said that his participation in the Rawon Pecel Festival was not only for the 
promotion of his restaurant, but more importantly as a form of his love for Banyuwangi local culinary 
(Kurniawan, 2019). 

Festivals that are held in Banyuwangi generally do not feature a single product but also involve premium 
products produced by local Small Micro and Medium Enterprises (MSMEs) such as batik and various 
handicrafts. According to Anas, events like this are the totality of the form support to local culinary delights 
by providing a more stage for local culinary delights. Indeed, when observed, local specialties have grown 
more rapidly in the last ten years in Banyuwangi. In contrast, there are not many franchise restaurants that 
have developed in this area. 

Raising the Banyuwangi Diaspora 
Another important step that is no less interesting in the effort to advance tourism and development in 

Banyuwangi is the holding of a gathering of the Banyuwangi diaspora. This event is held regularly by the 
district government every year onthe 3rd day of Eid. This moment is chosen by calculating the first and 
second day of Eid, usually for worship and family gatherings and the third day for overseas people to attend 
Diaspora meetings at the Regency Hall. 
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The local government is keen to take advantage of the moment the people return to the villages of 
Banyuwangi to conduct a gathering to build mutual friendship and halal bihalal forums. The Regent hosted 
the event. This event has been held since 2013 and was attended by people from Banyuwangi who came 
from overseas to state officials. Arif Yahya (Minister of Tourism 2014-2019), one of the state officials who 
diligently attended the Banyuwangi Diaspora event. 

According to Arief Yahya, the Banyuwangi diaspora event is very good because it has ties that are much 
stronger than business ties. Arif Yahya said, “The diaspora event which is held once a year at the same time 
as the Eid celebration is a very effective ‘people to people connection’ to advance the region. 

At this diaspora event, the Regent usually communicates regional developments as well as what plans 
will be carried out in relation to various fields of development. A number of officials who attended, such as 
Arif Yahya, who was then Minister of Tourism, also never missed giving remarks and input related to 
development in Banyuwangi, especially the tourism sector. In essence, this event is designed to further 
strengthen love for the area of origin, namely Banyuwangi. 

This moment is also used as an event to raise solidarity and build networks to develop the region. This 
opportunity, which was attended by Banyuwangi residents in various cities and countries, would not a good 
opportunity to remember and re-introduce Banyuwangi specialties and culture to those who attended. Songs, 
dances, food, and products as well as all things Banyuwangi can be enjoyed at this event. 

The guests who attended also seemed to invite their families, such as the in-laws and relatives who were 
not residents of Banyuwangi so that this event really became a reunion and at the same time promotion for 
Banyuwangi. Their pride as citizens and part of Banyuwangi can be seen from the identity they wear, such 
as headbands, batik, and clothes that are characteristic of the Osing people, the native Banyuwangi tribe. 
 

CONCLUSION 

This research concludes that the typical Banyuwangi fusion food, namely Rujak Soto and Pecel Rawon, 
are two types of food that have a philosophy and history as well as their own appeal, at least among the 
Banyuwangi people. The open Banyuwangi community as characterized as a coastal community and at the 
same time a heterogenic society, mixing two traditions or cultures including food is not a problem. In fact, 
there is a tendency for this heterogenic Banyuwangi people to like to experiment, including in terms of food. 
Focusing on tourism as the leading sector and engaging and providing a stage for the community as tourism 
actors is one of the main keys to successfully linking food and tourism in Banyuwangi. 

Apart from their very subjective appearance and taste, in general the Banyuwangi people consider these 
two fusion food foods to be very unique and delicious on the tongue. In addition, these two types of food are 
also very well known among the Banyuwangi people. For this reason, making Rujak Soto and Pecel Rawon 
as one of the tourist attractions of Banyuwangi is also very appropriate in the view of researchers, because 
the community already knows them and is proud to make these two foods part of their culture. Even in the 
Banyuwangi Diaspora event which is held annually, these steps have received positive responses as shown 
by the arrival and enthusiasm of the diaspora. 

Associating food with tourism has long been in other countries or regions in various parts of the world. 
For Banyuwangi Regency, which in the last decade has been actively developing its tourism, this is 
something new. The direct involvement of the government with the community and more than that the 
collective awareness between the Banyuwangi Regency government and its people is certainly an interesting 
phenomenon, especially in terms of associating food with tourism. This may become another study and the 
researcher can dig deeper on this subjects. 

The steps taken by the Banyuwangi Regency government in linking food as a tourism attraction are not 
only for these two types of fusion food, namely the Rujak Soto food and Pecel Rawon food. This food are 
only two among the many specialties in Banyuwangi. Efforts to link food with tourism are also carried out 
systematically and by design, namely through a number of food festivals involving food celebrities, namely 
Chefs who often appear on television and also by linking food with other annual festivals whose schedules 
have been compiled by the Banyuwangi Regency Government. 
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In the perspective of knowledge creation, outreach, externalization, combination and internalization 
carried out by the Banyuwangi Regency government through various media and also inviting a number of 
well-known chefs to provide skill and quality improvements as well as a promotional event, has gone well. 
Likewise, the endorsement of officials starting from the Regent, Head of Service and staff by eating at typical 
culinary places and telling the public and tourists who come to Banyuwangi is an appreciation to the 
community and in return the public support all of the government program.  
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ABSTRACT 

This research examines Indonesian's decentralisation policy (the Village Law no 6 of 2014) 
and its influence on tourism in rural destinations. Decentralisation is critical to securing 
sustainable tourism development and enhancing the democratic process in less developed 
countries requiring bottom-up planning and decision making. Indonesia has decentralised 
– transfer the power, authority, administrative, and financial from the central government 
to the local government since 1999. In 2014, Indonesia enacted the village law. The Village 
law was intended to strengthen the village's legal status by offering greater responsibility 
and authority, to recognise the village's traditional rights, and empower the local people 
to meet their need and preference in the local development, reducing social inequality and 
poverty. The focus of the research is how the rural community participate in planning and 
decision-making process in the rural development particularly in tourism development in 
a rural area in Indonesia is influenced by the law and how the Village Law could support 
the rural communities to develop any tourism activities/development in their area. This 
research uses qualitative methods to develop a theoretical framework defining the critical 
points at which community involvement in rural tourism development can be enhanced 
when the decentralisation's policy is implemented. Primary data was gathered in the two 
rural tourism destinations in Indonesia. The two rural tourism destinations have been 
selected according to their tourism development trajectory stage. This research has 
analysed the advantage and disadvantage, the implications, and the process of policy 
formulation that can emerge from the implementation of the policy for tourism rural 
community's engagement in Indonesia, as well as will contribute to theory by delimiting 
the essential pre-requisites to support rural tourism communities in maximizing the 
benefits from policy decentralisation. 

 
Keywords: Decentralisation, village law, rural tourism, community participation, empowerment, 
Themes: Community Participation in Tourism Development  

INTRODUCTION  

Background  

Decentralisation is defined as a means to reform or restructure local government systems to foster 
development, enhance economic growth and support the establishment of democratic systems (Rondinelli, 
1981; Conyers, 1983; Estache & Sinha, 1995). In the last fifty years, there has been a significant increase in 
the introduction of decentralisation system. Current estimates do not exist, but at the turn of the Century, it 
was thought that 80% of countries worldwide are pursuing a decentralisation agenda in some form (Sutiyo, 
2014). Developing countries, in particular, have tended to implement decentralised approaches, as noted by 
a range of authors (Crook, 2003; Rodden, 2004; Faguet & Shanchez, 2008; Cheema and Rondinelli, 2007; 
Mookherjee, 2015) including Indonesia. Indonesia government has decentralised its government system with 
the passing of the Autonomy Act no 22 the year 1999, which offer greater power and authority to the local 
government. 
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Decentralisation has gained particular traction among countries previously colonised by external states 
or subjected to long periods of authoritarian rule.  These countries tend to be characterised by a centralised 
government planning and administration process (Rondinelli, 1981; Conyers, 1983). Decentralisation gives 
the local government greater authority to manage their affairs according to the needs of the local community 
or citizen. 

The decentralisation’s concepts as the tool to promote development and democracy have been widely 
conceived particularly in developing countries (Litvack et al., 1998; world bank, 1995; Ito, 2011) although 
it is having not a guarantee of the success of development or rural development (Jutting et al., 2005: Sutiyo 
and Maharjan, 2017). In some regions, decentralisation has contributed to poverty alleviation; however, the 
negative impacts also occurred in many regions (Jutting et al., 2005). Although necessary, democratisation 
and decentralisation are not the main factors to reduce poverty and tool for developing rural areas 
(Antlov,2003). Scholars suggest citizen involvement in public policy and decision making in local 
governance (Antlov,2003; Ito, 2011; Sutiyo & Maharjan, 2017, Widianingsih, 2014), to control their 
preferences in any development process. 

There are three dimensions of decentralisation applied; political, administrative and fiscal. Although 
that the three dimensions have been transferred to the local government, therefore, there some critical sectors 
which still retain control over by the Central government; foreign policy, religions, security and defences, 
monetary policy and the legal system. Other than those sectors such as education, public health, tourism, 
public work, the environment are transferred to the local government. Tourism is an affair that is included 
in an optional concurrent affair. Its means, any tourism planning and policy is part of the responsible of the 
local government in order to develop their local area.  

This study aims to examine the decentralisation policy of the Indonesia Government (Village Law, no 
6-year 2014) and assess the extent to which this has influenced the nexus of power in tourism planning and 
decision making in rural communities. 

 
RESEARCH OBJECTIVES 

The objectives of the research are to analyse the advantages and disadvantages that can emerge from 
policy decentralisation for rural communities engaged in tourism in Indonesia and to contribute to theory by 
delimiting the essential pre-requisites necessary to support rural tourism communities in maximising the 
benefits from policy decentralisation. 

 
LITERATURE REVIEWS 

Decentralisation is defined as a transfer of national government’s power, the authority of public function 
and financial resources from the national government to a sub-level of government and/or non-government 
institutions or actors including in some instances the private sector and non-government organisations 
(Rondinelli, 1981, 1983, 1999; Rondinelli, and Cheema 1983; Conyers, 1984, 1986; Crook and Manor, 1998; 
Crook, 1999; Cheema and Rondinelli, 2007 ). It is clear from the literature that – with appropriate 
frameworks to secure good governance - decentralisation can support the strengthening of local governance 
processes and other institutional arrangements. In these instances, decentralisation can be a part of a package 
of measures that promote more socially equitable economic growth, foster development, enhancing 
democratic processes, deliver responsive and transparent local government structures as well as enhance 
good governance country-wide (Rondinelli, 1981a; Conyers, 1983; Estache & Sinha, 1995; Litvack, Ahmad 
& Bird, 1998; Oyugi, 2000; Ayee, 2003; Aubut, 2004b; Grindle, 2007; Smoke, 2015). When it is done well, 
decentralisation can also enhance governance processes by encouraging contributions from civil society and 
actively nurturing public participation in economic development planning and decision making (Hadiz, 
2004; Green, 2005; Cheema and Rondinelli, 2007). 

The study of the implementation or influence of decentralisation on tourism has interested in several 
different disciplines. The interesting of scholars in this topic is due to the increasing number of countries 
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which has decentralised their government system, particularly in less developing countries and 
accommodating tourism as the critical factor to enhance their national economies. There is a wide range of 
literature that discusses the importance of decentralisation as an essential element to ensure effective tourism 
development, particularly in developing countries. These texts are associate decentralisation with the transfer 
of authority in administrative, political and financial issues from central to lower level of government - 
(Dieke, 2000; Tosun & Dallen, 2001; Tosun, 2006; Barrosa & Dieke, 2008; Furqan & Mat Som, 2010; 
Kimbu & Ngasoang, 2013). Some researchers in tourism, recognise that decentralisation is critical to 
securing and strengthening sustainable tourism development particularly in developing world (Tosun & 
Timothy, 2001; Hampton, 2005; Tosun, 2006; Yuksel et al., 2005; Barros & Dieke, 2008; Furqan & Mat 
Som, 2010; Kimbu and Ngoasong, 2013, Pastras & Bramwell, 2013). Decentralisation also has been 
recommended by scholars as a means to deliver effective and efficient community participation in tourism 
development through delegating the central authority and responsibility to a lower level of government 
system (Yuksel and Yuksel, 2000; Furqan and Mat Som, 2010; Ndivo and Okech, 2019). Moreover, 
decentralisation has also been viewed as a strategy to manage tourism effectively (Furqan and Mat Som, 
2010), and enhancing policymaking and improving responsiveness to citizen needs and demands (Moscardo, 
2011). However, theoretical development regarding the normative foundations and scope of decentralisation 
in tourism has yet to be undertaken in the context of tourism development, planning and policy, and 
concerning the situated in the developing countries.  

Scholars recognise the decentralisation process requiring bottom-up planning and decision making 
(Vernon, Essex, Pinder, and Curry, 2005; Yüksel, Bramwell, and Yüksel, 2005), thus giving local 
communities an active ‘voice’ (Hall, 2005). Few studies explore how bottom-up approaches can be 
practically implemented in rural tourism destinations when the policy is decentralised to provide the desired 
outcome of greater community participation and empowerment (Jamal, and Getz, 1999; Jackson, 2006). 
Experiences in decentralising tourism decision making, however, demonstrate that there is a significant gap 
between theory and practice (Yüksel, and Yüksel, 2000; Yüksel, Bramwell, and Yüksel, 2005). 

In particular, there are gaps in knowledge about; the role and function each level of government plays 
in tourism development and delivery, the level of authority provided to the community, the resources 
available to deliver tourism policies, the legitimacy of those who make decisions within communities and 
the efficiency, responsiveness and flexibility of decentralised tourism policy mechanisms (Henderson, 
2003). There are also widely differing views about what constitutes effective community participation and 
how communities within decentralised systems interact with the local and regional governments (Tosun, 
1999; Tosun, 2000). 

Having a greater authority, the local government could involve their local understanding and 
preferences, as well as local communities needs into their tourism development plan. Accommodating the 
local issues will be a convenient way in order to offer more significant benefits to the local citizen. Any 
planning and policies made by the local government should include the local community’s opinion, idea, 
thought and reflection of what are the local community’s requirement. The local communities should have 
the maximum advantages from the tourism development which developed in their area. The authority which 
has been transferred to the local government will involve the potential local resources into the planning and 
policy made by the local government.  Thus, the devolution of power, authority and responsibilities are 
meant to support the local tourism development.  

However, from the empirical research concerning the decentralisation and tourism development in 
Indonesia in some areas, reveal that some factors limited the implementation of decentralisation. A study in 
Berau, East Kalimantan reveal that the limited authority, and adequate funding and the long bureaucracy 
from local government to sub-district government cause the delay in the development of tourism in this area 
(Wibowo, Wannasubchae & Pampasit, 2018). Furqan and Mat Som (2010) argue that decentralisation 
support tourism growth in the Lombok Island, however, they suggest that the legal framework should be 
improved in order to spell out the local autonomy law and legitimate local institutions including the 
empowerment and revitalisation’s program. They also suggest accommodating the political understanding 
and technical adjustment of the local community into it. Furqan and Matsom also concluded that 
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decentralisation is considered as the appropriate form for remote tourism destination and strengthening 
tourism destination in the large geography area such as Indonesia. However, Furqan and Matsom’s study 
only examined the influence of the decentralisation in tourism development in small Island from the policy 
implementation and the role of central and local government. 

While many authors (Keogh, 1990; Simmons, 1994; Tosun, 1999, 2000, 2006; Goodwin, 2002; Timothy 
and Tosun, 2003; Cole, 2006) have focused extensively on the dynamics within communities, for the most 
part, they have not explored the connection and interaction between the local community and local 
government within a decentralised system. Few researchers have addressed the significance of the 
decentralisation process itself, nor examined how the hand-over of decision-making power occurs and how 
this impact on the outcome of the policy (Yuksel and Yuksel, 2000, 2005; Yuksel, Bramwel and Yuksel, 
2005; Furqan and Mat Som, 2010; Ndivo and Okech 2019). 

This study focuses on tourism-related decentralisation in Indonesia, particularly the influence of the 
decentralisation policy to the nexus of power in tourism in a rural tourism destination. This study will 
examine the influence of the policy to the nexus of power in tourism in rural communities.  

This study will inform what the pre-requisite to support rural communities in the tourism destination in 
maximising the benefits from the decentralisation is and what is the advantages or disadvantages from the 
decentralisation policy for rural communities in the decentralised government system, particularly in the 
developing countries. 
 

METHODOLOGY 

This research has an exploratory research design. The research design involves the researcher in finding 
out “what is happening; to seek new insights; to ask questions, and to assess phenomenon in a new light” 
(Robson 2002, p. 59). It requires the researcher to gain a detailed understanding not only of what is 
happening, but also of why it might be happening and how it is influenced by other factors (Saunders, Lewis, 
and Thornhill, 2012). When effectively designed, exploratory studies can adapt to new knowledge and data, 
thus allowing the researcher to seek to gain new insights as information emerges (Saunders, Lewis, and 
Thornhill, 2012). As such, exploratory research allows new knowledge to form and be tested from 
experiences during the research implementation phase, rather than expecting them to emerge from secondary 
data before the researcher enters the field or from data analysis that is completed once the research 
implementation phase has completed (John and Lee-Ross, 1994). 

Given the aims and objectives of this study, a case study research design applied, focusing on two 
villages in Indonesia. The case study helps to create an understanding of specific and unique features of the 
object of the study, sometimes allowing the researcher to draw out analysis that has broader applicability 
(Finn, Elliot-White, Walton, 2000; Creswell.2013). The unique context of the Village Law in Indonesia 
combines with the paucity of extant research about its implementation and the complexity of views about its 
impact to make a case study approach particularly appropriate for this study.  

A case study applied to examine the opinions of the village’s stakeholders and activities in some depth 
in the specific settings related to the implementation of the village law. It was considered that the case study 
examined in two locations in Indonesia generated information about the village law implementation that can 
be more widely generalised in other locations in Indonesia, and that may also have implications for tourism 
development in rural communities. 

The site selection is finding one person or more people or a place or more places to study that has a light 
on a particular issue being explored (Jennings, 2001). In order to achieve the research objectives, this 
research applied multi-case studies and focussed on two villages in Indonesia for detailed study. The detailed 
study included examining the implementation of the village law in the village, the role of each level of 
government, their capabilities to carry decentralisation task, their participation in the development process, 
and their capacities, with these issues assessed from the various stakeholder’s perspective involved in 
tourism and development activities in the village. This is underpinned by an extensive analysis of literature, 
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policy, and other legal documents about the decentralisation process, particularly in Indonesia (used to 
design the research tools). Therefore, the case study was conducted in the two different places, and these 
villages have been purposively selected according to their tourism development trajectory; 

Nglangeran Village, Gunung Kidul Regency, Yogyakarta Province, is representative of a village in 
which tourism is proliferating.  

Sinar Resmi Village, Sukabumi Regency, West Java Province, is representative of a village in which at 
the beginning of its tourism development cycle. 

Both of the villages were similar in some respect, particularly in that they were both located within 
conservation areas, and have specific local cultures and exciting tourist objects which has attracted the 
visitor.  

This research applied the qualitative method as this study sought to examine the influence of the village 
law 2014, and responses to tourism development from the perspective of rural tourism stakeholders. The 
data collection instruments in this research included the primary data from interviews, and observation, the 
secondary data from the document, laws, policies, local regulations, and other related documents. The use 
of multi-data sources increased the range of the materials available for analysis, and it facilitated the cross-
checking on interpretation. The choice of each method to data collection, however, had specific implications 
for the research. 

There are three different stages of data collection; the first stage; expert insight into the decentralisation 
and tourism development in rural destination. The researcher has conducted three in-depth interviews 
(approximately 1 hour 15 minutes each) with one decentralisation’s expert, one tourism’s expert and one 
expert from Non – Government Organization (Village assistance program) to understand their perspective 
on Indonesia’s decentralisation and village law 6/2014 and its influence in tourism. The second stage; the 
main case study. Within this phase, primary data gathered in two villages in a different province, both of 
which have been implementing the village decentralisation policy since 2015. There were eight interviewees 
in each of village including the Head of the village, two interviewees from the district government apparatus 
and two interviewees from provincial government apparatus. In total, there were twenty-four interviews 
from both fieldwork location, each of at least 30 minutes up to 2 hours duration. The interviewees have 
chosen because of their involvement with rural community activities, particularly tourism-related activities. 
In this stage, the researcher conducted the participant observation in each village for three weeks and four 
weeks. The researched observed the local people participate in the tourism development activities as well as 
in the neighbourhood and village meetings during this period. 

The researcher has analysed the Village law no. 6 the year 2014 using thematic analysis (Braun & 
Clarke, 2006) to investigate what significant mentioned in the law which supports the rural communities, 
particularly in tourism development. Data analysis consists of “examining, categorising, tabulating, or 
otherwise recombining evidence to produce empirically based finding” (Yin, 2014, p. 132).   The critical 
finding which emerged from this analysis has helped in bringing out the context and associated with relevant 
decentralisation issues in the rural communities. 

The massive number of information has generated by the twenty-seven interviews and observation data 
needed to be interpreted and analysed. All the recorded interviews have been transcribed into text, and the 
field notes of observation have been transferred into narrative text. The process of transcribing into the text 
has applied to make the analysis process more straightforward, although these processes were time-
consuming. All the data coded manually using Braun & Clarke (2006) six-phase approach to thematic 
analysis. The thematic analysis goal is to identify themes and use the themes to explain something about the 
issues (Braun & Clarke, 2012). The critical finding which emerged from this analysis has helped in bringing 
out the context and associated with relevant decentralisation issues in the rural communities. 
 

RESULTS AND DISCUSSION 

Preliminary analysis of the village law no 6 the year 2014 has identified five key issues; the greater 
authority, direct financial transfer, village development, Local participatory, community-driven 
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development and empowerment, and transparency. Those key issues have influence significant in the process 
of planning and decision making of village development and the village governance. The greater authority 
which has been transferred to the village has to strengthen the status of the village, offering greater 
responsibility and authority to the village and recognizing the customary village’s governance management. 
As seen in Law 6 of the year 2014 in the article 1/1; it mentioned that the authority of the village called the 
power based on the right origin, including village governance, village development, and implementation. It 
is also recognized as village-scale local power, which is commissioned by the upper level of government 
following the provision of the legislation.  As mentioned in the article 18, “the village authority including in 
the field of implementation of village government, implementation of village development, village 
community development and empowerment of village community based on community initiates, rights of 
origin and village customs.” The authority assigned by the central, provincial, or regency government as 
well as other power assigned by the central, provincial, and regency government.   

Having greater authority is followed by the financial direct transfer or Village fund which has provided 
in the village law. The greater authority and finance to strengthen public service delivery to citizens at the 
lowest level as well as reducing poverty and social inequity. The state government allocated a state budget 
for every village (article 72/b of law 6 of 2014) to make a village-based program effective.  The budget 
allocations, as referred to in paragraph 1/b, shall be sourced from Central Expenditure by making effective 
village-based programs on an equitable and fair basis. 

The Village law also mentioned that the village development should be an effort to increase the quality 
of life and to the welfare of the village community (Art 1/8 of law 6 of 2014). Village law was intended to 
change the concept of authority in the government system to promote development. According to the Law 
art 78, the “Village Development aims to improve the welfare of the Village community and the quality of 
human life and reduce poverty through the fulfilment of basic needs, development of Village infrastructure, 
local economic development potential, as well as the use of natural resources and the environment in a 
sustainable manner”. The infrastructure’s development in the village will enhance the quality of public 
service to the citizen as well as the improvement of the village economy. 

The Village law consists of the community-driven development principle such as local participatory in 
planning and decision making, community facilitation and oversight, village level project implementing, and 
inter-village collaboration. The law also has given the village community empowerment to improve access 
to services and economic activity (Art. 78. 3). Village empowerment according to the law (art.1.12) “Village 
empowerment shall be an effort to develop the independence and wellbeing of the community by enhancing 
the knowledge, attitudes, skills, behaviour ability, awareness and utilizing resources through the 
establishment of policies, programs, activities, and assistance following the essence of the problem and the 
priority needs of the village community.” 

The law obliges the village government to practice the excellent governance’s concept; accountability, 
transparency, and participation to conduct public administration, village development, and community 
empowerment (art 68/1 of law 6 of 2014) “ the village community shall be entitled to (a). request and obtain 
information from the Village Government and to oversee the implementation of the Government Village 
activities, Village Development, Village community development and empowerment of Village community; 
(b). obtain the same and fair services; (c). express their aspirations, suggestions, and opinions orally or in 
writing responsibly on the implementation of activities Village Government, the implementation of Village 
Development, Village community development, and empowerment of Village community”. 

These five key issues; the greater authority, direct financial transfer, village development, Local 
participatory, community-driven development and empowerment, and transparency is significant if the 
villagers can apply it in their village development including if they want to develop their village to be a 
tourism destination. 
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CONCLUSION 

Decentralisation as critical to securing and strengthening rural tourism development, particularly in the 
developing world. Decentralisation process requiring bottom-up planning and decision making from the 
local community, particularly in rural tourism destinations when the policy is decentralised to provide the 
desired outcome of greater community participation and empowerment. From the preliminary analysed and 
finding, there are four critical issues mentioned in the Law which can support the villager when they want 
to develop their village to be a tourism destination. Those issues are the greater authority, direct financial 
transfer, village development, local participatory, community-driven development and empowerment, and 
transparency. 
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Abstract 

Ampo, a highly endangered tradition in the city of Tuban, is gradually disregarded by its 
community. Ampo is a traditional snack made of clay. The people of Tuban has been 
known to consume the clay-made snack for centuries, back to the period of Dutch 
colonialization in Indonesia. Some experts believed that public attitude determines the 
extinction of a culture, therefore the act of preservation is vital prone to sustain the 
treasured tradition. This study was held from August to September 2019 involving 400 
samples described as the residents of Tuban. Survey questionnaire was utilized to collect 
the data for the study. Next, the data analysis comprised of both descriptive and inferential 
statistics using SPSS version 23. The results discovered that the attitude of the local 
community in Tuban can be described as negative towards Ampo. Consequently, the 
researchers applied a multi-regression test to investigate the relationship between the 
social-economy factors including gender, age, education level, occupation, monthly 
income and the attitude towards Ampo. The respective test resulted in a rejection of the 
null hypotheses whereby significant relationship can be found between the social-
economy factors and the attitude of the local community in Tuban towards Ampo. Lastly, 
the researchers emphasized that this study is indispensable as a report to all stakeholders 
including the local community, business operators, and particularly the reserved authority 
in Tuban to take necessary actions in order to conserve the respective tradition, this might 
include the modification of policy and planning related to culture protection as well as 
incorporating tourism industry to transform the current public attitude towards Ampo. 

Keywords: Attitude, Local Community, Cultural Extinction, Social-Economy Factors, 
Unique Tradition. 

Themes:Cultural & Heritage Tourism, Heritage & Creative Tourism 

INTRODUCTION 

Research Background 

Tuban is one of the districts in the administrative region of East Java Province of Indonesia. It is located 
on the northern coastline of Java island. The population of Tuban is approximately 1.240.000 (“Profil 
Tuban”, 2018). Tuban is relatively small in terms of demographic and economic but it comprises rich 
cultures and heritage, particularly the Javanese culture. In the past, Tuban role as one of the major port cities 
where many people from different places came for trading and exchanging cultures. There are some 
traditions that the local community still practicing until today but many are also significantly endangered, 
including Ampo. According to Kamus Besar Bahasa Indonesia (The Indonesian Standard Dictionary), Ampo 
is described as red clay which can be eaten as medicine; marl1. Ampo mainly consists of clay that has been 

 
1 Marl or marlstone is a calcium carbonate or lime-rich mud or mudstone which contains variable amounts of clays and silt. 
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cleaned from stone, sand, and other impurities then formed by a solid beam. The clay is shaved using bamboo 
so that raw Ampo sticks could be formed. Next, Ampo sticks are baked with baking pan. The people usually 
eat Ampo along with their coffee or tea in the afternoon. A bag of Ampo normally costs about IDR 8.000-
10.000. It can be found in some traditional markets, especially around the area of Seamnding sub-district. 
The phenomenon of eating Ampo can be scientifically associated with ‘geopaghy’. It is known that there is 
a huge desire to eat clay, it turns out to be a habit that has long existed. Although this habit is quite unusual, 
it has a positive effect on digestion. Geophagy is usually experienced by women in their early pregnancy or 
children. Clay has the effect of comforting the stomach and helps protect the culprit from viruses and bacteria 
(“Makan Tanah Liat Baik Untuk Pencernaan?”, 2011). Azzahro (2015) also added that some people believe 
that Ampo is able to strengthen their digestive system. Eating clay is also assumed to be a medicine for 
several types of diseases. Despites from those benefits of Ampo, many have argued that Ampo is slowly 
disregarded by the local community in Tuban. To date, there are only few people left selling and buying 
Ampo. This might be caused by the modern lifestyle and the rapid development of the society where the 
habits of the local people have shifted throughout the time. The local community doesn’t seem to favor 
eating Ampo anymore. Therefore, Ampo is a dying culture that needs to be saved, far more endangered than 
other distinctive local products from Tuban such as Batik Gedhog (fabric with traditional motives) or Legen, 
a typical drink derived from coconut-like fruit called ‘Siwalan’.  

This paper can be identified as a descriptive study with quantitative approach. Then, this study comprises 
these following questions: (1) what is the attitude of the local community in Tuban towards Ampo? (2) to 
what degree is the significance of the relationship between social-economy factors (gender, age, education, 
occupation, & monthly income) and the attitude of the local community in Tuban towards Ampo? (3) where 
changes can be adjusted to preserve Ampo, and how it can be promoted? Then, the significance of this study 
can be generally described into two categories: the academic and practical significance. The academic 
significance denotes the idea that there is a lack of academic studies conducted in regard to the extinction of 
Ampo as a tradition and the authors are hoping to fill this gap and to slightly make contribution to the relevant 
study field. On the other hand, the practical significance presents the recommendation for all stakeholders 
including the local residents to raise more awareness and participate in the social campaign in preventing 
Ampo from extinction, the business operators to improve the management of producing and marketing 
Ampo, and the local government to protect the culture through concreate acts and appropriate programs or 
policies on preserving Ampo as an endangered tradition. Finally, the ultimate aim of this study is to increase 
the awareness of the treat of Ampo from being extinct based on the assessment of the attitudes of its own 
community in this modern era. Moreover, this study can also serve as a reference for all stakeholders to take 
more serious actions in sustaining the tradition, especially the local government to take better planning and 
policy related to the preservation of Tuban’s culture and heritage including Ampo.  

 
LITERATURE REVIEW 

Cultural Extinction 

Culture is generally known as the whole complex of traditional behavior which has been developed by 
the human race and is successively learned by each generation (Brumann, 1999: Mead, 2002: Birukou, et 
al., 2013). Meanwhile, Meriam-Webster Dictionary described extinction as the condition or fact of being 
extinct or extinguished and also the process of becoming extinct. Then, we could observe that cultural 
extinction is a degrading process of certain traditional behavior that is passed from one generation to another 
within a society. This can be supported by Hartley & Potts (2014) who identified cultural extinction as the 
risk or actuality of complete loss of a culture, which in anthropology is understood as a failure of copying or 
social learning to replicate a culture. 
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Attitude Studies 

Attitude is a choice or action taken by an individual in providing a reaction to a thing, person or situation. 
Understanding attitudes according to Azwar (2010) is interpreted as a reaction or response that arises from 
an individual towards an object and it triggers their individual behavior towards something in certain ways. 
Attitude is a conception that describes an abstract about human understanding of certain objects. According 
to Sarwono (2009), attitudes are the long-term evaluations or observations that encourage or involve a 
person, emotions, and the tendency of actions towards several objects or ideas. Sarnoff in Sarwono (2009) 
also identifies attitudes as dispositions to react favorably or unfavorably. Attitudes considers the likes or 
dislikes of the same object, on the other hand, not everyone has the same attitude because it can be influenced 
by differences in experience, information and needs of each individual in their environment. In addition, an 
individual’s attitude will shape their behavior towards objects in acting, arguing and feeling something. Once 
again, attitude reflects how someone feels something. Furthermore, La Pierre in Azwar (2010) determines 
attitudes as a pattern of behavior, tendency or anticipatory readiness. This includes the tendency to adjust to 
social relations, or give simple responses to the surroundings. In a broad, we can infer that attitude is a 
reaction or response in the form of an evaluation or observation that arises from an individual to an object 
or thing. The attitude also known as an embodiment of awareness or information about the environment. 
The process begins with the presence of objects around the individual that provide a stimulus and then it 
processed in the brain so that a reaction arises. Appraisals that appear can be either positive or negative 
influenced by previous information, or individual personal experience with something. The attitude shown 
by an individual to an object has a structure consisting of several components. D. Krech and R. S. Crutchfield 
in Sarwono (2009) argue that attitude as a permanent organization of motivational, emotional, perceptual 
and cognitive processes concerning aspects of the individual view. Furthermore, Azwar (2010) describes 
some components in attitude structures, namely: 

1. Cognitive component, which is a belief and understanding of an individual in an object through 
the process of seeing, feeling or hearing. A belief and understanding that is formed in individual 
provides the information and knowledge concerning the object. In addition, the cognitive 
component is also related to knowledge, views and beliefs about the object of attitude. Sarlito 
& Eko (2009) also added that the cognitive component contains thoughts and ideas relating to 
the object of attitude, for example, includes judgments, beliefs, impressions, attribution, and 
responses regarding the object of attitude. 

2. Affective component, which is a component that relates to an individual’s subjective emotional 
view of something. Affective component is a component that includes a person’s feelings or 
emotions towards the object of attitude. Affective components in a person’s attitude can be seen 
from feelings of like, dislike, happy or displeased with the object of attitude. 

3. Behavior or conative component, namely the tendency to behave an individual towards the 
object that they face. The attitude of the individual needs to know the direction, negative or 
positive. To find out the direction of human attitudes can be seen from the components of 
attitude that arise from an individual or the response of the subject in the form of actions or 
actions that can be observed. 

 
Mar’at also stated that attitude was interpreted as a construct to enable the appearance of an activity. In 

line with this opinion, Newcomb in Mar’at (2000: 11) argues that attitude is a unit of cognitive, affective 
and conative that has valence and finally integrates into a broader pattern, namely in the form of behavioral 
tendencies. 

 
Previous Studies 

At the moment, there is lack of academic studies related to clay-made traditional snack like Ampo. 
Nevertheless, some scholars like Abrahams and Parsons have been excessively studying geophagy and how 
it influences people’s life and cultures (Abrahams & Parsons, 1996). Geophagy is unsurprisingly also a 
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common phenomenon occurred in some African countries as Geissler et al. (1997) reported geophagy among 
school children in Kenya. Besides, there are some similarities between this phenomenon in Tuban and some 
other African customs where many women often being geophagic in all sudden when they get pregnant. 
Many comprehensive studies have been conducted by some researchers in this specific topic such as in 
Abrahams (1997) regarding geophagy in Uganda and Njiru (2011) has written a groundbreaking research 
about geopaghy during pregnancy in Africa.  

Next, Hartley & Potts (2014) have closely observed the phenomenon of cultural extinction due to the 
lack of people’s interest as group and some other factors such as globalization. Hartley & Potts viewed 
culture as ‘we’-group knowledge. Their paper focuses on the way culture exists as group knowledge, rather 
than as a form of group identity in which only a group can have culture, and the culture itself is a property 
of the group, not of the individual. They believe that cultural extinction only occurs when a group can no 
longer integrate new knowledge because rule ossification renders it unable to effectively communicate. 
Some cultures might be perished not because they are unable to replicate and pass knowledge forward to a 
new generation of individuals, but because they can no longer integrate ideas from outside a ‘we’-group or 
generate new ideas and connect them to others. Then, a research done by Purnama (2015) highlighted the 
role of studios in preserving traditional art, which is restricted to the studio located in the region of Jakarta, 
with consideration of how the life of a traditional art studio located in the most modern city in Indonesia. He 
argued that the preservation efforts, including protection, development and utilization has been done either 
by the government or the public. However, one reason for cultural extinction is the lack of attention to the 
shelter of art, a studio. He observed that funding is also a huge burden for the people to preserve their culture. 
It means that a comprehensive and integrated collaboration between the local government, investors, 
business operators, local artists and the people itself is highly required to preserve traditions.  

 
METHODOLOGY 

Sampling Method 

The researchers describe the population of this study as the people who officially hold residencies in 
Tuban, proven by their National Identity Card (NIC) or those who have been living in Tuban for at least 15 
years. The samples were taken using purposive sampling method in three most prominent sub-districts in 
Tuban (Semanding, Tuban, and Palang) from August 2019 to September 2019. Slovin formula was selected 
to determine the number of samples of this study. Slovin formula is commonly used in survey research where 
the number of population is relatively large, then a specific formula is needed to obtain a small sample yet 
still can represent the entire population. The calculation resulted in an ideal number of 400 samples to be 
taken out of the total population of Tuban (approx. 1.2 million) for this study. 
Data Collection 

The instrument of this study is a survey questionnaire comprising statements and answers. The 
questionnaire’s questions were adjusted based on the circumstances of local communities in Tuban since the 
study about cultural attitudes is rarely done. Every answer will be scored accordingly (Table 1). That relevant 
questionnaire includes two sections: the first section aims to gather the demographic information of the 
samples, such as gender, age, education level, monthly income and occupation; meanwhile the second 
section entails the statements that encompass three major dimensions of attitude (cognitive, affective, & 
conative). Furthermore, 425 questionnaires have been distributed. However, only 400 were eligible to be 
analyzed.  
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Table 1. Initial scoring system 

Answer Score 

Yes 1 

No 0 

(Source: Authors, 2020) 

Table 2. Final scoring system 

Total Score Attitude 

0 - 6 Negative 

7 - 12 Positive 

(Source: Authors, 2020) 

 

Data Analysis 

The researcher utilized both descriptive and inferential statistics for analyzing the quantitative data in 
this study. The descriptive statistics aims to assess the score resulted from the answer of 12 statements 
according to the scoring system in Table 1. The estimated score resulted from every respondent is from the 
range of 1 – 12 (see Table 2).  

Second, the inferential statistics presented to test the hypotheses. The researchers selected multi-
regression test to perform the data analysis using Statistical Package for Social Sciences (SPSS) version 23. 
The null hypothesis (H0) will be rejected if the p value < 0.05 and vice versa. Thus, the format for hypotheses 
test can be elaborated as follows: 

H0 = There is no relationship between social-economy factors (gender, age, education, occupation, & 
income) and the attitude of the local community in Tuban towards Ampo. 

H1 =There is relationship between social-economy factors (gender, age, education, occupation, & 
income) and the attitude of the local community in Tuban towards Ampo. 

 

RESULTS & DISCUSSION 

Demographic Information 

The samples of this study are dominated by female (53.8%) and the majority of them are identified as 
Millennials that belong to the Generation Y which ranges from age of 23 to 39 (47.0%). Then, the education 
background of the samples varies from high school to doctoral degree yet high school degree holders are 
still the majority of the participants (51.1%). Employee of governmental or non-governmental institutions 
make up 40.5% of the total samples which means it surpasses the second most higher percentage of the 
occupation category of the participants which is students (38.5%). The samples mostly stated that their 
monthly income is below the minimum wage of Tuban which is IDR 2300000 (50.0%). 

 
Table 3. Participants’ demographic characteristics 

 N (%) 
Gender 
   Male 
   Female 
Age Category 
   Gen Z 
   Gen Y 
   Gen X 
   Boomers 

 
185(46.2) 
215(53.8) 

 
156(39.0) 
188(47.0) 
30(7.5) 
26(6.5) 
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Education Background 

   High School  

   Bachelor’s Degree 

   Master’s/Doctoral Degree 

 

206(51.5) 

174(43.5) 

16(4.0) 

Occupation 

   Students 

   Government/Non-Government Employee 

   Self-employed 

   Others 

 

154 (38.5) 

162 (40.5) 

33 (8.3) 

51 (12.8) 

Monthly Income 

   Below Min. Wage 

   Min. Wage 

   Above Min. Wage 

 

200 (50.0) 

145 (36.3) 

55 (13.8) 

(Source: Authors, 2020) 

 
The Attitude of Local Community Towards Ampo 

The attitude of the local community in Tuban towards Ampo can be described in Table 4. We could 
observe that the majority of the samples define their attitude towards Ampo as negative (69.5%), this number 
is quite significant contrast to the opposite attitude in which only 122 samples (30.5%) have positive attitude 
towards Ampo. Therefore, it can be concluded that the overall attitude of the local community in Tuban 
towards Ampo is negative. 

Table 4. Attitude of the local community towards Ampo. 

No. Category Frequency Percentage 

1. Positive 122 30.5% 

2. Negative 278 69.5% 

Grand Total 400 100% 

(Source: Data Calculation, 2020) 
 

The Relationship Between Social-Economy Factors and The Attitudes of Local Community 
Towards Ampo 

This study revealed that the relationship between the social-economy factors and people’s attitude 
towards Ampo are significant (Table 5). It means that the null hypothesis must be rejected. The data 
presented the idea that there is substantial influence from each variable of gender, age, education, occupation, 
and monthly income on the attitude towards Ampo. 
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Table 5. Result of multi-regression test of the relationship between social-economy factors and 
attitude towards Ampo. 

 

No. Variables p-value Remark 

1. Gender & Attitude towards Ampo 0.000 Supported 

2. Age & Attitude towards Ampo 0.000 Supported 

3. Education & Attitude towards Ampo 0,013 Supported 

4. Occupation & Attitude towards Ampo 0,000 Supported 

5. Monthly income & Attitude towards Ampo 0.027 Supported 

(Source: Data Calculation, 2020) 
 

The Relationship Between Gender & Attitude Towards Ampo 

There are some studies that indicate women, especially the pregnant ones, in some African countries 
dominate the number of consuming such clay-made foodstuffs due to their pregnancy. Then, gender should 
possess an excessive influence to the attitude of the local community in Tuban towards Ampo (p-value 
0.000). According to Table 6, it is identified that the majority of the respondents are female (53.80%). Male 
respondents only contribute 46.20 percent of the total samples (185). Negative attitude seems to be 
dominating in both genders where in the male’s category consists of 106 samples (57.30%) and 172 samples 
(71.80%) in the female’s.  Meanwhile, 42.70 percent (79 individuals only) of the male category have positive 
attitude towards Ampo and the rest 43 individuals (28.20%) in the female category share the same attitude 
(positive).  This study rather contrasts the initial idea where women in Tuban (possibly in Asia as well) have 
less interest on taking Ampo for certain reasons. 

 
Table 6. The relationship between the respondents’ gender and their attitude towards Ampo 

No. Category 
Total 

Total 
Positive Negative 

1. Male 79 (42.70%) 106 (57.30%) 185 (46.20%) 

2. Female 43 (28.20%) 172 (71.80%) 215 (53.80%) 

Grand Total 122 (29.85%) 278 (70.15%) 400 00%) 

(Source: Data Calculation, 2020) 

 
The Relationship Between Age & Attitude Towards Ampo 

The respondents are basically classified into 4 categories: Generation Z, Generation Y, Generation X, 
and Baby Boomers (Table 7). Each and every generation ranges from age of 7 to 75. However, the youngest 
respondent is an 18-year-old high school girl. The majority of the first category (Gen Z) shows negative 
attitude (83.33%) towards Ampo. Then, 68.62% of Generation Y or The Millennials stated similar attitude 
as well towards Ampo (negative).  Meanwhile, the majority of the other two generations (Gen X and 
Boomers) seem to contradict the previous generations. A total of 18 respondents (60.00%) of the Generation 
X have positive attitude towards Ampo and 25 respondents (96.15%) of the Boomers generation share the 
similar attiude (positive). This shows that the respondents are divided into two categories in terms their 
attitude towards Ampo; the young generation (Gen Z and Y) present negative attitude towards Ampo, 
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whereas the old generation (Gen X and Boomers) still have positive attitude towards Ampo. Age is majorly 
regarded by many studies as a significant influencing factor to many subject of studies, including cognitive-
attitude-behavior studies. This research has contributed to the proofs of such idea (p-value 0.000) where the 
variable age is found to have a significant relationship with variable attitude towards Ampo.  

In a context of Ampo, the younger generations (Gen Z and Gen Y) strongly oppose the preference of 
taking Ampo in this modern age. This can be resulted from the development of technologies and market 
industry where many alternatives of tastier snacks, desserts, or foods can be easily found.  Meanwhile the 
third category or Gen X (people with 40-54 years of age) doesn’t show a massive contrast percentage 
between those who have negative and positive perspectives toward Ampo (Positive= 60.0%, Negative= 
40.0%).  It basically implies the idea that the people in this generation have gone through the transition 
period of cultural transition where Ampo was starting to be disregarded. The industrial revolution and rapid 
economic growth post-old-order era in Indonesia could also be the reason behind the shift of tradition in 
many places, including Tuban. Lastly, the Baby Boomers are known as the largest consumer of Ampo 
amongst all categories (96.15%). It is unsurprisingly since the people in this category have lived in a period 
when Ampo was largely consumed and favored by most of households in the region. The might still hold 
the values of the tradition to date and show positive attitudes toward Ampo. 

 
Table 7. The relationship between the respondents’ age and their attitude towards Ampo 

 

No. Category 
Total 

Total 
Positive Negative 

1. Gen Z (7-22 years) 26 (16.67%) 130 (83.33%) 156 (39.00%) 

2. Gen Y (23-39 years) 59 (31.38%) 129 (68.62%) 188 (47.00%) 

3. Gen X (40-54 years) 18 (60.00%) 12 (40.00%) 30 (7.50%) 

4. Boomers (55-75 years) 25 (96.15%) 1 (3.85%) 26 (6.50%) 

Grand Total 122 (29.85%) 278 (70.15%) 400 (100%) 

(Source: Data Calculation, 2020 
 

The Relationship Between Education & Attitude Towards Ampo 

This study has also revealed that education is an impactful factor to determine people’s attitude toward 
something (p-value 0.013). In Table 8, the education background of the respondents can be elaborated. 
People normally tend to determine their attitude according to their exposure and access to education. The 
majority of the respondents hold at least high school’s diploma (206) with 51.50 total percentage. The 
majority of this group have negative attitude towards Ampo (75.73%). Then, the second significant group 
of respondents based on their educational level is those who hold Bachelor’s degree (43.50%). Similar to 
the previous group, this group is also dominated by those who state negative attitude towards Ampo 
(63.22%). Last, the respondents who hold the highest level of education (Master’s or Doctoral degree) 
comprise of only 4.00% of the total respondents.  11 out of 16 respondents in this category have negative 
attitude towards Ampo. We can conclude that the majority of respondent (70.15%) presents negative attitude 
regardless the generation of age they belong to. It is concluded that the more educated the people, the more 
tendency to think logical they can be. In a context of Ampo that is made of clay, regardless the infamous 
studies about geopaghy among the local community, the people seem to be concerned to consume something 
that they don’t know well about the ingredients and those can affect their health personally. 
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Table 8. The relationship of the respondents’ education background and their attitude towards Ampo 

No. Category  
Total 

Total 
Positive Negative 

1. High School or below 50 (24.47%) 156 (75.73%) 206 (51.50%) 

2. Undergraduate 64 (36.78%) 110 (63.22%) 174 (43.50%) 

3. Postgraduate 5 (31.25%) 11 (68.75%) 16 (4.00%) 

Grand Total 122 (29.85%) 278 (70.15%) 400 (100%) 

(Source: Data Calculation, 2020) 

 
The Relationship Between Occupation & Attitude Towards Ampo 

In this report, occupation is known as one of the influencing constraints on the relationship between 
social-economy factors and attitude (p-value 0.000). Similar to the concept of education, occupation can also 
shape the way people behave and influence decision-making. It is observed that the majority of the samples 
are the employees of both government and non-government institutions (40.50%). 127 of total 154 in this 
category selects negative as their attitude towards Ampo. Students are the second most significant occupation 
of the respondents in this study (30.50%). It turned out that 64.97% of them share negative attitude towards 
Ampo.  Meanwhile, the last two categories; self-employed respondents (8.30%) and others category who 
mostly identified themselves as house wives (12.80%) share similar attitude towards Ampo with the other 
categories, which is described as negative (Table 9).  Even though the category of others is somewhat 
dominated by those who select “negative” answer as their preference of attitude towards Ampo, but the 
positive answer shows quite high percentage as well (47.05%). This shows that the livelihood of being 
housewives have more impact to the preference of consuming Ampo than any other jobs listed in Table 9. 

 
Table 9. The relationship of the respondents’ occupation and their attitude towards Ampo 

 

No. Category 
Total 

Total 
Positive Negative 

1. Students 27 (17.53%) 127 (82.47%) 154 (38.50%) 

2. Government & 

Non-government Employee 

60 (37.03%) 102 (62.97%) 162 (40.50%) 

3. Self-employed 11 (33.33%) 22 (66.67%)       33 (8.30%) 

4. Others 24 (47.05%) 27 (52.95%) 51 (12.80%) 

Grand Total 122 (29.85%) 278 (70.15%) 400 (100%) 

(Source: Data Calculation, 2020) 
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The Relationship Between Respondents’ Monthly Income & Their Attitudes of Local 
Community Towards Ampo 

The p-value of monthly income is 0.027 which indicates a significant eminence to the variable attitude 
towards Ampo. It conveys the message that any amount of salary/income will still carry the same result of 
attitude towards Ampo. Table 10 presents the data of the respondents based on their monthly income. There 
3 basic categories referring to their level of income limited to the minimum wage of Tuban respectively, 
those are: (1) Under Minimum Wage, which comprises the half of the respondents (50.00%), this means that 
half of the samples are earning below IDR 2.300.000 per month; (2) Minimum Wage, this category includes 
145 of the total 400 respondents of this study; and (3) Above Minimum Wage, 13.80% of the respondents 
have monthly income which is more than IDR 2.300.000. Every category shows negative result (Table 8). 

 
Table 10. The relationship of the respondents’ income and their attitude towards Ampo 

 

No. Category  
Total 

Total 
Positive Negative 

1. Under Min. Wage (< IDR 2.3 Mill.) 49 (24.50%) 151 (75.50%) 200 (50.00%) 

2. Min. Wage (IDR 2.3 Million) 51 (35.17%) 94 (64.83%) 145 (36.30%) 

3. Above Min. Wage (> IDR 2.3 Mill.) 22 (40.00%) 33 (60.00%) 55 (13.80%) 

Grand Total 122 (29.85%) 278 (70.15%) 400 (100%) 

(Source: Data Calculation, 2020) 

 
CONCLUSION 

Attitude Towards Ampo 

In general, it is concluded that the majority of the respondents (70.15%) have negative attitude towards 
Ampo. It conveys the idea that Ampo is no longer favored by most of the local community in Tuban. Based 
on the social-economy variables, including gender, age, education level, occupation and monthly income, 
the multi-regression test resulted in a rejection to the null hypothesis. It means that social-economy factor 
does have influence attitude towards Ampo. However, virtually, all sub-category in social-economy factors 
showed similar outcome (which is negative) except in the category of ‘age’ whereby the Baby Boomer 
respondents (age of 40 to 75) describe their attitudes as positive towards Ampo. This is not very surprising 
since those people in such category might have more exposure on Ampo in the past. Then, it is very much 
particular to state that if the attitude of the local community in Tuban is negative. This has automatically 
placed Ampo, as a tradition and a product of culture, in a very worrying position in which extinction might 
come in near future as the generation passes.  
 

The significance of social-economy factors on the attitude towards Ampo 

The researchers have utilized inferential statistic test using SPSS version 23, in this context was the 
multi-regression test to assess the null hypothesis.  It has resulted that in total of five social-economy factors 
including gender, age, education, occupation and monthly income showed that there is a significant 
relationship between those factors and the attitude towards Ampo. It means that the null hypothesis must be 
rejected since all of the p-values of each variable is less than 0.05 (< 0.05).  
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RECOMMENDATION 

For Local Community 

The local community hold the most crucial aspect to preserve endangered culture. It is recommended 
that the people in Tuban could learn more about their heritages as well as to be more aware on issues like 
this whereby many traditional cultures are slowly vanishing because of the lack of information and exposure 
to the culture respectively. A negative attitude might probably have formed by the insensitivity and 
misperception on Ampo. Full participation on some preservation campaigns are certainly expected from the 
native group.  
 

For Business Operators 

Selling Ampo in the middle of this modern era may not be easy and this uncertainty indeed affects the 
business environment amongst the Ampo sellers in Tuban. More and more people known to stop selling 
Ampo because of the imbalance between supply and demand of Ampo respectively. The market is not 
growing and it, again, has placed Ampo in a very difficult situation as an endangered culture. Throughout a 
rapid development of technology in this global era, many inventions can be utilized to boost the selling of 
Ampo, it includes promoting Ampo through social media or by the help of local press such as local 
newspapers or magazines. It might be very useful to target the younger generations to know more about 
Ampo (Gen Z & Gen Y). Some innovations on producing and re-branding Ampo as a local and unique 
culture shall be taken as a consideration. In this context, the help from government can be very helpful for 
the business operators to grow their business while also preserving the culture.  

 
For Local Government 

As it is mentioned previously, the government has a great influence and authority on the efforts of 
preserving Ampo. The regional government is a significant part of the stakeholders within the community 
in Tuban. The government could facilitate some campaigns related to Ampo preservation through educating 
the local people, transferring knowledge about their unique yet endangered tradition. Secondly, as the trend 
of rural tourism has been growing rapidly in Tuban for the last 3 to 4 years, it is seen as a great opportunity 
to transform and re-brand Ampo in more modern and market-oriented way. Purnama (2015) mentioned that 
the establishment of art studios can be very effective on preserving endangered culture as it is particularly 
accessible for everyone and more economic. If Ampo is hardly consumed by the people but the history and 
the process of making Ampo can be the main selling-point of such art studios. This can be a new and 
extraordinary tourism destination in Tuban in which can also be integrated to the other already-established 
tourism destinations around and the local people can also have the opportunity to manage that as a 
community-based tourism through the assistance of the regional government. 

 
For Future Studies 

Some bias might be found during the process of writing this paper. Furthermore, it is also 
recommended for other researchers to study different factors that might affect the attitude of 
the local community in Tuban towards Ampo, such as health-related/medical factors etc. 
Likewise, Ampo can be associated to agricultural field such as soil science and it is 
recommended for scholars to find and examine the clay content that is used as the basic 
ingredients of Ampo. There are also hundreds of possibilities of preserving Ampo in more 
various ways that the future scholars can propose. 
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ABSTRACT 

 
The objectives of this research is to determining priorities for the development of marine 
tourism in Tanggamus Regency. After determining these priorities, recommendations will 
obtaining regarding marine tourism as the top priority to be developed. This research was 
focused on 3 marine tourism destinations that managed by Tourism Awareness Group 
(Pokdarwis) together with Tanggamus Government, namely Kiluan Bay, Karang Putih 
Beach, and Muara Indah Tourism Park. Focus Group Discussions (FGD) as well as filling 
out a questionnaire conducted with respondents from Tourism, Culture, Youth and Sports 
Agency of Tanggamus Regency, and Pokdarwis representatives from management of the 
research’s objects. This research was using Analytical Hierarchy Process method, where 
the priority preferences for the development of marine tourism are assessed from the 
aspects of connectivity (C1), governments program support (C2), potential problems (C3), 
and potential value-added locations (C4).  The results are almost all indicators in each data 
cluster prioritize Kiluan Bay as the first priority to be developed. Therefore, it’s 
recommends to increasing tourism promotions in the airport area and optimizing the 
construction of access roads (C1), synchronizing tourism development plans in the 
Regional Spatial Plan to the Lampung Province Medium-Long Term Development Plan 
and facilitating investors in the tourism sector (C2), educating the public regarded the 
potential dangers of disasters (C3), supporting for accommodations, supporting for local 
communities attractions and culinary centers (C4). 

 
Keywords: Karang Putih Beach, Kiluan Bay, Lampung Province, Marine Tourism Development, 

Muara Indah Tourism Park, Priorities. 

INTRODUCTION 

Background 

Nowadays, tourism is one of the mainstay sectors in foreign exchange earnings and play a great role in 
increasing business opportunities, community income, and income area. Traveling for some people aims to 
re-create physical freshness and psychologically in order to be able to do activities properly, or entertainment 
to get birth satisfaction and inner. The development of marine tourism is one form of tourism area 
management that seeks to provide benefits, especially for protection and preservation efforts as well as 
utilization environmental resources and services marine. Many provinces in Indonesia are directly adjacent 
to the sea. It makes the area in it has a coastal area, which can be used for marine tourism activities. Lampung 
is one of these provinces. One of the Regencies in Lampung and has a wide and exotic coastal area is 
Tanggamus Regency. According to Suratman (2017) Tanggamus Regency have a potential to becoming a 
tourism destination with a variety of choices, consist of 35 marine tourism objects, 14 natural attractions, 5 
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artificial natural attractions, 36 water tourism objects, and are 5 objects and cultural tourism objects. 
According to data obtained from the Tourism, Culture, Youth and Sports Agency of Tanggamus Regency, 
there are 35 marine tourism objects in Tanggamus Regency, including: Mulang Sayang Beach, Beach 
Karang Putih, Muara Indah Tourism Park, Kiluan Bay, Harapan Beach, Batu Kebo Beach, and many more. 
However, only 3 objects chosen for this study which are Karang Putih Beach, Muara Indah Tourism Park, 
and Kiluan Bay, because this three objects are managed by Tourism, Culture, Youth and Sports Agency of 
Tanggamus Regency and Tourism Awareness Group (Pokdarwis), also have a panoramic view, beautiful 
and unique, that’s why the number of visitors in Tanggamus Regency is always increasing on every year. It 
can be seen on the table 1 below: 

 
Table 1. Number of Domestic and Foreign Visitors in Tanggamus Regency, 2017-2019 

No Year 
Visitor 

Domestic Foreign Total 
1 2017 430581 5878 436459 
2 2018 451068 6349 457417 
3 2019 597786 2105 597786 

Source: BPS- Statistics of Tanggamus Regency, 2020 
 
Based on data above that obtained from BPS- Statistics of Tanggamus Regency (2020), community 

enthusiasm, both domestic and foreign who visit various tourist destinations at Tanggamus, tends to increase 
every year. Therefore, an increase in the number of tourist visits must be accompany by the development of 
tourist destinations. So, the aims in this research is to determine the priorities for the development of Marine 
Tourism Tanggamus Regency. From determining these priorities, it is expecting that marine tourism in 
Tanggamus Regency will find the components that are prioritize for developing the image of marine tourism 
in order to keep increasing the number of tourists visit, both domestic and foreign. 

 
Research Objectives 

The objectives of this research is to determining priorities for the development of marine tourism in 
Tanggamus Regency. After determining these priorities, recommendations will obtained regarding marine 
tourism as the top priority to be developed. 

 
LITERATURE  REVIEW 

Before compiling and conducting a study, it is good if first conduct a literature review of previous studies 
on the theme and topic that related to the research to carries out. Literature review below will describe a few 
previous research related to the field of marine tourism development and relevant to use as a good reference 
during the preparation, implementation and reporting of research.  
Research conducted in 2010 by Aulia Hamdan Syarif: Analysis of Priority Determination of Tourism 
Object Development in Coastal Areas Cipatujah. The purpose of this research is to determine priorities 
potential tourist attraction for tourism development in the tourist area of Cipatujah Beach Tasikmalaya 
Regency. From the results of the priority analysis of determining potential tourist objects for developed 
using the Analytical Hierarchy Process (AHP) method, then it was found that the priority is Cipatujah 
Beach tourism object, because as one of the main entrances to the Cipatujah Beach tourist area, partly 
large artificial bodies have been constructed and are well known to the general public in comparison 
with other tourism objects.  
Ajeng Gita Astami (2015): Prioritization Determination Marine Tourism Infrastructure Development 
in Sumberejo Village, Lojejer Village and Puger Kulon Village, Jember Regency based on Visitor 
Preferences and Community ” . The aims of this research are to analyze infrastructure development 
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priorities based on the preferences of visitors and communities through levels of importance and 
performance marine tourism infrastructure using IPA (Importance-Performance Analysis) techniques. 
From the research’s results obtained the priority order of infrastructure development carried out through 
various considerations, among others, taking into account the results of perceptions and preferences the 
public and visitors to the IPA analysis and the existing conditions of each existing infrastructure. These 
priorities were taking based on the infrastructure included into quadrant I so that it becomes a priority 
for development in marine tourism areas Jember Regency. The infrastructure development is carries 
out by collaborating between the Jember Regency government, the Sumberejo Village government, the 
Village government Lojejer, and the Puger Kulon village government with the managers of each 
tourism object such as Perum Perhutani as the manager of Papuma Beach and the Revenue Service as 
the manager of Watu Ulo Beach, so that infrastructure development can run effectively.  
Pattaray (2015): Development of Marine Ecotourism in the Gili Balu Area, West Sumbawa Regency. 
This research discusses the potential of the Gili Balu area as an existing conservation area small island 
ecosystem, coastal panta, underwater environment and the culture of the Poto Tano people West 
Sumbawa. Development of marine ecotourism-based tourism in the Gili Balu area done to prevent 
conservation-based environmental damage, resulting in development tourism in the Gili Balu area can 
be carries out in a sustainable manner with minimal impact to the natural environment and society. In 
this study, several strategies were applied, namely: tourism product development strategies, strategies 
to increase security and strengthen identity of Gili Trawangan Island as a marine ecotourism destination, 
a strategy for developing facilities and tourism infrastructure, institutional and human resource 
development strategies, strategies market penetration and promotion of tourist attractions, as well as 
planning and development strategies sustainable tourism. 
Dariusman Abdillah (2016): Development of Marine Tourism on the Coast of the Teluk Lampung 
Coast. This study uses a SWOT analysis (Strength, Weakness, Opportunity, Threat) to assess internal 
(strengths, weaknesses) and external (opportunity, threats) that exist in the tourist destination. The 
results obtained from this study are: 1) Ease of achieving tourist destinations is also a determining factor 
interest of tourists to come on tours and repeat it in a later date. This easy access includes good road 
quality, availability of transportation modes, and time short drive from provincial capitals; 2) Perception 
of tourists on marine tourism in the coast Teluk Lampung Beach, which is to increase amenities to 
support tourism activities such as hotels, lodging, financial services, health services; 3) It is necessary 
to have a hotel or homestay located within its territory so as to make it easier for tourists who want to 
stay long; (4) Price tourists feel that staying at hotels in the city of Bandar Lampung is still quite 
expensive; (5) Quality of human resources as actors in the management of tourist destination 
management still not enough; (6) The balance of prices or costs incurred to enjoy tours marine in the 
Lampung Bay area is considered quite balanced and tends to be cheap like the price entrance tickets 
and ground transportation costs; (7) Maritime tourism development strategies in Coastal Lampung Bay 
Beach is to diversify tourist attractions and activities with while maintaining the preservation of natural 
resources to respond to the high demand for attractions and tourism activity as a result of the rapid 
development of the tourism sector, maintains the uniqueness of the tourist attraction that is the factor 
that attracts tourists to come to the region tourist destinations as part of his lifestyle, as well as to deal 
with tourism diversity in Indonesia, preserving and protecting the preservation of nature to balance the 
development development of tourist destination infrastructure that is not based on the preservation of 
natural resources. 
by Fitridamayanti Razak, et al, (2017): Strategy for Marine Tourism Development Malalayang Beach, 
Manado City, North Sulawesi". This research is conducted with the aim of formulating a tourism 
development strategy Maritime Malalayang Beach, Manado City. This research uses a descriptive 
method where data were collected, analyzed and described using a qualitative approach. The qualitative 
approach describes the respondent's response to marine tourism based on the questionnaire given. Data 
collection through field observations, interviews and studies literature. The results of this study indicate 
that the coastal marine tourism development strategy Malalayang lies in the quadrant I position or lies 
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between external opportunities and strengths internal. The strategy for developing marine tourism at 
Malalayang Beach in Manado City is to maintain and preserving the surrounding environment, it is 
necessary to develop facilities and infrastructure tourism objects, restructuring "Sabua Bulu" as a 
culinary place and the need for management  from the government and the private sector in order to be 
more focused and run well and both parties agreed to cooperate to develop the Malalayang Beach 
tourism object sustainable. 
Some of the previous studies above are quite relevant to the research to carries out at this time, namely 
regarding the development of marine tourism, although there are some differences, wrong only in terms 
of analytical methods. In this research, Analytical Hierarchy Process (AHP) selected as an analytical 
method to determine priorities for the development of marine tourism destinations. This is because the 
AHP method has advantages in terms of the decisions making process and accommodation for both 
quantitative and qualitative attributes. Apart from that, AHP is also capable provide more consistent 
results than the other methods. 

 
METHODOLOGY 

To answer the research problems in this study, the AHP (Analytical Hierarchy Process) method is using 
to determine priorities development of Marine Tourism in Tanggamus Regency. According to Saaty (1993, 
in Sinaga et al, 2017), hierarchy defined as a representation of a complex problem in a structure multilevel, 
where the first level is the goal, followed by the level of factors, criteria, sub criteria and so on,  down to the 
last level of the alternatives. This research is involving 8 respondents as FGD participants, which is officials 
from Tanggamus Culture and Tourism Office, representatives from Tourism Awareness Group (Pokdarwis) 
as a management of Kiluan Bay, Karang Putih Beach, and Muara Indah Tourism Park. The steps of AHP 
method are: 

1. Determine the assessment factors or criteria in making decisions for setting priorities for the 
development of marine tourism 

2. Arrangement of the importance hierarchy of the assessing factors according to grouping factors 
in question. The assessment criteria used refer to the components of the development of Marine 
Tourism, after that it will be translate into an analytic hierarchy consisting of several levels/sub-
criteria 

3. Scorings of the assessed factors is the calculation of the priority score of each factors in 
hierarchy using pairwise comparisons as a deep basic calculation of priority score 

4. Calculating the value of the importance of the assessment factors based on value comparisons 
that putted forward by respondents, using the AHP method and Super Decisions program 
assistance. The results of this scoring are then tested consistency at the tolerance limit <0.1 or 
the value of CR (Consistency Ratio) <0.1 (10%). If the Consistency Ratio is less than 0.1 (10%) 
the assessment data can used. But, if the consistency ratio is more than 0.1 (10%) then the 
assessment data can’t be used and the grading or scoring process must be repeated 

5. Measuring the value of marine tourism based on 3 predefined decision criteria set. The 
measuring obtained were basically quantitative and dimensional from each marine tourism 
destination according to the criteria used will also different, due to different dimensions of the 
criteria. The AHP algorithm will change the size the different quantitative measures are 
converted into a scale of consideration or relative; high, medium and low 

6. As a final step, a priority scale for marine tourism development is established conversion of 
relative qualitative quantities into priority scale quantities. 
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RESULTS AND DISCUSSION 

Profiles of Kiluan Bay, Karang Putih Beach, and Muara Indah Tourism Park 

1. Kiluan Bay 
 
Teluk Kiluan is like a hidden paradise at the end of Tanggamus Regency, which is a popular tourist 

attraction in Lampung. Teluk Kiluan offers a hilly topography and a very suitable valley to explore. Apart 
from presenting a beautiful landscape, Kiluan Bay is inhabit by hundreds of bottlenose dolphins (tursiops 
truncatus) and long-beaked sniper dolphins (stenella longirostris) with a smaller body than the bottlenose 
species. Although these dolphins could be founds every day, they usually come out in the morning, so try to 
get to the middle of the sea at 06.00 WIB. During the trip for about an hour, tourists will presented with clear 
seas water and green hills, and will accompanied by dolphins who jump cheerfully and beautifully. The 
group of dolphins will usually swim on the right and left of the boat, they are quite familiar with humans 
approaching ships. In addition to enjoying dolphin attractions, tourists who visit this destination will also 
presented with a beach view with greenish blue gradations equipped with clear water and coral reefs and 
ornamental fish that we can see clearly. Tourists can enjoy Kelapa Island or Kiluan Island. White sand, clear 
seas water, enchanting underwater beauty, to the beauty of the Gayau lagoon on the beach we can see and 
bathe in this natural pool. Another feature of Teluk Kiluan is Laguna Gayau. Gayau Lagoon is a lagoon that 
lies behind the Kiluan hill and is located adjacent to the beautiful Gayau beach. The definition of a lagoon 
itself is a collection of salt water separated from the sea with a cluster of rocks as a barrier and at first glanced 
it will look like a natural swimming pool. That natural swimming pools which is located behind the Bukit 
Kiluan Bay, must be visit Laguna Gayau also. Although is often used as a second priority visit destination, 
this destination is no less interesting. In fact, it is even more challenging and exotic. A giant blue “swimming 
pool”, which is formed by the natural contours of the rocks and water in the sea. In addition, on this island 
tourists can also spend time and stay in cottages that was lining up. An unspoiled village. Far from frenetic. 
Houses are lining up along the beach. In Kiluan Negri, it has a kind of public open space in front of the 
mosque, like the square in a city. A place to play, gather, or hold ceremonial events. In some spots there are 
already selling souvenirs to take home. Kiluan Bay also managed by a Tourism Awareness Group 
(Pokdarwis) called Gigi Hiu. Pokdarwis not only manages Kiluan Bay, but also several homestays located 
around the Kiluan Bay. 

 
2. Karang Putih Beach 

A beach with very fine sand and very clear seas water. The white sand is still clean from trash, as well 
as the water, which is clear as glass. Marine life is also very clear from sea level, the clearness of the water 
here makes the underwater scenery clear even though you not dive it. Access to its remote and difficult 
location makes this beach very rarely touched by tourists, so that its condition is still virgin. Playing sand 
and bathing in clear seas water will be very enjoyable. In addition, there are lot of coconut trees on the edge 
of this beach that will add coolness. This location is also very suitable for tourists looking for a beach with 
a soothing quiet atmosphere. Away from the hustle and bustle of villages, cities and others, this beach feels 
very comfortable. Relaxing under a coconut tree while looking at the beach with a very exotic panorama 
will certainly make anyone feel at home and want to linger here. The most special thing on this beach is the 
existence of very photogenic rocks. The white stone towering high on the coast is an object that cannot be 
easily founding in other locations. This stone is so unique, for photography and selfie lovers. This rock can 
be approach at low tide, and then visitors can take pictures under it or near it with a beautiful rock 
backgrounded that emits white light. This white coral beach is managed by Tourism Awareness Group 
(Pokdarwis) Karang Bolong, therefore this beach is also known as Karang Bolong Beach. 
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3. Muara Indah Tourism Park 
Located in Semaka Bay, Muara Indah Tourism Park is suitable as a vacation location with family. On 

the beach with the waves that are not too high, you can play and chat with your family. This beach has a 
garden that has been use as a green open space (RTH) so that the location is neatly arrange and equip with 
several facilities. Visiting this location, visitors will get two treats, namely a beautiful garden and a beautiful 
beach. This beach is located in Baros Village, Kota Agung District, Tanggamus Regency. It is located in the 
city, so this location is often crowded with visitors. Can also be see using google maps. It was easy enough 
to find this beach location. The benchmark is the Kota Agung red light. From the red light, turn left until the 
T-junction before the fish market, take the right direction and arrive. From the traffic light of Kota Agung, 
it only takes about five minutes. If from Bandar Lampung, visitors can take it via Jalan Lintas Barat Sumatra. 
The distance is about 97 km with a travel time of about two to three hours. The route is Bandar Lampung - 
Gedong Tataan - Pringsewu - Kota Agung - Muara Indah Beach. Visitors who come will be greet with a 
beautiful garden. In addition, there are writings that can be use as photos because they are quite iconic. The 
words "Taman Wisata Muara Indah" in red with its back to the sea will provide a sea view when taking 
pictures in front of it. The uniqueness of this beach is the existence of small rocks on the edge of the sea that 
are scattered along the shoreline. Small black stones combine with black sand on this beach. Visitors can 
bathe and play water on the beach. The waves here are quite safe because they are not too high. In some spot 
there are large stones. This stone will look photogenic when used for photo objects. Not only presenting sea 
views, on this beach there is also a view that is no less beautiful than Sawmil Beach in Wonosobo 
Tanggamus. There are views of Mount Tanggamus and the hills and mountains of the Bukit Barisan Selatan 
National Park (TNBBS). This 2,100 MDPL mounts can be see clearly from this beach, the green of the 
BBSNP mounts make visitors' eyes even more pampered. Not far from Muara Indah Tourism Park there is 
also a Fish Auction Place Pasar Madang Kota Agung. Visitors can also wear fish while traveling. The 
beaches and parks here are suitable for traveling with family. Apart from the beautiful panorama and comfort 
of the garden, visitors will take to a comfortable atmosphere away from the hustle and bustle. Muara Indah 
Tourism Park is managed by Tourism, Culture, Youth and Sports Agency of Tanggamus Regency together 
with Tourism Awareness Group (Pokdarwis) Muara Indah. 
 

Research Hierarchy Scheme 

Primary data collection was using a questionnaire-based instrument designed to collect data related to 
the preferences of informants to assess indicators that influence the development of tourist objects. The 
process of collecting primary data in the form of respondent opinions is carried out in 2 stages, namely Focus 
Group Discussion (FGD) which is followed by filling out a questionnaire. The FGD section not only to 
obtaining an overview of tourism and potential tourism objects but also input on the variables in the study, 
so that a deeper understanding of the indicators to be assessed can be obtained. The results of the FGD in 
the form of an overview of the research locations have been describe in the previous section. Another 
discussion is brainstorming initial questionnaire agreed on a revision of the indicator items in the 
connectivity cluster where the terminal indicator items were changing to road transportation, and the addition 
of new indicators, namely telecommunications. Primary data of respondents' opinions of priority 
development of tourist objects based on preferences for research variables were filling in by the main 
respondent in this case the Head of Tourism, Culture, Youth and Sports Agency of Tanggamus Regency by 
taking into account the opinions of other stakeholders. In this process, research team does not have the 
authority to justify the answers from the consolidated respondents but in the process of filling out the 
questionnaire it can provide general explanations regarding the indicators in the questionnaire, so it’s cannot 
be affecting the consistency of the preferences or scoring they have agreed on. Based on the results of FGD 
section, the research hierarchy scheme at the figure below: 
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Source: Researcher’s Data, 2020 

 
Figure 1. Research Hierarchy Scheme 

 
 
 

 
Determining Priorities of Marine Tourism Development 

1. Pairwise Comparison Connectivity Criteria 
 
Respondents' opinion on the connectivity cluster is a preference based on the availability of connectivity 

and accessibility from the hinterland area to the 3 tourist attraction locations that will be prioritized. 
Respondents' opinions that have been interpreting quantitatively are analyze using the paired matrix method 
that then produces an influence perspective on alternative tourist locations. The results of the analysis can 
be seeing in graphical form below: 

 
Source: Researcher’s Data, 2020 

Figure 2. Connectivity Cluster 
 

The consistency index value from the comparison of indicators internally in the connectivity cluster 
ranges from 0.054 to 0.0976 where this value meets the consistency’s index correction factor that requires a 
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value below 0.1. Based on the rating of each indicator, it is conclude that the greatest preference for tourism 
object development is the availability of road transportation, airports and telecommunications. 

Connectivity is one of the criteria that is an absolute requirement that must be consider in a tourism 
development program. The connectivity function mostly supported by the availability of infrastructure and 
transportation operations to communication in order to facilitate the accessibility of tourists to visit areas 
that have tourist objects. The development of tourism objects that are consider potential should be supported 
by good accessibility because it will have an impact on increasing the number of tourist visits, on the other 
hand, poor accessibility will result in high costs and long travel times to get to these attractions because they 
have to allocate time and special costs for transportation. If not fixed, it will reduce the interest of tourists to 
visit tourist objects in an area.  

Based on pairwise comparisons in the matrix of connectivity criteria, scoring results obtained which 
indicate that for the Tanggamus Regency the connectivity indicators that most influence consideration in 
priority decision making are road transportation, airports and telecommunications. In general, Tanggamus 
Regency, which is located in Lampung province, has good accessibility because it traversed by the national 
cross-western Sumatra road. The city of Bandar Lampung as the main entry point for tourists has connections 
with complete transportation nodes, including class A terminals, train stations, airports, and ports (sea and 
crossings). The main access to these 3 potential tourist friends is still dependent on road (land) transportation, 
therefore good road connectivity with other modes of transportation is absolutely necessary. Road access to 
the leading tourist locations in Tanggamus Regency varies, getting to Muara Indah Tourism Park is easier 
because through direct access to the national road across west Sumatra to enter the city center of Tanggamus 
and then using the city road which is very close to Muara Indah Tourism Park. Highway access to the tourist 
attraction of Teluk Kiluan and Karang Putih beach is relatively further away because it follows the regency 
road that passes through the coastal area. Different road classes certainly have an effect on vehicle capacity 
and road conditions. 

 
 
 
 
 
 
 
 
 
 
 

Source: Google Maps, 2020 
 

Figure 3. Access to Tourism Objects 
 
2. Pairwise Comparison Government Programs 

 
The respondent's opinion on the government program cluster is a preference based on government 

support for tourism development in the form of programs and legal aspect support related to the 3 tourist 
attraction locations that will be prioritized. Respondents' opinions that have been interpreting quantitatively 
are analyze using the paired matrix method that then produces an influence perspective on alternative tourist 
locations. The results of the analysis can be seeing in graphical form below: 
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Source: Researcher’s Data, 2020 
 

Figure 3. Government Program Cluster 
 

The consistency index value from the comparison of indicators internally in the government programs 
cluster ranges from 0.0837 to 0.0996 where this value meets the consistency’s index correction factor that 
requires a value below 0.1. Based on the rating of each indicator, it is conclude that the greatest preference 
for the development of tourist objects is the availability of support for regional spatial planning, convenience 
for investors and support from business entities in the tourism sector.   

Based on pairwise comparisons in the government program criteria matrix, weighting results are 
obtained which indicate that for the Tanggamus Regency area, government program indicators that most 
influence considerations in priority decision making are the Province Spatial Planning, Regency Spatial 
Planning, and investors. The development of tourism objects by local governments requires a legal basis 
and other policy support as the basis for proposing work programs, especially those requiring financial 
support from the APBN. The development of tourist objects in the form of physical development and 
guidance programs within the scope of the administrative area is a work program that also based on regional 
utilization so that one of the bases of reference is a regional spatial plan that applies hierarchically to the 
administrative level of the government area. Lampung Province already has a Provincial Spatial Plans that 
is state in Regional Regulation Number 1 of 2010 concerning the Regional Spatial Plan of Lampung Province 
in 2010 to 2029. Tanggamus Regency has a Regency Spatial Plan that is stipulate in Regional Regulation 
Number 16 of 2011 concerning Spatial Planning Regional Spatial Planning (RTRW) of Tanggamus Regency 
in 2011 to 2031. In general, the two regulatory structures have accommodated tourism in development 
programs in the region.  

Investors are one of the preferred indicators that have a high rating based on respondents' 
opinions. Investors are consider as one of the stakeholders who have an important role in 
driving the economy in the tourism sector. Investors who have capital support can come from 
various backgrounds ranging from local to foreign entrepreneurs, the general public to public 
figures. Ease of investing in the tourism sector must get support from the government because 
it will provide added value for the region itself, from local to national scope. The financial 
value spent by investors for the construction of physical facilities and tourism fostering 
activities is a process of economic circulation that can have a positive economic impact on 
other stakeholder. Investments that are issued directly will return to investors in the form of 
business profits, on the other hand the government receives income from levies and taxes, while 
for the people themselves can get direct or indirect benefits where directly can also be in the 
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form of local levies, for indirect benefits. Obtained from regional development whose funds 
are source and manage from taxes paid by the investor. 

Based on the results of the analysis in the final level hierarchy by comparing each indicator in the 
government program criteria against alternative locations, Teluk Kiluan is the main preference for tourism 
development priorities (Figure 3). 

 
3. Pairwise Comparison Potential Problems 

 
The respondent's opinion on the potential problem cluster is a preference based on negative aspects that 

can affect tourism development at the 3 tourist attraction locations that will be prioritized. Respondents' 
opinions that have been interpreting quantitatively are analyze using the paired matrix method that then 
produces an influence perspective on alternative tourist locations. The results of the analysis can be seeing 
in graphical form below: 

 
Source: Researcher’s Data, 2020 

 
Figure 4. Potential Problems Cluster 

 
The consistency index value from the comparison of indicators internally in the potential problems 

cluster ranges from 0.085 to 0.099 where this value meets the consistency’s index correction factor that 
requires a value below 0.1. Based on the rating of each indicator, it is conclude that the greatest preference 
for potential problems that can hinder tourism development is the potential for tsunamis or high waves and 
pandemic disease outbreaks (Covid-19). 

Based on pairwise comparisons in the matrix of potential problem criteria , weighting results are 
obtained which indicate that for the Tanggamus Regency area indicators of potential problems that can have 
a negative impact on the tourism sector and most influence considerations in priority decision making are 
tsunami waves and pandemic diseases. Indonesia is an island nation surrounded by tectonic plates and 
volcanic areas known as the ring of fire. These factors can have a negative impact on the tourism sector 
because natural disasters that arise can cause physical damage and casualties. Tsunami waves can occur due 
to shifting of tectonic plates that cause earthquakes and can come from volcanic volcanic activity. The 
position of Lampung province, especially the coastal area that is the administrative area of Tanggamus 
Regency, is included in the red zone prone to the Sunda Strait disaster. Historically, tsunami events in the 
Sunda Strait area have been recording since 416 to 2018. The last tsunami event in 2018 which was caused 
by the volcanic activity of Mount Anak Krakatau had a direct impact on the coastal area of Tanggamus 
Regency, especially in the Kiluan Bay area which resulted in material losses due to damage to houses and 
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public facilities and caused casualties, while in the area of Karang Putih Beach and Kota Agung it was not 
too bad. A pandemic disease outbreak is one indicator of a potential problem that could have a significant 
negative impact on the tourism sector. Covid 19 that occurred at the end of 2019 in Wuhan (China) quickly 
spread to a global pandemic that is still exist until 2020 and predicted to need treatment for recovery for 
years to come. 

The spread of the Covid 19 virus, which is vulnerable to the crowd, has caused a drastic decline in the 
tourism sector, which aims to attract as many people as possible to one tourist attraction. As a preventive 
measure to minimize the spread of this virus, it is mandatory to avoid crowds and implement social 
distancing including trips to visit tourist objects. This directly resulted in a decline in income from various 
business sectors, especially tourism, including their supporting services, which systematically occurred on a 
local and global scale leading to economic recession in various countries including Indonesia. Based on the 
results of the analysis in the final level hierarchy by comparing each indicator in the criteria for potential 
problems against alternative locations, Teluk Kiluan is the main preference for tourism development 
priorities (Figure 4). 

 
4. Pairwise Comparison Added Value 

 
Respondents' opinion on the potential value added cluster is a preference based on the availability of 

value added services that can be optimized to provide additional value economically to business actors and 
communities around the 3 tourist attraction locations that will be prioritized. Respondents' opinions that have 
been interpreting quantitatively are analyze using the paired matrix method that then produces an influence 
perspective on alternative tourist locations. The results of the analysis can seeing in graphical form as below: 

 

 
Source: Researcher’s Data, 2020 

 
Figure 5. Added Value Cluster 

 
The consistency index value from the comparison of indicators internally in the added value cluster 

ranges from 0.091 to 0.098 where this value meets the consistency index correction factor which requires a 
value below 0.1. Based on the ranking of each indicator, it is known that the greatest preference for potential 
added value that can be optimized for economic benefits is accommodation, culinary delights and souvenirs. 

The development of the tourism sector should not only be focused on the core tourist objects in the 
region, but the existence of a tourist attraction in an area should also be able to provide added value to its 
supporting sectors. On a local scale, it is hoped that there will be value added services that can be optimized, 
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especially by other stakeholders around the tourist area. Apart from being known as a country that has 
amazing natural beauty, it is also known as a country that has a diversity of cultural forms which later become 
the hallmark of each region and offers an alternative to global branding for national tourism in the eyes of 
the world.  

Based on pairwise comparisons in the matrix of potential added value criteria , weighting results are 
obtained which indicate that for the Tanggamus Regency area, an indicator of potential added value from 
the tourism sector which can have a positive economic impact on the surrounding community and the most 
influencing consideration in making priority decisions is accommodation while indicators others get the 
same rating.  

Accommodation as one of the supporting services for the tourism sector, in general, can be found in the 
form of hotels. Many hotels are owned by individual entrepreneurs or are affiliated with world class business 
networks. The existence of a tourist attraction in an area accompanied by the growth of the hotel business in 
the surrounding area. There are several factors become preferences by tourists in choosing hotel 
accommodation in a tourist area. The distance between a hotel and a tourist attraction is a consideration for 
tourists visiting an area, especially those that have more than one tourist attraction because it will determine 
their movement patterns during their tour of an area. The price of hotel room rental is also one of the financial 
considerations of prospective tourists who of course have different characteristics, for example, there are 
tourists who always choose hotels that classified as luxury while there are also backpackers who prefer the 
cheap hotels. Hotel management must always develop its operations so that hotel revenue from tourists also 
increases, which can be done by adding value added services at separate rates outside of lodging costs, for 
example by laundry services, restaurants, transportation, to add to the attraction of tourists to stay. Provide 
integrated tour packages in collaboration with local travel or travel agents so that it can make it easier for 
tourists, especially those who have just visited the area. Empowering the role of the public around tourist 
areas is one way so that there are direct benefits that can obtained by them by providing services for tourism 
activities, either in the form of individual or group contributions in certain businesses.  

The cultural heritage possessed by each region has the potential to bring economic benefits if it properly 
optimized. Souvenirs are a product that can bring added value, the purchase of souvenirs by tourists is usually 
intended as an art object for collection. One of the characteristics of Indonesian cultural products is the ability 
to make souvenirs with excellent artistic value which, if applied to local conditions, is very possible 
considering that Lampung itself is well known for its well-known cultural branding, including siger, filter, 
and elephant. The selection of souvenir objects featuring a typical icon from an area can bring several types 
of added value, for example increasing the purchase of local handicraft products to become an effective and 
efficient promotional tool. Other cultures that can promoted on a tourist attraction are culinary. The culinary 
attractiveness of a region has proven to be one of the potential sources of income from the tourism sector 
which can be seen by the number of restaurants scattered in an area or tourist attraction with a significant 
contribution of tax value, on the other hand the promotional value of a typical food. Empowering the role of 
the general public around tourist areas is one way so that there are direct benefits that can be obtained by 
them by providing services for tourism activities, either in the form of individual or group contributions in 
certain businesses. 

The cultural heritage possessed by each region has the potential to bring economic benefits if it properly 
optimized. Souvenirs are a product that can bring added value, the purchase of souvenirs by tourists is usually 
intended as an art object for collection. One of the characteristics of Indonesian cultural products is the ability 
to make souvenirs with excellent artistic value, if applied to local conditions, is very possible considering 
that Lampung itself well known for its well-known cultural branding, including siger, filter, and elephant. 
The selection of souvenir objects featuring a typical icon from an area can bring several types of added value, 
for example increasing the purchase of local handicraft products to become an effective and efficient 
promotional tool. Other cultures that can promoted on a tourist attraction are culinary. The culinary 
attractiveness of a region has proven to be one of the potential sources of income from the tourism sector 
that can be sees by the number of restaurants scattered in an area or tourist attraction with a significant 
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contribution of tax value, on the other hand the promotional value of a typical food. Some regions are often 
the main attraction in themselves because many tourists are willing to specified visit an area just because 
they want to enjoy culinary directly in the area of origin. Based on the analysis in the final level hierarchy 
by comparing each indicator in the criteria of the potential added value of the alternative locations, the 
Gulf Kiluan become a major preference for tourism development priority (Figure 5).  
 

CONCLUSION 

 
Based on results study, it can be conclude that almost all indicators in each data cluster prioritize Kiluan 

Bay as the first priority to be developed. Therefore, it’s recommends to increasing tourism promotions in the 
airport area and optimizing the construction of access roads (C1), synchronizing tourism development plans 
in the Regional Spatial Plan to the Lampung Province Medium-Long Term Development Plan and 
facilitating investors in the tourism sector (C2), educating the public regarded the potential dangers 
of disasters (C3), supporting for accommodations, supporting for local communities attractions and culinary 
centers (C4). Suggestion for future research is to conduct the research about Priorities Development, but 
using another data analyze, marine tourism destination. 
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SOCIAL MEDIA MARKETING FOR TOURISM 
The Important of Social Media in Promoting Tourism Destinations During The Covid-19 

Pandemic 
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ABSTRACT 

The era of The Fourth Industrial Revolution or Industry 4.0, the Internet of Things (IoT) 
be a part of our daily life. All of our daily activity cannot be separated from IoT. In tourism 
business, IoT has changed the behavior of tourist’s vacation. The tourist can dream, book, 
plan, and share their vacation experience only form their smart phone. IoT has also 
changed the tourist destination market. Tourist destinations already have a bigger market 
worldwide with IoT. 

But in this day, we all know that the world have been changed because the Covid-19 
pandemic. The Covid-19 pandemic has affected in many sector. One of the affected sector 
is tourism business. Many destination closed during the pandemic. Many tourist cancel 
their vacation plan, and stay at their own home.  

In this pandemic situation, social media takes a role to maintain the sustainability of the 
tourism industry. We know in smart destination platform (the tourism journey), the 1st 
step is dream. Dream is the basic of smart destination platform. Social media should to 
build the dream of tourist to take vacation after pandemic is over. This is why, social media 
is important to still promoting the tourism destination during covid-19 pandemic. 

This article will be explore about the important of media social in promoting tourism 
destination for sustainability tourism business. 

 
Keywords: tourism, Smart Destination, Social Media, digital, Sustainable Tourism 

Themes: Social Media Marketing of Tourism 

INTRODUCTION 

Background 

The era of The Fourth Industrial Revolution or Industry 4.0, the Internet of Things (IoT) be a part of our 
daily life. In 4.0 industry era, Google Research find that traveler has 5 step in traveling. The 5 step is 
Dreaming, Planning, Booking, Experiencing and Sharing.  
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The platform of 5 steps of travel cannot be separated from the development of information technology. 
One form of advancement in information technology is social media.Social media has grown to become one 
of the most popular communication tools around the world, including in Indonesia. In Indonesia, 59% of the 
population are active social media users. 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

Social media has an important position in the dreaming and sharing stages in the 5 stage of travel 
platform.  Through social media, tourists can build their dreams of traveling to tourist destinations. With 
social media, you can share the experience you get when visiting a destination. Because of that, social media 
has an important position in the platform 5 stages of travel. 

But in the end of 2019, the world has shocked by COVID-19. Covid-19 with also know as corona virus 
has been changed the world. In the March 2020, covid-19 has entered Indonesia. Until September 30th 2020, 
corona virus has infect 287.008 of  Indonesians. WHO has announced COVID-19 outbreak as a global 
pandemic on 11 March 2020.  
 

 

 

 

 

 

 

 

 

 
(https://covid19.go.id/p/berita/kesembuhan-harian-kembali-melampaui-penambahan 

-kasus-positif-baru) 
 

Source : Hootsuite (We are Social) Indonesian Digital Report 2020 
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This pandemic has changed the world in many sectors. The world economy was devastated by the Covid 
19 pandemic. Many sectors were affected by the Covid 19 pandemic. One of the sectors affected was the 
tourism sector. Since the Covid 19 pandemic, many tourist destinations have closed. Including Borobudur 
Temple, Prambanan Temple, and Ratu Boko Palace that located in Central Java and Yogyakarta Indonesia. 
All three destination that managed by PT. Taman Wisata Candi Borobudur, Prambanan & Ratu Boko 
(Persero) must be closed to prevent the spread of COVID-19. For that reason, tourists must be patient to visit 
these three destinations.  

This is why social media plays an important role in promoting these three destinations in order to keep 
tourists' dreams of traveling to temple destinations when the pandemic is under control. 
 

Research Objectives  

Today, we all know that social media is part of our daily lives. We can find information about everything 
with social media, including information about tourism destinations. With social media we can find the 
information we need about the destinations we want to visit. For destination managers, social media is a 
means to promote their tourist destinations.  

In this Covid-19 Pandemic, we only stay at home to prevent the spread of the corona virus. This 
condition makes social media have an important function to obtain information about tourist destinations. 

This paper is to investigate the social media of PT. Taman Wisata Candi Borobudur, Prambanan & Ratu 
Boko (Persero) (that’s also know as PT. TWC) how to promote Borobudur Temple, Prambanan Temple & 
Ratu Boko Palace during pandemic covid-19.  
 

Literature Review 

Covid-19 Pandemic 

In the end of 2019, a series of pneumonia cases of unknown cause emerged in Wuhan (Hubei, China). 
A few weeks later, in January 2020, deep sequencing analysis from lower respiratory tract samples identified 
a novel virus severe acute respiratory syndrome coronavirus 2 (SARS-CoV-2) as causative agent for that 
observed pneumonia cluster. On February 11th, 2020, the World Health Organization (WHO) Director-
General, Dr. Tedros Adhanom Ghebreyesus, named the disease caused by the SARS-CoV-2 as “COVID-
19”, and by March 11th, 2020 when the number of countries involved was 114, with more than 118,000 
cases and over 4000 deaths, the WHO declared the pandemic status. Corona Virus Disease 2019 (COVID-
19) is an RNA virus, with a typical crown-like appearance under an electron microscope due to the presence 
of glycoprotein spikes on its envelope. It is not the first time that a coronavirus causing an epidemic has been 
a significant global health threat: in November 2019, an outbreak of coronaviruses (CoVs) with severe acute 
respiratory syndrome (SARS)-CoV started in the Chinese province of Guangdong and again, in September 
2012 the Middle East respiratory syndrome (MERS)-Co V appeared. There are four genera of CoVs: (I) α-
coronavirus(alphaCoV), (II) β-coronavirus (betaCoV) probably present in bats and rodents, while (III) δ-
coronavirus (deltaCoV), and (IV) γ-coronavirus (gammaCoV) probably represent avian species. The virus 
has a natural and zoonotic origin: two scenarios that can plausibly explain the origin of SARS-CoV2 are: (i) 
natural selection in an animal host before zoonotic transfer; and (ii) natural selection in humans following 
zoonotic transfer. Clinical features and risk factors are highly variable, making the clinical severity range 
from asymptomatic to fatal. Understanding of COVID-19 is on-going. 

This review aims to summarize early findings on the epidemiology, clinical features, diagnosis, 
management, and prevention of COVID-19. The COVID-19 epidemic expanded in early December from 
Wuhan, China’s 7th most populous city, throughout China and was then exported to a growing number of 
countries. The first confirmed case of COVID-19 outside China was diagnosed on 13th January 2020 in 
Bangkok (Thailand). 
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On the 2nd of March 2020, 67 territories outside mainland China had reported 8565 confirmed cases of 
COVID-19 with 132 deaths, as well as significant community transmission occurring in several countries 
worldwide, including Iran and Italy and it was declared a global pandemic by the WHO on the 11th of March 
2020. The number of confirmed cases is constantly increasing worldwide and after Asian and European 
regions, a steep increase in cases is currently (31 March 2020) being observed in low-income countries. It is 
problematic to quantify the exact size of this pandemia as it would necessary to count all cases including not 
only severe and symptomatic cases but also mild ones. Unfortunately, to date, there is not a global and 
standard response to the pandemia and each country is facing the crisis based on their own possibilities, 
expertise and hypotheses. Thus, there are different criteria for testing, hospitalisation and estimating of cases 
making it difficult to calculate the number of people affected by epidemic. Based on the data we have so far, 
the estimated case fatality ratio among medically attended patients is approximately 2%, but, also in this 
case, a true ratio may not be known for some time. 

On 31st of March 2020, based on the WHO reports, we have globally 693,224 confirmed cases and 
33,106 deaths, distributed as follows: Western Pacific Region 103,775 cases and 3649 deaths, European 
Region 392,757 cases and 29,962 deaths, South East Asia Region 4084 cases and 158 deaths, Eastern 
Mediterranean Region 46,329 cases and 2813 deaths, Region of the Americas 142,081 cases and 2457 deaths 
and in the Africa region 3486 cases and 60 deaths. 
 

How Covid-19 Break Tourism Industry  

The increased case of COVID-19 has affected the world economy including Indonesia. The COVID-19 
pandemic that has been established by the UN, affects the transportation, tourism, trade, health and other 
sectors. The "lock down" policy is taken by various countries to prevent further spread of covid-19, so that 
economic activities are hindered and put pressure on the world's economic growth in the future including 
Indonesia's economic growth. The Government encourages the Ministry and institutions (K/L) as well as the 
local government (PEMDA) to accelerate spending primarily on the first quarter 2020 schedule. This was 
done to reduce the pressure on Indonesia's economic growth due to the pandemic  Covid-19, as well as a 
decline in commodity prices (Kementerian Keuangan RI, 2020a). 

 

 
The lockdown policy makes the arrival of foreign tourists to Indonesia nil. This causes the lack of tourist 

destinations in various regions in Indonesia. Many tourist destinations have experienced a loss of income so 
that they are temporarily closed. Including Borobudur, Prambanan and Ratu Boko Palace. Along with the 
spread of the corona virus in Indonesia, in March 2020, the three destinations were declared closed to prevent 
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the spread of the corona virus. with the closing of the three destinations, no tourists have visited Borobudur, 
Prambanan and Ratu Boko.  
 

 

 

 

 

 

 

 

 

 

 

 

 

 

Borobudur, Prambanan & Ratu Boko 

Borobudur Temple, Prambanan Temple, and Ratu Boko Palace are leading tourist destination located in 
Central Java and Yogyakarta, Indonesia. Borobudur is the largest Buddhist temple in the world, located in 
Magelang, Central Java. The Sailendra dynasty built this Largest Buddhist monument in the world between 
AD 780 and 840. The Sailendra are the ruling dynasty in Central Java at the time. It was built as a place for 
glorifying Buddha and a pilgrimage spot to guide mankind from worldly desires into enlightenment and 
wisdom according to Buddha. This monument was discovered by the British in 1814 under Sir Thomas 
Stanford Raffles, it was until 1835 that the entire area of the temple has been cleared. 

Borobudur built in the style of Mandala which symbolizes the universe in Buddhist teaching. This 
structure is square shaped with four entry point and a circular center point. Working from the exterior to the 
interior, three zones of consciousness are represented, with the central sphere representing unconsciousness 
or Nirvana. 

Prambanan Temple is the highest Hindus temple in Indonesia. This temple is located in Prambanan, 
Yogyakarta. Built on the ninth Century, Prambanan Temple is the largest Hindu temple complex in 
Indonesia. The first mention of Prambanan was in the Syiwagrha Inscription (856AD). With three main 
temples for the Trimurti; Shiva the destroyer of the universe, Vishnu the keeper of the universe, and Brahma 
the creator of the universe. Back in the glory days of the old Mataram Kingdom, Prambanan is used as a 
Candi Agung for various royal and religious ceremonies. The high structures are typical of Hindu 
architecture, and the plan of the temple complex is a Mandala, as is Borobudur. As a symbol of the Hindu 
cosmos, the temple is vertically divided into three parts, both vertically and in plan. The three part is divided 
into Jaba/Bhurloka, Tengahan/Bhuvarloka, and Njeron/Svarloka. At the Garbagriha (innermost sanctum) of 
this temple sits a three meters statue of Shiva. Prambanan as a Hindu Temple was made High and slim 
compared to Borobudur, with the main Shiva shrine stands 47 meters in the middle of the complex 
surrounded with smaller temples. Prambanan has a bas-relief on the inner side of the gate around the three 
main shrine. The bas-relief tells the story about Ramayana and can be read from the east gate clockwise 
around the inner compound. 

Ratu Boko is Located about 3 km south of Prambanan. Ratu Boko is situated atop of a hill ± 195.97 m 
above sea level. Ratu Boko is not a temple, but a remains of a palace. Ratu Baka is often called Kraton Ratu 
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Boko. Legend said that Ratu Boko once a palace for Ratu Boko, the father of Lara Jonggrang. Ratu Boko is 
built during the 8th century AD by the Buddhist Syailendra Dynasty, but then the Hindu Mataram kings took 
over the place. This take over makes Kraton Ratu Boko is full of Hindu and Buddhist references. A stele 
was found in Ratu Boko dated 792 AD named Prasasti Abhayagiriwihara. This Stele signs that the Ratu 
Boko was built by Rakai Panangkaran. Prasasti Abhayagiriwihara is written with Pranagari font, a font used 
by many Buddhist Steles. In the Stele was mentioned Raja Tejapurnama Panangkarana, which is another 
name for Rakai Panangkaran. Tejapurnama Panagkarana ordered the construction of Abhayagiriwihara. The 
same name also mentioned in Kalasan Stele (779AD), Mantyasih Stele (907AD), and Wanua Tengah III 
Stele (908AD). Abhaya means peaceful, giri means hill or mountain. Abhayagiriwihara means a monastery 
built on a hill of peace. During the reign of Rakai Walaing Pu Kombayoni (898-908AD), Abhayagiriwihara 
changed its name to Kraton Walaing. 

Borobudur, Prambanan and Ratu Boko Palace are managed by PT. Taman Wisata Candi Borobudur, 
Prambanan & Ratu Boko (Persero). PT. Taman Wisata Candi Borobudur, Prambanan & Ratu Boko (Persero) 
as know as PT. TWC, is state-owned enterprises (BUMN) engaged in the tourism industry.PT TWC is 
responsible for utilizing borobudur, Prambanan & Ratu Boko in tourism activities. In 2019, Borobudur, 
Prambanan and Ratu Boko hass been visited by 6,838,638 tourist.  

Borobudur, Prambanan, & Ratu Boko Visitor 
 

 
DOMESTIC TOURISTS FOREIGNER TOURISTS TOTAL VISITOR YEAR 

 
2015 5,261,485  464,736  5,726,221  
2016 5,853,692  498,227  6,351,919  
2017 5,907,787  564,672  6,472,459  
2018 6,214,111  540,037  6,754,148  
2019 6,399,005  439,633  6,838,638  
 

 

However, due to pandemic conditions, these 3 destinations must be completely closed. This is a policy 
to prevent the spread of the Covid-19 virus. This policy resulted in no tourists visiting Borobudur, Prambanan 
& Ratu Boko.  

 

 
PT TWC has made efforts to prevent the spread of Covid-19. These precautions include spraying 

disinfectants and implementing health protocols. In addition, PT TWC has optimized social media to 
promote Borobudur, Prambanan and Ratu Boko. With social media, tourists can see the readiness of PT twc 
in preventing the spread of the covid-19 virus 
Stage of travel 

BOROBUDUR, PRAMBANAN & RATU BOKO VISITOR 
YEAR : 2020 

     

NO MONTH 
TOTAL 

DOMESTIC TOURIST FOREIGN TOURIST TOTAL 
1 JAN 653,173 26,897 680,070 
2 FEB 383,563 18,844 402,407 
3 MAR 185,095 7,439 192,534 

Source : Commercial Department PT. TWC, 2020 

Source : Commercial Department PT. TWC, 2020 
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In the current industrial era 4.0, Google has conducted research related to the stages of tourist travel. 
Google divides these stages into 5 stages, which became known as the 5 stages of traveling. The 5 Stage is  
Dreaming, Planing, Booking, Experiencing, and Sharing.  
 

 

 

 

 

 

 

 

 

 

 

 

 

 The Dreaming phase is the one in which the traveller is inspired by stories and images he/she 
has seen somewhere online/offline or that were told by peers who already lived the experiences 
or other people talking about it.  

 The Planning phase is the moment in which the traveller is actively looking for information 
about products, services and attractions in one or more destinations in view of a travel 
experience.  

 The Booking phase is the moment in which after an active research and comparison of different 
prices and services, the traveller purchases tickets to travel, accommodation and other services 
that will compose the travel experience.  

 The Experiencing phase is the actual travel to the destination and the sum of all the experiences 
made at the destination.  

 The Sharing phase is made up of the moments in which the traveller shares the travel 
experiences created before, during and after the trip. 

 

Social Media 

Social media is basically the online content developed by a variety of people who are open for access 
over the internet. In other words, social media is the shift of people`s attention on the online platforms where 
people share, discover and read information and gain knowledge (Borgan, 2010). Conrad et al., (2010) 
believes that social media is a sort of synthesis of sociology and technology and creating an environment or 
platform on the internet where people share experiences with each other and develop networks for a variety 
of different official and unofficial reasons. Social media has become an important platform and has gone so 
important that nearly every business uses social media for the marketing and promotion of their business, 
products and services. Social media is also used for sharing information and getting in touch with their 
customers and society at large. Ahmad (2011) suggests that social media can be divided in to 3 main 
components:  
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Publishing Technology for everyone:  
Social media is free and open for publishing for everyone and the technological advancement has made 

it even more convenient. Social media is online therefore they are not restricted to any physical setup. 
Previously social places used to be like pubs, clubs, gardens where people used to interact with one another 
and share information. Advancement in the technology and the development of virtual social platforms 
enable people to interact and develop network with one another, online social media has become the new 
talk of the town. On online social media everyone can be the publishers and generator of the content for 
which the information is shared (Ahmad, 2011);  

 
Information Diffusion: 

The rate at which social media diffuses information, no other medium is capable of doing so because 
other media like TV, newspapers and magazines are not that faster in filtering and spreading information. 
Online social media like Facebook, Twitter are faster in the transmission of information and relatively far 
less expensive than the rest. Barefoot  and Szabo (2010) suggest that previously companies used to market 
their products or services through advertising on TV and newspapers; making it a one way communication. 
Through the development of online social media, companies interact with their customers and take feedback 
and suggestions from them for further developments. Social media has made the information open and 
equally accessible for all. Online social media has bought democracy in the sharing of information (Ahmad, 
2011);  
 
Relationship Building: 

Social media has become a powerful medium for the development of relationships through sharing 
valuable information and creating wonderful ideas. Social media helps people in connecting with one another. 
A person is connected and shares information from UK with a man in New Zealand; all because of online 
social media. Gunelius (2011) states that social media has gone so powerful that it is now used for not only 
business and personal relationships but also for political developments. All this clearly highlights the various 
dimensions and importance of social media. The rise and advancement of technology and the shift from 
traditional media to online social media has made it more significant. There are many other reasons due to 
which people, businesses and even the political parties are shifting and using social 
 
Social Media Marketing  

Marketing through social media is the latest and popular trend in the market. Traditional marketing tools 
such as TV, newspapers, magazines have been very expensive and cover a limited targeted market. The 
traditional marketing strategies were based on focusing on specific markets individually. Even now it is 
difficult for businesses to target and market their products and services to the big geographical position 
through one single campaign such as covering the entire Asia through one newspaper advertisement; because 
not every country in Asia watches the same TV channels (Evans, 2012).  

The social media has entirely changed that approach towards marketing. When we see the basic 
definition of marketing it says to maximize the usage of resources of the business and develop products and 
services to satisfy customer needs. (Hajir, 2012) The social media marketing has in reality enabled the 
businesses to take the feedback, comments, and suggestions from their customers through blogs, pictures 
and ratings and improve their products and services so that customer needs could be addressed in a more 
proactive manner. So the advertising and marketing has entirely changed due to social media.  

Jaoker, Jacobs and Moore (2009) state that through social media, customers are building information 
about everything from insurance to career; from pet food to electronic appliances and through this customers 
are beating out marketers in their game. They are sharing their experiences with one another which now a 
days is directly making an impact on the business. This is the era of information; therefore it has become 
necessary that there is a spread of positive information about the company offerings out in the social 
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platforms. This positive word of mouth at the social platforms will help them to retain customers and 
generate more sales.  

Kabani and Brogan (2010) say that the biggest comfort with the social media is that it helps the 
businesses in marketing their brand to the wider ‘global’ community. The social media platforms are open 
and accessible for everyone from every country and therefore they provide companies with tremendous 
opportunities to communicate with communities and build relationships with their target audience. The 
social media marketing is different all together than the traditional marketing. Social media in marketing is 
all about using the natural conversational platforms of people for building relationships with them in order 
to satisfy their needs. Social media platform are helping businesses to spread a positive word of mouth for 
themselves and their goods so that customers’ needs could be addressed effectively. Social media involves 
a number of different social channels as traditional media has offline channels. Social media keeps changing 
over time and therefore it gets better and better. Social media is highly participative and the participants of 
the conversation are the key people that generate the content. In traditional marketing on TV and newspapers 
the marketing and communication is one sided whereas social media is a collective approach that enables 
the collection and sharing of information. This information becomes very essential for businesses to actually 
revise their business and marketing plans in order to maximize customer attraction and retention (Evans and 
McKee, 2010). 
 
The important of social media to promote tourism destination during covid-19 pandemic 

In the 5 stages of the journey, social media plays an important role in the dreaming stage. With social 
media, destinations can build potential tourists' dreams of traveling in their place. In a pandemic condition 
where destinations are closed, it is very important to take advantage of social media. Social media is used to 
promote destinations aiming to keep their dreams of traveling in destinations when conditions are under 
control. Through social media tourists can find out the condition of the destination and see the readiness of 
the destination in welcoming tourists when the destination is opened. 

 

MATERIAL AND METHODOLOGY 

Material 

Social Media of PT TWC 
PT TWC has a Marketing Division which is responsible for managing social media marketing. This 

Division control the strategy of Digital Marketing. PT TWC has social media accounts on Instagram, 
Facebook and Youtube Platform.  
 
Instagram 

On Instagram PT. TWC has 3 main account. The account is @borobudurpark, @prambananpark, and 
@ratubokopark. The @borobudurpark account focuses on promoting borobudur has 21.4 thousand 
followers, @prambananpark focuses on promoting Prambanan has 6,800 followers and @ratubokopark 
focuses on promoting Ratu Boko Palace with 54.4 thousand followers. 
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Facebook 
On Facebook, PT TWC has one main facebook fans page. This fans page account promoting Borobudur 

Temple. Prambanan Temple and Ratu Boko Palace. This fans page has 28.363 followers. 
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Youtube Chanel 
PT. TWC has one youtube channel. The Youtube channel is Borobudur Park. This account has 3,19 

thousand subscriber. This Youtube content contains promotional videos about Borobudur, Prambanan & 
Ratu Boko. 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

With the optimization of Social Media, PT. TWC hopes not to lose its customers. In addition, with the 
optimization of social media, it is hoped that the dream of customers to travel to Borobudur, Prambanan & 
Ratu Boko can be maintained. So that when Borobudur, Prambanan & Ratu Boko is opened they will 
immediately visit Borobudur, Prambanan & Ratu Boko. 
 

METHODOLOGY 

Social media plays an important role in the dream stages in the 5 stages of the journey. With social 
media, tourists can build traveling dreams. For tourist destination management, social media also has an 
important role in interacting with customers and informing the current state of the destination. Therefore, 
social media has an important role in promoting destinations during a pandemic. 

This paper adopts an analytic descriptive methodology. The purpose of this paper is to explore how PT. 
TWC promoted Borobudur, Prambanan & Ratu Boko during the Covid-19 pandemic. In addition, this paper 
aims to determine the importance of promotion carried out by PT TWC's social media for tourist visits. 
 

RESULT AND DISCUSSION 

Social Media Account of PT. TWC has been trying to build tourists' dreams of traveling to Borobudur, 
Prambanan & Ratu Boko. The Social Media provided information about the situation of Borobudur, 
Prambanan and Ratu Boko during the Covid-19 pandemic. they post what would make you dream about 
visiting a Borobudur, Prambanan and Ratu Boko. 
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During Pandemic 
Social Media of PT. TWC announce that the destination has been closed to prevent the spread of corona 

virus. Hal ini dilakukan untuk menjaga mimpi wisatawan untuk tetap berwisata di destinasi. Beside that, 
Social Media PT. TWC secara konsisten memuat konten promosi Borobudur, Prambanan & Ratu Boko. Hal 
ini dilakukan agar wisatawan dapat mengetahui kondisi terkini candi borobudur, Pramabanan dan ratu boko. 

On march 30th, Instagram account of Borobudur (@borobudurpark), Prambanan (@prambananpark) and 
Ratu Boko (@ratubokopark) and Facebook Fanspage of Borobudur Park, announce that Borobudur, 
Prambanan and Ratu Boko has temporary closed. This policy was taken to prevent the spread of the Covid 
virus, especially in Borobudur, Prambanan and Ratu Boko. Since that day, Borobudur, Prambanan & Ratu 
Boko has been declared temporarily closed for tourist activities, so tourists are not allowed to enter the 
Borobudur, Prambanan & Ratu Boko area. 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Announcement about Borobudur, Prambanan and Ratu Boko has temporary closed 
Source : instagram account @borobudurpark, @prambananpark, @ratubokopark 
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Instagram account @borobudurpark. @prambananpark and @ratubokopark have posted teaser videos 
of Heritage Virtual Adventures. The hope is that it can make customers miss Borobudur, Prambanan & 
Ratu Boko, so when Borobudur, Prambanan & Ratu Boko opens they immediately travel to Borobudur, 
Prambanan & Ratu Boko.  
 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

In addition, the Borobudur account also posts a gimmick in the form of a give away voucher. This is to 
attract customers to return to travel as soon as possible after pandemic Covid-19. 
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During the pandemic, the Borobudur Park Youtube Channel posted many videos. The video posted is a 
video about the current condition of Borobudur, Prambanan and Ratu Boko. The videos illustrate the 
awareness of the spread of Covid-19, Borobudur's, Prambanan’s and Ratu Bokos longing for tourists and 
their readiness to welcome tourists. 

A video representing how Borobudur, Prambanan & Ratu Boko were sprayed with disinfectants to 
prevent the spread of Covid-19. This also describes the security of Borobudur Temple from Covid-19. This 
video was uploaded on April 28th  and has been viewed 696 times. From this video, customers can get actual 
information about the readiness of Borobudur Temple in preventing the spread of COVID-19. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

In addition, there are several videos that describe the longing of the Borobudur, Prambanan and Ratu 
Boko people for tourists. It is hoped that with this video the tourists will have an inner attachment to 
Borobudur,  Prambanan and Ratu Boko and the surrounding community 
  

A video representing how Borobudur, Prambanan & Ratu Boko were sprayed with disinfectants to 
prevent the spread of Covid-19. 

Source : Youtube Channel of Borobudur Park 

Videos that describe the longing of the Borobudur, Prambanan and Ratu Boko people for tourists.  
Source : Youtube Channel of Borobudur Park 
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New Normal 

On June 26, PT TWC reopened the Borobudur destination. Destination opening is carried out by 
implementing strict health protocols. This is done so that tourists can travel safely without worrying about 
contracting the corona virus. The implementation of this Health Protocol is informed on the Borobudurpark 
Youtube channel 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

By viewing the video, tourists can find out the health protocols implemented by PT. TWC, so that 
tourists can be sure that their safety will be guaranteed from the spread of the Covid-19 virus.  
 

CONCLUSION 

The Covid-19 pandemic has devastated the tourism industry. Many tourist destinations have been closed 
to prevent the spread of Covid-19. Social media has played an important role in promoting tourist 
destinations during a pandemic. With social media, destination management can inform the current state of 
the destination. Social media plays a role in building the dreams of travelers in 5 Stages of Travel platform. 
In addition, social media plays a role in the promotion of tourism destinations, so that tourism destinations 
do not lose their customers. PT TWC has used social media to promote Borobudur. This is effective for 
retaining their customers. During the New Normal period, Borobudur, Prambanan & Ratu Boko has been 
visited by many tourists. 
 

 

 

A video about New Normal Protocol of the Borobudur, Prambanan and Ratu Boko people for tourists. Source 
: Youtube Channel of Borobudur Park 
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However, the use of social media is still not optimal. This can be seen from the lack of posts on Instagram 
which inform new applications normally. Travelers can only view information about the implementation of 
health protocols on YouTube channels. PT TWC's social media marketing strategy needs to be optimized to 
attract more tourists. 
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ABSTRACT 

India as a tourist destination is the magnum of diversity with 38 world heritage sites, 
landscapes; mountains, beaches, islands, etc. together make tourism one of the most 
attractive service sectors of the country. It is said that real India resides in villages with 
cultural diversity and traditional authenticity. India has almost 6.5 million village units 
spread across the country. The desire to connect to its roots created a fascination of tourists 
towards rural tourism that also create an alternate source of income for village dwellers. 
As of 2019, India was ranked at 34th position by the travel and tourism competitiveness 
report. The government was making efforts to promote tourism on the international stage 
but the sudden outbreak of COVID-19 has brought this sun rising industry to its knees by 
shutting down all the tourism verticals. It is estimated that due to pandemic 50 million 
jobs have been lost globally. The United Nations World Tourism Organization has 
declared this year theme as “Tourism and rural development” on World Tourism Day 
2020 that highlighted that rural tourism has the potential to recover from the repercussions 
of the COVID-19 pandemic. The main purpose of the paper is to research the potential 
tourists’ attitude towards rural tourism experience, attractiveness, facilities, problems, etc. 
in India. Further, the paper analyzes the social-economic and environmental impact of 
rural tourism development during the pandemic situation in the country. The primary 
data has been collected from 218 respondents during September 2020 through an online 
(Google form) questionnaire (multiple response data) by convenience sampling technique 
of data collection. For data analysis, descriptive statistics and cross-tabulation is used in 
the study. The research findings would help the stakeholders of the tourism industry to 
further improvise their strategies and policies according to the requirements and desires 
of potential tourists of rural India in the post-pandemic scenario. 

Keywords: Rural tourism, Potential Tourists, Perception, India, COVID-19 Pandemic 

INTRODUCTION 

In the 21st century, the world is covered with skyscrapers, roadways, magnificent huge buildings, and a 
chaotic lifestyle, where traveling seems like a route to going back and rejuvenate the soul. Rural tourism 
provides an opportunity for the tourists to connect back to their lost roots, enjoy the natural environment, 
learn the local culture and tradition interact with the community that overall helps in the revitalization of the 
economic, ecological and socio-cultural scenario of a local inhabitant. Away from the monotonous and hectic 
urban life without noise and air pollution, rural areas provide a place to slow down, relax, and enjoy the 
peaceful atmosphere. The soul-fulfilling experience that rural tourism provides has created a special place 
in the minds of tourists. Moreover, to diversify the economic sources among village dwellers, the emphasis 
has shifted from “more food at low cost” towards well being and prosperity of people in rural areas. The 
farmers have adopted the role of entrepreneurs over the period that helps in addressing the issues related to 
employment, income distribution, regional imbalance, and migration of the rural population. 
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At the global level in the past 30 years (1980-2020) India has gained prominence in the global travel 
and tourism sector however, According to World Travel and Tourism Cooperation (WTTC) report 2019, 
travel and tourism contribute to 10.3% of global GDP; create 330 million jobs directly and indirectly around 
the world. In India tourism industry contribute to 6.8% of the total economy and almost created maximum 
jobs in the tourism sector only i.e. 8% but still a lot more is required to be done to tap the full potential. 
However, the sudden outbreak of the health pandemic in 2020 has brought back this sun rising industry to 
zero resulting due to travel restrictions around the globe. Today the tourism and hospitality sector is even 
struggling to survive, the number of units had shut down, jobs are lost, and the aviation sector has suffered 
a lot. To revive back, the tourism industry is looking towards rural areas. The United Nations World Tourism 
Organization has declared this year theme as “Tourism and rural development” on World Tourism Day 2020 
that highlighted that rural tourism has the potential to recover from the repercussions of the COVID-19 
pandemic. The number of cases has declined last month around the world but globally there is no sign that 
this virus is abating. Therefore after the initial few months of complete lockdown now the world is moving 
towards a “new normal” with complete precaution and health measures.  Therefore to restart the tourism 
industry countries are recently more focused on domestic tourists. 

  India has almost 6.5 million village units spread across the country and rural tourism in India is still 
the “road less traveled”, which carries the huge hidden potential of growth and it is still needed to be 
explored. This niche tourism product is seen as an important factor of development in rural areas that is the 
collection of diverse landscapes, people, and practices. India is a country of diversity where every nook and 
corner variety of people resides. The raw beauty of the country with its rich culture and tradition can be 
explored and experienced only in the pristine surroundings of the villages, not at any other tourist destination. 
India is one of the richest and oldest civilizations in the world and tourism not only helps in keeping the 
heritage alive but also contributes to the economy of the nation. The paper aims to evaluate the perception 
of potential tourists towards rural tourism development. The tourism services requirement like tourism 
experience, facilities, attractive tourism activities, played an important role in destination development.  The 
understanding of potential tourists regarding tourism services and sustainable rural tourism development 
would help the policymakers in updating and do changes in the strategies as per the requirement of tourists 
only. 

 
REVIEW OF LITERATURE 

(Amir et al., 2015)  studied sustainability planning in rural communities of Malaysia for rural tourism. 
Through site observation and extensive literature reviews, the authors examined the rural sustainable 
development background, resiliency elements of communities, and the role of local government. The results 
revealed that sustainable rural tourism helps the communities to have an improvement in their lives many 
fold times. 

(Pavlić, Puh and Mišković, 2019) examined the attitude of the local community of rural areas towards 
tourism development. The social, economic, and environmental impact of tourism on rural communities. 
Primary data has been collected and analyzed by MANOVA revealed that there is a difference in the attitude 
of residents towards different dimensions of tourism. 

(Moric, 2013) investigated the role and key challenges faced by the tourism industry in Montenegro. 
The author highlighted the major issues and current situation of tourism in rural areas through extensive 
study of secondary data available and uses primary data also for the study. The results indicate that three 
factors will play a very important role in the success; firstly, support from government and international and 
national bodies, secondly offering new horizons to tourists in rural areas and government policies for the 
development of new entrepreneurship opportunities in rural areas. These reforms will help the rural areas of 
Montenegro as a means to overcome social and economic challenges. 

(Kantar & Svržnjak, 2017) highlighted the sociological views on the development of sustainable rural 
tourism development in Koprivnica-Krizevci, Croatia. The author collected the primary data through 
interviews with experts, stakeholders, owners of tourists’ farms. Four dimensions of integrated sustainability 
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i.e. biological-ecological, economic, socio-cultural, and political stability are studied for the development of 
rural areas as tourists spot. The development of rural tourism in the country is at its early stages only and 
there is a need for a lot more to be done for bringing integrated sustainability. 

(Park and Yoon, 2011) develop indicators to measure sustainable rural tourism development within a 
sustainable framework.33 sets of indicators with four dimensions are finalized through a panel discussion of 
experts. The Delphi technique and analytical hierarchy process are used to develop indicators.  The indicators 
are a community–based rural tourism which is useful for managers and administrators. 

 
RESEARCH METHOD 

In this study, the perception of potential tourists towards visiting rural tourism destinations in India 
during the pandemic was researched and opinion towards sustainable tourism practices in rural India. The 
study employs a convenience sampling method of data collection through a questionnaire. The items used 
in this study were adapted from past researches (Pavlić, Puh and Mišković, 2019)and modified according to 
the Indian context. The Google form is prepared which is composed of three basic sections. First section 
concerns with demographic profile, the second part concern with rural tourism attractiveness variables, and 
the last section related to the perception of respondents towards sustainable tourism practices in rural India. 
Respondents had the option to choose multiple answers to the questions concern with rural tourism services 
and the Likert five-point scale (strongly agree –strongly disagree) is used to evaluate the opinion of 
respondents towards sustainable tourism practices. The convenience sampling method is used for data 
collection.  In this study total of 218 respondents’ data has been collected for the study through an online 
survey method and the collected data has been analyzed by the SPSS statistical program. Descriptive 
statistics and cross-tabulation is used for analyses. 

 
 RESULTS AND DISCUSSION 

The results of the socio-demographic profile, table 1 show that out of 218 samples of respondents’ 
percentage of female respondents were (50.5%) and male respondents were (49.5%).The age group is 
divided into 4 parts, i.e. 18-27years (66.5%), 28-37 (22.9%), 38-47 (9.2%) and 48-57(1.4%). Based on 
education, the maximum number of respondents was postgraduate (49.5%), professional degree holders 
(31.7%), undergraduate (14.2%), and those who completed schooling (4.6%). Based on data collected from 
respondents a maximum number of respondents who participated in the study were employed (64.2%), 
students (31.2%), self-employed (1.8%), and (2.8%) were unemployed. On the basis of monthly personal 
income 32.6% of respondents income is less than Rs 15000, 33% has income between Rs 15,000-30,000, 
17.4% has income Rs 30,000-45,000, Rs 45,000-60,000 6% and more than Rs60, 000 income 11%. 
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Table 1 
Demographic profile 

 Frequency Percent 
AGE 18-27 145 66.5 

28-37 50 22.9 
38-47 20 9.2 
48-57 3 1.4 

GENDER Male 108 49.5 
Female 110 50.5 

EDUCATION Schooling 10 4.6 
Undergraduate 31 14.2 

Post Graduate 108 49.5 
Professional Degree 69 31.7 

OCCUPATION Student 68 31.2 
Employed 140 64.2 
Self-Employed/Business 4 1.8 

Unemployed 6 2.8 
INCOME Less than 15,000 71 32.6 

15,000-30,000 72 33.0 
30,000-45,000 38 17.4 
45,000-60,000 13 6.0 
More than 60,000 24 11.0 

    

 

Figure1: Opinion on restarting rural tourism during the pandemic in India 
  

No
37%

Yes
63%

Restart Rural Tourism 
during COVID-19
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Figure 1 represents that 63% of the respondents favor that in their opinion it is good to restart the rural 
tourism industry during COVID-19. The reasons in support of the above statement have categories in four 
items i.e. easily maintain social distancing, fresh air, and natural environment, break from monotony lastly 
easy availability of organic fresh food. Table 2 shows that a maximum number of respondents feels that 
natural environment and fresh air (35.30%) is the important reason to support rural tourism during a 
pandemic, 24.50% consider that one can easily maintain social distancing in rural areas, 23.90% supports 
that easy availability of fresh food and lastly 16.05% supports break from monotony as an important item 
to support rural tourism in India during COVID-19.  Few of the respondents also provide their individual 
opinion that says the restarting tourism industry helps bring the economy of the country back on track and 
rural tourism is the best option to start the rural tourism industry. 

 
Table 2 

REASONS TO SUPPORT RURAL TOURISM* OPINION ON  RESTART TOURISM _COVID-
19 CROSS TABULATION 

  

Opinion on to restart rural tourism 
industry during COVID-19 

Yes 
COVID-19 AND RURAL 
TOURISM 

Easily maintain social 
distancing 

 
75  

24.5% 
Natural environment 

 
108  

35.3% 
Break monotony 

 
50  

16.3% 
Organic food 
availability 

 
73  

23.9% 
 

Table 3 
Rural Tourism Attractiveness 

   
Responses Percent of 

Cases N Percent 
TOURISM EXPERIENCE  Historical Tourism 

Experience 
146 27.2% 67.3% 

 Religious Tourism 
Experience 

116 21.6% 53.5% 

 Adventure Tourism 
Experience 

72 13.4% 33.2% 

Agriculture Tourism 
Experience 

147 27.4% 67.7% 

Culinary Tourism 
Experience 

56 10.4% 25.8% 

ATTRACTIVE TOURISM 
ACTIVITIES 

Agriculture 103 17.9% 47.5% 
Fair and religious 
activities 

126 21.9% 58.1% 

 Local Handicraft 140 24.3% 64.5% 
 Rural cuisines 95 16.5% 43.8% 
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 Adventure activities 111 19.3% 51.2% 
TOURISM SERVICES Approved guide Facilities 118 18.4% 54.1% 

 Easy Transport Facilities  159 24.8% 72.9% 
 Learn rural art Facilities  110 17.1% 50.5% 
Information Booklet 
Facilities 

88 13.7% 40.4% 

 Basic amenities Facilities  167 26.0% 76.6% 
CHALLENGES FACED  No guide Problem. 112 16.7% 51.4% 

 Poor sanitation Problem 152 22.7% 69.7% 

Safety Problems  110 16.4% 50.5% 
 Poor Transport Problem 143 21.3% 65.6% 

SUGGESTIONS Rural festivals and culture 113 18.5% 51.8% 
Promote agro tourism  122 20.0% 56.0% 

Encouraging locals  99 16.2% 45.4% 
 Government Involvement 125 20.5% 57.3% 
 Ngo's Involvement  152 24.9% 69.7% 

 

Based on a descriptive analysis of multiple response data of respondents on the attitude of the respondent 
towards tourism experience, attractive activities, services, challenges they might face while traveling and 
suggestions to promote rural tourism to revive back the tourism sector. The above table3 provides the 
information that people are more interested in historical and agriculture tourism experience (27.19% and 
27.37% respectively) while traveling to rural India. The things that found most fascinating to them in rural 
areas of India are the age-old Havelis, forts, and unexplored areas.  Countryside farmlands and agriculture-
related work experience have 21.60% of respondents who have shown interest in religious tourism 
experience. 13.41% has an interest in adventure experience and 10.43% has shown interest in culinary 
tourism. The survey results revealed that learning and purchasing local handicraft items (24.30%) from local 
artisans is the activity that the maximum number of respondents wanted to involve in. 21.90% of respondents 
wanted to involve in rural religious programmers’ and cultural fairs, 19.30% would like to involve in 
traditional local sports and adventure activities like kabaddi, sitolia, etc. Though the maximum number of 
respondents favors experiencing agriculture tourism later 17.90% was only who found agriculture-related 
activities attractive and lastly the least interest the respondent showed in trying new rural cuisines at the rural 
destination. Further, it is revealed that the maximum number of respondents agreed that basic amenities 
(26%) i.e. water, electricity, sanitation, drainage, etc. facilities must be available at the rural destination. 
Easy transportation facilities (24.80%) are also another important factor that potential tourists are required 
at a rural destination. 18.40% of respondents opinion that approved guide availability is considered, 
respondents interested in learning rural art and craft were 17.10%. Lastly, the availability of information 
booklet which provides the details of tourists’ spots and other nearby places information gets 13.70% of 
support from respondents. The most probable challenges the respondents find that they could face while 
traveling to rural India. Poor accommodation and communication facilities (22.80%), poor sanitation, and 
hygiene problem (22.70%) is the most important challenge which respondent could face in rural India. 
21.30% of respondents found poor transportation as a problem. Lastly, no guide availability and safety 
problem (16.70% and 16.40% respectively) would be a challenge that tourists can face while traveling to 
rural India. Lastly, the respondents opinioned about the suggestions that help in the growth of rural tourism 
in India. 24.80% of the respondents find that the involvement of NGO’s for tourism promotion is the best 
alternative available. Government policies involved in the promotion of tourism (20.50%) and Promoting 
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Agro –tourism (20%) get supported by the survey conducted. 18.50% of the respondents consider that 
promoting rural festivals and culture would play an important role in rural tourism promotion. Lastly, 
encouraging locals to participate in tourism activities (16.20%) would help in the promotion of rural tourism 
in India and further help in reviving the tourism sector during the pandemic scenario. 

Table 4 

Perception of Sustainable Tourism Practices (in %) 

STATEMENT 
Strongl
y agree Agree Neutral Disagree 

Strongly 
disagree 

Damages rural environment and 
landscape 11 29.4 28 27.1 4.6 
Problem of overcrowding  11 32.6 28.4 23.4 4.6 
Air pollution 10.6 38.1 29.8 16.1 5.5 
Create more litter 12.4 41.7 28.9 13.8 3.2 
Improves standard of living 48.6 34.9 11 3.2 2.3 
Minimize movement of rural youth  31.2 40.8 17.4 6.4 4.1 
Increases job opportunities  53.7 33.5 7.8 1.8 3.2 
Revenue generation  39 35.3 18.3 5 2.3 
Restore old culture and tradition 50 37.6 7.8 1.8 2.8 
Promote handmade local products 54.6 35.8 5.5 2.3 1.8 
 Risk the safety and authenticity of 
the local community 12.8 23.9 39 22.5 1.8 

 

The above table 4 revealed the details on the perception of the respondents on sustainable tourism 
practices in rural India. The results show that with concern to environmental practices, 29.4% of respondents 
agreed that tourism damages the rural environment and landscape, 38.1% agreed that it increases air 
pollution, 41.7% agreed that it will create more litter and wastage by tourists in rural areas. With concern to 
social practices, 32.6% agreed that tourism creates the problem of overcrowding, 48.6% strongly agreed that 
it would improve the standard of living of villagers who concern with tourism and 23.9% agreed that tourism 
practices in rural areas would create a threat for local community authenticity and 50% strongly agreed that 
tourism help in restoring local and culture of the destination. Lastly with concern to economic practices, 
40.8% agreed that tourism would help in minimizing the migration of rural youth towards the urban area, 
53.7% agreed that it will create more job opportunities in rural areas, 39% strongly agreed that it will 
generate more revenue and 54.6% strongly agreed that rural tourism promotes local handicraft of the artisans. 

 CONCLUSION 

At present, looking at the current scenario of a pandemic spreading across the world, protecting people, 
and maintain a healthy tourism policy is the most important priority for any nation. The health pandemic 
forced the world towards lockdown that lead the countries towards economic crisis also, further worsening 
the situation more. Now with appropriate health measures, the world is moving towards the “new normal”, 
as for vaccination one has to still wait for 6 -12 months more. In specific to the tourism sector, in the long 
run, WTTC(World Travel and Tourism Council ) has anticipated that within 19 months the industry will 
likely return to its original state. But for developing countries, the road ahead of a pandemic is not so easy. 
There will be a great need for reviewing and changing the policies accordingly. Hygiene, sanitization, the 
safety of visitors would be the topmost priority. Currently, the tourism sector is looking towards its domestic 
tourists for survival. The results of the research indicate that the domestic tourists in India are more interested 
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in restarting the tourism sector during the pandemic (month of September 2020). In rural India, tourists 
wanted historical and agro-tourism experience, and local handicraft seems to attract tourists the most that 
would also help the local artisans in the village to survive. The availability of basic amenities is essential for 
rural tourism to thrive and appropriate support of NGOs would help in capitalizing rural India as a source of 
reviving the tourism sector. Sustainable tourism practices would help in the necessary growth of rural areas 
without putting any further challenges for nature and pressure on future generations. 
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ABSTRACT 

Cultural-based events that already exist or are held in Indonesia are very diverse, one of 
which is the Ruwat Rawat Borobudur event. Ruwat Rawat Borobudur 2020 event is one 
of the cultural events that have been held for 17 times since it was first organized in 2003, 
in its implementation of course there are impacts from events that arise both positive and 
negative impacts. This research aims to know the economic, social, and environmental 
impacts of the Ruwat Rawat Borobudur 2020 event around the super priority destination 
of Borobudur Temple. The benefits of this research are as an evaluation material for the 
organizers, the government, and the community for the Ruwat Rawat Borobudur event in 
the coming years so that in the future it can sustain positive impacts and minimize 
negative impacts. The theoretical foundation used is the theory of event impact according 
to Hall (1989) in Bowdin, et al (2006). This research uses descriptive qualitative research 
methods. Analyzed with Miles and Huberman (2007) analysis techniques. The data used 
obtained from research interview to 13 interviewees by using semi-standard type of 
interview. Based on the data analysis, it was concluded that the Ruwat Rawat Borobudur 
2020 event had a positive impact both in economic, social, and environmental aspects. 
Besides that, there are negative impacts on these three aspects, but not too significant. 

Keywords : Event, Event Impacts, Cultural Event 

INTRODUCTION 

Background 

 Culture-based events are important factors to at- tract tourists. According to Jago and Shaw (1998) 
said that the event was able to attract tourist visits and tourism development. Cultural-based events that 
already exist or are held in Indonesia are very di- verse, almost in all provinces in Indonesia have cul- tural-
based  events  that  can  attract  tourist   vis-  its. According to Getz (2007) an event is an event at a certain 
place and time; a set of special circum- stances and noteworthy events. In the State of Indo- nesia itself, 
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many events have been held in various provinces, one of which is in the province of Central Java, especially 
in the district of Magelang which has cultural and cultural values namely Borobudur Temple which has been 
recognized by UNESCO. One of the events held in the Magelang Regency that can attract the attention of 
tourists is Ruwat Rawat Borobudur. Ruwatan itself is one of the cultural tra- ditions passed down from 
ancestors and preserved by the people, especially Javanese, who believe in it intending to remove bad luck 
in life and will get good luck and whatever has not been achieved and will be achieved after being routed. 
Also, the activity contributed cultural resources to the interests of tourism development in Borobudur 
Temple. Ruwat Rawat Borobudur is carried out by the Borobudur art and culture lover community to be a 
cultural information network among several regions in Indonesia. With the theme of “Ngolah Budi Lan 
Pengangen-Angen Murih Lestari Lan Majuning Budaya” (thinking for the preservation and advancement of 
culture) this event aims to preserve/develop the potential of local culture in the borobudur area and its 
surroundings as well as a cultural communication space that is expected to synergize all components of 
stakeholders. Besides, this event also aims to find out how to internalize non-capitalist values in the form of 
the spiritual zeal of the surrounding communities regarding cultural heritage at the Rawat Ruwat Borobudur 
event, so that in the end it can provide self-actualization to the community. Based on the pre-survey activities 
con- ducted by the research team to the location, the re- sults show that the Ruwat Rawat Borobudur event 
has been going on for 17 years and this event also involves people who indirectly support/assist in handling 
tourist arrivals to witness the Ruwat Rawat Borobudur event and who visited Borobudur Tem- ple. 
Borobudur Temple is one of the Super Priority Destinations (DSP) launched by the President of In- donesia, 
Mr. Joko Widodo, because Borobudur Temple has a rich potential of sustainable cultural tourism. Ruwat 
Rawat Borobudur event and Borobudur Temple are an inseparable unit because there is a close relationship 
between the Borobudur Temple and its cultural arts. The holding of Ruwat Rawat Borobudur 2020 event 
took place in 13 dif- ferent locations for 72 days, starting from February 9, 2020, to April 21, 2020. From 
the implementation of the Borobudur Rawat Ruwat event, of course, there are impacts. According to Hall 
(1989) in Bowdin, et al. (2006) an event has both positive and negative impacts, namely ; economic impacts, 
social impacts, political impacts and environmental impacts. 
 
Research Objectives 

Based on the background above, the objectives to be achieved in this study are as follows: 
1. Knowing the economic impact caused by organizing the Rawat Rawat Borobudur 2020 event 

around the Super Priority Destination of Borobudur Temple. 
2. Knowing the social impacts caused by organizing the Rawat Rawat Borobudur 2020 event 

around the Super Priority Destination of Borobudur Temple. 
3. Knowing the environmental impacts caused by organizing the Rawat Rawat Borobudur 2020 

event around the Super Priority Destination of Borobudur Temple. 
 

LITERATURE  REVIEW 

 
Tourism Product  

Kotler and Armstrong (2006) said that the product is part of the marketing mix, so it is very important 
to be considered by marketers. Also, the product is a tool to meet the needs and desires of consumers, such 
as to entertain themselves and free time utilization for having fun, both tangible or intangible. Simanjuntak, 
et.al. (2018) explained event as one of the tourist attraction that shows the uniqueness of culture, 
geographical condition, and the potential that every place has that prepared to be exhibited to the public. 
According to Suwantoro (2009), explained the indicators of toursm product are attraction, facility, and 
accessibility. Muljadi (2012) said these three aspects must be packaged in such a way that it can be more 
attractive and provide comfort for potential tourists.  
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Event  

Natoradjo (2011) explained event as a product that consists of activities offered and hope it can make 
people do the activities that are already made. According to APEX (Accepted Exchange Practices) in Raj 
and Musgrave (2009), as an initiative of the Conference Industry Council (CIC), described events as 
organized events that consists of meetings, conventions, exhibitions, special events, gala dinner, etc. Irshad 
(2011) said that “event” describe various activities that have various characterictics from major to small 
events.  
Special Event  

Allen (2002) and Bowdin, et.al. (2006) described special events as rituals, performances, or celebrations 
that have been planned and created to commemorate special events and to achieve certain social, cultural, or 
corporate goals and objectives. Special events can include national days and celebrations, important citizen 
events, unique cultural shows, company events, trade promotions, and product launches, and Goldblatt 
(2005) in Bowdin, et.al. (2006) defined the special events as a moment and a unique ceremonial for specific 
needs.  

 
Cultural Event  

According to Noor (2009), events are divided into categories of special events, namely leisure, personal, 
organizational, and cultural. Cultural-based events are always synonymous with traditional ceremonies, 
religions, and traditions that have high social values in the social fabric so that their current organization is 
very important. Moreover, with technological advances, organizing cultural events will be more interesting 
and memorable that can be adjusted to the current situation. Getz (2007) identified events into festivals, 
ceremonies, carnival, and religious events.  

 
Event Impact  

Bowdin, et.al. (2006) said that events have an impacts, either positive or negative for community and 
stakeholders. Noor (2009) explained that positive impacts that produced from an event must be able to 
develop and maximize as well and negative impacts must be minimized or eliminated although it cannot be 
avoided, it can be very helpful for evaluation. Hall (1989) in Bowdin, et. al. (2006) said that an event has 
impacts, positive and negative, namely economic impact, social impact, political impact, and environmental 
impact. Meanwhile, according to Raj and Musgrave (2009) and Getz (2008) to measure the impact of an 
event consists of three dimensions, namely economic, social, and environmental. 
 

METHODOLOGY 

 
Research Design 

In this study, researchers used a descriptive qualitative research method that is used to find out and 
analyze the positive and negative impacts of economic, social, and environmental aspects of Ruwat Rawat 
Borobudur 2020 event held around Borobudur Temple validly and more deeply using non-probability with 

purposive sampling because not all samples have criteria that fit the phenomenon under study. 
After determining the participants with a purposive sampling technique the researchers then used the 
snowball sampling technique. Then, the selected participants will identify and recommend other participants 
as subjects that are trusted and able to provide the information needed.  

In this study, our main participants are SU, as the initiator of the event, and ZU, as representatives of 
agencies in Magelang Regency. Then, they provide informants' recommendations related to information 
needs, so they get 11 additional informants namely IA, PR, FE, RO, SY, BU, FA, SA, HS, JP, and NI. 
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Data Collection 

This study uses two data collection techniques, namely interviews and documentation used interview 
guidelines and secondary data. In this data collection technique we researchers use a semi-standard type of 
interview because some of the questions we will raise can develop along with the interview process and also 
use non-standard language to understand each other between the interviewer and the resource person.  

Face-to-face interviews is prohibited during the COVID-19 pandemic therefore, interviews were 
conducted online media. The documentation technique is used to collect some data such as photos of routine 
care events, and so on. In this case, we collected some event photo documentation originating from the 
organizer because it could not be present in the field directly related to COVID-19. 

 
a. Data Analysis and Data Validity Test 

The analysis technique in this study uses qualitative data analysis techniques according to Miles dan 
Huberman (Miles, Huberman, dan Saldana) (2014), namely: data collection, data reduction, data 
presentation, and concluding.  

 
In testing the validity of the data researchers used triangulation techniques. The triangulation technique 

used for the validity of data related to the impact of Ruwat Rawat Borobudur 2020 event, as follows :  
b. Triangulation of Resources (data)  

Comparing and checking back the degree of trust in information obtained through different sources in 
qualitative methods. 

 
c. Triangulation Method  

Testing the credibility of the data is done by checking the data to the same source with different 
techniques. 

RESULTS AND DISCUSSION 

 
Economic Impact  

Data and information from the research result show that the Ruwat Rawat Borobudur 2020 event had a 
positive impact especially on business opportunities and creating jobs for local communities around 
Borobudur Temple. This business opportunity is a micro-commercial activity that is utilized by local 
communities around the event location and is a side job for those whose main job is that they are farmers. 
The business conducted is not a business that requires big capital because the majority of the local people 
only sell souvenirs, food and drinks, tools and clothes for traditional arts and crafts from their area or 
Borobudur Temple. Business opportunities at this event provide some benefits to the community in terms of 
increasing income and at least being able to meet their daily needs. This is also supported by the economic 
growth data of Magelang Regency in 2019 which increased from 2018. In addition, this event can also create 
jobs, especially for local communities around Borobudur Temple and Mage Regency. The job is not only to 
take the opportunity for business such as trading but also can not participate in the Borobudur Ruwat Rawat 
event as a local committee and performers of the event Ruwat Rawat Borobudur 2020. In addition, the 
existence of a bazaar at this event can be utilized as a business opportunity as well as opening up jobs for 
local people even though the unemployment rate still needs to be a concern for the government and local 
community awareness. In addition, this event can also be a place to learn the culture of Borobudur Temple, 
which is useful for those who want to learn more about cultural events where the results of learning and 
experience gained open minds to start a business. As for the negative impact arising from the event Ruwat 
Rawat Borobudur 2020, it is not too significant. The impact felt by the local community was only on the 
financial part, namely financial losses whose cause was a factor of the COVID 19 pandemic. This impact is 
felt especially by the organizers of the event which has carried out about 65% of the event while most of the 
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costs incurred are still private funds and this event also does not cost members a ticket for the audience who 
want to watch the event Ruwat Rawat Borobudur 2020.  

 
Social Impact  

The research data and information show that the Ruwat Rawat Borobudur 2020 event has a very positive 
impact on reviving tradition and building community pride, based on research data stating that the 
community as well as the community members in the Ruwat Rawat Borobudur event are very enthusiastic 
in participating in every series of activities of the event, the community also feels the existence of this event 
was able to revive the traditions of ancestors that were almost forgotten. The community groups or 
communities involved in the committee as well as being able to appear at this event felt very proud, felt 
recognized for being able to be part of this event, and also the community and community voluntarily to get 
involved in this event. Based on the theory used there is also a negative impact of the implementation of an 
event on social aspects, but the results of the study show that the Ruwat Rawat Borobudur 2020 did not have 
a negative impact.  

 
Environment Impact  

Data and information on the results of the study show that the Ruwat Rawat Borobudur 2020 event has 
a positive impact related to the environment where the event is located on the model indicators for best 
practices and improving transportation and communication. Based on the environmental conditions that have 
been mentioned above, the ongoing event is very encouraging for the community to protect the environment 
around the site's activity area by providing several trash bins with lam go go green and also giving directions 
to local residents to keep throwing trash in their place, and also the manager who is responsible for 
environmental hygiene has made efforts to maintain cleanliness by not letting garbage accumulate after the 
event is finished so as not to smell unpleasant odors in the homes of local residents so that the creation of 
the community and orderly management, clean and healthy and comfortable for tourists to visit. Some of the 
properties used in this event mostly come from farmers' harvests, this can make this event can be said to 
have a positive impact because it has used organic materials. There is also a fairly good transportation facility 
with the availability of Damri buses from the government where this bus can be used to mobilize visitors to 
each of these activity locations so that they can accelerate their activities in the Ruwat Rawat Borobudur 
2020 event. Besides that, there were also negative impacts in the ongoing Ruwat Rawat Borobudur event. It 
was found that there were some negative impacts, namely environmental damage and pollution which were 
not excessive, however, such as inadequate waste processing because the waste was disposed of by burning, 
and also the garbage that is burned is usually in the form of plastic and bottles that are inserted into the hole 
then burned so that the rest of the waste that does not decompose will accumulate on the ground, but so far 
to overcome the burning activity, the manager has made efforts in the form of separation of organic and non 
organic which will later be given to the Trash Bank around the location of the activity. And, with the burning 
that makes air pollution in the form of smoke which is considered to disturb the surrounding environment.  

In the results of research and discussion that researchers have done previously and we will also compare 
with the results of previous studies with the title "THE IMPACTS OF EVENT TOURISM ON HOST 
COMMUNITIES Case: the City of Pietar Saari" by Omoregie Etiosa that in our research we have differences 
in the impact indicators event because we only use three aspects namely economic, social, and environment. 
While Omoregie Etiosa examines four aspects with additional political aspects. There are also other 
differences in the form of objects studied, in this study we only examined one event in Magelang District, 
Ruwat Rawat Borobudur, while previous studies examined three events, namely the Jep Pis Jazz Festival, 
Jacob's Dagar (Jacob's Days), and Jacobstad Matfesten (Ostrobothnia Food Festival). 
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CONCLUSION AND SUGGESTION 

Conclusion 

Based on the results of the analysis and discussion of the data, the researchers obtained conclusions that 
can be drawn from research on the Impact of the 2020 Borobudur Outpatient Event Around Borobudur Super 
Priority Destinations as follows:  

1. The economic impact resulting from the implementation of the Ruwat Rawat Borobudur 2020 
event is the promotion of destinations and increasing tourist visits, extending the length of stay, 
increasing profits, increasing income, business opportunities, commercial activities, and 
creating jobs, community opposition to tourism, loss of authenticity, damage to reputation, 
extortion, price increases, opportunity costs, financial arrangements, and financial losses. From 
these results, there is a positive economic impact that is most prominent, especially for local 
communities, namely the existence of business opportunities that can increase income and 
profits that can help meet their daily needs. In addition, this event also opened up employment 
opportunities for all people in each event location during the event with several job 
opportunities that could be done by the community. However, this event had to be terminated 
and postponed which caused financial losses, especially for the organizers so that it became the 
most prominent negative impact of the implementation of the Ruwat Rawat Borobudur 2020 
event.  
 

2. The social impacts resulting from the holding of the Ruwat Rawat Borobudur 2020 event 
include sharing experiences, reviving traditions, building community pride, validating 
community groups, increasing group / community participation, introducing new and 
challenging ideas and expanding cultural perspectives. Besides that, of course there is a more 
dominating or prominent impact from the implementation of the Ruwat Rawat Borobudur 2020 
event, which is a positive impact. The positive impact of a very significant social aspect is the 
existence of the Ruwat Rawat Borobudur event which is able to increase the community's pride. 
The community is very enthusiastic in participating in all the series of activities of the Ruwat 
Rawat Borobudur event and for the people involved as a committee and talent, they feel very 
proud because they can be a major part of this event and they do it voluntarily without expecting 
anything in return. Besides that, of course there are also negative impacts that arise, but based 
on the results of the research of the Ruwat Rawat Borobudur event there is no negative impact 
on social aspects. From several assessment points for negative impacts on social aspects, there 
are no significant negative impacts that are seen and felt.  
 

3. The environmental impact resulting from the implementation of the Ruwat Rawat Borobudur 
2020 event is to display the environment, models for best practices, inheritance infrastructure, 
improve transportation and communication, change and renewal of the city, environmental 
damage, pollution, damage to historical relics, noise disturbance, and traffic congestion. . In 
this case, from some of the impacts that have been mentioned, there is a positive impact that is 
most visible with the holding of the Ruwat Rawat Borobudur 2020 event, which is a model for 
best practices that can be seen from the direction of the committee to always protect the 
environment, the existence of trash bins at each event location and the sense of responsibility 
of the committee to protect the environment, the most visible impact is to improve 
transportation and communication. This can be seen from the Damri bus as a transportation that 
facilitates community mobility during the event. However, there are also negative impacts from 
the ongoing Ruwat Rawat Borobudur 2020 event, which are environmental damage, pollution, 
damage to historical relics, noise disruptions, and traffic jams. From some of the negative 
impacts that exist, some of them are seen significantly from negative environmental impacts, 
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namely improper waste management when done becomes a negative impact on the environment 
because it causes air pollution and environmental damage. 
 

Suggestions 

Based on the assessment of research results, the authors intend to provide suggestions for further 
researchers. As for some suggestions that need to be considered for further researchers who are interested in 
researching about the impact of the Ruwat Rawat Borobudur event :  

1. The next researcher is expected to study more sources of information and references related to 
the impact of the event so that the research results can be better and more complete. In addition, 
researchers can then conduct research with different theories but with the same concept, the 
same title in a different location, or post event / pre event. And can use quantitative research 
methods, so that further research can be more in-depth research on economic numbers from the 
implementation of an event, especially those produced by tourists, traders and business people.  

2. The next researcher is expected to be able to conduct research on the impact of the event by 
being present at the location during the holding of the Borobudur Ruwat event, so that 
researchers know more clearly and more deeply about how this Ruwat Rawat Borobudur event 
takes place. 
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ABSTRACT 

Tsunami results in changes in natural and economic conditions. The sea and coastal areas 
that are the object of tourism get the most effect. Tanjung Jaya is a village affected by the 
tsunami. This research was aimed to investigate the tourism destinations in Tanjung Jaya 
after two years of a tsunami. A survey was carried out to visit the destinations site directly. 
The other information was collected from the village administrative. As the result, there 
are two types of tourism destinations, marine, and cultural theme. Marine tourism mostly 
consists of beaches which provide beautiful scenery. The two beaches located on the east 
side of the village, the Cipanon and Blue Ocean were not directly affected by the tsunami. 
In contrast, some beaches like Cibiuk, Tanjung Lesung, Batu Hideung were directly 
affected. A year after the tsunami, while focus on recovery, the evacuation lines are built 
as mitigation efforts. The evacuation lines are located at several points near the 
destinations which access the meeting points. Several beaches are still opened for the 
visitor. The cultural theme of tourism has been created. This kind of tourism provides 
handicrafts from local people that collected in Cikadu Center. The handicrafts consist of 
three types, bamboo handicrafts, coconut shell handicrafts and batik. The challenge to 
both tourism is how to integrate the tourism as the area dealing with natural disasters 
(tsunami).  

Keywords: tsunami, marine tourism, Tanjung Jaya, cultural tourism 

 

INTRODUCTION 

 
Background 

Tanjung Lesung Beach which is located in Tanjung Jaya Village, Panimbang District, Pandeglang 
Regency, Banten Province is one of the leading tourist destinations both at the national and foreign levels. 
As many as 600,000 domestic and foreign tourists visiting this beach in 2017 (Ministry of Tourism, 2017). 
Based on Government Regulation no. 26 of 2012 dated 23 February 2015 Tanjung Lesung Beach Tourism 
destination in Pandeglang Regency, Banten Province has been designated as a Special Economic Zone 
(KEK) (Novandra, 2016).  
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Tanjung Jaya is one of the villages that experience a tsunami or high tidal on December 22, 2018. The 
tsunami is caused by material deposition as the Anak Krakatau erupt 110 m above the sea level (Solihudin 
et al. 2020).   

The government should pay attention to the vulnerability of this region to natural disasters to increase 
resilience to natural disasters. If this can be realized, the number of tourists who will visit the Tanjung Lesung 
Beach tourism destination will increase. On the other hand, if the relevant government does not make efforts 
to increase resilience to the risk of natural disasters, there will be a sense of worry for visiting tourists. This 
in the future will lead to a potential reduction in the number of tourists (Hantoro, 2006). To achieve this, it 
is necessary to manage tourism areas through an integrated approach. The integrated approach aims to 
provide a systematic, regular, timely and sustainable monitoring framework of existing tourism destinations 
(Ministry of Tourism, 2017). 

Based on this information, in this study, we would like to investigate other potential destinations 
followed by mitigation effort in Tanjung Jaya village after two years of tsunami.  
 
Research Objectives 

This research was aimed to investigate the potential tourism destinations in Tanjung Jaya village after 
two years tsunami. 

 
LITERATURE  REVIEW 

The potency of tourism can be defined as an interesting appeal or attraction which enables tourism 
activities to occur. This potency can be categorized as natural and cultural potency. The natural potency 
exhibits special, unique, or beautiful topography in certain places. The cultural potency offers unique 
traditional life, art, craft by certain society (Ferdindandus and Suryasih 2014).  

Identification of the potency of tourism needs to be conducted as one of the efforts in developing 
sustainable tourism. This part has a point of important as the potency refers to the activities and attractions 
that will be offered. Besides, identification also plays a role in determining whether the potency is suitable 
for tourism activities from several related aspects. This activity can be done with field observations, followed 
by interviews and mapping  (Budiani et al. 2018) 

A natural disaster occurs in almost part of the earth. These phenomena deliver advantages and risks at 
the same time causing natural appearance. Management of every aspect of human life related to this 
phenomenon is needed. Tourism has become one of the human activities affected by the disaster (Rosselló 
et al. 2020). 

  
METHODOLOGY 

Field survey and the interview are conducted in Tanjung Jaya village. The village is located in 
Panimbang district, Pandeglang Regency, Banten. The interview are conducted to collect information about 
potential tourism destinations. After that, the field survey is done to confirm the exact location of potential 
destinations follow by the data such as geocoordinates, the access availability, the facilities and service 
providers, and the mitigation effort. The data then presented in the table and figure. The data collected here 
is qualitative. The interview is conducted with village officers, tourism management, and the community.  

 
RESULTS AND DISCUSSION 

 
Natural Based Tourism 
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Based on this study, several beaches are potential as tourist destinations. Those several beaches are 
Cipanon, Blue Ocean, Cibiuk, Batu Hideung, Legon Waru, and Cipenyu as shown in Figure 1.  

 

 
Cipanon 

 
Blue Ocean 

 
Cibiuk 

 
Batu Hideung 

 
Legon Waru 

 
Cipenyu 

Figure 1. Beaches destination in Tanjung Jaya 
[Source: Author’s documentation] 

 
Table 1 shows information about the potential beaches. These beaches are managed by local people or 

newcomers who live around the area. Many beaches are open to visitors. They mostly book places for 
activities here. Tourists can come to the beach by buying tickets, paying a fee, or making an appointment in 
advance 
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Table 1. Information about beach destinations 
 

Beach Kondisi kekinian Attraction Facilities Sanitation 

Cipanon Open / not 
affected 

Sunset, 
swimming, 

outbond 

Parking, 
outbound/retreat, Yes 

Blue Lagoon Open / not 
affected 

Sunset, 
swimming, 

retreat 

Parking, retreat, 
accomodation Yes 

Cibiuk Open / affected Sunset, 
swimming 

Parking, retreat, 
accomodation Yes 

Batu Hideung Open / highly 
affected Sunset Parking, geopark Not yet 

Legon Waru Open / affected 
Sunset, 

swimming, 
lutung watch 

Parking, retreat, 
accomodation Yes 

Cipenyu Close / highly 
affected 

Sunset, 
swimming 

Parking, retreat, 
accomodation Ancur 

 
 

The Cipanon and Blue Lagoon are not affected. Cibiuk is affected on the shoreline. Batu Hideung and 
Cipenyu are highly affected. The Batu Hideung is open but Cipenyu still closes. The attraction offered by 
this destination is mostly dominated by sunset and swimming (water activity). Only Legon Waru has lutung 
watch but people are rarely looking at the lutung. Mostly beaches provide basic sanitation like a toilet and 
hand wash place. There is a geopark in Batu Hideung.  

 
Cultural-Based Tourism 

The cultural-based tourism in Tanjung Jaya in the form of a product created by the local community. 
The products are batik, handicrafts made of bamboo, and handicrafts made of coconut shell as shown in 
Figure 2. Of the three products, Cikadu batik is the first to be known by tourists. Both handicrafts made of 
bamboo and coconut shells were only introduced and managed by the local village government. According 
to Widyaningrum, Cikadu batik is combined with the Cikadu tourist village. Besides tourists can choose the 
batik they want, tourists are also presented with a suitable place to take pictures and enjoy the rural 
atmosphere. Crafts made of bamboo are produced by the ABG Studio in Kepuh Village. The resulting 
products are household utensils, especially kitchens made from rice containers. Crafts made from coconut 
shells are produced by ikm Al Mulya in Suka Mulya Village. The resulting products are key chains, bowls, 
and drinking containers made from real coconut shells. These three products can be accessed via the internet 
and social media such as Instagram 

 
Mitigation effort 

 
In this study, the mitigation effort seen is an evacuation route. Our study finds that the evacuation line 

is scattered at several points in the village area. These lines are signed using a specific road mark. These 
lines are directed to a higher place. Figure 3 shows some evacuation lines in Tanjung Jaya village. 
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(a) 

 
(b) 

 
(c) 

Figure 2. Batik and crafts made by local community  
[a; Source from Widyaningrum 2018, b and c: Author’s documentation] 

 
This mitigation effort includes structural mitigation. A line with Wulan et al. (2016), this type of 

mitigation is also found in Pantai Pandawa where the evacuation line, along with warning signs is added as 
a mitigation effort in beaches. The evacuation line and the sign are helping the tourist to do self-evacuation 
if the disaster is happening. 
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Figure 2. Evacuation line in Tanjung Jaya village  
[Source : Author’s Documentation] 
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CONCLUSION 

The potensial tourism in the Tanjung Jaya are natural based tourism or ecostourism and social culture 
tourism. The coastal area and hilly topographic represent the ecostourism while the handcrafts such batik 
and bamboo crafts exihibit the socio culture. As the recovery keep on progress after two years tsunami, the 
mitigation effort is being conducted by build evacuation line and meeting point, while promoting the tourism 
to induce economic welfare.  
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ABSTRACT 

Local community plays an important role in development of Nglanggeran Gunung Kidul 

geotourism, in Gunung Sewu Global Geopark Network area. The implementation of 

UNESCO's conservation, geotourism and education programs has a positive impact due 

to the awareness of the community as the main activator in achieving development and 

prosperity. The purpose of this study is to link the chain of previous studies on regional 

development strategies by continuing deeper research into strategies that have been 

adopted by the Nglanggeran community. The research will focus on identifying programs 

that have been determined by Pokdarwis or local tourism awareness groups there so they 

qualify to be member of UNESCO Global Geopark Network (UGGN). In order to revealed, 

research will adopt a descriptive analytical method. Conducting observations, attending 

webinars and in-depth interviews with pokdarwis core personnel as data collection 

techniques. Followed by the triangulation process to maintain the objectivity of the 

analysis process. The results of the study show that in achieving development and 

prosperity in Nlanggeran, the regional leaders have made a staging program and tiered 

regeneration before the area officially became a member of the UGGN. Some activists are 

sent to conduct a Geopark review in Europe which has provided another perspective in 

seeing the potential of their homeland. Empowering women in cocoa cultivation with 

guidance from government and private institutions has succeeded in aligning their 

products with processed chocolate products from factories. Lodging management with a 

live in system is demanded by geotourists. In general, the identification results of the 

Nglanggeran pokdarwis program reveal that there has been a significant increasment of 

regional income, a decrease on urbanization and a decrease in unemployment.  

Keywords: geopark, geotourism, pokdarwis, sustainability 

 
INTRODUCTION 

Background 

The earth where life occur is constantly changing and the cycle of changes is getting shorter. In order 
life continuity, people must reform their efforts continuously and wisely towards nature, so people can 
survive in the environment. In past time public perception of Gunung Kidul's nature like two decades ago 
was an arid and dry area. In 2007, the youth of Nglanggeran realized that the natural could provide wealth 
and expectation from potential of their homeland are possible to realized specially their distinct attractive 
earth heritage, namely Mount Merapi Purba. Nowadays the situation has changed 180º, people there have 
succeeded in reviving the village by awaken the agricultural and plantation sectors. These sectors were 
developed into a geotourism attraction. Home stay with live in concept with origin of the village start well 
known. Those who visit Yogyakarta would complete their trip by visiting Gunung Kidul to witness 
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themselves its natural, culture and culinary appeal. This success is result of youth organization in this village. 
The efforts paid off when Gunung Sewu became a National Geopark in 2013 and the rank went up when it 
become a member of the UNESCO Global Geopark Network in 2015. Statistics show that in 2012 the 
economic growth has increased. Growth is increasing and bringing prosperity to the community after 
becoming a member of the UGGN. The definition from guideline on the UNESCO Global Geopark Network 
enriches and sharpens the Nglanggeran Pokdarwis strategy. Quoting from that guidelines, it is necessary to 
agreed upon the meaning of Geopark is a nationally protected area containing a number of geological 
heritage sites of particular importance, rarity or aesthetic appeal. These Earth heritage sites are part of an 
integrated concept of protection, education and sustainable development. A Geopark achieves its goals 
through a three-pronged approach: 

1. Conservation: 
A Geopark seeks to conserve significant geological features, and explore and demonstrate 
methods for excellence in conservation. The management authority of each Geopark ensures 
adequate protection measures in consultation with collaborating universities, geological 
surveys or relevant statutory bodies in accordance with local traditions and legislative 
obligations. 
 

2. Education:  
A Geopark organizes activities and provides logistic support to communicate geoscientific 
knowledge and environmental concepts to the public. This is accomplished through protected 
and interpreted geosites, museums, information centres, trails, guided tours, school class 
excursions, popular literature, maps, educational materials and displays, seminars and so on. A 
Geopark also fosters scientific research and cooperation with universities and research 
institutes, stimulating the dialogue between the geosciences and local populations. 
 

3. Geoturism: A Geopark stimulates economic activity and sustainable development through 
geotourism. By attracting increasing numbers of visitors, a Geopark stimulates local socio-
economic development through the promotion of a quality label linked with the local natural 
heritage. It encourages the creation of local enterprises and cottage industries involved in 
geotourism and geoproducts. Global Geoparks Network A prospective Geopark can apply for 
membership to the Global Network of National Geoparks. This network promotes high quality 
standards in park services, the sharing of common strategies and best practice for preservation 
and geotourism development, and the exchange of knowledge and support on various issues 
facing Geoparks around the globe. The management and activities of proposed sites must be in 
line with guidelines and criteria defined by UNESCO and must be evaluated by an international 
team of experts (Unesco Global Geoparks Network, 2006). 

 
Research Objectives 

In this study, the topic topic of research is about of how people survive in a way with nobled the earth. 
The research location chosen was Nglanggeran Village - Gunung Kidul, Yogyakarta Special Region To find 
the overlap between earth heritage and local wisdom with a three-pronged UGGN as Pokdarwis strategy is 
the aim of this research. With significancy this strategy is worthy of being model for youths at nation wide 
who are active in Pokdarwis development elsewhere throughout the archipelago. 
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LITERATURE  REVIEW 

Previous Proceeding 

Nglanggeran Tourism Village has been chosen as topic of paper writing several times. This paper writing 
purpose is to enrich paper written on Proceedings Millenial Tourism “Creative Strategies Towards 
Sustainable Tourism Development in The Millenial Era” The Second Bali Lnternational Tourism 
Conference Udayana University – Bali 8th - 10th November 2018. 
 

Geotourist and Geotourism 

Recently this terminolgy has been mentioned several times so is with geotourist word. It is necessary to 
agree on the meaning of these words. Geotourists are individuals who visit sites with significant geological 
characteristic, with the aim of viewing and understanding their features. This aids our understanding of the 
audience for geotourism endeavours. Mean while geotourism differs from ecotourism, as it can take place 
anywhere, not just in ‘natural’ areas (Brown, 2019). 

Refer to geotourism theory from Ross Dowling, the value of geotourism is made clear in that it enables 
us to understand how our earth system works and encourages us to think about how we can use our earth’s 
resources sustainably (Brown, 2019). 
 

New Paradigm of Tourism 

Sugeng as one of the main players in Pokdarwis also agreed on thoughts of I Gede Ardika's that tourism 
paradigm has shifted (Ardika, 2018). Malaysia as the closest neighboring country has the same perspective. 
Refer to Post-Covid-19 Sustainable Tourism webinar on October 21st 2020, Prof. Ibrahim Komo as Asia 
Pacific Geopark Network assessor conveyed shift from mass tourism to quality tourism and it is time for 
geotourism to be treated as a product. 
 

METHODOLOGY 

This research adopt descriptive analytical method. The technique of data collection by attending geopark 
and new paradigm of tourism webinars, conducting site observations, in-depth interviews with Gunung Sewu 
UGGN General Manager, Regional Officer of Culture and Pokdarwis Management of Nglanggeran village. 
Enhance with literature study of previous journals on sustainable tourism as well as guidebooks on the 
geopark from UNESCO. All data must go through a data triangulation process to maintain the objectivity of 
the analysis process. 
 

RESULTS AND DISCUSSION 

Nglanggeran which is part of Gunung Kidul Regency, geographically located on  southern coast of 
Central Java. From Special Region of Yogyakarta zone, Gunung Kidul reaches 48% of the total area. 

From the description of map below, Gunung Kidul area has landscapes ranging from the mountains to 
the south coast. Gunung Kidul occupies a third position on the west side following Wonogiri in the central 
third and Pacitan in the eastern third of the entire site of Gunung Sewu UNESCO Global Geoparks Network.  
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Figure 1. The Map of Nglanggeran village 

 
Referring to previous proceedings about Nglanggeran and Pokdarwis, the writing will take different 

perspectives, techniques, references and directly involved with interviewees and policy enforcers at 
observation location. Nglanggeran Village is administratively located in Patuk District, Gunungkidul 
Regency, D.I. Yogyakarta, has an area of 762,7909 ha, with the following boundaries: 

 
Table 1. Boundaries of Nglanggeran Village 

  Boundaries Village   
  North side  Ngoro-Ngoro Village   
  South side Putat Village   
  West side Salam Village   
  East side Nglegi Village   
Source: Sugeng Handoko, 2020 

 
Table 2. Human Resource Potentials at Nglanggeran Village 

  Gender   Frequency   
  Male Population   1328 person   
  Female  Population   1336 person   
  Total    2664 person   

 
 

  
 

  
Head of family in 
total   837 head of family   

Source: Sugeng Handoko, 2020 
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Table 3. Nglanggeran Main Living 

Occupation  Frequency 
Male Female 

Farmer 364 432 
Migrant Workers 10 7 

Government employees 11 9 
Breeder 341 12 
Police 0 2 

Private Company Employees 155 93 
Other craft and home industry 1 0 

Source: Sugeng Handoko, 2020 
 

Nglanggeran vision and misions toward successful sustainability 

Having heard the Gunung Sewu Virtual Geotour Webinar hosted by Bp. Budi Martono as General 
Manager of Gunung Sewu UNESCO Global Geoparks Network on September, 3rd 2020. As well as the 
Joglosemar Tourism Governance Webinar Towards an Era of Adaptation to New Habits held by the Ministry 
of Tourism and Creative Economy on September 3, 2020, Sugeng Handoko as a Youth Pokdarwis Pioneer 
became one of the speaker. Has become the reason to visit Nglanggeran to meet competence persons to make 
confirmation of their explanation on the webinar through in-depth interviews.  

Pokdarwis Nglanggaren has vision and mission as base track for further steps.Vision; To become a 
leading Tourism Village with an geotourism area environmentally friendly and community based. Misions; 
(1) Protecting the environment in the Nglanggeran Primordial Volcano area, both culture, flora, fauna and 
also the uniqueness of the rock. (2) Involving the community as actors and managers of the tourism village 
and ecotourism area of Nglanggeran Primordial Volcano. (3) Increase the length of stay of tourist at 
Gunungkidul Regency and Special Region of Yogyakarta. (4) Improve community welfare. 

It can be seen vision and mision derived from Hamemayu Hayuning Bawono's motto which comes from 
local wisdom moreless has similar meaning with Celebrating Earth Heritage and Sustaining Local 
Community.  Mostly overlaps as well with the three-pronged UGGN and 9 points out of 17 points of the 
United Nation Sustainable Development Goal. This mean that youth and other people of Nglanggeran they 
did not find novelty to absorb.  
 
Post Program Pokdarwis Nglanggeran 

As a management organization of Nglanggeran Tourism Village founded from Karang Taruna Bukit 
Putra Mandiri in 1999 at Nglanggeran Village, Patuk, Gunungkidul who started pioneering tourist area. The 
idea of its establishment has been regeneration in 2006 after earthquake disaster and be more active to 
development tourism acrivity. There was a significant development, then Badan Pengelola Desa Wisata was 
formed in 2007. Pokdarwis was establish in 2008 collaboration with local government, figure of society, 
PKK, farmers group, homestay, trader, and the youths.  

The initial capital to start the Nglanggeran Tourism Village was with enthusiasm to get ahead by the 
Nglanggeran Village Community. Supported by the solid youths to take advantage the potential of natural 
resources Nglanggeran Primordial Volcano and village atmosphere as tourist attraction. The spirit of self-
help is extraordinary in the form of energy and material by local society. From the construction of the 
pavilion, tracking route, gazebo, development local arts, and liven up of cultural festival as mentioned by 
Agus Mantara.  

Enthusiasm have got attention from the government so that there is assistance to improve human 
resources from related agencies (Government Tourism Office of Gunungkidul) in 2008 and also the FAM 
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Tour as promotional efforts. Sincerity, enthusiastic and hard work have paid off with long list of achievement 
awards: 
 

Table 4. List of Achievement Awards Nglanggeran Village 
 

  Year   Awards 

  
2010   

Runner Up of the National Level of Champion Award out of 
1,027 Indonesian Participants from Telkom and Blogdetik 
Festival Blog 

  2011   CIPTA AWARD Awarding from KEMENBUDPAR Year 

  
2012   The Winner of Social Entrepreneur in Tourism in the Semi 

Established Category 

  
2013   Bank Mandiri CSR Grants are awarded to MBM Challenge 

Champions with total prize 300 million 

  
2013   Award from Kementerian Kehutanan as a National 

Conservation Cadre 
  2013   Runner Up of the National Level of Tourism Village  

  
2013   Runner Up of the National Level of POKDARWIS 

Achievement Award  
  2014   The Best PNPM Mandiri Award 

  
2014   The Second Winner of the National Level in 1001 Writing 

Competition for PNPM in 2014 by   KEMENKOKESRA 

  
2015   The Winner of Social and Environmental Based Innovative 

Entrepreneurship Competition 

  
2015   The Winner Hilo Green Leader and Chance to Participate in 

the World Environment Conference 
  2016   Culturepreneur Award 
  2017   Asean's Best Tourism Village "ASEAN CBT Award 2017" 

  
2017   ISTA 2017 Award Green Gold Winner - Economic Benefit 

Category 
  2018   ASEAN Sustainable Tourism Award  

 Source: Sugeng Handoko, 2020 
 

 

 
 

Figure 2. Attended Geopark Course in Greece for 14 days 
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Figure 3.  Empowering Women in Cocoa Cultivation 
 

 
 

Figure 4.  Live in Concept 
 

 
On Going Program 

These achievements have raised the level of confidence in launching today's agenda realization by 
opening opportunities for collaborative programs, some of them are Internal Management Cooperation. They 
are establishing cooperation between managers (between individual managers consists of 5 hamlets), 
Tourism Manager Collaboration with Community Groups and Cooperation between Tourism Managers and 
the general public. Externaly to establish cooperation with the Media, Community, Academics, Government, 
Private Sector, state-owned enterprises and NGO’s. 

By launch Pokdarwis product to market is how this community base generate income. Selling activity 
is carried out by all Pokdarwis members. Products are accommodated at Nglanggeran Mart (Nglanggeran 
tourism village store). Selling methods used are by online such as website, blog, Facebook, Twitter, 
Instagram and so on.  
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Figure 5. Instagram Account of Griya Cokelat Nglanggeran and Nglanggeran Village 

 
Offline methods by making brochures, pamphlets, printed media, word of mouth marketing. Inviting 

group guests to always visit Nglanggeran Mart to introduce local products owned by the Nglanggeran 
Village.  
 

 
Figure 6. Nglanggeran Mart 

 
Making souvenirs in comparative study visits and tourist group visits. Providing voucher for parties in 

certain cooperation to access Pokdarwis products. Shown below on table of visitors and gross income 
Nglanggeran Toursim Village while drecreasing interm of visitors vise versa increasing interm of revenue. 
 

Table 5. Data of Visitor and Gross Income Nglanggeran Tourism Village 

No Year 
Tourist Visitor `Tourist in 

Total 
Management 
Gross Income Domestic International 

1 2012 27.675 200 27.875 Rp81.225.000 
2 2013 85.424 234 85.658 Rp424.690.000 
3 2014 324.827 476 325.303 Rp1.422.915.000 
4 2015 255.388 529 255.917 Rp1.541.990.000 
5 2016 171.306 1557 172.863 Rp1.801.710.500 
6 2017 149.241 1794 151.035 Rp1.963.455.000 
7 2018 134.255 1421 135.676 Rp2.527.725.400 
8 2019 101.866 1241 103.107 Rp3.173.593.400 

Source: Sugeng Handoko, 2020 
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Future Program 

To increasing capacity for international standards of human resources since it has been enter the 
international market by become member of UNESCO Global Geoparks Network. In following years ahead 
hopes of Nglanggeran Tourism Village would develop according to the aspirations of the community become 
an Geotourism Area Community and not only as a tourist attraction. 

The concept of the Tourism Village that would develop was not moving tourism to the village, but offers 
a village atmosphere as a tourist attraction with educational activities, and culture while maintaining its 
naturalness. This was agreed by the Pokdarwis Nglanggeran Management to refer to new paradigm of 
tourism 
 

Table 6. Indonesia Tourism Paradigm 

  Old Paradigm   New Paradigm   
  Tourism as industri   Tourism is a human right   

  
Aim to increase economic 
growth   Aim to achieve quality life   

  

Focus on the economic 
aspect, achieving maximum 
benefits with the smallest 
expenditure 

  

Tourism development aims at economic development. 
Build inter-national understanding of peace, prosperity, 
and comply with human rights values regardless of race, 
gender and religion 

  

  

benchmarks for success are 
seen from the number of 
tourists and tourist spending 

  Benchmarks are also seen from the quality of interaction 
between visitors and the receiving community   

  

Exploitation of natural, 
human and economic 
resources 

  Environmental preservation and poverty alleviation in a 
sustainable manner   

Source: Ardika, I. G,  Kepariwisataan Berkelanjutan: Rintis Jalan Lewat Komunitas, 2018 
 

There is always a synergy between the community, academics, practitioners and government in 
developing Nglanggeran Tourism Village. Each of them performs tasks that have been arranged together. 
Networking and take the international market because Gunung kidul has been recognized as a world-class 
Geopark. 

In achieving progress and prosperity in Nglanggeran, the regional leader has made a periodic program 
and carried out tiered regeneration before the area officially becomes a member of the UGGN. The provision 
of three layers of youth organizations should be appreciated. The spirit to noble the earth and the legacy with 
in it is the main motivation. 2023 will be the second revalidation for Gunung Kidul - Gunung Sewu UNESCO 
Global Geoparks Network. If the strategy of Pokdarwis Nglanggeran continues, consistent and development 
and innovation continues on its journey, green card predicate of passing revalidation will definitely happen. 
 

CONCLUSSION 

As aforementioned explanations, results of interviews, theoretical reviews, essence of webinars and 
direct field observations are sufficient for data triangulation. The three data sources have maximum overlap. 
Adhering to the motto of local wisdom Hamemayu Hayuning Bawono has become the starting point for 
awakening of Nglanggeran village community which was initiated in 2007. The consistent implementation 
of the program by Pokdarwis with the guidance of former youth organisation coach has proven. Realizing 
some of the points that correlate with the Pokdarwis program from the 17 goal points set out in the 
Sustainable Development Goals of United Nation are convenient to achieve. Likewise with the goals that 
must be achieved from UGGN, namely conservation, education and geotourism, all appear during visit. 
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Statistically the impact of their program is an increase in regional income, an emphasis on urbanization, 
women's empowerment and a decrease in unemployment. 

There are several suggestions for sustainability consideration in the future. Maintain what has been 
achieved, create new innovations that are in line with conservation proposition, geotourism and education, 
always open up to new things that support Pokdarwis work plans from the public external. In accelerating 
achieving national prosperity, the achievements made by Pokdarwis Nglanggeran are used as an example to 
other Pokdarwis in Indonesia. 
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ABSTRACT 

This research entitled “Opportunities and Challenges Faced by Wae Rebo Village in 
Respond to Pandemic Covid-19”. The aim of this research is to know the opportunities 
and challenges faced by Wae Rebo Village as tourism village in respond to pandemic 
Covid-19. The research design of this study is descriptive qualitative method. The data are 
obtained by three techniques of data collections. Those are interview, observation and 
direct documentation. The result of the research shows that Wae Rebo tourism village has 
a great opportunity to welcome tourists from all over the world, especially tourist who 
concern about culture and environment preservation as it has mesmerizing attraction 
there. They also already have a well-managed organization there. The challenges faced by 
Wae Rebo village are: 1) the accessibility, such as proper road and good internet access for 
coordination and communication; 2) medical facility is also be a challenge there, such as 
poor medical assistance.  

Keywords: Tourist Village, Post Pandemic, Opportunities, Challenges 

INTRODUCTION 

Tourism is a huge industry. According to data from United Nations World Tourism Organization 
(UNWTO), tourism generates 10% of world jobs. It means that tourism give positive impact to human being. 
Unfortunately, in the end of 2019, health crisis (covid-19) are faced by almost all countries and it brought 
impact to tourism sectors, especially in tourist destination. According to Organisation for Economic Co-
operation and Development (OECD),  the potential shock could range between a 60-80% decline in the 
international tourism economy in 2020. In respond to this case, countries have to do some efforts to handle 
this problem. These include considerations on lifting travel restrictions, restoring traveler confidence and 
rethinking the tourism sector for the future. 

In line with that, all tourist destinations, include Wae Rebo Village have to addapt to this condition to 
improve their economy after hit by the pandemic. Flores is well known for its pristine sea and marine 
biodiversity. Besides, cultural aspect of this island is also remarkable. One of the most intriguing places in 
Flores is Wae Rebo Village. It is one of the highest village in Indonesia and is located in a very beautiful 
place. In the 2012 UNESCO Asia-Pacific Heritage Awards for Cultural Heritage Conservation has 
honored Wae Rebo village an Award of Excellence as recognition of the local community efforts to restore 
and conserve structures and buildings of the unique Mbaru Niang houses despite many difficulties and 
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challenges. It shows that Wae Rebo village has uniqueness and it is something they can offer to tourists. 
According to study done by Toga Hamonangan Pandjaitan in 2013, Wae Rebo as touristic object is meant 
for the village to earn for extra income for maintenance and minor income for the individual who participate 
in the job. For years, Wae Rebo Village, represented by Lembaga Adat and supported by Non Governmental 
Organization like Indonesian Ecotourism Network (INDECON) and Swiss Contact has done big effort to 
find the best way to treat tourists and introduce Wae Rebo to the world. However pandemic destroy limit 
their movement. This paper aim to  know the opportunities and challenges faced by Wae Rebo Village as 
tourism village in respond to pandemic Covid-19.  
 

RESEARCH METHODS 

The research method used in this study is explanatory (explanatory research) that is research that wants 
to provide detailed and in-depth information about the opportunities and challenges faced by Wae Rebo 
Cultural Village in respond to pandemic covid-19. This research was conducted on Wae Rebo Village (Desa 
Wae Rebo) in Manggarai Regency, which was chosen based on the beauty of the landscape, the award for 
cultural heritage conservation they received, and their respond to covid-19 by doing internal meeting to close 
the village inspite of the government of East Nusa Tenggara had announced that the village already open for 
public. The research analysis used qualitative descriptive analysis that was applied to each analysis of 
existing problems. This analysis is used to provide a clear and objective picture of opportunities and 
challenges in respond to pandemic covid-19 at Wae Rebo Cultural Village.  

 
RESULT AND DISCUSSION 

Wae Rebo Profile and current situation 

Wae Rebo is the famous Manggarai's traditional villages. Precisely located at Satar Lenda, Satamese 
Barat district, Manggarai Barat regency, Flores Island of East Nusa Tenggara. Wae Rebo inhabitants is come 
from Minangkabau and move to some places before finding and living in Wae Rebo until now. According 
to Benyamin Burung, the head of the village, Wae Rebo village is predicted had been existed there before 
colonialsm. At that time, there was no religion there. However, all inhabitants now are Catholic.  

They living their life by farming. Formerly, they did shifting fields and plant rice, corn and etcetera. 
However, now they prefer to cultivate coffee as coffee is very profitable for them in line with tourism 
development . Before tourism, the price of coffee from the village was very cheap, it was 10K to 15K per 
kilogram. When tourism boomed in the village, the price of coffee rised until 10 times. Besides coffee, they 
also sell other products to tourists, such as woven fabric, honey, and some local fruits. There are 130 
householders there with 600 inhabitants.  

When visited Wae Rebo on Sunday, September 6th 2020, Viktor Bung Tilu Laiskodat officially open 
the tourist destination. There is no protest from local community there on that day. However, when the 
Governor came back to Kupang, they held internal meeting and decided to reclose the destination for tourist.  
 
Opportunities after Pandemic Covid-19 

Wae Rebo tourism village has a great opportunity to welcome tourists from all over the world, especially 
tourist who concern about culture and environment preservation as it has mesmerizing attraction there. 
Following the pandemic covid 19 all over the world, there is a shift from tourist side in choose their type of 
tourism. The new direction focused on alternative tourism as it is more environmentally friendly. This 
statement is supported by survey done by Suci Sandi Wachyuni and Dewi Ayu Kusumaningrum (2020) on 
their research. They stated on their survey that tourist  attraction towards the types of tourism after pandemic 
covid-19 is very diverse, but dominated  by  nature  tourism  (66%). Tourists  will prefer natural attractions 
with a short travel time. Safety and cleanliness are the main factors that determine  the  selection  of tourist  
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destinations. Wae Rebo village has this quality. The remote location of this village offer something natural 
to tourist who visited the village. 

Based on interview, the local community by their cultural preservation institution has done some efforts 
to upgrade their quality of safety and cleanliness. Moreover, based on study done by Amina Chebli and 
Foued Ben (2020) there are ten likely changes in tourists behaviour. They are choosing a  close destination, 
choosing a less known destination, avoid to travel in groups and being surrounded by a group of people, 
sanitary and condition and quality of care at the destination, travel insurance, purchasing power, restoration 
practices, environmental awareness, the search for information, and travelling during low season.  

In domestic scale, the ministry of tourism and creative economy has established strategy and programs 
in  new normal era in tourism. There are thirteen criterias, but seven criterias has to be given big attention, 
they are : (1) hygiene, (2) contactless travel innovation, (3) rise in domestic travel, (4) Millenials and Gen 
Zs an importants segment, (5) sustainability as priority, and  (7) regulate hygiene and safety certification. 
Based on this finding, Wae Rebo has a great opportunity to welcome domestic tourist, and in smaller scale, 
local tourist after the pandemic end. There are some preparation to be done by Wae Rebo village to greet 
the tourists, they are (1) increase the hygiene by registrating the village and the the sertification of 
Cleanliness, Health, Safety, and Environment (CHSE) at the village to earn trust from tourists, and (2) 
establish  contactless travel innovation by applying limitation to the number tourist per day, as there is still 
trauma related to covid-19.  

Wae Rebo Village also already have a well-managed organization there. They have Cultural 
Preservation Institution which is a separated institution from customary leader. This institution is more 
specifically manage tourism on that village. According to the head of Cultural Preservation Institution of 
Wae Rebo Village, the institution also supervise women in the village. They have divided women into five 
groups to prepare consumption for tourists everyday. Each group has nine members. The group which in 
charge on that day can sell their souvenirs (ussually woven fabric) too to the tourists, so they can get direct 
profit. This is known by short therm gains. The women also get dividend yearly as they are also shareholders, 
as long therm gains. For medium therm gains, they get by selling coffee. All people on the village are the 
members of the community under the supervision of the institution. Every month they share the profit to 
every member and the profit is cut by the institution for solar fee then they press the package. This is shown 
that they are ready to revive despite of some challenges.  
 
Challenges after Pandemic Covid-19 

Based on the interview done with three important figures form the village, the challenges faced by Wae 
Rebo village are: 1) the accessibility, such as proper road and good internet access for coordination and 
communication; 2) medical facility is also be a challenge there, such as poor medical assistance. 
Accessibility is important component in tourism. Transportation infrastructure and service are important 
access in tourism. Good infrastructure like airport, harbour and road can influence tourist decision to visit 
certain tourist destination.  

There is no road infrastructure to Wae Rebo Village from post one, the last place that can be accessed 
by car. Tourists have to walk by foot through forest for about 2,5 hours to get to the village. Local people 
also have to bring logistic for their daily needs and tourists by themselves by walk on  foot. It is really hard 
for them. When visited Wae Rebo Village on Sunday, September 6th 2020, Viktor Bung Tilu Laiskodat, the 
Governor of East Nusa Tenggara Province, stated that Local Government of East Nusa Tenggara Province 
will build a rest area for visitors and improve road access so that two-wheelers can easily enter and leave the 
village because it is important for logistics purposes and evacuations. The administration also plans to build 
an elementary school in the village.  

There is no internet access at all at Wae Rebo Village. They can not communicate with people from 
outside of their village, relate to coordination function to manage the village. They also found dificulties in 
coordination with other stakeholders, such as tour guide, local government due to the access limitation.   
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In Indonesian tourism national policy, there are seven thing should be prepared in respond to pandemic 
Covid-19. One of them is to encourage the improvement of accessibility and connectivity. Local community 
hope that as soon as possible, their village get the internet access and proper road. Internet access has big 
role to help the cultural preservation institution to control the maximum quota of tourists who come to the 
village after the pandemic. Beside, proper road to help local people to bring logistic from Denge Village to 
Wae Rebo Village. Medical facility also important, as it can help tourists as they need first aid when they 
get accident.  

 
CONCLUSION AND SUGGESTIONS 

Wae Rebo tourism village has a great opportunity to welcome tourists from all over the world, especially 
tourist who concern about culture and environment preservation as it has mesmerizing attraction there. They 
also already have a well-managed organization there. The challenges faced by Wae Rebo village are: 1) the 
accessibility, such as proper road and good internet access for coordination and communication; 2) medical 
facility is also be a challenge there, such as poor medical assistance.  

After faced the pandemic covid-19, Wae Rebo tourism should therefore adapt to the new requirements 
by rethinking their economic model, moving towards a softer economy and putting and end to mass tourism, 
considering measures such as a maximum quota of daily visitors.  
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ABSTRACT 

Service is the behavior of producers in order to meet the needs and desires of consumers 
in order to achieve satisfaction with the consumers themselves. The training provided is 
an effort to improve the quality of human resources at work. Cafe Jakarta employees are 
required to attend training due to job demands that can change due to changes in the work 
environment, job strategies, and the result of the quality of job services. Training has uses 
in the long-term career of employees to help face greater responsibilities in the future. The 
training program is one of the important activities and is used as an organization's 
investment in human resources. The purpose of this study was to determine the effect of 
training on improving employee performance in Cafés in South Jakarta. Data analysis 
used descriptive analysis, multiple linear regression analysis, simultaneous hypothesis 
testing (F test), partial hypothesis testing (t test), and the coefficient of determination. The 
sampling technique used was Proportionate Stratified Random Sampling. Based on a 
questionnaire to 100 respondents. In the results of hypothesis testing, it can be concluded 
that the p-value is 0.002, which indicates a value smaller than α of 0.05. So it can be seen 
that the training variable has a significant effect on employee performance. The training 
variable has a positive effect on employee performance. The Training that has been carried 
out affects the performance of employees 

Keywords : Training, Performance, Café 

INTRODUCTION 

Background 

 
The development of the food and drink provider industry is caused by the high demand for fulfillment 

of these needs which continues to increase, making this business is predicted to continue to grow, especially 
in the capital city of Jakarta. Along with the development of this culinary business, competitive products and 
services are needed so that this company or business continues to exist. 

Training is an activity required for a company to improve the quality of work of its employees. Superiors 
encourage training because through training employees will become more skilled, besides that it can also 
increase the productivity and work effectiveness of employees. In addition, the company must take into 
account the benefits generated compared to the time spent by the company to carry out the training whether 
it is comparable or not. Therefore, the training management of a company must be well thought out so that 
the results obtained are in accordance with the wishes of the company 

Good work ability and employee training can support a company's performance in achieving its goals. 
These two factors can create high productivity for employees so that they can support the success of the 
company. Ability means the capacity of an individual to perform various tasks in a job. In addition, ability 
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is also a behavioral dimension of the skills and advantages of a person who has the knowledge, skills, and 
attitude ability in solving a problem 

Organizational ability is also very necessary, especially to answer the demands of the organization, from 
how we solve a problem where the problems that exist today are increasingly dynamic and complex, and 
how to organize the future of an organization so that the initial goals of the organization can be achieved 
later. Meanwhile, proper training is able to support individual performance and increase the abilities that an 
individual has. Each training has a different function and has its own purpose, depending on what aspects an 
individual has in carrying out his job 

Café is a company engaged in the service of eating and drinking. training is needed so that every 
employee can provide quality services that are always in accordance with standards. South Jakarta is part of 
the capital city, where a lot of cafes are standing with a lot of uniqueness. In the competition requires 
employees who can provide good performance. To improve this performance is training one part that can 
affect employee performance? 
 
Research Objectives 

Based on this background, the purpose of this study is to determine the training that has been carried out 
in a café in South Jakarta, and how much does training affect employee performance? 
 

LITERATURE  REVIEW 

Training and development (training and development) is the heart of continuous efforts to improve 
employee competence and organizational performance (Mondy: 2008). Performance is the output produced 
by functions or indicators of a job or profession within a certain time (Wirawan, 2009). The principles of 
learning in training are: the training program is participatory, relevant, repetition (repetition) and transfer, 
and provides feedback on the progress of the trainees. The more these principles are fulfilled in the training, 
the more effective it will be (Handoko, 2008). 

Job Performance is the work result in quality and quantity achieved by an employee in carrying out his 
duties in accordance with the responsibilities assigned to him (Mangkunegara, 2009) while performance is 
a result of work achieved by a person in carrying out tasks assigned to him based on skills, experience, and 
sincerity and time (Sutiadi, 2003). melalui pelatihan dilakukan segenap upaya dalam rangka 
meningkatkan kinerja karyawan pada pekerjaan yang didudukinya sekarang (Simamora,1999). 

 
METHODOLOGY 

This research is a quantitative analytical study consisting of variables of training, motivation and 
employee performance. The population is a café employee located in South Jakarta. The design approach 
with survey research is research that takes samples from a population and uses instruments as a means of 
collecting data. Simple random sampling technique was used in this study. Where the sample obtained is 
100 respondents. Data analysis using SPSS using the F test and T test. 

 
RESULTS AND DISCUSSION 

Based on the results of distributing research questionnaires to prove the effect of training and motivation 
on the performance of employees of the Jakarta Café in South Jakarta, which consists of 100 respondents. 
Based on the research questionnaire obtained, the characteristics of the respondents can be classified based 
on gender as seen in the following figure: 
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Tabel 1. Demography 
 

  Persentage  

Gender Women  30 % 

 Man  70 % 

Age  18-22 Age 32 % 

 22 – 27Age 46 % 

 > 32 Age 6 % 

 40 Age 36 % 

Education SMA/SMK 98 % 

 D1-D3 1 % 

 D4/S1 1 % 

Years of service 3 Monts – 1 Year 1% 

 1 – 3 Years 4% 

 3 – 5 Years 31% 

  >5 Years 64% 

Source: Data processing 2020 
 

Based on the data in table 1 above, it is known that the dominant café employees are male. Age 22 - 27 
years, with vocational / vocational education. The majority of working periods have worked for more than 
5 years. 

Testing normal distribution or data normality can be done visually and the results of the Kolmogorov 
Smirnov test. Visual or graphical data normality testing can be seen through the scatterplot results from the 
P-P Plot. The results of the P-P Plot are given in Figure 1 below. 
 

 
Figure 1 

Results of Normality Test with P-P Plot 
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Based on the P-P Plot in Figure 1, it is known that the dots spread out around the diagonal line. So that 
visually or graphically it can be seen that the model residuals have followed the normal distribution 
distribution. To find out the calculation results, a test can be done through the Kolmogorov Smirnov test. 
The results of the normality test using the Kolmogorov Smirnov test are given in Table 2 
 

Table 2 
Normality Test Results with Kolmogorov Smirnov 

 
Kologorov Smirnov Value Free Degrees p-value Ket 

0,067 100 0,200 Normal distribution 

Source: Data processing 2020 
 

Based on the results of normality testing with Kolmogorov Smirnov, it is known that the p-value is more 
than 0.05. So it can be decided that the regression model residuals have followed the normal distribution. 
This shows that the assumption of data normality in the regression analysis has been fulfilled. 

In the analysis of the multiple linear regression model, there are two hypothesis tests, namely the F test 
and the t test. The F test is used to determine whether the independent variables can influence the dependent 
variable simultaneously or simultaneously. The test results are given in Table 3 
 

Table 3 
F- Test 

 

Model 
Sum of 

Squares 
df 

Mean 

Square 
F p-value 

 

Regression 1,387 2 0,693 11,457 0,000 

Residual 5,870 97 0,061   

Total 7,257 99    

.  Source: Data processing 2020 
 

The results of simultaneous testing with the F test show that the p-value results are less than 0.05. This 
shows that at least one of the two independent variables has a significant effect on employee performance. 
To find out which variables have a significant effect, a further hypothesis test is carried out using the t test. 
The t test results and the estimated regression parameters are given in Table 4. 

 
Table 4 
T - Test 

 

Variabel 
Estimated 

Parameters 
t-value p-value Information 

Constant 2,081    

Training 0,212 2,524 0,013 Signifikan 

 Source: Data processing 2020 
 

Based on Table 4, it can be seen that in the training variable, it is known that the p-value is 0.002 which 
indicates a value smaller than α of 0.05. So it can be seen that the training variable has a significant effect 
on employee performance. The training variable has a positive effect on employee performance 
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Employee performance = 2,081 + 0,212 Training 
 

The model shows the effect of training and work motivation on employee performance. Each increase 
in the training variable by 1 unit will increase employee performance by 0.212 units 

 
CONCLUSION 

Training has a positive effect on employee performance. Important training is given regularly to 
employees so that this activity can add skills and knowledge. Judging from the results above, the effect value 
of training is relatively small to be able to affect employee performance. For this reason, it is necessary to 
investigate further about what can influence employee performance more so that it can be a management 
reference for determining employee performance improvement strategies. 
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Abstract 

Crisis in 2020 is the impact of unexpected Covid-19 spreading all around the world in 
which period all social and economic aspects are forced to slowing down or even 
temporarily stopped. In almost all countries in the world, only few sectors are allowed to 
run the business normally. The sectors are mainly business offering basic needs such as 
grocery stores, certain food and beverage, and medical. The phenomena attack blatantly 
hospitality sectors and it must be faced by the stakeholders of the industry. In Indonesia, 
hospitality industry does suffer. The human centric characteristic of the industry requires 
interactions between people. Human interactions are well explained as the core activities 
in tourism industry in the old normal while it is to be avoided during the new normal of 
Covid-19. Business owners and managers fight against the condition which finally pushed 
them hardly to unfortunate decisions for the human capital of the industry and for many 
other strategic issues. The crisis is present and brings a huge impact to the hospitality 
sector that includes hotel and restaurant business. This study is to describe the picture of 
how this sector in Jakarta area overcomes the pandemic situation and until what extent 
the management is capable to handle. A qualitative research is conducted with narrative 
approach, by empathising to the human capital in the sector using grounded theory 
approach. Challenges are encountered by the hospitality practitioners and each one of 
them are trying to survive with their own way. 

Keywords: hospitality business, surviving pandemic, covid-19, innovation 

INTRODUCTION 

Business in the tourism sector has experienced a significant development seen in various regions in 
Indonesia. It has been known as a promising sector to grow in the near future. The growth was discussed in 
various media and it seemed to be the fastest period for tourism industry. It was reported in marketeers.com 
(2019), especially the hotel industry was reported to develop more rooms by different hotel chains in the 
island of Java, Sumatera, and Lombok. This development is enhanced the initiatives of the hotel chains to 
take advantage of technology that continues to evolve. One of international hotel chains in Indonesia has 
claimed that their research resulted a new segmentation of their target market which is tech-savvy tourist 
that opens a new property portfolio in a modern urban style equipped with interactive social spaces. The 
phenomena of hospitality business fast growth are not only in hotel sector but also in food and beverage 
sector with innovative recipes that are offered in the marketplace. In different article, marketeers.com (2019) 
reported that beverage business such as milk tea and bubble tea has grown very fast with many stores offering 
almost the same product with different choices since 2014.  
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The role of human resources dominates the tourism sector. As part of hospitality industry, hotel and 
restaurant business in Indonesia are well-known with its hospitality and kindness of the staff to the guests or 
tourists. As experience is nowadays the most expected characteristic of tourism activity, interactions between 
both tourism practitioners and tourists become the most genuine experience with local people of a tourism 
destination. This interaction has been discussed by Carlzon in 1987 in his book entitled the Moments of 
Truth. The term "moment of truth" in hotel industry emphasize on how every meeting between the guest and 
the service provider bring exclusivity and importance to the guest (Sarpong, 2016).  

The growth of the tourism business is promising, meanwhile the pandemic of Covid-19 has never been 
invited to invade all over the world. This pandemic forced the world citizen to lessen the interactions between 
them due to its high level of contamination. The government of Indonesia has followed the instructions from 
World Health Organization to prevent the coming of the virus into the country, but there is no guarantee of 
it. Indonesia has the same concern in fighting the pandemic not only in health sector but also in economic 
sector that has been affected by the pandemic. This economic sector surely includes the industry of 
hospitality in Indonesia which represents 60% of the income in tourism sector with 40% from hotel business 
and 20% from food and beverage business.  

In Indonesia like in other countries all around the world, the government works very hard to identify the 
dangers of the situation and take the right measures of prevention. Nonetheless, the economic wheels must 
be running to ensure the life of more than 260 million of people in Indonesia, so does the hotel industry. 
This situation is not preferred to anyone since measures should be strict and not easy to be handled by tourism 
industry because of the nature of the industry which is all about people interaction. People are not only 
encouraged by the government to stay home to avoid further spread of the virus, but regulation about social 
distancing in a big scale, for not saying confinement, was also issued to prevent the spread of the virus. The 
problem becomes then public where business owner and management are to having the responsibility to 
ensure the sustainability of the business. It just seems like trying to mix oil into water. The regulations issued 
by the government in many ways are not favour of business practitioners due to the importance of the health 
sector.  

The challenges met by the industry players are more in how to run the business in the condition. Many 
hotel or restaurant owners or managers are struggling to find solutions to keep their business run. Uncertainty 
is part of entrepreneurship, and the pandemic is a crisis that all entrepreneurs did not expect to happen. As 
it does not happen regularly like economic one, it seems to be harder to handle. Thus, the objectives of this 
study are to explore how the hospitality business owners and managers overcome this exceptional situation. 
The identification of the problems encountered, how they react to solve them, and their strategy in running 
the business. The benefit of the study will be to enrich the knowledge of hospitality business strategy 
especially in facing pandemic crisis. It will contribute insights and knowledge to the business owner and 
manager about how hospitality business practitioners react to the condition in Indonesia. The scope of the 
industry that is covered in this study is hotel business and restaurant or food and beverage business that 
includes different levels of SMEs that exclude the luxury type of business. 

 
LITERATURE REVIEW 

Hospitality Industry 

Understanding the context of hospitality industry can be describe as to proudly caring about others in 
the same way as caring about oneself because it is a service industry (Walker and Walker, 2014). The scope 
of hospitality industry is very closed and linked to the tourism industry. Thus, as in a widen perspective, 
Alastair Morrison suggests that the scope of hospitality and tourism industry is divided into 5 categories that 
includes travel, lodging, assembly and event management, restaurants and managed services, and recreation 
(Walker and Walker, 2014). According to Kotler, Bowen and Makens (2017), hospitality industry is about 
businesses that offer accommodation, prepared food and beverage service, and/or entertainment.  
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The lodging or accommodation sector itself has different types and classification of the business. The 
classification in every country differs as it is regulated by the government, but mostly the hotels are ranked 
between 1 star to 5 stars. Walker and Walker, (2014) suggests types of accommodation based on American 
hospitality business practice as the following: city centre hotels, airport hotels, freeway hotels and motels, 
casino hotels, convention hotels, full service hotels, economy or budget hotels, boutique hotels, extended-
stay hotels, condotels and mixed-use hotels, and bed & breakfast inns. The lodging sector is only classified 
by the regulations as hotel rated 1 to 5 stars in Indonesia.  

As a component the hospitality and tourism umbrella, restaurant business accommodates vital biological 
need of eating that covers also the need of people for socialization and to be entertained (Walker and Walker, 
2014). In Indonesia, food and beverage business covers not only the restaurant or what we call rumah makan, 
but also small business such as food street. The food street vendors in Indonesia has quite big number as it 
was reported by trusted online news that there are 22 million. Jakarta itself was reported having more than 
80.000 food street vendors that data is validated by the local government in 2016.  

 
The Character of Hospitality Industry 

The culture in the hospitality industry is focusing on serving and satisfying the guests which are 
encouraged by the top management then flowing down (Walker and Walker, 2014). Walker and Walker 
(2014) also suggest that as a 24-hour service industry, hospitality business opens 365 days a year and 7 days 
a week which constantly strive for outstanding guest satisfaction leading to guest loyalty and of course profit. 

According to (McGinley, Mattila and Self, 2020) the human resources in hospitality industry are gritty 
people who are passionate and diligent that character reduces the intention of their mobility and tends to be 
loyal in the industry. High competency in serving guests is the key to their character. However, this 
competency will only help hospitality business owners to be assured on their loyalty if the recruitment is 
being incorporated by grit in the screening phase (McGinley, Mattila and Self, 2020). According to King 
and So (2015), hotel staff who has strong knowledge of branding will be able to give the promise of the 
brand to the guests. Thus, the essence of service in the industry is in fact determined by the moment of truth 
as suggested by Carlzon, that is delivered by the staff, while according to King and So (2015), the role of 
the General Manager is fundamental to ensure the service level that push guests satisfaction.  

Cave, Prayag and Ryan (2012) suggest that interaction between guest and host in hotel industry may 
create emotional relationship. The role of manager and frontline staff is very important to give special 
attention to the guests. As human being, the needs of socialization will be high especially when they go to a 
destination where they do not know anyone. As a hotel guests, they expect to learn about the destination 
through their interactions with hotel employees and enhanced with local people (Cave, Prayag and Ryan, 
2012).  
 

Sustainability of the Business in Hospitality Industry 

Business in general would do anything to be sustainable for a long period of time. Sustainability is the 
ability to achieve continuing economic prosperity while protecting the natural resources of the planet and 
providing a high quality of life for its people and future generations. As stated in the Sustainable 
Development Goals in the 21st Century, economic, social, and environmental aspects play important roles in 
the sustainability of an organization. Operators of hospitality businesses have generally embraced the 
concept of sustainable hospitality and are increasingly operationalizing it. (Walker and Walker, 2014). What 
Kotler, Bowen and Makens (2017) suggested that all managers in hospitality industry must understand 
marketing, may be translated that marketing is one of the most important thing that support economic aspects 
for the sustainable business.  

An interesting fact suggested by Rantala et al. (2019) that cost savings are one of the main chauffeurs 
when sustainability and innovation are exploited at the same time. This must be challenging for any business 
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especially in hospitality industry since cost savings are generally related to lessen the quality of services. 
However, it may be valid for certain conditions. 
 

Innovation for Sustainability 

Business sustainability and innovation seem to have a very close relationship. Most businesses and 
managers of different functions and levels are interested in innovation (Tang, 1998). Managers need to 
understand how innovation is being manage and initiated for business growth purpose. Innovation for 
sustainability is potential to accelerate the developments in economic, social, and ecological systems 
(Rantala et al., 2019). Thus, innovation in hospitality industry will help the development of not only the 
internal stakeholders but also may impact economic, social, and ecological systems surrounding the business 
entity. 

Nagji and Tuff (2012) suggests an Innovation Ambition Matrix to manage a company innovation 
portfolio. The matrix gives managers an innovation framework for surveying all the initiatives the business 
which includes Core Innovation, Adjacent Innovation, and Transformational Innovation. Core innovation is 
about optimizing existing products for existing customers, Adjacent innovation is about expanding from 
existing business into new to the company business, while Transformational innovation is expected to 
develop breakthroughs and inventing things for the market that do not yet exist. Transformational innovation 
might be used for a uncommon phenomena such as pandemic in 2020 that occur all around the world. 
 

RESEARCH FRAMEWORK 

The interesting part of the hospitality industry in pandemic situation gives many burdens. The situation 
limits interactions which is the core activity of the industry. The framework of this research is to get the 
practices performed by the business owners and managers on how to sustain in a crisis situation and to 
perceive the participation of innovation in the exit strategy of the business burdens. 
 

METHODOLOGY 

Pandemic situation can be considered as a force majeure situation whereas people tend to run their 
business in a situation called normal for everyone. The data collection was a challenge since the 
communication process is performed online. The research has the objective to obtain interesting information 
about the strategy from business owners or managers in overcoming the pandemic situation whereas there 
are issues in regard to the character of tourism industry. Thus, to obtain information by empathizing with the 
situation, the methodology used is qualitative using grounded theory approach. An interpretive paradigm is 
being selected as it constructs the patterns that are formed by the informants. Grounded theory then is being 
used that comprises a systematic, inductive, and comparative approach for conducting inquiry for the 
purpose of constructing theory (Bryant, 2017). 

The data is collected through observation the hospitality businesses that were significantly promoting 
an innovative idea and enhanced with in-depth interviews with the business owners or managers. The 
observation is participatory strengthened by interviews performed to informants who are the people in 
Jakarta. There are 10 informants as theoretical sampling is obtained to hospitality practitioners are taken 
from various type of business. Ten key informants are chosen from business owners and managers from 
national hotel chain, independent hotel, small food and beverage business known as street vendors in Great 
Jakarta area as the sampling is purposive (Denzin and Lincoln, 2018).  

The interview processes are based on grounded theory research which is to examine individual and 
collective actions, as well as define social processes (Denzin and Lincoln, 2018). This strategy, as known by 
theoretical sampling, allows researchers to shift the iterative process between data collection and analysis to 
obtaining the data to illuminate this category, fill out its properties, and define its implications (Denzin and 
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Lincoln, 2018). As an inductive approach of data analysis, the research is to build patterns of the key 
informants in their business decision strategy, while deductive approach helps the result to be completed by 
further data collection (Creswell and Creswell, 2018).  

The role of the researcher is the key instrument who gather and interpret the data whereas the data 
analysis steps and the methods used for presenting the data, interpreting it, validating it, and indicating the 
potential outcomes of the study. Researchers’ past experiences shape interpretations that may create 
favourable or non-favourable conclusions about the participants. The hospitality background experience of 
the researchers plays also important role in the research to interpret the interview results. 

The research was performed from May to July 2020 and the communication with the participants was 
performed through online video platform. 
 

RESEARCH FINDINGS AND DISCUSSION 

As retrieved from secondary data in different popular literatures, hospitality industry development has 
been noticed to grow fast, and the tourism industry seemed to be promising. Pandemic Covid-19 is being 
officially announced affecting people in Indonesia starting in the beginning of March 2020 that has ruined 
the paradigm of promising business sector in Indonesia. Yes, the euphoria of trying to develop tourism and 
hospitality business such as hotels and restaurants did happen before the pandemic started in 2020 especially 
in Indonesia. Whereas Indonesian Government has planned acceleration program to develop potential 
destinations in several provinces, but all the plans have needed to be slowing down due to the pandemic. 
Since pandemic is the responsibility of the government, precautions about this situation have been regulated. 
With the respect to the health concern, the hospitality business cannot open as usual because there are strict 
rules of opening hours and the government has also decided to arrange the delivery of the service through 
national and regional regulations.  
 
Preliminary Findings 

The first phase of the research is to interview 10 people in Jakarta who have the knowledge about 
hospitality business. The interview was performed to find out on how the hospitality business is being run 
and in what condition they are being put by the situation. The findings are coded with the following result. 

 
Table 1. Preliminary interview about the situation of hospitality business in pandemic situation 

 
Participant People perspective  Coding 

1 People tend to stay home and do trust no one including 
Gojek driver (delivery man). We do not know whether 
consuming prepared food and beverage is safe enough 
for our family’s health. 

x People Stay home 
x No trust to others 
x Hygiene and 

cleanliness for health 
2 It is a stay home period where we spend time with our 

family, whereas the business still needs to be run for our 
life as well as our staff’s.   

x People Stay home 
x People’s life must go on 

3 It seems that the government does not know how to 
overcome the situation since the regulations keep 
changing and we have to fit our strategy accordingly. 

x Uncertain situation 

4 The most significant issue in our business is the cost. We 
do not have any clue on how the cost can be reduced. 
Perishability of our product is an issue, and it is just 
cannot be avoided. 

x Need to reduce cost 
x Perishability is a 

problem 
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Participant People perspective  Coding 
5 Everyone stays home. No one buy prepared food and 

beverage because of its hygiene and safety issues. We 
have to throw things away to the garbage which is bad 
for the business. 

x People Stay home 
x People do not buy 

prepared food 

6 We cannot interact with our guest because of the 
probability of virus spread. Social distancing is very 
important. It is challenging on how to serve without 
interaction with our guests.  

x No interaction possible 
x Social Distancing 

7 People are afraid to go out. When they go out, they do 
not look for food outside. The delivery service by third 
party is also affected because we never know if the 
delivery man is healthy or not. 

x People stay home 
x People do not buy 

prepared food  
x Delivery by gojek is not 

trusted 
8 No one can guarantee if the hotel changes the bed sheets 

and other facilities every day. The pillow can be used by 
anyone, and the spread of the virus may be happening. 

x Untrust feeling about 
cleanliness  

9 Welcoming guests in our property is a challenge, because 
even us, we are afraid of meeting people, but if we do not 
work, we will not get any salary. 

x Afraid of meeting 
people 

x Need to work for living 
10 We sold 0 portion of our menu since the announcement 

of social distancing regulations. The daily cost especially 
the staff becomes burden for us. 

x No sales  
x Cost problem 

 
Based on findings as displayed in table 1, there are 10 issues to be considered in looking for solutions 

which are (1) people stay home. (2) no possible interaction, (3) no trust to others, (4) people do not buy 
prepared food, (5) no sales, (6) hygiene and cleanliness for people’s health, (7) need to reduce cost, (8) 
perishability is a problem, (9) need to work for living, and (10) uncertain situation. People are staying home 
with no possible interaction. The trust to others become difficult since everyone can be carrier of the virus. 
This distrust led people not to buy prepared food, because of people concern about hygiene and cleanliness 
that may affect their health. In this situation, the sales are very low even it happens to be zero income. Thus, 
it becomes a problem in running the operations of the business and the prime cost is mostly to be reduced. 
In hospitality industry, perishability of the product or service is a problem. There is no turning back time to 
catch up the sales whereas the staff are still in needs to work and earn their salary normally. This uncertain 
situation is challenging for the hospitality business owners and managers to overcome the run of the business. 
The findings from the first interview leads the research to interview hospitality business owners and 
managers to  

The findings from the secondary data, obtained from mass media and government regulations, show that 
the pandemic situation is controlled by the government. However, as an unexpected and force majeure event, 
the government did not have the experience to handle. The situation converts into uncertain for everyone in 
the country. Jakarta has another issue of government communication that does not help the situation. The 
central government and local government did not find agreement on how to handle the situation, thus it 
affects the business in general. Between economic problem and heath problem, it is very problematic to 
control more importantly because most of the population of Jakarta comes from other regions. In this case, 
people mobility cannot be avoided. However, the instruction to stay home is being followed by most of 
them, that slows economic turnover in the region. 

Stay Home Lifestyle becomes mature and restaurants are adjusting to changing their business model 
towards online delivery services whereas malls will become less and less popular (Yuswohady, 2020b). 
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Moreover, Yuswohady (2020a) explain his findings that with the prohibition of traveling and leaving the 
house, hospitality & tourism was reported very affected with occupancy rate that is approaching zero and 
online food delivery or room cleaning services. Yuswohadi (2020a) also predicted that hospitality industry 
would enter The Fall category in the Stay Home Economy which is a new trend due to the pandemic. 

The preliminary findings would be then reconfirmed by expert interview to check and validate the 
situation.  

 
Further Findings  

As the subsequent step of the research, the interview key informant of this phase is business owners and 
managers. The interview has the aim to find out the strategy that has been decided for their business to 
overcome the pandemic. It was being noted that the 10 issues found in the preliminary findings would be the 
used as the base of the questions to the participants in this phase. The findings were interesting since the 
patterns were almost similar. From 10 key informants, the result of the interviews was recapitulated into 
findings categorized into food and beverage business and hotel business. The food and beverage business 
key informants were food street business owners, small restaurant owners, and restaurant managers. The 
hotel business key informants were hotel general managers from different stars which are 3 star and 4 star 
hotels. 

The findings of food and beverage sector were interesting. The food street business was jumping into 0 
revenue for a few days. The issue of social distancing or part of confinement regulation required people to 
stay home that does not allow them to buy food from outside. Delivery service from Gojek or Grab could 
not help neither since there was an apprehension to go out or receive something from outside people’s home. 
Different to this, restaurants tend to better survive with take away and delivery service because people trust 
them more especially in the hygiene and sanitation. However, closing the outlets was also a problematic to 
maintain the expected revenue. It happened due to the unpredicted shifting rules from the government. 
Business owners need to always be aware of those changes because the regulations arranged different rule 
of opening restaurant the business. It has been an iteration process that for a few weeks, it was prohibited to 
open then it was allowed again to reopen. During the uncertainty, many wastes were thrown away because 
there were no sales. The condition could not be avoided. The employee cost and benefits were handled by 
eliminating daily workers and maximizing the existing resources. Cost of operations was problematic, but 
some measures were taken to solve the problem. Business owners and managers has fought to find the right 
innovative business model that works with the behaviour of the stay home lifestyle. In a period, social impact 
business model was powerful to be implemented since people were sympathy to those who lost jobs. Buying 
low price with good quality of food to be delivered to those in needs became a trend. Moreover, online 
promotional material was also the key to inform people in Jakarta who are willing to share with those in 
needs. The skills needed was to create content for social media promotion. However, this kind of business 
model has surprisingly given an increment on their monthly result. In addition to that, expanding the network 
was a must, nonetheless quite challenging, but it is very important the increase the awareness of the business 
that may lead to becoming loyal.  

Unlike food and beverage business, hotel sector has had more opportunity to survive. The perishable 
character of the business was the pain for the management to determine the strategy. Rooms are the core 
products in hotels, while food and beverage as well as other services are supporting into the business. Most 
of hotels have not been able to sell rooms under 30% during the confinement. The phenomenon has affected 
all hotel business in the region and does not give any chance to get guests’ trust due to the quick spread of 
the virus. The hotel managers have had tendency to wait and watch at the beginning of the pandemic. The 
challenges besides the room revenue loss, are also events that occupy the meeting rooms. The rooms were 
managed to be opened in some areas. It means that the hotel only uses rooms located in certain areas for 
guests. The strategy is to help cost saving especially the energy. Related to food and beverage expenses, the 
supply depends on suppliers and not doing direct purchase to the traditional market anymore. It helps the 
hotel to manage its cash flow. Daily worker staff were the first to go and the permanent staff were forced to 
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take unpaid leave for about 10 to 15 days a month. Permanent staff were also required to maximise their 
working hours. In marketing program, hotels are trying to survive with lowering room rates, selling room 
vouchers valid for 1 year, and self-quarantine program. For the food and beverage department, hotels try to 
sell food delivered to the community surrounding, though it does work slowly. To show the hotel existence 
to the market, maintaining existing clients and looking for new contacts were performed by the marketing 
staff expecting post pandemic business. The relationship management are managed carefully because a 
wrong information spread means bigger effort to get the trust back from their guests or customers. 

Based on the further findings from expert interview, the patterns of both hotel and restaurants business 
seem to be similar. Through this research, the construct of the patterns can be described as Factors to 
Surviving Crisis in Hospitality Industry. The dimensions found are (1) being alert to the government 
regulations, (2) keeping essential human capital, (3) creating innovative and attractive program to gain 
customer trust, and (4) maintaining and developing networks. 
 

 

 

 

 

 

 

 

Figure 1. A Framework on Surviving Strategy in Hospitality Sector 
 

At the first place, hospitality business is to being alert to the government regulations is needed because 
pandemic must be handled by the government. Erratic government regulations make it difficult for 
businesspeople to determine their strategy. The level of uncertainty is high, and it requires a strong plan of 
strategy options. Secondly, the human capital is the second important field to be handled. Hospitality 
business in Indonesia tends to hire daily workers that will not be possible to do in pandemic situation to 
reduce the cost. Business owners or managers are to keep the essential human capital who optimally 
contribute to the business and effectively manage their responsibility to cover the service. The third one is 
about customer trust that requires a lot of efforts from the business practitioners. Innovation in the program 
creation to attract the attention of the current or future hotel clients is essential. It is a challenge to create 
programs since it needs to consider many elements related to the revenue, such as hygiene and sanitation, 
staff performance, and creating trustworthiness. As suggested by Nagji and Tuff (2012) in the Innovation 
Ambition Matrix, the level innovation required would be more into adjacent even transformational. Finally, 
widen the network is the least to do that requires no cost but efforts from the marketing team. As a long-
term impact of marketing strategy, it will help the hotel to be recognised and remembered by the target 
markets and may create further business. 

 
CONCLUSION 

Pandemic does give challenges in many ways to the hospitality sector. Human interaction as the core 
activity of the hospitality business does not allow the business to be run normally. Social distancing with a 
part of confinement allows them to welcome only half capacity of the property. This situation cuts their 
revenue down from customers and requires a strategic action for the sustainability of the business. The most 

Surviving Crisis 

Keeping Essential Human Capital 

Creating Innovative Program that 
Attract Customer Trust  

Maintaining and Developing 
Networks 

Being Alert to The Government 
Regulations 
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difficult part in getting the business back on track is to convince guests to stay and consume with trust 
especially on the hygiene, safety, and cleanliness of the property or outlet. The character of the people in a 
country will impact on how long the situation will last. In this situation, the cognitive competence of business 
practitioners and owners is strongly required to show their vigilant character in preventing the spread of the 
virus.  

The surviving crisis theory constructed in this research is recommended to be validated to a widen 
number of participants in further research to find out how hospitality business really survive the pandemic. 
A quantitative survey is suggested to complete the findings. 
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ABSTRACT 

Film has become one of the digital media that can support the tourism sector in Indonesia, 
one example of a film that promotes a destination is the film "Ada Apa Dengan Cinta 2", 
one of which is located Punthuk Setumbu and Bukit Rhema, Magelang. Filming a film in 
one city is believed to be able to lift the popularity of an area and destination area that 
makes the film lovers motivated to visit. The aim of this study is to analyze the Push and 
Pull Factors that motivate tourists to visit the location of the film 'Ada Apa Dengan Cinta 
2' which is located in Punthuk Setumbu - Bukit Rhema. The data used are primary data. 
The sample be inspected was 117 respondents. The number of variables studied was 24 
variables. Data processed using factor analysis techniques. Data obtained from 
respondents were processed using SPSS 25. The results showed that from 24 variables 
which are Push and Pull Factors that were processed using factor analysis techniques, 6 
new factors can be found that motivate tourists to visit Punthuk Setumbu - Bukit Rhema. 
Factor 1 consists of components Personality, Performance; Factor 2 consists of components 
Place, Performance; Factor 3 consists of components Place; Factor 4 consists of components 
Place, Performance, Internal Drives; Factor 5 consists of components Place, Internal 
Drives; Factor 6 consists of components Internal Drives. 

Keywords : Film-Induced Tourism; Motivation; Push and Pull; Punthuk Setumbu-Bukit 
Rhema; Ada Apa Dengan Cinta 2 

INTRODUCTION 

Background 

The condition of Indonesian tourism continues to experience positive developments, especially since 
the merger of the Ministry of Tourism (Kemenpar) with the Creative Economy Agency (Bekraf). Reported 
by kompas.com, Wishnutama Kusubandio as the Minister of Tourism and Creative Economy 
(Kemenparekraf) said that tourism in the future will be more beneficial by joining the creative economy and 
it is hoped that if tourism synergizes with the creative industries, then they can support each other and 
develop.  

Film is one of the industries within the scope of the creative economy. Some research indicates that 
films can influence the tourism industry both to improve the image of the destination to increase the level of 
visits (Busby & Klug, 2001) (Gjorgievski, 2012) (Riley & Van Doren, 1992). This phenomenon is known 
as developing. Film-Induced Tourism, which is defined as tourist visits to a destination or attraction as a 
result of the destination displayed on the cinema, video or television screens (Busby & Klug, 2001). 

Although most films are not produced with the primary purpose of encouraging people to visit the 
location, it has been indicated that this media can increase awareness, attractiveness and advantage of the 
location through the power of imaging and fantasy stories. (Butler, 1990; Riley & Van Doren, 1992; Beeton, 
2001; Croy & Walker, 2004). 
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Riley in 1998, put forward the fact that the effect of film with tourism content can affect the number of 
tourist site visits depicted on film from year to year. Related to this, Hudson and Ritchie (2005) presented 
data on an increase in the number of tourist visits induced by films as can be seen in the following table: 
 

Table 1: Number of Increased Tourist Visits Induced by Films. 

 
(Sources: Hudson, S., Ritchie, JB (2005) 
 

In Indonesia, the influence of film on tourism has been felt. One example of the role of films in 
promoting a destination is the film Eat, Pray, Love, which is located in Bali, since the screening of the film, 
many viewers are interested in visiting Bali, tourist visits to Ubud have also increased due to Eat Pray Love 
films and books, such as the crowd a tourist visit to the home of Ketut Liyer (until he died in 2015) to predict 
his fate as Liz, the main character of the film Eat Pray Love. (Lukitasari & Putra, 2017).  

Indonesia itself has good potential in utilizing the film sector as a medium for promoting tourist sites in 
Indonesia because promotion through film has just begun and still requires public awareness of tourism 
induced by film. Film-Induced Tourismis a relatively new phenomenon in the tourism industry where 
tourists are motivated to visit a place because of a film. 

Walaiporn (2008) in his research revealed that one of the things that made the viewer want to visit the 
location depicted in a film was because the visual experience received by the audience could turn into 
something real when the audience decided to visit the location depicted in the film. The audience, in this 
case prospective tourists can feel the connection and intimacy from the existing visual picture in the film he 
watched. The audience will feel and experience what is experienced by the characters in the film (Walaiporn, 
2008). 

Based on the theory above it can be concluded that the tourism industry and the film industry are 
industries that have properties that are almost close to the same word that offers experience through 
entertainment. As the development of the modern era, these two industries show that the two industries can 
be related and influential in creating the desire to travel. This phenomenon can open up the potential for 
tourism in the future and be able to promote tourist destinations in a more attractive way. 

With the emergence of the phenomenon of the promotion of tourist destinations through the film, then 
the audience or in this case prospective tourists will feel attracted to visit a location depicted in the film 
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because of the visual experience received by visitors can turn into something tangible when the audience 
decides to visit a location that is depicted in the film.  

Psychological factors such as motivation, perception, learning, personality, and attitude, can influence 
tourists to travel. Tourists can be motivated because of two factors that influence a person, namely Push and 
Pull Factors. The pull factor and the push factor according to Dann (1977: 186) namely the pull factor is the 
factor that attracts tourists to a specific resort or destination and whose value is seen to be in the object of 
travel; and driving factors refer to a tourist as a subject and deal with the factors that make him travel. Pull 
Factors consist of Place, Personality, and Performance. Then Push Factors consist of Ego Enhancement, 
Status / Prestige, Fantasy / Escape, Vicarious Experience, and the last is Search for Self Identity. 

One of the film that attract the attention of the public to make a trip tourism namely the film Ada Apa 
dengan Cinta 2, which is located in Magelang Regency and Yogyakarta Special Region. Some of the film 
shooting locations Ada Apa dengan Cinta 2 that became iconic of the film are Bukit Rhema and Punthuk 
Setumbu. The film Ada Apa Dengan Cinta 2 invited a number of curious tourists to the place where the film 
took place, not long after the film was released, Bukit Rhema and Puthuk Setumbu became one of the 
destinations for tourists to visit. Head of Karangrejo Village Hall, Mr. Trian, stated that after the screening 
of the film Ada Apa Dengan Cinta 2, there was an increase in the number of tourists visiting the Punthuk 
Setumbu and Gereja Ayam area (January 23, 2020). Besides that, the manager of Bukit Rhema Prayer House, 
Mr. Edward, said that besides local tourists, foreign tourists as well as Malaysia and Brunei also visited the 
Gereja Ayam, and destinations involved in the film AADC 2 (January 23, 2020). 

Research on film-induced tourism has focused more on image and destination management and the 
impact of film-induced tourism on the host community, and there needs to be more research on motivations, 
perspectives, and consumer experiences (Macionis, 2004). Research on more specific tourist motivations 
needs to be done to be able to find out what factors are the main factors that influence tourists to visit in the 
context of Induced Tourism Films in Indonesia. 

Based on the phenomena that occur and previous research that has been done, the researcher is interested 
in doing research with the title "Film-Induced Tourism: Tourist Motivation to Visit Film Sites Ada Apa 
Dengan Cinta 2" to find out how big the film, especially the film Ada Apa Dengan Cinta 2 in motivating 
someone to travel to the filming location based on Push and Pull Factors in Film-Induced Tourism. 

 
Research Objectives 

The objectives of the research carried out are as follows: 

1. To find out Push Factors in motivating tourists to visit the location of the movie shooting Ada 
Apa Dengan Cinta - 2 areas Punthuk Setumbu and Bukit Rhema 

2. To find out Pull Factors in motivating tourists to visit the location of the movie shooting Ada 
Apa Dengan Cinta – 2 areas Punthuk Setumbu and Bukit Rhema 

 
So that the problem does not spread, it is necessary to limit the problem, among others, this study only 

discusses Push and Pull Factors in motivating tourists by using the concept of Macionis (2004). Filming 
locations referred to in this study are limited in the Punthuk Setumbu and Bukit Rhema areas. 
 

LITERATURE  REVIEW 

Film-Induced Tourism 

Tourism and film are two industries that are developing and the audience is increasing every day. Film 
industry is one of the factors that exposes the part that is questioned and chosen from the goal. Therefore, 
film becomes one of the factors that can influence an individuals journey (Iwashita in Vagionis and 
Louminoti, 2011). Therefore it can be indicated that Film-Induced Tourism is a phenomenon that is in the 
midst of the industry. As is known at the time of filming, it was not made to invite people to visit the location 
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of the filmmaking. However, people not directly watching movies are interested in seeing the places they 
see in the film. Film-Induced Tourism is a relatively new phenomenon in the industry where tourists are 
motivated to film venues. Induced tourism films are tourism niches: postmodern experiences from places 
that have been discussed in the form of very personal and unique media presentations for each individual 
based on their own interpretation and consumption of media images (Macionis, 2004). 
 
Film Tourist Motivation 

In relation to film-induced tourism, it is suggested that this theory of motivation and attraction is the 
most appropriate framework for investigating film tourism motivation. Riley and Van Doren (1992) have 
examined film tourism as a form of promotion and motivation through push and pull factors. Attractive 
factors in tourism motivation theory attract tourists to a destination while driving factors, on the other hand, 
refer to tourists and internal impulses that lead to action (Dann, 1997). Here is a table that shows about the 
Tourist Motivation Film. 
 

Table 2. Film-Induced Tourism Motivation 
 

PullFactors 
(Film) 

  Push Factors 
(Internal 
Drive) 

Place Personality Perfomance  

Location 
attributes 

Cast Plot Ego 
enhancement 

Scenery Characters Theme Status/ 
Prestige 

Landscapes Celebrity 
(stars) 

Genre Fantasy/ 
Escape 

Weather   Vacarious 
Experience 

Cultural 
origin 

  Search for self 
identity 

Social origin    

Activity 
origin 

   

 
(Source: Macionis, 2004) 

 
Push and pull factor theory (Dann, 1977) presents an appropriate theoretical framework for researching 

films that encourage tourism. According to Macionis (2004), it is proposed that these differences lie among 
the three concepts of Place, Personality and Performance. Three concepts are categorized as follows: 

1. Place 
Place refers to all visual elements that describe the situation around the location of the picture taking, 

for example is the beauty of the natural surroundings. Not only scenery, but all the attributes that are unique 
and interesting can attract viewers to visit a location depicted in the film (Beeton, 2005). Besides the place 
aspect shown or seen in the film, where the film was taken (or a particular scene), fictional or true, and can 
be a film studio, or in the form of a large proportion of the set used for film shooting purposes. The desire 
to visit film locations becomes more interesting because it can be seen from several indicators, such as where 
the film's scene takes place (location or tourist attraction). 
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2. Personality 
Personality is an aspect of the film that refers to the film cast, the character being played, and the use of 

the names of famous people in a film. The desire of the audience to visit a location in the film is influenced 
by the endorsement of celebrities (Gjorgievski and Trpkova, 2012). 

3. Performance 
Performance refers to the plot, plot, film theme, and film genre. Thematic factors such as storylines can 

be the main pulling factors in influencing the audience to visit a location in the film. Not only do viewers 
feel attracted to the visual elements in the film such as the setting and landscape of the beauty of a location, 
but they can feel attracted to certain stories or genres, drama plots, themes, and experiences of the characters 
in the film (Macionis, 2004). Some viewers can feel a strong connection between themselves and aspects of 
performance in the film, where they feel drawn to place themselves into the setting of a story, and ultimately 
make them decide to visit a location in the film (Riley and Van Doren , 1992). The country or region in 
which the film or TV series is produced that provokes tourist curiosity (at the level of scenarios, story lines, 
customs, traditions). 
 

Apart from Pull Factors, there are factors that arise from within tourists called Push Factors. The 
indicators of push factors include: 

a. Ego Enchancement: Riley (1995) argues that tourists achieve a sense of pride only after 
returning home and sharing travel experiences with family and friends. The prestige and 
motivation for seeking this status is not unique to film-induced tourism, but this is confirmed 
here as an important driving factor in tourism. 

b. Status/Prestige: Motivation of prestige and status achieved by visiting film locations and being 
able to tell about experiences to friends is the most important for film-induced tourists. 
However, visiting places that have not been visited by friends, and being able to talk about them 
when they return home, is considered an important aspect of tourism that is induced by the film 
to many respondents. Prestige has been defined as the desire to have a high position in the eyes 
of those around him (Crompton & McKay, 1997). This is recognized as an important social-
psychological tourism motivation characterized by the need for status, respect, recognition and 
achievement (Laing & Crouch, 2005; Riley, 2005; Yoon & Uysal, 2003) 

c. Fantasy/Escape: The elements of having a unique and new travel experience are the strongest 
motivators in this research including visiting film sites to add something special to the holiday, 
escape from the routine and have fun so that you feel entertained. Looking for new experiences 
and Fantasy / Escape has continuity which is defined as a complex construction and has a 
number of reference terms ranging from curiosity to the search for sensations and passions. 
This is a multi-dimensional concept consisting of runaway elements; sensation; change from 
routine; adventure; surprising; and alleviation of boredom (Lee & Crompton, 1992) 

d. Vicarious Experience: The search for novelty is an important element of the tourism experience 
and has been defined as a function of the level of contrast between current perceptions and past 
experiences, or more directly as a desire to seek new and different experiences (Crompton & 
McKay, 1997) 

e. Search for Self Identity: looking for identity by looking for identity match. 
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METHODOLOGY 

This type of research are used descriptive quantitative research methods. According to Ulber Silalahi 
(2010), research is a systematic and organized way and procedure to investigate a particular problem with 
the intention of getting information to be used as a solution to the problem. Descriptive quantitative research 
methods used to describe the phenomenon and identify what factors most strongly influence the motivation 
of tourists to visit the location of the film Ada Apa Dengan Cinta 2. 

Respondents that involved in this research are people or tourists who watched and visited the location 
of the film Ada Apa Dengan Cinta 2 and the manager of the tourist attraction. The locus used as the location 
of the study is the location of the film shooting Ada Apa Dengan Cinta 2, including Punthuk Setumbu and 
the Bukit Rema Gereja Ayam which is considered the "icon" of the film Ada Apa dengan Cinta 2, located 
in Magelang Regency. 

In this study, the technique of data collection is distribution of questionnaires with questionnaire as 
primary data and interviews for the agency or manager of the location film Ada Apa Dengan Cinta 2 as 
secondary data. Questionnaire distribution techniques are using digital media (online) or e-questionnaires 
made in Google Form application, that is researchers look for information about respondents who watched 
the film Ada Apa Dengan Cinta 2 and share experiences in the form of photo posting on their social media 
namely Instagram and Twitter, the respondents posts used the hashtag "#AADC2". The researchers 
contacted the prospective respondents via Direct Message in the social media which is Instagram and Twitter 
then asked the respondents willingness to fill in the questionnaire through the Google Form that had been 
prepared. 

 
Data processing 

Analysis of the data used is a factor analysis technique. Factor analysis is a technique used to look for 
factors that can explain the relationship or correlation between various independent indicators that are 
observed (Widarjono, 2010: 235). Because the indicators used are derived from existing theoretical 
foundations, this factor analyst is a confirmatory factor analysis, which is an analysis that aims to test the 
theory empirically or confirm the structure of existing factors (Gudono, 2011: 207). Confirmatory factor 
analysis consists of several stages which can be seen in the following figure: 

 
Figure 1. Stages of Factor Analysis 

 

 

 

 

 

 

 

 
Source: Gudono, 2011 

 
 

Formulate the Problem 

Develop Correlation Matrix 

Determine the Number of Factors 

Rotating Factor 

Determine the Right Model 
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RESULTS AND DISCUSSION 

Researchers distributed questionnaires to 117 respondents who had watched the film “Ada Apa dengan 
Cinta 2” and visited the filming location of the film, the Punthuk Setumbu - Bukit Rhema. After distributing 
questionnaires to 117 people, a recapitulation of tourist characteristics was obtained as below: 

 
Table 3 

Recapitulation of Tourist Characteristics 
  
DATA VISIT 74.36% 1 Times 
YEAR OF VISIT 41.03% 2017 
GENDER 50.43% Women 
AGE 62.39% 21-25 years 
LAST EDUCATION 43.59% high school / 

vocational / equivalent 
PROFESSION 62.39% Students 
PLACE OF ORIGIN 40.17% West Java 

Source: Processed Researcher, 2020 
 

Based on the above table, the results show that 74.36% of visit data was dominated by respondents who 
visited 1 time. 41.03% by respondents who visited in 2017. 50.43% by respondents who were female. 
62.39% by respondents aged 21-25 years. 43.59% by respondents with a high school / vocational / equivalent 
education. 62.39% by respondents with student work. 40.17% by respondents who came from West Java. 

The next thing to do is conduct a factor analysis, starting with the KMO test and the Bartlett Test. 
 

Table 4 
KMO and Bartlett's Test 

 
 
 
 
 
 
 
 
 
 
 
 
 

Source: SPSS Output Results, 2020 
 

On KMO and Bartlett's Test table above, it can be seen that the figures from the KMO Measure of 
Sampling Adequacy. For 0.849 the value is> 0.5. Then it can be said that the sample has sufficient. 
Afterwards, the Chi-Square value of 1390,060 with a significance value of 0,000, it can be said that there is 
a correlation between variables and it is feasible to proceed to the next process. 

Next is the filtering of variables by eliminating factors that have an MSA value of less than 0.5. MSA 
Anti-Image Correlation table as follows: 
 
  

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling 

Adequacy. 

.849 

Bartlett's Test of 

Sphericity 

Approx. Chi-Square 1390,0

60 

df 276 

Sig. .000 
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Table 5 
Anti-Image Matrix Correlation 

 
INDICATOR ANTI-IMAGE 

CORRELATION 
SCENERY1 . 707  
SCENERY2 . 835  
WEATHER1 . 837  
WEATHER2 . 712  
WEATHER3 . 782  
ACT.ORIGIN1 . 860  
ACT.ORIGIN2 . 890  
ORIGIN CUL . 785  
SOC.ORIGIN1 . 866  
SOC.ORIGIN2 . 717  
CAST1 . 916  
CAST2 . 924  
CHARACTER1 . 924  
CHARACTER2 . 918  
CELEBRITY . 899  
PLOT . 927  
THEME1 . 802  
THEME2 . 876  
GENRE . 913  
EGO . 500  
STATUS . 716  
FANTASY . 838  
EXPERIENCE . 796  
SEARCH . 862  

Source: SPSS Output Results 
 

Based on the test results above, all variables have a high enough correlation with other variables, so that 
the analysis is feasible to proceed by including all existing variables. Then communalities analysis is done 
to show how high the factors that can be explained. Next is the Communalities table: 

 
Table 6 

Communalities 
 

Communalities 

 Initial Extraction 

SCENERY1 1,000 .640 

SCENERY2 1,000 .595 

WEATHER1 1,000 .639 

WEATHER2 1,000 .565 

WEATHER3 1,000 663 

ACT.ORIGIN1 1,000 .515 

ACT.ORIGIN2 1,000 .699 

ORIGIN CUL 1,000 689 

SOC.ORIGIN1 1,000 .667 

SOC.ORIGIN2 1,000 .731 

CAST1 1,000 673 
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CAST2 1,000 .762 

CHARACTER1 1,000 .775 

CHARACTER2 1,000 .762 

CELEBRITY 1,000 .739 

PLOT1 1,000 .541 

THEME1 1,000 708 

THEME2 1,000 .665 

GENRE1 1,000 .563 

EGO 1,000 752 

STATUS 1,000 .409 

FANTASY 1,000 .719 

EXPERIENCE 1,000 .735 

SEARCH 1,000 .568 

Extraction Method: Principal Component 
Analysis. 

Source: SPSS Output Results 
 

Communalities are basically the amount of variance (could be in the percentage) of an initial variable 
that can be explained by existing factors. For example, the SCENERY 1 variable, showing the number 0.640 
means that 64.0% of the variance of the SCENERY 1 variable can be explained by the factors formed, as 
well as for all the variables. All variables can be explained by factors that are helped by the provisions of the 
greater the communalities, the closer the relationship of the variables concerned to the factors formed. 

After the communalities analysis is completed, the research process continues to the next step, namely 
the Total Variance Explained analysis. This analysis shows the large percentage of total diversity that can 
be explained by the diversity of factors formed. Only factors that have a Eigenvalues greater than 1 that can 
be maintained. The following is the Total Variance Explained table: 

 
Table 7 

Total Variance Explained 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Source: SPSS Output Results, 2020 
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On the Figure 3, Total Explained Variance shows that there are 6 factors formed from 24 indicators in 
this study. Factor 1, eigenvalue amounted to 8,344, and % of Variance amounted to 34,767. Factor 2, 
eigenvalue amounted to 2,137, and % of Variance amounted to 8,903. Factor 3, eigenvalue amounted to 
1,776, and % of Variance amounted to 7,402. Factor 4, eigenvalue amounted to 1,287, and % of Variance 
amounted to 5,338. Factor 5, eigenvalue is 1,166, and % of Variance is 4,859, and Factor 6, eigenvalue is 
1,070, and% of Variance is 4,460. Then the value of the Total Variance Explained if from 24 indicators are 
reduced to 6 factors, the amount of variance that can be explained by the new factors formed is 65,730% 
while 34,270% is explained by other factors not examined from this study. The six groups of factors are 
Push and Pull factors that influence the tourists film  “Ada Apa Dengan Cinta 2” visiting the Punthuk 
Setumbu - Bukit Rhema. 

Next is graphic number 1, namely Screeplot which explains the relationship between the number of 
factors formed with eigenvalue values in graphical form. 

Graphic 1 
Scree Plot Graphic 

Source: SPSS Output Results, 2020 

The next process is the Rotated Component Matrix which can be seen in the following table: 

Table 8 
Rotated Component Matrix 

Rotated Component Matrixa 

components 
1 2 3 4 5 6 

SCENERY1 .129 .426 -.037 -.069 .659 -.039 

SCENERY2 .076 .002 .225 .114 .722 -.062 

WHEATER1 .275 .428 .526 .024 .317 -.052 

WHEATER2 .275 .041 -.396 .143 .543 .124 

WHEATER3 .026 -.035 .535 .028 .549 .270 

ACT. ORIGIN1 .197 .480 .439 .133 .174 -.073 

ACT. ORIGIN2 .281 .197 .732 .133 .085 .142 

CUL. ORIGIN .239 .009 .431 .493 .013 .450 
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SOC. ORIGIN1 .215 .116 .329 .703 -.010 .074 

SOC. ORIGIN2 .178 .159 -.230 .773 .148 -.046 

CAST1 .766 .173 .047 .207 .077 -.069 

CAST2 .762 .380 .017 .131 .140 .032 

CHARACTER1 .817 .198 .095 .114 .214 -.005 

CHARACTER2 .787 .311 -.018 .052 .128 .164 

CELEBRITY .817 .064 .164 .178 .098 -.008 

PLOT1 .553 .277 .155 .172 .230 .228 

THEME1 .136 .809 -.063 .124 .042 .122 

THEME2 .225 .702 .260 .082 .218 -.004 

GENRE1 .351 .357 .090 .528 .065 .147 

EGO -.008 .059 .056 -.008 .075 .860 

STATUS .257 .236 .148 .062 .494 .132 

FANTASY .650 -.122 .402 .328 .030 -.105 

EXPERIENCE .674 -.141 .388 .314 .109 .029 

SEARCH .415 -.154 .246 .495 .089 -.243 

Extraction Method: Principal Component Analysis.  
  Rotation Method: Varimax with Kaiser Normalization.a 

a. Rotation converged in 10 iterations. 

Source: SPSS Output Results, 2020 
 

Component Matrix the results of the rotation process (rotated component matrix) show a clearer and 
more obvious variable distribution. Below this will be explained which factors go into which the variable 
appears: 

1. SCENERY 1 (Q1), the biggest loading factor is at factor 5 with the amount of 0.659, it means 
it can be explained if the SCENERY 1 variable is at factor 5. 

2. SCENERY 2 (Q2), the biggest loading factor is at factor 5 with an amount of 0.722, it means 
it can be explained if the SCENERY 2 variable is at factor 5. 

3. WEATHER 1 (Q3), the biggest loading factor is at factor 3 with an amount of 0.526, it means 
it can be explained if the WEATHER 1 variable is at factor 3. 

4. WEATHER 2 (Q4), the biggest loading factor is at factor 5 with the amount of 0.543, it means 
it can be explained if the WEATHER 2 variable is at factor 5. 

5. WEATHER 3 (Q5), the biggest loading factor is at factor 5 with an amount of 0.549, it means 
it can be explained if the WEATHER 3 variable is at factor 5. 

6. ORIGIN 1 ACTIVITY (Q6), the biggest loading factor is in factor 2 with a total of 0.480, it 
means it can be explained if the ORIGIN 1 ACTIVITY variable is at factor 2. 

7. ORIGIN 2 ACTIVITY (Q7), the biggest loading factor is at factor 3 with a number of 0.732, it 
means it can be explained if the ORIGIN 2 ACTIVITY variable is at factor 3. 

8. CULTURAL ORIGIN (Q8), the biggest loading factor is at factor 4 with a number of 0.493, it 
means it can be explained if the CULTIRAL ORIGIN variable is at factor 4. 

9. SOCIAL ORIGIN 1 (Q9), the biggest loading factor is at factor 4 with the amount of 0.703, it 
means it can be explained if the SOCIAL ORIGIN 1 variable is at factor 4. 

10. SOCIAL ORIGIN 2 (Q10), the biggest loading factor is at factor 4 with a number of 0.773, it 
means it can be explained if the SOCIAL ORIGIN 2 variable is at factor 4. 
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11. CAST 1 (Q11), the biggest loading factor is at factor 1 with a number of 0.766, it means it can
be explained if the CAST 1 variable is at factor 1.

12. CAST 2 (Q12), the biggest loading factor is at factor 1 with a number of 0.762, it means it can
be explained if the CAST 2 variable is at factor 1.

13. CHARACTER 1 (Q13), the biggest loading factor is at factor 1 with a number of 0.817, it
means it can be explained if the CHARACTER 1 variable is at factor 1.

14. CHARACTER 2 (Q14), the biggest loading factor is at factor 1 with a number of 0.787, it
means it can be explained if the CHARACTER 2 variable is at factor 1.

15. CELEBRITY (Q15), the biggest loading factor is at factor 1 with a number of 0.817, it means
it can be explained if the CELEBRITY variable is at factor 1.

16. PLOT (Q16), the biggest loading factor is at factor 1 with a number of 0.553, it means it can
be explained if the PLOT variable is at factor 1.

17. THEME 1 (Q17), the biggest loading factor is at factor 2 with a number of 0.809, it means it
can be explained if the THEME 1 variable is at factor 2.

18. THEME 2 (Q18), the biggest loading factor is at factor 2 with the amount of 0.702, it means it
can be explained if the THEME 2 variable is at factor 2.

19. GENRE (Q19), the biggest loading factor is at factor 4 with the amount of 0.528, it means it
can be explained if the THEME 1 variable is at factor 4.

20. EGO (Q20), the biggest loading factor is at factor 6 with an amount of 0.860, it means it can
be explained if the EGO variable is at factor 6.

21. STATUS (Q21), the biggest loading factor is at factor 5 with a number of 0.494, it means it can
be explained if the STATUS 1 variable is at factor 5.

22. FANTASY (Q22), the biggest loading factor is at factor 1 with a number of 0.650, it means it
can be explained if the FANTASY 1 variable is at factor 1.

23. EXPERIENCE (Q23), the biggest loading factor is at factor 1 with a number of 0.647, it means
it can be explained if the EXPERIENCE variable is at factor 1.

24. SEARCH (Q24), the biggest loading factor is at factor 4 with a sum of 0.495, it means it can
be explained if the SEARCH variable is at factor 4.

Next is the Component Transformation Matrix process. 

Table 9 
Component Transformation Matrix 

Source: SPSS Output Results, 2020 

Figure 5 is a Component Transformation Matrix that shows the results of varimax rotation. All indicators 
have been distributed to 6 factors formed. Here are the 6 factors formed: 
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a. FACTOR 1 consists of CAST 1, CAST 2, CHARACTER 1, CHARACTER 2, CELEBRITY,
PLOT, FANTASY, EXPERIENCE thus called PERSONALITY and PERFOMANCE factors

b. FACTOR 2 consists of ORIGIN 1 ACTIVITY, THEME 1, THEME 2 thus called PLACE and
PERFOMANCE factors

c. FACTOR 3 consisting of WHEATER 1, ORIGIN 2 ACTIVITY is thus called the PLACE
factor

d. FACTOR 4 consists of CULTURAL ORIGIN, SOCIAL ORIGIN 1, SOCIAL ORIGIN 2,
GENRE, SEARCH thus called PLACE, PERFOMANCE, INTERNAL DRIVES factors

e. FACTOR 5 consists of SCENERY 1, SCENERY 2, WHEATHER 2, WHEATHER 3,
STATUS thus called the PLACE and INTERNAL DRIVES factor

f. FACTOR 6 consists of EGOs thus called the INTERNAL DRIVES factor

CONCLUSION 

The results showed that Push and Pull Factors motivated tourists to visit the location of the film Ada 
Apa Dengan Cinta 2. In Push Factors, a factor that significantly influences tourists to visit the location of 
the film Ada Apa Dengan Cinta 2 is Ego Enhancement. The audience visited the set because they wanted to 
fulfill their desire to visit after watching the film and want to find validation about the similarities of what 
they saw in the film with the reality when they were on the set. While the less significant factor in motivating 
tourists to visit Punthuk Setumbu - Bukit Rhema area is Status / Prestige, where viewers who visit the set 
will usually share their experiences through social media accounts as a sign of self-appreciation without 
requiring recognition from others that they've been to the set of the film. 

In addition, Pull Factors, there are 3 forming dimensions called 3P; consisting of Place, Personality, 
Performance. In the Place dimension, a factor that significantly motivates tourists to visit the film location 
is Social Origin 2 with the statement "can be visited by all age ranges". Then the less significant factor in 
motivating tourists to visit Punthuk Setumbu - Bukit Rhema Region is Activity Origin 1 with the statement 
"want to have the same moment (photo) as shown on film". The Punthuk Setumbu - Bukit Rhema area is in 
an easily accessible location making it easier for children and adults to visit the film shooting location Ada 
Apa Dengan Cinta 2. 

Then the second dimension is Personality with a factor that significantly motivates tourists to visit the 
film location Ada Apa dengan Cinta 2, the Character 1 factor with the statement "visiting because of a 
professional film actor", and the Celebrity factor with the statement "visiting because the film Ada Apa 
Dengan Cinta 2 played by Dian Sastrowardoyo and Nicholas Saputra ". Then the less significant factor in 
motivating tourists to visit the Punthuk Setumbu - Bukit Rhema area is the Cast 2 factor with the statement 
"visiting the set because the actor deeply animates his role in the film". 

Then the last one is the Performance dimension, with a factor that significantly motivates tourists to visit 
the film set Ada Apa Dengan Cinta 2 is Theme 1 with the statement " Ada Apa Dengan Cinta 2 is able to 
create a tourism trend". Then the less significant factor in motivating tourists to visit Punthuk Setumbu - 
Bukit Rhema is the Genre factor with the statement "visiting the set because of the romantic atmosphere that 
is shown on film". Tourists visit the set because after the film Ada Apa dengan Cinta 2 was shown in 2016, 
a tourism trend that emerged was to tour the location of the film shooting Ada Apa dengan Cinta 2 namely 
Punthuk Setumbu - Bukit Rhema, 

Based on the analysis and discussion of the results of processed data that have been obtained previously, 
it can be concluded that there are six factors forming push and pull factors that motivate tourists to visit the 
location of the film There Is Something with Love 2 and all have different eigen values , the greater the eigen 
value of a factor, the greater the influence of the factor and will become increasingly dominant. The six 
factors formed are as follows: 
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a. Factor 1 consists of CAST 1, CAST 2, CHARACTER 1, CHARACTER 2, CELEBRITY,
PLOT, FANTASY, EXPERIENCE with an eigen value of 8,344 called a factor
PERSONALITY and PERFORMANCE.

b. Factor 2 consists of ORIGIN 1 ACTIVITY, THEME 1, THEME 2 with an eigen value of 2,137
is called a factor PLACE and PERFOMANCE.

c. Factor 3 consists of WHEATER 1, ORIGIN 2 ACTIVITY with an eigen value of 1,776 called
the PLACE factor.

d. Factor 4 consists of CULTURAL ORIGIN, SOCIAL ORIGIN 1, SOCIAL ORIGIN 2, GENRE,
SEARCH with an eigen value of 1,281 called PLACE, PERFOMANCE, INTERNAL
DRIVES.

e. Factor 5 consists of SCENERY 1, SCENERY 2, WHEATHER 2, WHEATHER 3, STATUS
with eigen value1,166 are called the PLACE and INTERNAL DRIVES factors.

f. Factor 6 consists of EGO with an eigen value of 1,070 called the INTERNAL DRIVES factor.
The factor that has the largest eigen value is factor 1, which is a factor PERSONALITY and

PERFORMANCE. 
Based on research that has been done, it is hoped that this research can be used as a reference for other 

researchers, to conduct research on the same theme with different perspectives, with different research 
methods and analytical techniques. Then it is hoped that the next Film-Induced Tourism research can 
highlight different film case studies. 

This research is expected to have implications for The Government through the Ministry of Tourism 
and Creative Economy in order to be able to choose films as a tool to attract a tourists so that it can increase 
visits to the set shown in the film. For managers of Punthuk Setumbu and Bukit Rhema to continue to make 
a good use of positive influence of Ada Apa Dengan Cinta 2 film, which until now is still felt by innovating 
more so that the number of tourists visit remains consistent and even more. Then it is expected for the travel 
agent to make the film tour package Ada Apa Dengan Cinta 2 which consists of the filming location of the 
film Ada Apa Apa Cinta 2 and the film production house so that it makes more films with scenes where the 
location of the shooting in the tourist attraction. 
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ABSTRACT 

Cultural-site conservation of Borobudur Temple has become a very crucial issue to control 
damages on places where tourism activities most actively occur. This research aims to 
identify the significance of guiding communication elements such as selection, 
information, interpretation and fabrication as stated by Cohen in Poudel and Nyaupane 
(2011) done by the on-site tour guides to support sustainable tourism. This study uses a 
descriptive quantitative method. The research data was obtained from research 
questionnaire responded by 112 tour guide's users and interviews with on-site guides. The 
findings show the tour guides have implemented the elements of selection, information, 
and interpretation. However, they haven’t fully adopted the important role of fabrication 
element to support sustainable tourism. 

Keywords : tour guides, the roles of tour guides and sustainable tourism. 

INTRODUCTION 

Background 

Borobudur Temple in Magelang Regency, Central Java, Indonesia is one of the largest Buddhist temples 
in the world and one of the most popular tourist destinations in Indonesia with a large contribution to the 
country's foreign exchange growth. However, the National Cultural Heritage Expert Team and Cultural 
Heritage Assessors, Marsis Sutopo (2019) as quoted from Tempo.co news site press release stated that there's 
a crucial issue in Borobudur Temple regarding damages control such as climbing, scribbling rocks, and 
littering on places where tourism activities most actively occur.  Planning and implementation of sustainable 
tourism which is intended to overcome this problem have proven not optimal and has not been done 
synergistically. 

Sustainable tourism (UNWTO, 2005) is tourism that has a responsibility for economic, social and 
environmental sustainability both now and in the future, to realize this requires the cooperation of all 
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stakeholders. One important component in accomplishing sustainable tourism is the role of guides. A tour 
guide is someone who is in charge of serving tourists within a certain tourism period and qualified to convey 
a variety of information, instructions, advice, natural and social interpretations about tourist destinations in 
the language under their control (WFTGA, 2003; MENPOSTEL Decree, 1988; Nuriata, 1995; HPI, 2012). 
Furthermore, Irawati (2013) states that guides have a very important role in shaping the impression of 
destinations and the quality of tourism products because during their visit tourists touch more or adapt to 
guides who accompany them while on tourist attractions. 

Perreira (2012) believes that the involvement of guides in various sustainable tourism businesses is 
highly dependent on the knowledge and understanding of guides to the concept of sustainable tourism. To 
support this understanding, Cohen in Poudel (2011) revealed two main conceptualizations about the role of 
guides as a leader (Leadership Sphere) and a mediator (Mediatory Sphere). However, considering that guides 
in the Borobudur Temple area are on-site tour guides, it is very difficult to see their leadership role on the 
field. Therefore, this research will focus more on their Mediatory Sphere because guides play a role as 
communicators and mediators between tourist's satisfaction and policymakers. This study will focus on a 
tour guide's communicative role since it is considered to be the prime role in educating tourists to behave 
sustainably.  

Research Objectives 

The objectives of this research are: 
1. To know how far the implementation of selection element by tour guides to actualize

sustainable tourism in Borobudur Temple area.
2. To know how far the implementation of information element by tour guides to actualize

sustainable tourism in Borobudur Temple area.
3. To know how far the implementation of interpretation element by tour guides to actualize

sustainable tourism in Borobudur Temple area.
4. To know how far the implementation of fabrication element by tour guides to actualize

sustainable tourism in Borobudur Temple area.

LITERATURE  REVIEW 

According to Indonesian Law No. 10 of 2009 about Tourism (2009), Hunziker and Kraft in Muljadi 
(2012) and Pitana in Hanum (2014) tourism is an activity done by an individual or group of people where 
they moving from one destination to another while using tourism facilities for certain purposes. The concept 
of sustainable tourism was first introduced by The World Commission for Environment and Development 
(WCED) as an actualization of tourism development with preservation on future resources orientation. 
Moscardo in Rabotic (2010) stated that the success of sustainable tourism implementation lie on three 
foundation, which are quality of experience, continuity of preservation efforts, and the balance of tourist and 
host needs. 

Based on World Federation of Tourist Guide Association (WFTGA) (2003) and Nuriata (1995) 
understanding, tour guides are people who responsible on serving tourists in some period of time as well as 
qualified on delivering information, instruction, suggestion, and social-natural interpretation of the 
destination in their fluent language. Kruczec (2013) stated that guides have to carry out at least seven tasks 
and responsibilities, namely as a centre of tourist knowledge during scouting, educating tourists so that they 
can be respectful according to the rules, norms and customs, creating an interesting picture of the region, 
city and country, providing a variety of information related to tourist tourism activities, leading and 
accommodating the needs of tourist groups during the tour, and actively participating in tourism 
organizations and certain activities that can initiate new guides, tourism products, or promote existing 
tourism products. According to Mancini (2001), based on their task and location guides are differentiate to 
on-site guides, docent, city guide, driver guide, private guide, specialized guide, and step-on guide. Tour 
guides on Borobudur Temple area could grouped as on-site guide. 
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According to Weiler and Kim’s (2015) study, though tour guides are often considered as the key of 
sustainable tourism success, on-site guides could only contribute tourist behaviours control while on-site 
through their communication skill. Cohen's in Poudel (2011) stated that the four elements in communicative 
components, which are selection, information, interpretation, and fabrication should be utilized effectively 
by guides in providing information and educating tourists so they can participate in sustainable tourism 
implementation. These four elements are connected and together form a guiding process that encourages 
sustainable tourism in the Borobudur Temple Area. Therefore, as the front guard or the spearhead of tourism, 
guides need to be equipped with a variety of abilities and skills that are adequate in terms of language, 
interpersonal skills, knowledge, and interpretation skills. 

In the communicative component of Mediatory Sphere, Cohen in Poudel (2011) divides guiding 
communication into four elements, which are selection, information, interpretation, and fabrication. In the 
selection element, the guide chooses to selects and tells interesting objects from a tourist destination to attract 
the interest and enthusiasm of the participants on the tour based on several things, including personal 
preferences, the results of the tour guide training that has been undertaken, certain directions from their 
superiors, or their assumptions for group interest. The election is important since it can determine the tourist's 
interest and influence their perception. Also, selections can increase the guide's general knowledge of 
tourism and communication skills. 

Meanwhile, Holloway (1981) explains that through the information element, guides responsible to 
disseminate correct and appropriate information given their obligations as "teachers and instructors" in 
guiding activities. These disseminations usually condensed with an academic character with some 
considered tedious presentation of dates, numbers, and events related to certain sites. Certain pieces of 
information are delivered to support certain intentions such as authority's information policy, tourist's 
behavioural control effort, to give a picture or impression of the social and political life of the local 
community, and as a national propaganda campaign. Provision of appropriate information in an appropriate 
manner can affect the impressions and attitudes of tourists during tourism activities. 

Furthermore, the element of interpretation emphasizes the communication function as the selling point 
of trained guides. Nettekoven (1979) explains that interpretation plays an important role in mediating the 
culture of tourists with hosts and the essence of their role as "cultural intermediaries". Supporting this 
statement, Rabotic (2010) argues that interpretation is the key of sustainable tourism success. On the other 
side, Mckean (1976) argues that interpretation does not require special skills and an "authentic" talent since 
it expresses the self-capacity of guides in representing human social interaction through appropriate language 
and dramaturgy effects. Even more, Logan (2005) opine that interpretation is often considered as a credible 
source of information that affects visitors' perceptions and behaviour. 

In fabrication elements, the making stories by guides might connote as both positive and negative ways. 
In this case, the "keyword" should be based on at least some level of truth as understood by the guides 
themselves. Guides are free to "create" discovery or create a story to attract participants that referred to as a 
myth. In this case, the role of the guide becomes important to explain the true meaning of the myth which 
was solely used in ancient times to attract tourists to visit the Borobudur Temple. 
 

METHODOLOGY 

This study used descriptive quantitative research methods with Likert Scale and cross-tabulation 
analysis techniques. The population of the study was tourists in the Borobudur Temple Tourism Park Area 
who have used tour guides services. However, due to data limitations from the authorized organization, the 
exact number of the population is unknown and the sampling number should be obtained by infinite 
population sampling techniques. Next, the researcher uses one of the non-probability sampling techniques, 
namely convenience sampling, which is explained by Sekaran (2006) as a collection of information from 
population members that are easily obtained and in an available amount to provide. Thus, anyone who can 
provide information is suitable as a source of data and could be considered as a sample. 
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The data was obtained from distributed questionnaires to tourists that have been using tour guides 
services and interviews with guides in the Borobudur Temple area. However, due to the whole COVID-19 
pandemic conditions, the research questionnaire was distributed online through Google Form through 
various media, such as Instagram, WhatsApp, LINE, and Youtube. 

 
RESULTS AND DISCUSSION 

 
In the research questionnaire, there were 33 questions that had to be answered by respondents. The data 

of this study was obtained from 112 respondents and interviews. From the process, here is the following 
results of respondents' responses. 

 
Table 1. Total Respondent Respons Result 

 

No Elements Total Score Mean 

1. Selection 2314 385,67 

2. Information 4848 372,92 

3. Interpretation 4227 384,27 

4. Fabrication  988 329,33 
 

Total 12377 375,060 

Source: Researcher’s Proceedings, 2020 
Through the calculation of the continuum line and the analysis, the selection element is in a very 

important category with a score of 2,314 from a maximum score of 2,688. To support this result, the 
interview with the Chairperson of the Indonesian Tour Guide Association shows that although tour guides 
didn't take charge of guiding routes, they informed the taken path during activities as well as informing the 
importance of preserving the environment, show the regulatory board, and remind participants not to climb 
temple's rocks. Based on the cross-tabulation results, it can be seen that tourist's age and education level are 
not related to selection element implementation because this element has been carried out by guides and its 
appliance can be accepted by tourists to support guiding activities. 

Meanwhile, the information element is also in a very important category with a score of 4,848 from a 
maximum score of 5,824. This shows that the information provided by guides has been successful to support 
sustainability since it is easy to understand and provide sufficient information about sustainable tourism. 
Cross-tabulation results confirm that tourist's age is insignificant to absorb guiding information because one's 
focus and attention in listening are not related to their age. However, the education level is significantly 
relevant to tourists receiving information, given the high level of certain education can help guides in 
determining the depth of information they will convey. 

Like the two previous elements, the interpretation element is also in a very important category with a 
total score of 4,227 from a maximum score of 4,928. Tourists agree that guide's ability to interpret the story 
with certain style making it easier for them to understand the values hidden. Meanwhile, the results of cross-
tabulation indicate that age is not crucial to building a sustainable tourist perception. Tourists within the age 
group of 31-40 years seem more difficult to accept guide's choices of words through interpretations than 
tourists with the age group of 17-30 years. In terms of education level, it can be seen that a higher level of 
education will change someone's perception and their ability to absorb the depth of interpretations conveyed. 
It shall take into account that tour guides in Borobudur Temple area are certified thus their interpretation is 
trustworthy. 
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Of the four elements, only the fabrication element received important categories with a total score of 
988 out of a total score of 1344 as well as the lowest score among four elements. These results indicate that 
guides haven’t fully adopted the important role of fabrication element because there are still many tourists 
who break the rules to confirm myths. Based on the cross-tabulation result, it can be seen that a tourist's age 
is very important concerning their acceptance of certain regulations that are contrary to the myth emerged. 
Based on the calculation of elements average scores, the selection element has the highest average score. 
This shows within four elements of communication, the process of selecting information has the greatest 
impact that affects the other three elements. 
 

CONCLUSION 

Based on the findings and analysis results, it is concluded that guides have practised the three elements 
of guiding communication which are selection, information and interpretation elements but hasn't fully 
adopted the fabrication element to support sustainable tourism. Tourists aged 17-30 years dominate age and 
elements (selection, information, interpretation and fabrication) cross-tabulation results while cross-
tabulation of tourist's educational background with these four elements shows that most respondents are high 
school / vocational school graduate. 

The main implication of this research is addressed to PT. Taman Wisata Candi Borobudur as Borobudur 
Temple tourist destination manager. It is important for the company to repairs and develops tourism facilities 
and infrastructure to support a better tourism activity e.g. open several guiding routes, initiate certain types 
of tours (geological tour, tours that focus on Borobudur Temple roles in religion, etc.), and availability of 
audiobooks. In addition to these implications, it is also important for the Indonesian Tour Guide Association 
(HPI) as the main organization of the tour guide in the region to increase its capacity to provide exceptional 
services. It should be remembered that the synergy between the stakeholders, especially PT. Borobudur 
Temple Tourism Park and HPI are very important to actualize sustainable tourism. 
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ABSTRACT 

Destination Branding has a huge role in the promotion of a tourism destination, branding 
is the process of building a positive perception in the minds of tourists. The foundation of 
the theory used is the Destination Branding theory according to Hailin et al (2011). 
Borobudur Temple has a Destination Branding, in this case the perception of tourists is 
required to know which dimension of Destination Branding best affects the perception of 
tourists. The research uses quantitative methods with a multivariate analysis technique of 
multiple regression and obtaining the variable results of Cognitive Image, Affective 
Image, and Unique Image, jointly affecting the perception of travellers, so that these three 
independent variables can be used to estimate or predict a tourist perception variable, the 
subject of this research is 364 tourists and 15 speakers who have visited Borobudur temple. 
Data collection techniques are through the dissemination of questionnaires using Google 
form. Based on the analysis of the data done can be inferred that the Cognitive Destination 
Image or knowledge and understanding owned by tourists about Borobudur temple is 
very influential in their view. Suggestions that need to be considered for the next 
researcher is expected to research deeper about the dimensions of the destination image 
and branding concept is the overall image, intention to revisit, and intention to 
recommend, reviewing more resources and references related to destination branding and 
perception of tourists. Further researchers are expected to be supported by interviews with 
competent sources in the study of destination branding and perception of tourists. 

Keywords : Cognitive Destination Image, Affective Destination Image, Unique Destination 
Image 
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INTRODUCTION 

Background 

In recent years the Indonesian tourism sector has grown rapidly, even tourism has become the biggest 
foreign exchange contributor in Indonesia in 2018, which amounted to 17.6 billion US dollars. The challenge 
is now, whether tourism in Indonesia can complete the target set in the 2024, which is the acquisition of 
foreign exchange value of 40 billion, and then bring 28 million foreign tourists plus 300 million domestic 
tourists (Liputan6.com, 2019). Therefore, the Minister of Tourism and Creative Economy 
(MENPAREKRAF) is expected to reach the target.  

One of the things that Menparekraf can strive for is developing five super priority destinations that have 
been set by President Joko Widodo, namely Lake Toba, Likupang, Borobudur Temple, Mandalika, and 
Labuan Bajo (TravelKompas.com, 2019). Wonderful Indonesia Co-Branding Forum (2019) stated with the 
set up of Borobudur Temple as a super priority destination, expected to meet the target in the year 2024. 

Borobudur Temple itself is a historical site of the largest Buddhist temple in the world, it was once the 
relic was built as a place of Buddhist cults and pilgrimage places. Until now, Borobudur Temple was made 
as a tourism destination (borobudurpark.com, 2019). The development of domestic tourists visit to 
Borobudur Temple itself shows significant improvement over the last five years. The following is a data 
visit to Borobudur Temple according to the central Statistic Agency (BPS). 

Source: magelangkab.bps.go.id 

PICTURE 1 
NUMBER OF TOURISTS VISIT TO BOROBUDUR TEMPLE 

YEAR 2013-2018 

Based on Figure 1, the number of domestic tourists to Borobudur temple from year to year increased, 
while the number of foreign tourists to Borobudur Temple experienced instability and was assessed still 
slightly compared to similar destinations in other countries, such as Angkor Wat in Cambodia, according to 
the deputy field of foreign tourism marketing Development, Ministry of Tourism Year 2014-2019, I Gde 
Pitana mention the average of visitors visit to Borobudur 250,000 , while the number of visitors to Angkor 
Wat can reach 2.5 million people per year, the number of visitors who come there 10 times more, according 
to the lack of promotion efforts to be a factor that causes Borobudur temple not visited by many foreign 
tourists.  
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Pitana assesses Indonesia far behind the neighbouring countries such as Malaysia, Singapore, and 
Thailand in the effort to promote the tour.  "Our promotions are weak, we far missed decades with them. 
They first realized the importance of promotion and branding of travel abroad "(travel.kompas.com, 2019). 
Therefore, one effort to realize the increase of foreign tourists is with strong promotion. 

Promotion is an effort made to ensure a product offered by the company by disseminating information, 
influencing or persuading and reminding the target market of the company and its products to be willing to 
receive, buy, and loyal to the product (Tjiptono, 2002). One form of promotion is by branding. Wheeler 
(2012) says branding serves as a differentiator between a brand and other brands, branding is a constant form 
of communication in delivering a message through promotional or service media, not just logos. 

Borobudur was established by UNESCO on 13 December 1991 as World Heritage object with No. 348 
and updated to No. C 592 in 1991. The code "C" derives from the word Culture meaning Borobudur temple 
is a world heritage in the category of culture. In the determination of Borobudur Temple became World 
heritage including Pawon Temple and Mendut Temple (bumn.go.id, 2020).  

With the foundation of Borobudur Temple as the "World Heritage Site" by UNESCO, it can be branding 
for Borobudur temple itself to be better known by the wider community. In addition, Borobudur temple has 
also been recognized as "7 Wonders of the World" (neraca.co.id, 2020). Larasati Sedyaningsih as PIC of the 
national tourism area of Borobudur said with the branding of the "World Cultural Masterpiece" which is 
considered neutral, is deemed able to sell Borobudur Temple (travel.detik.com, 2019). 

According to Prof. Dr. I Gde Pitana, said that "Branding is a very important asset in a corporation and 
something that gives an identity to something that it's the brand that has an association of characters on 
something in that brand " (traveling.bisnis.com, 2020). 

A destination requires branding, Destination Branding is a Destination branding can be defined as a way 
to communicate a Destinor's unique identity by would a Destination from its competitors (Morrison & 
Anderson, 2002). Hailin DKK (2011) divides Branding Concept and Destination Image into several 
elements, namely Cognitive Destination Image, Affective Destination Image, Unique Destination Image, 
Overall Image, Revisit, and Recommend. Branding is actually a form of communication, branding is a 
process of building positive perception in the consumer's mind (Chiaravalle & Schenck, 2007). A good 
Destination branding should be able to change tourist perception from negative to positive tourism facilities 
that suit the needs of visitors to provide ease and fulfill their needs during the visit (Farida & Rahman, 2017). 

Perception is an important thing to be able to provide the information that the manager needs to develop 
a product. The perception itself is the organization, the interpretation of the stimulus received by the 
organism or individual so that it is something meaningful and an integrated activity in the individual 
(Walgito, 2002). Thoha (2003) states, the process of forming a person's perception is based on several 
phases: stimulus or stimuli, registration, interpretation and feedback.  

The initial interview result of a survey conducted by researchers at Borobudur Temple, the tourists know 
the branding of Borobudur Temple as "World Cultural Heritage Site" and "7 Wonders of the World". 
Tourists do not know the branding that has been set by Borobudur temple is "masterpiece of World Culture". 

Therefore, to find out which branding can influence the perception of tourists to come visit Borobudur 
Temple then researchers take the research title “The Impact of Borobudur Temple's Destination Branding 
on Tourists’ Perceptions” 

Research Objectives 

1. To find out how to destination branding in Borobudur Temple.
2. To find out how tourists perceive at Borobudur Temple.
3. To find out how destination branding impacts the perception of tourists in Borobudur Temple.
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LITERATURE  REVIEW 

Impact 

Impact is a strong influence that brings both negative and positive consequences (great English 
Dictionary). The Keraf in Soemarwoto (1998) states that the effect is a strong influence of a person or group 
of people in carrying out its duties and position according to its status in the community, so that it will lead 
to a change of either positive or negative. While Soemarwoto (1998) states the impact is a change that occurs 
due to an activity. The impact is a noticeable change in the level of practice or attitude generated by the 
policy output (Hosio, 2007). 

Based on the theory above, it can be noted that the impact is an influence that occurs due to an activity 
that carries positive and negative changes. 

Tourism Destination 

Tourism Act No. 10. The year 2009 (article 1 paragraph 6) states that: "The area of tourism destination, 
hereinafter referred to as tourism destination, is the geographical area which is in one or more administrative 
areas in which there is tourist attraction, public facilities, tourism facilities, accessibility, and interrelated 
communities and complement the realization of tourist." 

Diarta & Pitana (2009) stated that the tourism destination is a place visited with a significant time during 
a person's journey compared to other places traveled during the trip (e.g. transit area). 

Muljadi (2012) states a tourist destination must have its own attraction to bring tourists. With a strong 
tourist attraction, it becomes a magnet to attract tourists.  

Based on several theories above, it can be noted that the tourism destination is an area or area in which 
there is tourist attraction, public facilities, tourism facilities, accessibility and related communities and 
complement the realization of tourist attractions that can attract tourists to come and usually tourists spend 
a certain time outside of their home area. 

Tourist destinations can be classified or grouped based on the characteristics of the destination 
(Kusudianto in Diarta & Pitana, 2009), as follows: 

1. Natural resource destinations, such as climate, beaches, forests;
2. Cultural resource destinations, such as historic venues, museums, theatres, and local

communities;
3. Recreational facilities, such as amusement parks;
4. Events such as Bali Arts Party, Lake Toba party, Night market;
5. Specific activities, such as casinos in Genting Highland Malaysia, shopping tour in Hong Kong;
6. Psychological appeal, such as adventure, romantic, and remoteness

Branding 

The America Marketing Association in JudisSeno (2019) States branding represents a name, design, 
symbol or term that distinguishes between one seller and other seller. Branding is created and influenced by 
people, visuals, cultures, styles, perceptions, words, messages, PR, opinions, news media, and especially 
social media. Branding needs support to keep growing and evolving.  

Judisseno (2019) says branding is the process of convincing consumers that a product or service has its 
own advantages and very beneficial for consumers. 

Wheeler (2012) says branding has a fundamental function as a differentiator between a brand and other 
brands. 

Based on the above theories, it can be noted that branding is the name or term used to promote a product 
and to differentiate one product with another. Branding can represent a product. 
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Destination Branding 

Ritchie & Ritchie (1998) define destination brands as a name, symbol, logo, brand name, or other 
graphic element that identifies and distinguishes a place; Moreover, the destination brand delivers a promise 
of an effective travel experience, specifically related to a place; Destination brand also serves to consolidate 
and strengthen the memories of a pleasant experience somewhere. 

Konecnik & Go (2008) states that although the definition only limits the destination brand as a symbol 
to a place, it directly expresses the brand relationship with differentiation and associated with the competitor, 
the destination brand is not merely a limited perception of a symbol or a visual image. 

Hailin DKK (2011) divides Branding Concept and Destination Image into several elements, namely 
Cognitive Destination Image, Affective Destination Image, Unique Destination Image, Overall Image, 
Revisit, and Recommend. 

1. Cognitive Destination Image is a knowledge or understanding of travellers affecting their views
on a destination.

2. Affective Destination Image is a feeling or attitude travellers influence his views on a
destination.

3. Unique Destination Image is a uniqueness of a destination that affects the Pandangannya of a
destination.

Of the three elements above, it can produce an image that can affect the view of tourists to decide the 
next attitude that is revisit or recommend.   

1. Intention to revisit is a visitor's perception of an entire image of a goal to be able to visualize
relationships between three purpose brand images (cognitive, affective, and unique imagery)
and the intention of visitors to revisit those objectives.

2. Intention to recommend is a perception of visitors about the overall image of a destination will
have the relationship between three brand image objectives (cognitive, affective, and unique
imagery) and the intention of visitors to recommend the purpose to others.

According to some theories above, it can be noted that destination branding is a name, symbol, logo, 
brand name, or other graphical element used to identify and differentiate a destination one with another. 

Perception 

In essence, perception is a cognitive process experienced by everyone, in understanding information 
about its environment. By definition, perception is a process in what way one performs the election, 
acceptance, organizing, and interpretation of information received from the Environment (Budhiono & 
Suherlan, 2013).  

Setiadi (2013) expressed perception is a process arising from sensation, where the sense of sensation is 
the activity of feeling or cause of a joyous emotion. Sensations can be defined as well as a rapid response 
from our recipient's senses against basic stimuli such as light, color, and sound. With it all, it will arise 
perception. The sense of perception is the process of how the stimulistimuli are selected, organized, and 
interpreted. 

Ferrinadewi (2008) expressed perception is a complex process. Often happens where one message is 
unrelated to the message that eventually enters the consumer's brain because it understands the perception 
process is crucial for marketers to create effective communication with consumers. 

Etymologically, the perception comes from Latin perceptio which means accepting or taking. Perception 
is a process by which various stimuli are chosen, organized and interpretive into meaningful information. 
Stimuli is the input of a particular object seen by the consumer through one or more of its senses. 

This short definition has 2 bases. Perception has a physiologic base because the perception uses five 
human senses as well as has a cultural, economic, social and psychological basis because the process 
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involves ORGANISISR and stimuli interpretation. The physiology base directs the sensation that is a direct 
and instantaneous response to human senses. 

Thoha (2003) stated that the perception is based on several phases: 
a. Stimulus

The first Subprocess considered important is the stimulus, or stimulation that is present. The
onset of perception begins when someone is faced with a situation or a stimulus. The situation
that faced it may be a near and direct sensing stimulus or a thorough form of sociocultur and
physical environment.

b. Register
In the registration process, a symptom that appears to be a physical mechanism that is sensing
and requisite of a person is influential through his or her sensory instrument. A person can listen
to or view the information they send, then register all the information sent to it.

c. Interpretation
Interpretation is a cognitive aspect of a very important perception that process gives meaning
to the stimulus it receives. The process of interpretation depends on how deepening, motivating,
and personality of a person.

d. Feedback
The last Subprocess is feedback. This subprocess can affect a person's perception.

Based on some of the above theories, it can be noted that perception is a process of one's stimuli by 
organizing and interpreting them as meaningful information.  

METHODOLOGY 

In the study of the impact of the Destination Branding of Borobudur Temple on the perception of tourists 
using correlational design with a quantitative approach, this method is used to get the result of a thorough 
problem solving.  

The object of this research in Borobudur Temple, Borobudur temple is a famous Buddhist temple, which 
was built in the 8th and 9th centuries during the reign of Syailendra dynasty, which is located on Jl. 
Badrawati, Kw. Borobudur temple, Borobudur, Kec. Borobudur, Magelang, Central Java. 

The population of this research is tourists who come to visit Borobudur Temple. The sampling technique 
used in this study is accidental sampling of anyone who happens to be found or available according to the 
researchers ' wishes. The sample criteria used in this study are tourists who have or are coming to Borobudur 
temple.  

The data collection techniques used in this research are as a dissemination of questionnaires, 
observations and interviews. The data gathering tools used in this study are questionnaires and interview 
guidelines. Analysis of the data used is a multivariate multiple regression. 

RESULTS AND DISCUSSION 

Hypothesis Testing Results 

a) Testing of the first hypothesis
Test T to variable CognitiveImage obtained T-Calculate of 4,566 with significance t of
0.000. Because T-calculate > T-table (4,566 > 1,966) or T-significance is smaller than 0.05
(0.000 < 0.05), then a partial Ho is rejected and Ha or H1 is accepted. The CognitiveImage
variable means a significant impact on the perception of travellers.

b) Testing the second hypothesis
Test t against the AffectiveImage variable is obtained at a T-count of 6,659 with a
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significance of T 0.000. Because T-count > T-table (6,659 > 1,966) or T significance is 
smaller than 0.05 0.05 then a partial Ho is rejected and Ha or H2 is accepted. The Af-
fectiveImage variable means a significant impact on traveller perception.  

c) Testing the third hypothesis
Test T against the UniqueImage 9,095 variable is obtained T-Calculate of 9,095 with the
significance t amounting to 0.000. Because T-count > T-table (9,095 > 1,966) or T-
significance is smaller than 0.05 (0.000 < 0.05), then partial Ho is rejected and Ha or H3
is received. means the UniqueImage variable has significant effect on traveller perception.

d) Fourth hypothesis testing
Based on table data above obtained F-calculate 192,523 with P-value (SIG) amounting to
0.000 with α = 0.05 and table value = 2,630. This means that F-count > F-table (192,523
> 2,630) and sig < 0.05 (0.000 < 0.05), then Ho is rejected and Ha or H4 is acceptable. In
this case it can be said that the CognitiveImage, AffectiveImage, and UniqueImage
variables jointly influence significantly on the perception of travellers, so that these three
independent variables can be used to estimate or predict a tourist's perception variable.

Discussion 

1. Destination Branding at Borobudur Temple.
The first Variable in the study was Destination Branding which had three dimensions, namely Cognitive

Destination Image, Affective Destination Image, and Unique Destination Image. After conducting analysis 
process of researchers get results that the Cognitive Destination Image or knowledge and understanding 
owned by tourists about Borobudur temple is very influential in the view of a tourist destination of 
Borobudur temple. Because the information about Borobudur temple has been around since the time and has 
been attached to the tourists even in the world of education (from elementary school level) History of 
Borobudur temple has been studied, so that the knowledge or understanding of tourists about Borobudur 
temple is very influential in the view of tourists. Furthermore, the dimension of Unique Destination Image 
is quite influential to the view of tourists, because Borobudur temple has its own characteristic that does not 
belong to other destinations such as its history, the reliability and the building is very magnificent.  

Then the dimension of Affective Destination Image or the feeling or attitude of the traveler affects his 
view of a destination about Borobudur temple has the lowest score, because the curiosity of tourists to 
Borobudur temple is bigger than their feelings before or during a visit, so this dimension does not affect the 
view too. 

2. Tourists perception in Borobudur temple
The second variable in this study is the perception of tourists who have four dimensions namely Stimulus

or stimuli, registration, interpretation and feedback or Feedback. This variable is the process of forming 
tourist perception about Borobudur temple. After the analysis process of the researchers get the result that 
the Stimulus stage or stimulation which means that tourists are aware and hear information about Borobudur 
temple is very influential in the process of shaping the tourist perception about Borobudur temple. Because 
the information about Borobudur temple is available everywhere and easily accessible, so that the 
information obtained by tourists about Borobudur temple has been very wide. 

3. Impact of Destination Branding on tourists perception at Borobudur Temple
From the results of the hypothesis tests that have been conducted, H0 rejected and H4 received. This

shows that the Destination Branding variable consisting of Cognitive Destination Image, Affective 
Destination Image, and Unique Destination has a significant influence on the perception of tourists. 
Donations influence of Destination Branding Borobudur temple to the perception of tourists can be seen 
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from the value of coefficient of determination (R2). Based on the calculation result, it is obtained R2 value 
of 0616. This means that the impacts of Destination Branding (Cognitive Destination Image, Affective 
Destination Image, and Unique Destination) have an impact of 61.16%, on the perception of travellers, while 
the remaining 38.84% is influenced by other factors not described in this study. 

From the T test results it is known that there are significant influences from the cognitive destination 
image variable, affective destination image, and unique destination image. This is evidenced by the result of 
T-Test calculation at the cognitive destination image of 4,566, then at affective destination image of 6,659
and unique destination image of 9,095 whereas in T-table is 1,966 at a level of significance 5% which means
that all Ha is acceptable.

In addition to that, it was acquired regression equation Y ' = 0633 + 0163 CognitiveImage + 0268 
AffectiveImage + 0436 UniqueImage. The equation is similar to that of a double linear regression 
formulation Y ' = α + β1X1 + β2X2 + β3X3, where Y is the predicted dependent variable, α constant, β 
coefficient of regression is standardized, X the value of the Predictor variable. 

So that it can be saved t test result, there is an influence between the X to variable Y, in other words H1, 
H2, H3 received ie: H1: Destination Branding consisting of Cognitive Destination Image affects the 
perception of travellers. H2: Destination Branding consisting of Affective Destination Image affects the 
perception of travellers. H3: Destination Branding consisting of Unique Destination Image affects the 
perception of travellers. 

A constant of 0633 means that if there is no CognitiveImage influence, AffectiveImage, UniqueImage 
against the impact of tourist perception, then the value of impact on the perception of tourists is 0633. 

If the CognitiveImage variable increases by 1%, then the dependent variable or impact on the traveller's 
perception will have an increase of 0163. Assuming other variables remain. 

The AffectiveImage variable increases by 1%, hence the dependent variable or impact on the traveller's 
perception will have an increase of 0268. Assuming other variables remain. 

The UniqueImage variable increased by 1%, hence the dependent variable or impact on the traveller's 
perception will have an increase of 0436. Assuming other variables remain. 

Thus, it can be known that the destination branding affects the perception of tourists, in which case the 
knowledge or understanding of information received by tourists, the uniqueness of Borobudur temple and 
the feeling or perceived by tourists is important in influencing the process of forming perception.  

Like the knowledge or understanding of information (cognitive), the tourists about Borobudur temple 
are those who know that Borobudur temple is the largest and most historic Buddhist temple located in 
Magelang, Central Java, which is a place of Buddhist heritage that is one of the cultural icons in Indonesia 
that once entered into seven wonders of the world. The history behind the temple also attracts tourists where 
there are many paintings that actually mean in every reliefs of temples, this relic is proof that once the entry 
of Hindu-Buddhist teachings in Indonesia by having a story of history in it is about Rama and Shinta. 

Unique from Borobudur temple that can attract tourists to visit the tourists think that the interesting of 
Borobudur temple is the temple has a unique history and architecture, where there is a story that is contained 
in every building concept and building that is worth the aesthetic of the sublime, the building is spacious and 
magnificent. Another uniqueness is Borobudur temple has myth and has an image as one of the largest 
Buddhist temple and world Heritage, then has a rich historical value and there are buildings and reliefs in 
the surrounding temples and beautiful stupas depicting the story of the historical story. In addition, tourists 
can see the beautiful sunset and sunrise at the top of Borobudur temple. Borobudur Temple is also an 
integrated area between religious, historical, entertainment and culinary packed that prioritizes culture. 

Next the feeling or attitude (affective) tourists who have the desired expectation when tourists visit 
Borobudur Temple. Where tourists hope to arrive at Borobudur Temple weather there is not too hot or heavy 
rain other than that they also hope that there will not be the density of visitors so as not to complain while in 
Borobudur temple so they can enjoy the tour in Borobudur temple comfortably and can learn about the 
history and culture in Borobudur temple. The expectation of tourists is directly proportional to the reality 
which can see Borobudur temple which is preserved by its origins so that it is not lost characteristic of 
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Borobudur temple itself and can see the magnificent temple of Borobudur but beautiful awake, and hope 
Borobudur Temple has educational facilities and there are children's rides. 

So that these three dimensions influence the process of forming perception, where the process consists 
of stimulus or stimulation that means tourists are already aware and heard about Borobudur temple. 
Furthermore, the registration is that tourists have received information about Borobudur Temple. Then the 
next stage of perception formation is the interpretation that is a stage of decision making of tourists when it 
has received information, and the last process that is feedback or feedback is perceived and will be done by 
tourists when they visit Borobudur Temple. 

CONCLUSION 

CONCLUSIONS 

1. Based on quantitative research by using questionnaire dissemination technique assisted with
open questions conducted by interview techniques conducted online about the impact of the
destination branding of Borobudur Temple, the perception of tourists can be taken several
conclusions. These conclusions may appear as follows:

2. Destination Branding has three dimensions: Cognitive Destination Image, Affective
Destination Image, and Unique Destination Image. After conducting the analysis process the
researchers get results that the Cognitive Destination Image or knowledge and understanding
owned by tourists about Borobudur temple is very influential in their view. Since the
information about Borobudur temple has been in the first time and has been attached to the
tourists because when elementary school level (SD) information about Borobudur temple has
been given, so it is very influential in their view. The dimension of Affective Destination Image
or the feeling or attitude of tourists affects his view of a destination about Borobudur temple
has a lower score, because the curiosity of tourists to Borobudur temple is greater than their
feelings before or during a visit, so that this dimension does not affect the view.

3. The perception of tourists has four dimensions i.e. Stimulus or stimuli, registration,
interpretation and feedback or Feedback. This variable is the process of forming tourist
perception about Borobudur temple. After the analysis process of the researchers get the result
that the Stimulus stage or stimulation which means that tourists are aware and hear information
about Borobudur temple is very influential in the process of shaping the tourist perception about
Borobudur temple. Because the information about Borobudur temple is available everywhere
and easily accessible, so that the information obtained by tourists about Borobudur temple has
been very wide.

4. There is a significant impact or influence that occurred between the destination branding of the
perception of tourists in Borobudur temple by having a value of Probabilita above the
significance which means H0 rejected, which means it can be a significant influence between
the Cognitive Desination Image, Affective Destination Image and Unique Destination Image
of Borobudur Temple to the perception of tourists.

SUGGESTIONS 

Suggestions that need to be considered for future researchers who are interested in researching about 
destination branding and perception of tourists are: 

a. Researchers are further expected to research deeper about the dimensions of the destination
image and branding concept is the overall image, intention to revisit, and intention to
recommend so that the research is deeper and fuller.

b. Researchers are then expected to study more resources and references related to destination
branding and perception of tourists so that the results can be better and fuller.
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c. Further researchers are expected to prepare themselves in the process of taking and leverage
and everything so that the research can be carried out better. Further researchers are expected
to also be supported by interviews with competent sources in the study of destination branding
and perception of tourists..
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INTRODUCTION 

Sustainable tourism development is an agreement between countries through the United 

Nations World Tourism Organization (UNWTO). Sustainable tourism development or 

commonly referred to as Sustainable Tourism Development has three main factors, namely 

providing economic benefits, preserving the natural and cultural environment, and society. 

Three pillars of sustainable development that are now recognized and underlined, first, 

Economic sustainability, this dimension generates prosperity and overcomes the cost effec-

tiveness of all economic activities. Second, Social sustainability, this dimension respects hu-

man rights and equalizes opportunities for all people in society. This dimension requires fair 

use, with a focus on poverty alleviation. Emphasis on local communities, maintaining, and 

strengthening their life support systems, recognizing and respecting different cultures and 

avoiding all forms of exploitation. Third, environmental sustainability (this environmental 

dimension) preserves and manages resources, especially those that cannot be renewed or 
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ABSTRACT 

Borobudur Temple is one of the world heritage sites and is one of the four national super-

priority tourism destination in Indonesia. This study aims to reveal the perception and sup-

port of local communities toward sustainable tourism development in Borobudur Temple 

Tourism Park. To achieve that goal, 100 questionnaires have been collected from local com-

munity who live in 9 villages around the tourist area of Borobudur Temple. The method used 

is quantitative descriptive approach. Data analysis techniques are t-test analysis, One Way 

Anova, and Multiple Regression. Based on the results of the study, it was found that in gen-

eral, the perception of the local community was classified as good (positive) and there was an 

influence of the perception of local community support related to the development of sus-

tainable tourism in Borobudur Temple Tourism Park. The findings of this study have practi-

cal implications for local governments to involve more local communities around the area, so 

local community can utilize infrastructure that is built more optimally, obtain more varied 

employment opportunities, and get opportunities to invest more. 

Keywords: Borobudur Temple, Local Community, Perception, Support, 

Sustainable Tourism Development 
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valuable in terms of life support. Action is needed to minimize air, soil and water pollution, 

in order to preserve biodiversity and natural heritage (UNWTO,2005). 

The Brundtland Commission of the United Nations (1987) argues that sustainable devel-

opment is a development process (land, (city, business, community, etc.) with the principle 

of "meeting current needs without compromising the needs of future generations." In gen-

eral, the development of the tourism industry in a destination depends on how local com-

munity feel the impact of tourism development on their communities. Positive perceptions 

arising from the impact of tourism will encourage local community to support tourism de-

velopment, on the contrary negative perceptions will lead to community reluctance in sup-

porting tourism development in his community. 

Some researches related to the perception of local community on tourism development 

include the research conducted by Fadillah et al (2015) which concluded that the local gov-

ernment treated local community and tourists in the Gunung Reng area well received a posi-

tive response. From the local community in the Mount Reng area. Research conducted by 

Rasoolimanesh and Jaafar (2017) found that younger and more educated local communities 

were more worried about the negative impacts of tourism development on their communi-

ties. Research conducted by Brankov et al (2019) found that local community generally 

would recognize tourism as a potential development and have a positive attitude towards 

the tourism industry. The research findings show that the impact felt by the community 

from tourism development will affect their perception of tourism development itself, so that 

in turn the community will support sustainable tourism development in the region. 

Researchers conducted initial interviews with 30 local community around the Borobudur 

Temple Tourism Park to find out the extent of the impact of tourism development on their 

economic and social aspects. Based on the results of the interviews, it was obtained that 19 

people (63%) did not feel a positive impact, whereas 11 people (37%) felt a positive impact. 

That is, the majority of respondents interviewed did not feel the positive impact of tourism 

development in Borobudur Temple Tourism Park. 

Local community should support and involve themselves in tourism development in 

their area. The lack of positive impacts felt by local community will determine their percep-

tions and support for sustainable tourism development. In this case the local community is 

one part of the stakeholders who have an important role in the continuity of sustainable 

tourism development in Borobudur Temple Tourism Park. According to Solihin (2009), 

stakeholders are groups or individuals who can influence or greatly influence the continuity 

and achievement of an activity or company. 

Based on the background stated, this study aims to determine positive and negative per-

ceptions and support of local communities towards sustainable tourism development in 

Borobudur Temple Tourism Park, analyze differences in perceptions and support of local 

communities towards sustainable tourism development in Borobudur Temple Tourism Park 

based on differences. gender, age and educational background. In addition, this study aims 

to reveal how much influence the perception of local communities on their support in the 

development of sustainable tourism in the Borobudur Temple Tourism Park. 
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LITERATURE REVIEW 
 
Local Community's Perception of Sustainable Tourism 

According to Fieldman (1999) perception is a constructive process whereby we receive 

stimuli and try to understand meaningful situations. Meanwhile, according to Listyana and 

Hartono (2015) perception in general is a process of acquisition, interpretation, selection and 

regulation of information. What is meant by perception in this research is the process by 

which the local community feels and understands a situation that occurs in the vicinity such 

as what happened at its place, namely the process of acquiring, interpreting, selecting, and 

organizing the information obtained and felt by the local community in tourism villages to-

wards sustainable tourism development in Borobudur Temple Tourism Park. 

Irwanto (2002) said that after individuals interact with objects that are perceived, the re-

sults of perception can be divided into two, namely positive perception and negative percep-

tion. Positive perceptions are perceptions that describe all knowledge (whether or not you 

know it or not) and the response that continues with the effort to use it. While negative per-

ceptions are perceptions that describe all knowledge (whether or not you know it or not) 

and responses that are not in harmony with the perceived object. In this study, what is 

meant by positive perception is a positive understanding and interpretation of the positive 

impacts of sustainable tourism development, while what is meant by negative perception is 

a negative understanding and interpretation of the negative impacts of sustainable tourism 

development in Borobudur Temple Tourism Park. 

 

Local Community Support for Sustainable Tourism 

 

According to Chaplin (2006) and Telfer & Sharpley (2008) support is giving encourage-

ment, motivation, encouragement or advice to others who are in a decision-making situa-

tion. Support for tourism development is a function of the positive or negative impacts felt 

by the local community. If the community feels a positive impact, they will support, con-

versely if the community feels a negative impact, then they will draw support from tourism 

development (Rasoolimanesh and Jaafar, 2017). Local community support is support for 

tourism development as a function of the positive and negative impacts felt by tourism by 

the population. The perceived positive impact of tourism on society encourages their sup-

port for tourism development, while the perceived negative impact makes local communi-

ties to withdraw their support from tourism development. 

 

Stakeholder Theory 

 

In general, the understanding of stakeholders is individuals, groups of people, communi-

ties or communities as a whole or partially who have a relationship and interests towards 

the company. Stakeholders are characterized by power, legitimacy, and interests in the com-

pany. (Budimanta et al, 2008). 
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Solihin (2009) defines stakeholders as groups or individuals who can influence or be in-

fluenced by company achievements. Based on this definition it is understood that stakehold-

ers are groups or individuals who can influence or greatly influence the achievement of 

company goals, so it is explicitly concluded that stakeholders can influence the survival of 

the company. 

Gajdošík (2018) emphasizes that local communities are important stakeholders because 

they play an important role in providing quality experience for tourists and maintaining 

sustainable destination development. They are general members of the community, includ-

ing business owners, service providers, and workers / employees who serve the needs and 

desires of tourists. Local Communities, as stakeholders, are important in strengthening the 

competitiveness of destinations and their support and recognition are crucial for the success 

of long-term goals. Therefore local communities are the main stakeholders in the process of 

achieving sustainable tourism development. 

 

Borobudur Temple 

 

Borobudur Temple is one of the Top 10 Priority Destinations which has dozens of tourist 

villages around it. According to Erwin et al (2013), Borobudur Temple is located in 

Borobudur Village, Borobudur District, Magelang Regency. Geographically, Borobudur 

Temple is surrounded by Merapi and Merbabu Mountains in the east, Sindoro and Sumbing 

mountains in the north, and Menoreh Hill in the south. Around the Borobudur Temple there 

are two rivers, namely the Progo and Elo rivers. Borobudur Temple is the largest Buddhist 

temple in Indonesia which is registered in the world cultural heritage (World Heritage) 

C.592 in 1991. 

 

The following is a map of Borobudur Temple Tourism Village: 

Source: Borobudur Tourism Village (Erwin et al, 2012) 

 
Figure 2.1 Map of Borobudur Tourism Village 
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The number of villages in Borobudur District is 20, in which the total population is 62,517 

residents. This study only examined the number of tourist villages which had a total of 

36,834 inhabitants. 

RESEARCH METHODS 

Given the limited time, the population in this study is limited to local community who are 

in the tourist village around the Borobudur Temple Tourism Park. The villages are: Candire-

jo Village, Borobudur Village, Majaksingi Village, Tuksongo Village, Wanurejo Village, Ka-

rangrejo Village, Karanganyar Village, Tanjungsari Village and Wringin Putih Village 

known to have a population of 36,834 people. Through accidental sampling techniques ob-

tained samples with a size of 100 people. Factor analysis and Cronbach's Alpha are used to 

determine the validity and reliability of the instrument. Descriptive statistical analysis is 

used to interpret positive perceptions, negative perceptions, and community support for 

tourism development. The One-way Anova Test and T test were used to determine differ-

ences in perceptions and community support based on differences in sex, age and educa-

tional background. Then, the last multiple regression test is used to reveal the effect of posi-

tive and negative perceptions on their support in tourism development. 

The following are the results of the validity and reliability of this research: 

Table 3.1 Validity and Reliability Testing Results 

__________________________________________ 
Variable     Item      r count Reliability 
_____________________________________________________________ 

Persepsi Positif 0,767 

1. Pariwisata akan memunculkan peluang 0,533 

pekerjaan bagi masyarakat lokal. 

2. Pariwisata akan menarik lebih banyak 0,526 

investasi bagi masyarakat lokal. 

3. Pariwisata akan meningkatkan standar 0,859 

kehidupan.

4. Pariwisata akan memunculkan lebih 0,407 

banyak infrastriktur dan fasilitas umum 

yang dibutuhkan oleh masyarakat lokal.

5. Sektor pariwisata menyediakan banyak 0,862 

peluang kerja yang diinginkan oleh 

masyarakat lokal. 

6. Pariwisata memberikan lebih banyak 0,744 

peluang kerja bagi wanita.

Persepsi Negatif 0,712 

7. Masyarakat lokal merasa menderita 0,045 

karena tinggal di daerah wisata.

8. Pariwisata akan mengakibatkan 0,555 

kemacetan lalu lintas, kebisingan, dan

polusi udara. 

9. Pembangunan hotel dan fasilitas wisata 0,707 

lainnya akan merusak lingkungan alam

sekitar. 

10. Perkembangan pariwisata akan 0,355 

meningkatkan biaya hidup masyarakat.

11. Pariwisata akan meningkatkan tingkat 0,667 
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 kejahatan di masyarakat sekitar Borobudur. 

 12. Pariwisata akan mengubah budaya   0,636 

 tradisional yang ada di masyarakat.  

 13. Pariwisata menyebabkan masyarakat  0,591 

 menjadi lebih materialiistik.  

Dukungan Terhadap Pembangunan Pariwisata     0,711 

 14. Mendukung pariwisata dan ingin    0,711 

 pariwisata menjadi bagian penting bagi 

 masyarakat.  

 15. Pemerintah kabupaten/kota sudah    0,416 

 melakukan hal yang benar dalam  

 mengembangkan pariwisata.  

 16. Pengembangan rencana untuk     0,487 

 memelihara situs bersejaran dan  

 pembangunan pariwisata khususnya 

 Borobudur.  

 17. Masyarakat lokal ikut serta dengan   0,368 

 kegiatan-kegiatan yang berhubungan 

 dengan promosi Borobudur. 

 18. Perencanaan jangka panjang yang    0,634 

 dilakukan oleh pejabat kabupaten/kota 

 dapat mengendalikan dampak negatif 

 pariwisata terhadap lingkungan. 

19.  Ingin lebih banyak lagi wisatawan  0,673 

Yang datang ke objek wisata Borobudur. _____________________________________________________________ 

Source: Processed Researchers, 2020 

 

Based on Table 3.1 above can be seen that each item statement on the variable Positive 

Perception, Negative Perception, and Support can be said to be valid because the value of r 

count for each item > 0.349 (r table). Except for the negative statement variable perception 

item No. 7 is invalid because it shows r count < r table. Thus, the statement item No. 7 is not 

used. The three variables are also said to be reliable because they have a Cronbach's Alpha 

value > 0.7. 

The following are the results of research which are the profile data of respondents taken 

from local communities towards sustainable tourism development in Borobudur Temple 

Tourism Park: 

 

Table 3.2 Profile of Respondents 

______________________________________ 
Characteristics      Amount   %    _____________________________________________ 
Gender 
 Male        44     44,0 
 Female       56     56,0 
Age 
 17-25 years     24     24,0 
 26-35 years     26     26,0 
 26-45 years     23     23,0 
 46-55 years     27     27,0 
Last Education 
 SD        18     18,0 
 SMP        18     18,0 
 SMA        31     31,0 
 Diploma      11     11,0 
 Sarjana       21     21,0 
 Pascasarjana     1     1,0 
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Status 
 Menikah      62     62,0 
 Belum Menikah    38     38,0 
Occupation        
 PNS        13     13,0 
 Wirausaha      8     8,0 
 Karyawan Swasta   22     22,0 
 Karyawan BUMN   0     0 
 TNI/POLRI     0     0 
 Pelajar/Mahasiswa   12     12,0 
 Petani       45     45,0 
Penduduk  
 Penduduk Asli    79     79,0 
 Pendatang      21     21,0 
Penghasilan (dalam rupiah) 
 Dibawah 1 juta    36     36,0 
 1-5 juta       62     62,0 
 5-10 juta      2     2,0 
 Diatas 10 juta     0     0 
Keterlibatan diri dalam kegiatan kepariwisataan 
 Ya        30     30,0 
 Tidak       70     70,0 _____________________________________________ 

 Jumlah      100    100,0 _____________________________________________ 

Source: Processed Researchers, 2020 

 
Based on Table 3.2, out of 100 respondents dominated by indigenous people (79 people), 

female (56 people), aged 46-55 years (27 people), high school educated (31 people), married 

status (62 people), Farmers' jobs (45 people) and the most income is Rp. 1,000,000 - Rp. 

5,000,000 (62 people), and 70 people do not involve themselves in tourism activities to obtain 

economic benefits. 

RESULTS 

Table 4.1 Results of Factor Analysis and Reliability Testing ____________________________________________ 
Items      Mean  Std. Deviation  _____________________________________________ 
X1.1      4.38   .648 
X1.2      4.01   .745 
X1.3      3.81   .720 
X1.4      4.70   .541 
X1.5      3.99   .731 
X1.6      3.57   .820 
X2.7      2.57   .946  
X2.8      2.32   1.062 
X2.9      2.70   1.068 
X2.10     1.89   .952 
X2.11     1.75   1.132 
X2.12     2.25   .968 
Y1.13     4.60   .586 
Y1.14     3.76   .712 
Y1.15     4.51   .559 
Y1.16     4.13   .706 
Y1.17     3.75   .796 
Y1.18     4.80   .636 _____________________________________________ 

Source: Processed Researchers, 2020 
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 It can be seen in Table 4.1 Results of Factor Analysis and Reliability Testing the highest 

positive perception statement is XI.4 with the statement "Tourism raises more infrastructure 

and public facilities needed by local communities." While the lowest X1.6 with the statement 

"Tourism provides more employment opportunities for women." The highest negative per-

ception statement is X2.9 with the statement "The development of tourism will increase the 

cost of living of the people" and the lowest is X2.11 with the statement "Tourism will change 

the traditional culture that exists in the community." 

The highest support statement was YI.18 with the statement "Want more tourists coming 

to Borobudur tourism object" and the lowest one was Y1.17 with the statement "Long-term 

planning carried out by district / city officials can control the negative impact of tourism on 

the environment." 

 
Table 4.2 T Test Results of Perception and Local Community Support for Sustainable 

Tourism Development in Borobudur Temple Tourism Park Based on Gender Differences ___________________________________________________ 
    Levene’s 

    Test for 

    Equality  

     Of  

Variances    t-test for Equality of Means 

__________________________________________________ 
                95% Confidence 

                Interval of the 

                Difference 

          Sig. 

          (2-  Mean Std. 

          tail  Diffe Error 

ed)  rence Diff Lower  Upper 

   F  Sig. t  df     rence _______________________________________________________________ 

Persepsi  

Equal   ,3287 ,073 1,624 98 ,108 1,700 1,047 -,377  3,777 

variances 

assumed  

Equal       1,670 97,  ,098 1,700 1,018 -,320  3,719   

variances        992  

not  

assumed  

Dukungan 

Masyarakat 

Equal   ,0009 ,925 1,263 98  ,210 ,560 ,444 -,320  1,440 

variances 

assumed  

Equal       1,266 93,  ,209 ,560 ,442 -,318  1,438       

variances        401 

not  

assumed  __________________________________________________ 

Source: Processed Researchers, 2020 

 

As can be seen in Table 4.2 above, that t arithmetic for perception with equal variances as-

sumed is 1.624 with a probability of 0.108. Therefore probability> 0.05, H0 is accepted. This 

means that there is no difference in perceptions between local communities who are male 

and local community who are female. Meanwhile, t count for support with as-sumed equal 

variances of 1.263 with a probability of 0.210. Therefore probability> 0.05, H0 is accepted. 
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This means that there is no difference in support between local community who are male 

and local community who are female. 

 
Tabel 4.3 Anova One-Way Test Results Perception and Support of Local Communities 

Toward Sustainable Tourism Development in Borobudur Temple Tourism Park Based on 

Age Difference ___________________________________________________ 
        ANOVA ___________________________________________________ 
        PERSEPSI ___________________________________________________ 
      Sum of Squares  Df  Mean 

              Square  F  Sig.  _______________________________________________________________ 

Between Groups  246,352    3  82,117  3,192 ,027 

Within Groups  2469,608    96  25,725   

Total     2715,960    99 

        DUKUNGAN ___________________________________________________ 
      Sum of Squares  Df  Mean 

              Square  F  Sig.  _______________________________________________________________ 

Between Groups  12,355     3  4,118  ,840 ,475 

Within Groups  470,395    96  4,900   

Total     482,750    99 

Source: Processed Researchers, 2020 

 
Based on Table 4.3 above, for the perception of the price F = 3.192 with a probability of 

0.027 < 0.05, then H0 is rejected. This means that there are differences in the perception of lo-

cal community towards the development of sustainable tourism in the Borobudur Tourism 

Park based on age differences. While for the support obtained by the price of F = 0.840 with a 

probability of 0.475 > 0.05, then H0 is not rejected. This means that there is no difference in 

local community support for sustainable tourism development in Borobudur Tourism Park 

based on age differences. 

 
Tabel 4.4 One Way Anova Test Results Perception and Support of Local Communities 

Toward Sustainable Tourism Development in Borobudur Temple Tourism Park Based on 

Educational Background ___________________________________________________ 
        ANOVA ___________________________________________________ 
        PERSEPSI ___________________________________________________ 
      Sum of Squares  Df  Mean 

              Square  F  Sig.  _______________________________________________________________ 

Between Groups  282,035    5  56,207  2,170 ,064 

Within Groups  2434,925    94  25,903  

Total     271,970    99 

        DUKUNGAN ___________________________________________________ 
      Sum of Squares  Df  Mean 

              Square  F  Sig.  _______________________________________________________________ 

Between Groups  26,916     5  5,383  1,110 ,360 

Within Groups  455,834    94  4,849   

Total     482,750    99 

Source: Processed Researchers, 2020 
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Dapat dilihat dari Tabel 4.4 diatas, untuk persepsi diperoleh harga F = 2,170 dengan 

probabilitas 0,064 > 0,05, maka H0 tidak ditolak, untuk dukungan diperoleh harga F = 1,110 

dengan probabilitas 0,360 > 0,05, maka H0 tidak ditolak.  Artinya tidak terdapat perbedaan 

persepsi dan dukungan masyarakat lokal terhadap pembangunan pariwisata berkelanjutan 

di Taman Wisata Candi Borobudur berdasarkan perbedaan latar belakang pendidikan.  

Tabel 4.5 Koefisien Regresi Pengaruh Persepsi Masyarakat Lokal terhadap Dukungan 

Mereka dalam Pembangunan Pariwisata Berkelanjutan ___________________________________________________ 
        Coefficientss ___________________________________________________ 
 

       Unstandardized   Standardized 

       Coefficients   Coefficients 

          Std.  

Model      B   Error  Beta    t  Sig. _______________________________________________________________ 

1  (Constant)   16,961  2,289       7,411 ,000 

  Persepsi Positif ,305  ,085  ,341    3,597 ,001 

  Persepsi Negatif ,050  ,046  ,103    1,088 ,279 

 

Sumber: Data primer yang diolah, 2020 

 

Based on Table 4.5 above it is known that the constant value is 16.961, while the positive 

perception coefficient (X1) is 0.305 and the negative perception coefficient (X2) is 0.050. 

Based on the regression coefficients can be formed the following regression equation: Y = 

16,961 + 0,305X1 + 0,050X2. The regression coefficient X1 of 0.305 means that each addition of 

one unit (%) positive perception will increase support by 0.305%. The regression coefficient 

X2 of 0.050 means that each addition of one unit (%) of negative perceptions will increase 

support by 0.050%. 

The magnitude of the effect of positive and negative perceptions together on their support 

in sustainable tourism development in the Borobudur Temple Tourism Park can be seen in 

the correlation coefficient (R) and the coefficient of determination (R) 2 in Table 11 below: 

 

Tabel 4.6 Correlation Coefficient and Determination Coefficient Effect of Local 

Community Perception on Their Support in Sustainable Tourism Development in 

Borobudur Temple Tourism Park ___________________________________________________ 
        Model Summaryb ___________________________________________________ 
          Adjusted R  Std. Error of 

Model  R   R Square  Square    of the Estimate _______________________________________________________________ 

1   ,361a  ,130   ,112    2.081 

a. Predictors: (Constant), PERSEPSINEGATIF, PERSEPSI POSITIF 

b. Dependent Variabel: DUKUNGAN MASYARAKAT 

Source: Processed Researchers, 2020 

 

Based on Table 4.6 above it can be seen that the magnitude of the coefficient of 

determination (R) 2 is 0.130. This means that the magnitude of the effect of positive 

perceptions and negative perceptions together on their support in sustainable tourism 
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development in the Borobudur Temple Tourism Park by 0.130 X 100% = 13%. While the 

remaining 87% is influenced by other factors not examined in this study. 

 

Tabel 4.7 Hypothesis Testing The Effect of Perceptions of Local Communities on Their 

Support in Sustainable Tourism Development ___________________________________________________ 
        ANOVA ___________________________________________________ 
       Sum of Squares  Df  Mean 

Model              Square  F  Sig.  _______________________________________________________________ 

1 Between Groups  62,758     5  31,379  7,247 ,001b 

Within Groups  419,992    94  4,330   

Total     482,750    99 

a. Dependent Variable: DUKUNGAN MASYARAKAT 

b. Predictors: (Constant), PERSEPSI NEGATIF, PERSEPSI POSITIF 

Source: Processed Researchers, 2020 

 

Based on Table 4.7 above, an Fcount of 7.247 is obtained with a significance level of 0.001. 

Because the probability is smaller than 0.05, the regression model can be used to predict 

support. This means that H0 is rejected and Ha is accepted, it can be said that positive per-

ceptions and negative perceptions together influence their support in the development of 

sustainable tourism in the Borobudur Temple Tourism Park. 

DISSCUSION 
 

In general, the perception of local community towards sustainable tourism development in 

Borobudur Temple Tourism Park has been classified as good. The findings about positive 

and negative perceptions of local community towards sustainable tourism development are 

in line with the results of Rasoolimanesh & Jaafar (2017) research that local community have 

understood the positive and negative impacts of tourism development. Local community are 

happy with the positive effects but are worried about the effects of the negative impacts of 

tourism development. 

Based on an analysis of positive perception variables, information is obtained that local 

community have a perception that tourism gives rise to more infrastructure and public facil-

ities needed by the community, such as roads, electricity, clean water, bridges, shopping 

centers, etc. Most respondents think that if sustainable tourism develops in the Borobudur 

Temple Tourism Park, more infrastructure and public facilities will be provided. This is not 

only to meet the needs of the community but also can be a facility for tourists who come to 

Borobudur Temple Tourism Park. 

The number of lodging places in particular also attracts local community to invest more in 

it. Local community have a perception that tourism is enough to provide job opportunities 

for women. The findings about the positive perception of the community towards sustaina-

ble tourism development are in line with the results of Ra-Soolimanesh & Jaafar (2017) re-

search that tourism provides more infrastructure, public facilities such as roads, shopping 
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centers, investment and jobs. Tourism will also attract more investment and tourism can also 

contribute to creating more jobs for local community. 

Based on an analysis of negative perception variables, it was found that local community 

have a perception that the development of tourism will allow an increase in their living 

costs. As tourism develops, the needs of every community are also likely to increase. The 

needs consist of primary, secondary, and tertiary needs. Likewise with traffic jams, noise, 

and air pollution. Local community have a perception that these things might happen due to 

tourism. The more famous and growing tourism in the Borobudur Temple Tourism Park 

will bring many tourists to arrive. This can cause traffic congestion which also results in air 

pollution. While noise can be caused by too many tourists coming and the result of transpor-

tation used. 

The findings about people's negative perceptions of sustainable tourism development are 

in line with the results of research by Rasoolimanesh & Jaafar (2017) who found that local 

community have very negative perceptions of tourism development where these activities 

can increase their living costs. Local community argue that tourism will cause traffic jams, 

noise and pollution. 

This study found no difference in perceptions between the local community of male lami-

nate and local communities of female lamin. The results of the study are in line with re-

search conducted by Rasoolimanesh & Jaafar (2017) who said that in previous studies had 

reported an insignificant effect for sex on the perception of local communities. 

Based on age differences, older local communities tend to have more positive per cent 

perceptions compared to other aged communities. Differences in perceptions of local com-

munity based on this age group can be seen by the elderly respondents assuming that tour-

ism is considered as an opportunity for the construction of facilities in their environment, it 

is an advantage for them. Because with the continued development of tourism in the 

Borobudur Temple Tourism Park, new recreational and entertainment places are emerging, 

opportunities to find new jobs, and opportunities to improve their living standards. 

The development of sustainable tourism carries out environmental protection (natural 

and cultural) and raises many job opportunities. This is important in the development of 

sustainable tourism in rural areas. Older local community perceive that tourism activities in 

rural areas generate additional income for both older and younger local community. Local 

community who are still young can invest their income for future tourism development 

plans and conservation of tourist attractions, ensuring the sustainability of their region is 

always continued. 

The results of this study are in line with the results of Rasoolimanseh & Jaafar (2017) 

which found differences of opinion between younger residents (aged 17-25 years) and older 

residents (aged 56 years and over) regarding the negative impacts of tourism. Older resi-

dents have less concern about the negative effects of tourism development compared to 

younger residents. This research is also consistent with previous research conducted by 

Látková & Vogt (2012) and Tosun (2002), which shows that older local community perceive 
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that tourism gives rise to many benefits and has more positive perceptions in sustainable 

tourism development than more young local community. 

The results of the study found no significant differences in perceptions between local 

community based on differences educational backgrounds. This research is in accordance 

with the findings conducted by Kostopoulou & Kyritsis (2003) which show that local com-

munity who have different levels of educational background then they can give statements 

that tend to be the same. 

Further findings found that local community support tourism and want tourism to be an 

important part of them. Support from the surrounding environment is very important to in-

crease tourist visits. The highest support statement is the statement "Want more tourists to 

come to Borobudur tourism object". In general, the support provided by local community for 

sustainable tourism development in the Borobudur Temple Tourism Park can be said to be 

quite high, allegedly because of their more positive perceptions. Brankov et al (2019) also 

found that the majority of respondents had strong positive perceptions and indicated that 

they supported tourism. The local community in the two national parks examined in this 

study strongly support the development of sustainable tourism and agree on the possibility 

that tourism activities will have a positive impact on the quality of life of local community. 

The results showed that no significant differences between local community regarding 

tourism development in the Borobudur Temple Tourism Park based on gender differences. 

The results of this study are related to research conducted by Rasoolimanesh & Jaafar (2017) 

which shows the only significant difference in relation to local community respondents re-

garding those involved in the industry and those involved. Respondents involved in the in-

dustry are more worried about the negatives that are requested from and also the findings 

do not support gender. Rasoolimanseh & Jaafar (2017) said that previous studies have re-

ported insignificant effects for gender on local community support. 

This study found no significant differences between the people in the Tourism District in 

Borobudur Tourism Park based on age. However, although it is not significant, local com-

munity who receive 26-35 years must have a higher average compared to more people. 

Local community who aged 26-35 years who have a higher average will be more aware of 

the more positive and more advanced of sustainable development, better and more diverse. 

Local community will get the opportunity to participate in developing it in the Borobudur 

Temple Tourism Park. Older people (aged 46-55 years old) support sustainable development 

and do not agree to support traffic, control, traffic congestion, etc. These findings do not con-

flict with Rasoolimanesh & Jaafar (2017) research found about older populations compared 

to other supporters. However, this finding is related to the findings of Rasoolimanesh & 

Jaafar (2017) who found that the population is more negative about tourism development, 

while the younger population is significantly more concerned. 

This study found no significant differences in community support for tourism develop-

ment in the Borobudur Temple Tourism Park based on differences in educational back-

grounds. The results of this study are consistent with research conducted by Kostopoulou & 
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Kyritsis (2003) which shows that local community have different educational backgrounds 

so that they can provide information that is expected to be used as information. 

The next finding is positive perceptions and negative perceptions jointly influence their 

support in sustainable tourism development in Borobudur Temple Tourism Park. The score 

of the coefficient of determination (R) 2 of 13%, while the remaining 87% is influenced by 

other factors not examined in this study. 

In Lee (2013) research, people who had more positive perceptions would be more sup-

portive to support tourism development. Research conducted by Indrayani et al (2018) states 

the development of a tourist village is inseparable from the role and support of local com-

munity. The development of a tourist village which became a research topic received full 

support from the community. Can be seen in every activity carried out by local community 

who are always active. Pearce (1998) proved that appropriate sustainable development de-

pends on the support provided by local community for tourism. According to Nicholas et al 

(2009) tourism development will be difficult without the support of the local community. 

The influence of local community is perceptions of their support in sustainable tourism 

development in the Borobudur Temple Tourism Park shows that the majority of local com-

munity respondents have supported the development of sustainable tourism and hopes that 

tourism creates more employment opportunities for local community and can attract more 

investment in terms of growers capital for the community. 

The results of this study are in line with research conducted by Morales et al (2018), the 

greatest influence of sustainable tourism development on a destination depends on the per-

ceptions of the local community and the benefits they get from tourism activities undertak-

en. Their research found a positive influence on the perception of local community towards 

their support for sustainable tourism development. The more positive the perception they 

have, the stronger local community supports sustainable tourism development. 

This finding is also supported by research conducted by Ko & Stewart (2002) who found 

that the positive perception of the population has a positive effect in supporting tourism de-

velopment. Local community really understand the positive and negative impacts of tour-

ism development but they feel worried about the negative impacts. In addition, local com-

munity who are involved economically in tourism are more worried about the negative 

effects of tourism development. 

CONCLUSION AND SUGGESTIONS 

In general, the perception of local community towards sustainable tourism development 

in the Borobudur Temple Tourism Park is quite good (positive). Positive public perceptions 

of tourism development include because they expect higher profits both directly and indi-

rectly. For example, directly bringing greater benefits to their shops or businesses, and indi-

rectly, such as the construction of public facilities that will provide convenience for the local 

community.  
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The negative perception of local community about sustainable tourism development in 

the Borobudur Temple Tourism Park is because their cost of living has increased. If the area 

they live in is a large area then it is possible for them to have a higher expenditure of living 

needs than the normal area. 

There is no difference in perception about the development of sustainable tourism be-

tween men and woman local community. However, based on age differences there are dif-

ferent perceptions about the impact of sustainable tourism development for local communi-

ty in the Borobudur Temple Tourism Park. Local community who are classified as old (46-55 

years) pay more attention to the positive impacts that can be caused by the development of 

sustainable tourism, they tend to have a positive perception of sustainable tourism devel-

opment compared to local community who are younger. Younger local community (17-25 

years old) have a lower desire to be involved in tourism activities because they pay more at-

tention to the negative impacts of sustainable tourism development. 

There is no difference in perception between one local community and another based on 

differences in their educational backgrounds. However, those with an elementary education 

are higher than other educational backgrounds. 

In general, the support provided by local community for sustainable tourism develop-

ment in the Borobudur Temple Tourism Park can be said to be quite high. It can be conclud-

ed that community support is one of the most important factors in supporting sustainable 

tourism development, especially in the Borobudur Temple Tourism Park. 

Based on gender differences, there is no difference in support between communities of 

men and women in supporting sustainable tourism development in Borobudur Temple 

Tourism Park. Based on the age difference there is no difference in local community support 

for sustainable tourism development in the Borobudur Temple Tourism Park. Based on dif-

ferences in educational background, local community support for sustainable tourism de-

velopment in Borobudur Temple Tourism Park there is no significant difference. 

Positive perceptions and negative perceptions together influence their support in the de-

velopment of sustainable tourism in the Borobudur Temple Tourism Park. The score of the 

effects of positive and negative perceptions together on their support in the development of 

sustainable tourism in the Borobudur Temple Tourism Park by 13%. While the remaining 

87% is influenced by other factors not examined in this study. 

IMPLICATION 

Positive public perception is caused by the construction of infrastructure and various fa-

cilities that not only meet the needs of tourists, but also can meet their needs in managing 

daily activities. Therefore, in the development in the tourist area of Borobudur Temple, the 

local community needs to involve more local community around the area so that people can 

take advantage of the infrastructure built, obtain diverse employment opportunities, and 

provide opportunities for more investment. 
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For further research, it can be done at other tourist sites to find out more about the percep-

tion and support of the community towards building partnerships. In addition, further re-

search can increase the number of samples visited by visiting the Borobudur Temple Tour-

ism Park to get more accurate research results. In addition, researchers can also add other 

variables such as the level of tourist satisfaction. 
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ABSTRACT 

Bali is a popular tourism destinantion that has been known around the world. Its largest income 

comes from the tourism industry. In 2003, about 80% of Bali's economy depended on tourism 

industries. The Covid-19 pandemic make Bali's tourism sector paralyzed and certainly has a big impact 

on its economy. In dealing with the pandemic, the provincial government of Bali made policies that 

certainly elicited a response from tourists and expatriates. Tourists and expatriates have important roles 

in the tourism economy of Bali, and their responses about government-issued policies important to 

know. The Ubud and Canggu Community Facebook Group are the vital means of communication for 

many tourists and expatriates in Bali. This research uses a qualitative approach with data collection 

techniques in the form of digital library studies, screening techniques and content analysis in the two 

groups in the period April - July 2020. As a result, the policy for handling Covid-19 carried out by the 

provincial government of Bali received mixed responses from tourists and expatriates in Bali. In 

general, it can be concluded that most of the responses given by tourists and expatriates are positive 

and supportive. For stakeholders, these results can become the base for making new policies on the 

Bali’s tourism revitalization program after the pandemic. 

 

Keywords: digital response, Facebook group, expatriates, Covid-19, content analysis 

 

 

Introduction 

Background 

Tourism is a sector that has a big influence on the economies of all countries in the 

world. In 2018 the Indonesian tourism sector contributed the largest foreign exchange with a 

value reaching more than USD19.2 billion. For this reason, the government continues to boost 

tourism growth and development. Apart from being a contributor to the nation's economy, 

the tourism sector is also able to help the community's economy. Bali is one of the islands in 

central Indonesia which has become the ‘prima donna’ of Indonesian tourism, and its biggest 

income comes from the tourism industry. In 2003, around 80% of Bali's economy was fully 

dependent on the tourism industry. 

Bali has many well-known tourist destinations, such as Canggu and Ubud. Both 

include a tourism product component or facilities to support tourism activities such as hotels 

or other accommodation facilities, restaurants, gift shops, and other tourism industries that 

are a source of income or the economy of the community. 

Canggu is an area in North Kuta, Badung Regency. In recent years has become the 

trendiest area in Bali. Canggu is strategically located between Seminyak and Tanah Lot. 

Canggu is the right area to be a place to live in. The Canggu area has a sensational and 

attractive coastal city nuance and has beautiful natural views or panoramas, and is the right 

place for surfing lovers, with many accommodation options ranging from hotels, apartments, 

dormitory rooms. 

mailto:nararya.narottama@unud.ac.id
mailto:karinastirman@gmail.com
mailto:zarkasihhari00@gmail.com
mailto:gungputri906@gmail.com
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Furthermore, Ubud is one of the famous tourism destinations located in the middle of 

the island of Bali, precisely in Gianyar Regency. Ubud is famous for its rice fields and forests, 

make its natural scenery very beautiful. Ubud is also famous for its yoga, meditation, 

traditional arts, and culture. Around Ubud, there are accommodation facilities such as 

guesthouses, hotels, and villas that have a rustic feel and focus on culture and the traditional 

arts. Supporting facilities for tourism activities such as restaurants, souvenir shops, and so on 

are available. These things make Ubud one of the popular tourist destinations that are visited 

by many tourists and expatriates to live in Bali. 

The Covid-19 outbreak, which is currently occurring and is expanding rapidly, has 

become a major global polemic and is also designated as a global pandemic by the World 

Health Organization (WHO). The Covid-19 currently occurring has a very large and 

significant impact on almost all sectors of human life. The tourism sector is one of the sectors 

that has been heavily affected by the Covid-19 outbreak. Tourism industry, which initially 

continued to develop and experienced very rapid growth, is currently experiencing a very 

drastic decline. The industry is paralyzed and the current decline cannot be repaired until 

the pandemic is over. 

In Bali, a major crisis due to the Covid-19 pandemic happened. For this reason, the 

provincial government of Bali in overcoming or dealing with the COVID-19 case has made 

policies which certainly have a significant effect on the community, tourists, and expatriates 

in Bali. Canggu and Ubud are famous tourist destinations, as well as popular residences for 

expatriates. In this study, researchers focused on policies made by the provincial government 

of Bali, which are related to tourism. 

The policies regarding Covid-19 made by the provincial government of Bali have 

certainly generated various responses among tourists and expatriates. As an important 

contributor to the Bali’s economy, their response to the policies is important to know. Their 

responses can be used as consideration for the provicial government in determining the 

further steps to overcome the Covid-19 pandemic while revitalizing the tourism industry of 

Bali.  

 

Research Objectives 

 The research objectives is to find out digital responses of tourists and expatriates to 

governement’s policies related to the management of Covid-19 in a tourism destination, 

especially in Ubud and Canggu. 

 

Literature Review 

Narottama (2019) states that expatriates are one of the actors and motors of the tourism 

industry in Ubud. Expatriates change their capital (cultural, social, symbolic and economic) 

according to their interests, while simultaneously contributing to sustainable tourism in 

Ubud. This is done by synergizing various resources, empowering and involving local 

communities to carry out mass customization through re-creation, reproduction, and building 

symbiosis between the community and tourism stakeholders. In addition, Yadnya and 

Adikampana (2019) state that responses can be assessed from three aspects, namely attitudes, 

perceptions and participation. This is in line with research conducted by Saputra (2016) which 

states that tourist responses can be seen from attitudes (affective), perceptions (cognitive) and 

participation (conative). Based on the above studies, we obtain an overview of the dynamics 



243 
 

of tourists and expats in tourism destinations, and understand the importance of their role 

and responses to a phenomenon in tourist destinations. 

 

Methodology 

This research uses a descriptive qualitative approach based on content analysis to get 

the correct answers regarding responses, attitudes or perceptions in a community. 

Krippendorff (2004) defines content analysis as a research technique to infer the meaning of a 

text, through reliable procedures, can be replicated or applied in different and valid contexts. 

Content analysis is a scientific technique for interpreting text or context which is implemented 

through a screening process in the comment’s column in the Canggu Community and Ubud 

Community Facebook groups as well as conducting unstructured interviews through social 

media. In addition, researchers also used literature study methods to obtain the latest data 

related to the Covid-19 pandemic in Bali in the period April-July 2020.  

 

Results and Discussion 

General Overview 

Bali is a province in Indonesia which is very well known for its tourism industry. 

Geographically, Bali is located between Lombok Island and Java Island and Bali is also part 

of the Lesser Sunda Islands. The island of Bali is surrounded by several smaller islands, 

namely: Nusa Penida Island, Lembongan Island, Nusa Ceningan Island, Serangan Island and 

Menjangan Island. Administratively, Bali Province is divided into 8 districts and 1 capital city. 

The majority of Balinese people are Hindus. For a long time, Bali has been known as the ‘Island 

of the Gods’ and ‘The Island of a Thousand Temples’.  

Bali is world famous for its natural beauty, unique traditions, lifestyle of the people 

and various artistic and cultural products that attract millions of tourists to Bali every year. 

The tourism industry is the backbone of Bali's economy. Currently, Bali's economy is in severe 

shock due to the outbreak of the COVID-19 virus. As a result of this pandemic, foreign tourist 

visits to Bali have decreased by 95% according to the Bali Provincial Tourism Office, this is 

due to the large number of countries closing their borders, and restrictions on cross-border 

movement to break the chain of the spread of COVID-19. 

 

Canggu, a surfer paradise. 

Canggu is the name of a village in North Kuta District, which is rapidly 

metamorphosing into one of the most popular tourist destinations in Bali. Canggu is famous 

for its beach tourism destinations, with big waves that are most targeted by surfers In recent 

years, the Canggu tourism industry has grown very rapidly with the increasing number of 

hotels, private villas, restaurants, cafes, night clubs, beach clubs, shops, souvenir shops and 

so on. Apart from being visited by many tourists, Canggu is also a favorite residence for 

expats. However, currently the condition of the Canggu tourism industry is very poor due to 

the Covid-19 outbreak. Accommodation facilities, beaches, restaurants, cafes, beach clubs and 
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other supporting facilities for tourism activities are closed, based on government policies to 

break the chain of spreading the corona virus or Covid-19. 

 

Ubud, the epicentrum of Balinese arts 

Ubud is a village in Gianyar Regency, Bali. Ubud is one of the most popular tourist 

destinations for both domestic and foreign tourists. Ubud has many art workshops, where 

local people learn and perform alternately traditional music and dance performances every 

night. Ubud is known as epicentrum of Bali traditional arts. Besides being famous for its art, 

Ubud is also famous for its natural beauty. In Ubud, there are many cliffs, rice fields and 

forests along with all kinds of facilities to support tourism activities. The condition of Ubud 

which is usually crowded with tourists and expatriates is now very quite due to the corona 

virus outbreak which is currently a global health problem. Currently, many tourism objects 

and other facilities have to be closed. 

 

Canggu and Ubud Community Facebook Group 

Canggu Community is a Facebook Group created on 1 July 2013 and has 120,702 

members. To date, there are 163,348 photos that have been shared in the group. Canggu 

Community contains information related to Canggu and can help members in the group. The 

Ubud Community is a Facebook group created on February 8, 2011, which has a total 

membership of 107,379 members and to date there have been 216,687 photos shared. These 

two Facebook groups were most popular social media and communication platform among 

tourist and expatriates in Canggu, Ubud, and Bali in general. 

 

Policies made by the Bali Provincial Government 

In this study, researchers reviewed or analyzed the policies carried out by the 

government using the Law of the Republic of Indonesia Number 6 of 2018 concerning Health 

Quarantine so that they could find out whether the policies carried out by the government in 

overcoming or dealing with the corona virus outbreak (Covid-19) were in accordance with the 

provisions. general from the Republic of Indonesia Law Number 6 of 2018 concerning Health 

Quarantine or not yet appropriate. The following are some of the policies carried out by the 

Bali provincial government: 

- Statement Letter Number 360/3054 / SET / BPBD, dated March 16, 2020, which stated that 

Bali was in a COVID-19 Alert Status from March 16 2020 to March 30 2020. Furthermore, 

Governor Decree Number 258/04-G / HK / 2020, March 16, 2020 regarding COVID-19 Alert 

Status in Bali Province. 

- Governor of Bali Circular Letter Number 7194 of 2020, March 16, 2020. Which contains a 

Policy Regarding Follow-up Guidelines Related to Preventing the Spread of COVID-19 in 

the Bali Provincial Government. Which includes regulating things such as teaching and 

learning activities for students to be carried out online or online, carrying out government 

administration tasks to be pursued from home, postponing official trips to other regions and 
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abroad, except for very urgent matters, and limiting crowd activities or entertainment 

involving the masses. 

- Decree of the Governor of Bali Number 259/03-B / HK / 2020, dated March 16, 2020, which 

contains a Policy on a Referral Hospital for the Management of Emerging Infectious 

Diseases COVID-19) in Bali Province. This policy is the establishment of a hospital in Bali 

that is a reference for the prevention of COVID-19 for handling patients with the Patient 

Under Supervision (PDP) category whose PCR (Polymerise Chain Reaction) laboratory 

results have not been confirmed. 

- Joint Circular Number: 019 / PHDI- Bali / III / 2020; Number: 019 / MDA-Prov Bali / III / 

2020; Number: 510 / Kesra / B.Pem.Kesra, dated 17 March 2020. Which contains the Policy 

on the Implementation of the Nyepi Series of Saka Year 1942 compiled jointly with Parisada 

Hindu Dharma Indonesia (PHDI) Bali Province and the Provincial Traditional Village 

Council (MDA) Bali. 

- Circular Letter Number 730/8080 / Sekret, dated March 20, 2020. Which contains policies 

regarding requests for closure of tourist objects to Regents / Mayors in Bali, both managed 

by the Government / Regional Government and managed by the private sector / village / 

community. 

- Circular Letter Number 7308/125 / Sekret dated March 20, 2020, which contains policies to 

limit crowd activities, namely restrictions on cockfighting activities (Tajen) which appeal to 

all Balinese people to stop activities involving the masses / crowds including cockfighting 

event (tajen). 

- Instruction of the Governor of Bali Number 267/01-B / HK / 2020, dated March 20, 2020 

which contains a policy on the Implementation of the Saka Year 1942 Nyepi Series by issuing 

instructions regulating the limitation of officers implementing the Melasti, Tawur, and 

Pangrupukan Ceremonies, as well as prohibiting Ogoh -Ogoh in the framework of the 

Nyepi of Saka Year 1942. 

- Appeal Letter Number 45 / Satgascovid19 / III / 2020, dated March 23, 2020, which contains 

a policy to stay at home. This letter calls on all Balinese people to stay at their respective 

homes on Thursday, March 26 2020 and temporarily close tourist attractions and nightlife 

centers. 

- Circular Number 51 / Satgas Covid19 / III / 2020 dated March 27, 2020 which contains 

policies for Education in Emergency. namely: the 2020 National Examination was canceled, 

teaching and learning activities were carried out in the network (online) / long distance / 

online, and other things that were guided by the circular of the Minister of Education and 

Culture Number 4 of 2020 concerning the Implementation of Education Policies in the 

Emergency of Corona Virus Spread Disease (Covid-19). 

- Letter Number 800/3521 / DisKes dated March 27, 2020 regarding the Appointment of the 

PTN UNUD Hospital as a Special Hospital for Covid-19 Isolation which contains a policy to 

specialize in hospitals that handle COVID-19. In this case the Bali provincial government 

appointed the PTN UNUD Hospital. Joint policy of the Bali Provincial Traditional Village 

Council, by issuing a Joint Decree of the Governor of Bali and the Traditional Village Council 
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of the Province of Bali, Number: 472/1571 / PPDA / DPMA, Number: 05 / SK / MDA-Prov 

Bali / III / 2020 Concerning the Establishment of a Mutual Task Force Support for COVID-

19 Prevention Based on Traditional Villages in Bali, March 28, 2020. 

- The Policy for the Implementation of PKB XLII Year 2020 with Letter Number 430/3287 / 

Sekter / DISBUD dated March 31, 2020. In which PKB or the Bali Arts Festival is a parade or 

art festival that is held every year and initiated by the Bali Provincial government, this 

festival is used as a forum a reservoir for the creativity of artists in an effort to support the 

government in preserving and developing the value of Balinese art and culture. PKB is also 

one of the classy Art Festival agendas and is a tourist attraction that attracts many tourists. 

- Policies on Strengthening the Prevention and Handling of COVID-19 in Bali as stated in the 

Bali Governor Instruction Number 8551 of 2020 dated April 1, 2020.  

Based on the descriptions of policies carried out by the Bali Provincial Government above, 

it can be said that the policies carried out are in accordance with Law of the Republic of 

Indonesia Number 6 of 2018 concerning Health Quarantine.  

 

Digital Responses of Tourist and Expatriates to Policies Related to The Management of 

COVID-19 in Tourism Destination 

A. Content Analysis 

To get real data regarding the response of tourists and expatriates to policies related 

to Covid-19 in tourism destinations, researchers used content analysis techniques in the 

comments column of the two Facebook groups. Primary data from this study are comments 

related to government policies in tackling Covid-19. The primary data collection technique is 

done manually. Data retrieval is limited to using one type of keyword, namely "Covid" and 

"Policy". In the first stage, researchers used the keywords “Covid” and “Policy” in the Canggu 

Community by searching by the columns in the group. Then the researcher also collected data 

using the keywords “Covid” and “Policy” in the search column of the Ubud Community 

group. 
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Table 3.2 Number of Posts and Comments 

Group Number of 

Posts  

Policy Number of 

Comments 

Canggu 

Communit

y 

"Covid" 36 

Posts 

 

 

 

 

1. Commercial aircraft are prohibited from 

flying in Indonesia 24 April-1June  

256 

Comments 

(76 Comments 

180 replies) 

2.Posts regarding the instruction letter of 

the Governor of Bali No 8551 of 2020 

concerning the Strengthening Policy for the 

Prevention and Handling of Covid-19 in 

Bali 

15 comments 

(5 Comments 

10 replies) 

"Policy" 47 

Posts 

3. Posts regarding the policy of closing 

Bolong Beach attractions  

110 Comments 

(24 Comments,  

86 replies) 

4. Posts Regarding Circular Letter Number 

7194 2020 Regarding the Prevention of the 

Spread of Covid-19 in Bali 16 to 30  

65 

Comments 

(22 

Comments 

43 replies) 

 Ubud 

Community 

"Covid" 49 

Posts 

1. Policies regarding Covid-19 Referral 

Hospitals  

 

17 Comments 

(9 Comments 

8 replies) 

 

 

 

 

"Policy" 

47 posts 

2.Posts regarding the instruction letter of 

the Governor of Bali Bo 8551 of 2020 

concerning the Policy to Strengthen the 

Prevention and Handling of Covid-19 in 

Bali (in the form of a picture) 

4 Comments 

(2 Comments 

2 replies) 

3.Policy posts on Quarantine for Bali 

Workers and Self-Quarentine (in the form 

of a news link) 

No comment 

4. Posts About the Government's Appeal to 

Use Masks 

171 

Comments 

(64 

Comments 

107 replies) 

5. Policy on automatic and free residence 

permit extension for tourists who enter 

after 5 February 2020. (in the form of news 

link) 

10 Comments 

(8 Comments 

2 replies) 
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6. Large-scale social distancing policies. (in 

the form of a news link) 

 

5 Comments 

(3 Comments 

2 replies) 

7. Free Visa and Prohibition Policy  

VoA entered Bali starting March 20. 

83 Comments 

(20 

Comments 

63 replies) 

8. Post about Gianyar Regent’s Instruction 

Letter No 400/9113 / III / KESRA / 2020.  

To stay at home on March 26, 2020 after 

Nyepi Day. 

74 Comments 

(18 

Comments 

56 replies) 

 

  Source: Processed data 

 

To separate the comments that are relevant from those that are not, the researchers 

conducted data cleaning. This process is done manually and is carried out in two stages. The 

first stage is to separate irrelevant data, then divide the data into two groups based on the 

type of content, namely comments and reply comments. 

 

Table 3.3 Definition of Comment Types

No. Group Definition Example 

1 Comment According to Indonesian Dictionary, 

comments are responses to news, 

speeches, and so on (to explain or 

explain) 

“If you wear one you are safe right? 

Understand where i'm getting at? 

” 

2 Reply 

Comment 

Reply comments are responses to 

previous comments submitted by 

others.  

“At least more then if you don't but 

no guarantee. But if you wear one 

you make others safer”. 

Source: processed data 

 

After the data cleaning process was carried out, 729 comments were irrelevant because 

they contained products marketing or promotions in the form of selling masks, tagging 

friends, and containing questions that did not reflect actual individual opinions or did not fit 

in the topic. 

 



249 
 

 
 Figure 3.6 Frequency of Initial Comments and Replies in the Canggu Community 

Source: Processed data 

 

On the Canggu Community Facebook group, the number of posts related to “Covid-

19 Policy” with the keywords “Covid” and “Policy” we found 4 posts and the total number 

of comments is 446 dominated by reply comments of 72% or 319 comments and 23% initial 

comments or equal to 127 comments. Furthermore, the Ubud Community was also dominated 

by reply comments of 66% or 240 comments and 34% initial comments or as many as 124 

comments. 

 

 

 
 Figure 3.7 Frequency of Initial Comments and Replies in Ubud Community 

Source: Processed data 

 

The data analysis in this article is carried out on official policies-related posts, because 

the purpose of this analysis is to find out the response of tourists and expatriates related to 

government policies in dealing with Covid-19. These are some examples of irrelevant 

comments: 

a. Balinese commentary: "Ampure semeton tiang wenten ke airport tgl 26 Maret jam 19.00  

dari pejeng, punapi niki semeton" 

b. Comment Questions: "I thought it was supposed to be central government's policy to 

implement total lockdown?" 

c. Comments sharing a link: “I can't post in a separate line, so I put in here. Translated a new 

cluster found in Malaysia from one returning from Bali https://bali.inews.id/amp/berita/salah-

satu-klaster-penyebaran-virus-corona-di-malaysia-terdektronik-pernah-ke-bali" 

Initial 
Comment

s
28%

Reply 
Comment

s
72%

Canggu Community

Initial 
Comment

s
34%

Reply 
Comment

s
66%

Ubud Community

Komentar Awal Komentar Balasan

https://bali.inews.id/amp/berita/salah-satu-klaster-penyebaran-virus-corona-di-malaysia-terdeteksi-pernah-ke-bali
https://bali.inews.id/amp/berita/salah-satu-klaster-penyebaran-virus-corona-di-malaysia-terdeteksi-pernah-ke-bali
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d. Promotional Comments: "Cotton masks, Rp.18,000. if you order 4pcs and closed, can be 

deliverred or by JNE Express. 2 layers fabric, can be insered with dry tissue, pm me " 

 

The purpose of this cleaning data is to get "pure" opinions, meaning really personal 

opinions from real group members related to policies undertaken by the government in 

overcoming Covid-19, not comments that share news links or any form of links from other 

websites, social media, or promotional comments and questions. Of the 810 comments, only 

81 comments, both initial comments and reply comments, contained “pure” opinions from 

group members. 

The next the stage is data analysis process. In this study, there were four stages carried 

out by researchers independently, using the data analysis procedure described by Bengtsson 

(2016): 

1. The Decontextualisation 

2. The Recontextualisation 

3. The Categorization  

4. The Compilation.  

The decontextualization and recontextualisation stages are carried out simultaneously, in 

which the researcher looks for meaning and the essence. These two processes are also similar 

to the coding process. These codes facilitate the formulation of patterns or major meanings of 

comments in the form of opinions on policies made by the government. The third stage is 

categorization, the procedure for identifying categories and themes. 

Facebook limits its users when making comments to 63,206 characters but the content of 

comments tends to be short. Even so, the number of comments with pure opinions was only 

81 comments, so the researcher randomly selected 12 comments as units, which were then 

analyzed to get the essence of each, sub-categories, to categories. 

 

Table 3.4 Coding Sheet Facebook Comment Data 

Comment Unit  The 

Meaning/Essence 

 Code  

(Sub-Category) 

Category 

Sad news for most of the 

people ... But I think the 

government is making the 

right decision in order to avoid 

Ramadan exodus - massive 

movements of people between 

islands 

The government 

made the right 

decision to avoid the 

Friendly homecoming 

 The government 

made the right 

decision 

Strongly 

Agree with 

Government 

Policy 

Serious, if no commercial 

activities are allowed, poverty 

will kill more people than 

coronavirus ... I just hope the 

If no commercial 

activities are allowed 

to eat poverty will kill 

more people from the 

 Staying at home 

is not a solution. 

Banning 

commercial 

Disagree 

with 

Government 

Policy 
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decision makers can show 

more sympathy and support to 

these people who are 

struggling to feed themselves 

and their families. Stay home 

is not the solution! 

virus. Staying at home 

is not a solution 

activities is not 

appropriate 

Also, if you're a visitor to 

another country, please be 

respectful of their laws, 

customs, requirements. If the 

Indonesian government says 

that everyone should wear a 

mask, then do it, even if you 

don't agree with it. It's the 

respectful thing to do, as a 

visitor. 

Visitors must respect 

local laws, customs 

and requirements. 

Even if you don't 

agree, it needs to be 

done out of respect. 

 Visitors must 

respect the 

policies adopted 

by the 

government 

Agree with 

Government 

Policy 

I think the government is 

making the right decision in 

order to avoid exodus - 

massive movements or people 

who still insist on trying to 

have “vacation” in this 

situation. 

The government 

makes the right 

policies to avoid 

massive displacement 

or people who still 

insist on vacation. 

 The government 

makes the right 

policies 

Agree with 

Government 

Policy 

I think the government is just 

trying to minimize the effect, 

instead of totally block it. 

Because they know that they 

are not ready to do so. To avoid 

chaos, like that is happening in 

some area in India now. So, 

minimize (and not stop) it, is 

the priority for now. But i am 

agree that they should select 

people who come in (from 

harbor and airport) more 

strick. Only for those who has 

Bali's ID, and being 

quarantined once they are 

arrived. I have heard that 

Padangbai harbor has applied 

The government only 

minimizes the effect 

and not blocks it. And 

minimizing the 

spread of this virus is 

a priority. Agree with 

the policy that only 

those who hold a Bali 

ID card will be 

quarantined after 

arriving. 

 The government 

minimizes the 

spread of the 

virus. Those 

who are allowed 

to go to Bali only 

have a Bali ID 

card and be 

quarantined 

afterwards is the 

right action 

Agree with 

Government 

Policy 
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this system already. And 

Gilimanuk follows it today. 

Closing beaches or spraying 

streets (and everyone who 

stands in the way) with toxic 

stuff are ridiculous actions by 

a panicked like a chicken 

government.  

Science says the virus doesn't 

live on surfaces and especially 

not on the beach at 50 ° C! 

It is ridiculous to shut 

down the beach and 

spray out some 

poisonous liquid 

(disinfectant). And 

Science says Viruses 

don't live on beaches 

with 50 ° C 

 Closing the 

beach and 

spraying 

disinfectant is 

inappropriate 

Strongly 

disagree 

with 

Government 

Policy 

Great news! Please don't flock 

on bars, clubs, etc., please stay 

at home, support the local 

economy by ordering foods 

from warung / restaurants via 

gofood / grabfood or delivery 

service, buy the supplies once 

a week from the market, etc. 

Please don't go to 

bars, clubs or other 

places. Stay still at 

home 

 Stay still at 

home and don't 

travel 

Strongly 

Agree with 

Government 

Policy 

Using a mask protects others 

from you. Definitely a good 

idea in public spaces right 

now! 

Wearing a mask to 

protect others and it's 

a good thing for now 

 Using a mask is 

the right thing 

Agree with 

Government 

policy 

I dont personally believe any 

of it. However i wear a face 

mask out of respect for the 

local choice to do so 

Can't believe masks 

can protect against 

viruses but still wear 

masks because they 

are respectful. 

 Wear a mask out 

of respect for 

local choices 

Be Neutral 

to 

Government 

policies 

Stop incoming tourists at this 

moment to stop the spread up 

of covid-19. 

Stop tourists coming 

to stop the virus 

spreading 

 Stop the arrival 

of tourists 

Agree with 

Government 

policy 

If we all isolate we can beat 

this horrid virus faster, but we 

must isolate. 

Isolating yourself to 

beat the virus. 

 Isolating 

yourself 

Agree with 

Government 

policy 

I wear a mask to show respect 

but as far as I know the cloth 

ones do literally nothing to 

stop the spread of the virus. 

Please do not think you're safe 

Using a mask is only 

to show respect, not to 

protect yourself from 

viruses 

 Masks are used 

only out of 

respect 

Be Neutral 

to 

Government 

policies 
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from getting the virus because 

you're wearing one 

Source: Processed data

 

The next stage is testing the coding consistency checks by doing a blind review of the 

rest of the pure opinion comments. Based on the stages of the procedure above and 

considering the categories that arise from each procedure, two themes are obtained through 

this content analysis. 

 

Table 3.5 The theme of Comment Content Analysis in Canggu and Ubud Community

Theme Description Category 

Support for Government 

Policy 

Comments containing support 

for government policies 

Neutral 

Agree 

Strongly agree 

Reject Government Policy Comments containing rejection 

of Government policy 

Disagree 

Strongly Disagree 

Source: Processed Data 

 

Members of the Canggu Community and Ubud Community groups who support 

government policies are dominated by comments containing explanations, expressions of 

gratitude and hopes regarding this government policy. Some of these comments are: 

 

[C23] “Another steps, so goverment not call it “a lockdown”, appreciate it” 

[C25] "Finnaly!" 

[C31] “Bali is close! I really hope there is no new visitor coming to Bali for the moment, until this 

pandemic is really over! " 

[C50] "Good for reducing the potential for the community to gather" 

[C46] "That's such good news for the island"  

[C50] “Finnaly a reasonable decision! Thank you 

[C64] “Use a mask. Do not argue and don't think that you are smart. Just use your mask. Simple! " 

 

The group members also take advantage of the comments column in posts about 

government policies to ask questions (seek) and get more in-depth information related to 

government policies. The comments that reject or oppose the policies carried out by the 

government are dominated by negative opinions, as well as questions about the policies 

carried out by the government. These are the exmples of the comments: 

 

[C13] "NOOOO !!!" 

[C22] “I don't like it. I cannot get back to my home and it pains me to be stuck where I am. " 

[C33] "Why do you have to close the beach? People rarely crowd there" 
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The qualitative analysis content was carried out on 81 comments by manual method 

(searching for posts contain the keyword "Covid" and "Policy") to find out the real response 

of group members regarding government policies. After the screening process, the analytical 

approach is carried out inductively, by re-constructing the meaning of the categories or 

themes that arise from the reading of the comments. To maintain the credibility of the data 

analysis procedure, the researcher tested the coding process.  

The results of this analysis found two main themes on the public opinion in this topic. 

First, the support for government policies consisting of comments describing explanations, 

expressions of gratitude, and positive expectations Second, the rejection shown by negative 

comments regarding government policies on Covid-19. Based on the data, most of these 

comments are supporting the government policies. Of the 81 comments, only 15 comments 

contain rejection. The rest comments agreed and supports government policies. 

 

 

B. Cognitive, Affective and Conative Response 

 The theoretical concept used in this research directly related to a classic psychological 

model about dimensions of behavior namely: Cognitive, Affective, and Conative (Lavidge 

and Steiner, 1961). To get a valid data, researchers deep-interviewing four members of the 

Facebook groups (two tourist and expatriate of each) to determine their cognitive, affective 

and conative responses using Facebook Messenger. 

 

Table 3.6  

Research 

Variable 

Movement 

Towards 

Responses 

Benchmark Examples of Responses 

Cognitive 

Knowledge about 

tourists and 

expats Policies 

Related to 

Handling Covid-

19 in Tourism 

Destinations 

 

 

 

 

 

 

 

 

 

AWARENESS 

Judging from the 

question  

1. Is there any 

socialization about 

Covid-19 in your area. 

2. Where do you get 

information about 

government policies 

Terkait Penanganan 

Covid-19 Di Destinasi 

Pariwisata? 

Well, the responses and appeals from 

the authorities were communicated 

well thru various means, the 

authoroties coumd have done an effort 

to translate and spread in english too, 

but usually at some point there was 

translation.  

So if there would be a dangerous virus 

around the authoroties would have 

done a great job with communication.  

Affective 

Feelings and 

Attitudes of 

Tourists and 

Expats towards 

 

 

 

 

 

Judging from the 

attitude of agreeing or 

disagreeing Regarding 

Handling Covid-19 at 

Tourism Destinations 

Very good to block the border. Too 

much fear was around against ‘Bule’ 

spreading the virus. It had a potential 

to get violent. So in order to keep the 
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Policies Related 

to Handling 

Covid-19 in 

Tourism 

Destinations 

 

 

 

PREFERENCE 

order and the ‘Bule’ save it was very 

much needed 

Conative 

Ratings and 

Actions of 

Travelers and 

Expats against 

Policies Related 

to Handling 

Covid-19 in 

Tourism 

Destinations 

 

 

 

 

 

 

 

RESPONSE  

(+/-) 

Judging from the 

answer to the question: 

1. Do you support the 

policies made by the 

government or not? 

2. Do you participate in 

the policies made by the 

government? 

Yes, and no.  

Well, generally I obey the rules. I am a 

guest here and so it is my duty to be 

respectful and follow the rules.  

Like the mask, while it is usless I still 

wear it a lot to show respect. 

Source: Processed data  (adaptation from Lavidge and Steiner, 1961)

 

Cognitive Response 

 The cognitive response is a response that is closely related to a person's knowledge of 

skills and information about something (the intellectual, mental or ‘rational’ states - Lavidge 

and Steiner, 1961). The benchmarks of the cognitive response in this study are seen from the 

respondents' answers to the research questions. The four respondents stated, in their area 

(Canggu and Ubud) there was no information carried out directly, nor socialization from the 

local government regarding Covid-19 handling. However, they stated that the responsibility 

was taken by ‘the Banjar’ (the smallest form of local, traditional government in Bali), such 

temperature checks in some area, and the requirement of wearing masks supervised by 

'pecalang' (Balinese traditional security guard). 

 Although there was no direct socialization from the government at the time, all 

respondents stated the information they got was good and clear. The availability of 

information in English makes it very easy for tourists and expatriates to understand the 

policies undertaken by the government. They obtained information through various way, but 

their main source of information is social media: Facebook and Instagram. 

 From the results of interviews, it can be concluded that the cognitive responses of 

tourists and expatriates in both Facebook groups are positive. In this context, the tourists and 

expatriates obtained good and clear information from various social media, includes the 

policies being carried out by the Bali provincial government in Covid-19 handling. 

 

Affective Response 

Affective response is defined as a response related to emotions, attitudes, and judging 

someone about something (the ‘emotional’ or ‘feeling’ state - Lavidge and Steiner, 1961). To 

find out their affective responses, the researcher gave a number of questions regarding the 

policies which had a direct effects on them. Of the four respondents, two stated that they 
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agreed, one respondent is neutral and the other one disagree. The respondents who agreed 

felt that the government polices was a good method to break the chain of covid-19 spreading 

in Bali . Meanwhile, the neutral respondent considered that any government's policies were 

certainly good, and for the sake of the people. Even though they feel a little uncomfortable 

by the policies. 

Furthermore, the one respondent who expressed disagreement considered the government's 

policies were inappropriate and inefficients. 

Regarding the government's policy for people to stay at their respective homes, 

temporarily close tourist attractions and nightlife centers to prevent Covid-19 mass-spread. 

Two respondents agreed and considered it was an effective way, although many people lost 

their jobs or sources of income, it was better than being exposed to the coronavirus. They also 

believe the government would certainly help poeple to meet their basic needs. Meanwhile, 

two other respondents expressed their disagreement with the government policy to close 

tourist objects. They stated that Bali's economy depends heavily on the tourism industry, and 

this policy have a significant effect on the community's economy. For them, the policy to close 

tourist objects is not appropriate and ineffective. They argued that the Covid-19 could not 

spread in Bali coasts because of the hot temperature. 

 

Conative Response 

Conative response is defined as a response related to real behavior which includes actions or 

habits (the ‘striving’ states, relating to the tendency to treat objects as positive or negative 

goals - Lavidge and Steiner, 1961).  

 In general, the respondents stated that they were neutral between supporting but also 

not supporting government policies. For them, some of the policies are wrong, while some 

other were right. But, they also stated that they must obey and participate in the policies made 

by the government. For example, the government's mandatory to wear mask when going 

outside, some respondents stated that they did not believe the masks can protect them from 

the virus and consider it a futile act, but they wear it anyway. Some tourists and expatriates 

also help the government by distributing groceries or basic necessities for local communities 

affected by the economic impact of the Covid-19 pandemic as their positive participation and 

contribution 

 

Conclusion 

Based on the research through the content analysis method, the responses obtained 

can be divided into two themes, namely: positive in the form of supportive comments and 

negative in the form of rejection. Of the 81 comments, there are only 15 comments that 

contain rejection of the policies carried out by the government and most of them agree or 

support government policies. This means their responses mainly positive and supportive. 

Based on the results of interviews, the cognitive responses from tourists and 

expatriates are positive. The affective responses from tourists and expatriates are divided 

into positive and negative. From all the questions, the positive statements dominates. In 
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general, it can be concluded that the affective response of tourists and expatriates is mostly 

positive. While the conative response is divided into positive and negative. 
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ABSTRACT 

This research aimed to explore the impact of the implementation green tourism initiatives using ergo-

entrepreneurship orientation in Peliatan Village, Ubud, Bali.  This research use an experimental quasi 

study combined with a Systemic, Holistic, Interdisciplinary, and Participatory (SHIP) approach 

involving 32 randomly selected subjects. The data obtained were analyzed with descriptive 

quantitative. The results showed that: (1) the implementation of green tourism with ergo-

entrepreneurship orientation can significantly improve the entrepreneurial attitude of the local 

community by 21.61% (p <0.05); (2) the implementation of green tourism with ergo-entrepreneurship 

orientation can significantly increase community awareness of the environmental conditions of the 

settlements by 22.47% (p <0.05); and (3) the obstacles faced in relation to the implementation of green 

tourism with ergo-entrepreneurship oriented were more technical and economical problems. In 

conclusion, the implementation of green tourism with ergo-entrepreneurship oriented can improve 

entrepreneurial attitudes and community awareness environment. 

Keywords: Ergo-entrepreneurship; Empowerment; and Green Tourism 

 

INTRODUCTION 

 

Green tourism aims to foster awareness of the local community to preserve the various 

valuable ancestral legacies which are increasingly being crushed by the swift current of 

globalization. In addition, green tourism overcome the negative impact of the hustle and 

bustle of vehicles on the main road and the resulting pollutants. The green tourism actually 

is a potential and prospective business for the community. However, lack of courage to 

develop new types of tourism is a fundamental problem for the community. This problem 

needs to be overcome through community empowerment with ergo-entrepreneurship 

training.  

 

Ergo-entreneurship training is an initiative to encourage community to start up small 

businesses by considering the ergonomic aspects of their environment. Ergonomics is 

science, technology and art to harmonize tools, ways of working and the environment to 

human capabilities, abilities and limits so that healthy, safe, comfortable and efficient 

working and environmental conditions are obtained in order to achieve the highest 

productivity (Manuaba 2015). This green tourism initiatives is a community empowerment 

program through the development of various culinary start up business and at the same 
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time as an effort to save the environmental conditions that are increasingly damaged and 

polluted. Activities carried out are more focused on structuring community-based 

residential environments and infrastructure development as well as facilities and 

infrastructure that can support the development of green tourism.  

 

Green Tourism is expected to be able to support Cultural, Ecological, and Education 

Tourism which are popular tourism at the moment. The aimed was to foster awareness of 

the local community so that they preserve the various valuable ancestral legacies which are 

increasingly being crushed by the swift current of globalization. In addition, this green 

tourism initiative can overcome the negative impact of the hustle and bustle of vehicles on 

the main road and the resulting pollutants.  This initiative was started by developing 

healthy settlements, safe, comfortable, beautiful, and free of pollutants environment. 

 

Building human capacity is important to increase independence and internal power over 

material and non-material resources (Muchtar 2007). The ergo-entrepreneurship training 

emphasized that the principles of ergonomics are always used as a reference in improving 

working conditions in the development of clean and green tourism. The research was 

carried out in the Peliatan village in Bali. This was done anticipate the decline of cultural 

tourism in the Peliatan village. There were many tourists visiting this area to get the local 

food culinary. However, the economic condition of Peliatan community have been 

decreased since the Bali bomb in 2002 (Sutajaya, et al 2009). Majority of Peliatan community 

are heavily dependent on tourism industry (RPJM 2011). Thus, community empowerment is 

pivotal in developing community capacity to improve their economic condition. This paper 

aimed to explores the impact of the implementation green tourism initiatives using ergo-

entrepreneurship orientation in Peliatan Village, Ubud, Bali.  

 

 

LITERATURE REVIEW 

 

Ergo-entrepreneurship  

Ergonomics comes from the Greek words ergon (work) and nomos (rules). The definition of 

ergonomics is science, technology and art to harmonize tools, ways of working and the 

environment to human capabilities, abilities and limits so that healthy, safe, comfortable and 

efficient working and environmental conditions are obtained in order to achieve the highest 

productivity (Manuaba 2015). Human ability is very much determined by factors of profile, 

physiological capacity, psychological capacity and biomechanical capacity, while task 

demands are influenced by the characteristics of the work material, the tasks to be 

performed, the organization and the environment in which the work is carried out 

(Manuaba 2015; Kim & Youngtae).   The application of ergonomics can keep people healthy, 

safe and comfortable, free from stress and inadequate environmental conditions for 
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activities, such as noise, pollutants, inadequate light intensity, ambient temperature that is 

too hot or cold, and inadequate air circulation is an urgent matter to be implemented and 

must be implemented as soon as possible (Manuaba, 2015; Lea, et al. 2017; Thepaksorn, et al. 

2017; Choi and Byoung 2017). 

 

Considerations of Local Wisdom in Community Empowerment 

 

Tri Hita Karana as the main philosophy of Bali which has links with ergonomics because it is 

rich in philosophy, values, local ethics, and with a focus on the configuration of harmony 

values (Ruliati, et al. 2016 and 2017). In this case, the principle of ergonomics that prioritizes 

the elements of comfort, health, safety, efficiency, and effectiveness and work productivity is 

closely related to the concept of Tri Hita Karana which greatly influences the behavior of 

Balinese in their activities. 

 

Sutajaya (2018) states that the concept of Tri Datu is often used as a sesikep or antidote 

against the bad forces that disrupt human civilization. The concept implies that there are 

three colors that are protective in human life, namely: red symbolizes Lord Brahma as the 

creator, black symbolizes Lord Vishnu as a preserver, and white color symbolizes Lord 

Iswara as a powerhouse. If the concept is synergized with the concept of ergonomics, 

especially in structuring the residential environment through reforestation, it can be 

interpreted as an effort to always create superior seeds that are ready to be planted (Brahma) 

and subsequently carried out intensive maintenance (Wisnu) and if it is no longer suitable to 

the residential environment because of the roots the plant has disturbed the housing area, 

can be destroy with selective logging system (Iswara).  

 

If it is related to efforts to save the residential environment, the meaning of creating is 

associated with innovative efforts created from creative thinking (Brahma) and the meaning 

of maintenance is interpreted as a follow-up to the innovative and creative effort that is 

realized through sustainable maintenance efforts (Vishnu) which finally a recycling process 

will be carried out on something that is no longer utilized (Iswara).  The Clean and Healthy 

Behavior Program (PHBS) is a program that aims to provide learning experiences or 

conditions that are conducive to individuals, families, groups, and communities to improve 

knowledge, attitudes and behaviors in order to be able to apply healthy ways of living in 

order to maintain, maintain, and improve health (Gani, et al., 2015). In Indonesia there are 20 

provinces that still have households with good PHBS in accordance with national 

proportions.  The highest proportion is DKI Jakarta (56.8%) and the lowest is Papua (16.4%) 

(Ministry of Health, Basic Health Research (Riskesdas) 2013, in Gani et al., 2015).  

  

PHBS is a social engineering that aims to make as many community members as agents of 

change as possible so as to be able to improve the quality of daily behavior with the aim of a 

clean and healthy life. There are educational steps through the approach of community 
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leaders or leaders, fostering atmosphere and also community empowerment with the aim to 

improve the ability to recognize and know the health problems that are around him; 

especially at the household level as a start to improve patterns and manifests to be healthier 

(Gani, et al. 2015; Umaroh, et al. 2016; Moeloek 2016).Various information that can be shared 

as educational materials to increase knowledge and improve attitudes and behaviors related 

to a clean and healthy way of life (Moeloek 2016).  

 

The main objective of the PHBS movement is to improve the quality of health through an 

awareness to improve community daily life behaviors. The most important benefits of PHBS 

are the creation of health-conscious people who have the knowledge and awareness to live 

behaviors that maintain hygiene and meet health standards (Gani, et al. 2015; Umaroh, et al. 

2016; Moeloek 2016). The benefits of PHBS are: (a) create a healthy family which may able to 

increase the productivity of household members; (b) empower workers to know and be 

willing to engage in clean and healthy living behavior and play a role in creating a healthy 

that can improve work productivity and enhance a positive workplace image; and (c) create 

a healthy environment to prevent the spread of disease (Gani, et al. 2015; Umaroh, et al. 

2016; Moeloek 2016).  

 

The eight Clean and Healthy Behaviors (PHBS) are: (1) prevention of obesity in children and 

overcome obesity problem; (2) create a healthy environment through sanitation; (3) improve 

nutritional condition, especially for children under five (4) implement appropriate foods for 

blood type diets that teach people to consume certain foods and avoid foods based on blood 

type restrictions; (5) applying a healthy, fresh and fit lifestyle; (6) avoiding communicable 

diseases; (7) avoiding smoking behavior; and (8) avoiding HIV / AIDS (Moeloek, 2016). For 

baseline, the national prevalence of malnutrition in children under five is 5.4% and under 

nutrition in children under five is 13.0% of the total children population in Indonesia.  

 

Entrepreneurial Attitude  

Entrepreneurship is the ability to access business opportunities; gather the resources 

needed to take appropriate action and take advantage in order to achieve success. 

Entrepreneurship is the character of someone who has the will to realize innovative ideas 

into the real world creatively (Amperaningrum & Ichyaudin 2009).  

Epistemologically, entrepreneurship involves  creative thinking and innovative 

behavior that can be used as a basis, resources, driving force, goals, tactics and tips in facing 

life's challenges. An entrepreneur can not only have a plan,  but also have to act to achieve 

the goals.  

Entrepreneurship is not always synonymous with the characteristics of entrepreneurs 

(Soemahamidjaja 1980 in Amperaningrum & Ichyaudin 2009). The characteristics of 

entrepreneurs may owned by someone who is not an entrepreneur. Entrepreneurs are those 

who make creative and innovative efforts by developing ideas, and gathering resources to 
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find opportunities and improvements in life (Prawirokusumo 1997 in Amperaningrum & 

Ichyaudin 2009).  

Entrepreneurship (entrepreneurship) arises when an individual dares to develop new 

businesses and ideas. The entrepreneurial process includes all functions, activities and 

actions related to the acquisition of opportunities and the creation of business organizations 

(Suryana 2001 in Amperaningrum & Ichyaudin 2009). The essence of entrepreneurship is 

creating added value in the market through the process of combining resources in new and 

different ways in order to compete. According to Zimmerer (1996) in Amperaningrum & 

Ichyaudin (2009), the added value can be created through: (a) developing new technology 

(developing new technology); (b) discovering new knowledge; (c) improvement of existing 

products (services and goods) (improving existing products or services); and (d) finding 

different ways to produce more goods and services with fewer resources (finding different 

ways of providing more goods and services with fewer resources) Even though there are 

some experts who emphasize entrepreneurship on the role of small entrepreneurs, but this 

trait is actually owned by people who work outside the entrepreneur.  

The entrepreneurial spirit is in everyone who likes change, renewal, progress and 

challenges, whatever the profession. To be able to achieve the expected goals, then everyone 

needs the characteristics and also have the characteristics of entrepreneurship.  

 

RESEARCH METHODS 

 

Research design  

This quasi-experimental study uses a posttest only group design (treatment by subject’s 

design) design, with the following chart. 

 

 P ---- RS ------- ----- (-) ----- O1 ------- WOP ----- ------ (p) - ------ O2  

Figure 3.1 Research Design 

 

 

Chart Information:  

P is the population in the form of a tourist community 

RS is a randomly selected sample  

O1 is a data collection before community empowerment is carried out through the 

implementation of green and green tourism oriented ergo-entrepreneurship tourism.  

(Period I) O2 is a data collection after community empowerment is carried out through the 

implementation of ergo-entrepreneurship oriented green and clean tourism (Period II)  (-) is 

the condition of the rurung tourism area before community empowerment is carried out 

through the implementation of ergo-entrepreneurship-oriented clean and green tourism. 

 (p) condition of the rurung tourism area after community empowerment through the 

implementation of ergo-entrepreneurship-oriented clean and green tourism  
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WOP is a washing out period or the process of removing the effect before being given the 

treatment given for one week as well as the process of adaptation to the treatment given. 

 

Research Subjects and Objects 

The subject of the study was the tourism community in Peliatan Village, Ubud District, 

Gianyar Regency, Bali Province. The object of research is facilities and infrastructure used to 

support green tourism. The target population in this study are all members of the 

community in the Peliatan Village.  

 

Sample size  

The research sample is the selected tourism actors in determining the number of samples 

and fully involved in this study. The number of samples involved in this study were 32 

respondents chosen by multistage random sampling. The technique for determining the 

sample size is as follows: 

a) out of the 10 banjars in Peliatan Village, two banjars were ready to arrange their 

rurung to be used as a pilot project. 

b)  referring to the affordable population of 97 people spread over the two banjars, a list 

of names was made. 

c)  from the list of names the proportion is made according to the number of residents 

working in the field in each banjar.  

d) after determining the percentage of each banjar sample, a random random selection 

technique is done.  

e) Selected 32 samples of tourism actors spread in each banjar. 

 

Research variable  

The variables in this study are: (a) the independent variable is community empowerment 

through the implementation of ergo-entrepreneurship-oriented green and clean tourism; (b) 

the dependent variables are: (1) entrepreneurial attitude and (2) concern for the 

environmental conditions of the settlement. To avoid errors in data collection, the following 

research procedures were made.  

1. Identify the problems faced by tourism actors by using urgent criteria (as soon as possible 

they have to be solved), essential (may be delayed for a short time), and important (may be 

delayed for a long time).  

2. Collecting data on entrepreneurial attitudes before and after empowerment by using a 

validated ergo-entrepreneurship questionnaire. 

 3. Collecting data on community awareness of the environmental conditions of the 

settlement using a validated environmental awareness questionnaire.  
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Data analysis  

Data analysis techniques used in this study are as follows. Firstly, data on entrepreneurship 

attitudes and environmental awareness before and after treatment are analyzed 

descriptively by searching for the mean and standard deviations. Secondly, the results of the 

descriptive analysis are then tested for normality by the Kolmogorov-Smirnov test at a 

significance level of 5% and it turns out that the data are normally distributed (p> 0.05). 

Finally, hypothesis testing of entrepreneurial attitudes and environmental awareness data 

before and after treatment were analyzed by paired t test because the data were normally 

distributed at a significance level of 5% and then the percentage of changes was seen. 

 

 

RESULTS AND DISCUSSION 

 

Based on the data obtained in this research, the ergo-entrepreneurship training has 

improved the community attitutes toward enterpreneurship as well as improving the 

community awareness to preserve the environment. This result can be seen in Table 1.  

 

Table 1. Descriptive test results of entrepreneurial attitudes and community awareness of 

the environmental conditions of Peliatan community 

 

Variabel Before 

Implementation 

After 

Implementation 

Results 

entrepreneurial 

attitudes 

 

64,08 77,93 Increase 

21, 61% 

environmental 

awareness 

 

72,18 88,40 Increase 

22,47% 

 

Based on the results of the analysis in Table 1 it can be explained that there was an increase 

in entrepreneurial attitudes of 21.61% between before and after the implementation of the 

ergo-entrepreneurship training results. Similarly, community awareness also increased by 

22.47% between before and after the implementation of ergo-entrepreneurship training. 

Furthermore, t-test and p-test were conducted to measure the impact of ergo-

enterpreneurship training in Peliatan Village. The result can be seen in Table 2.  
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Table 2. T-test results on entrepreneurial attitudes and environmental awareness. 

 

Variabel Before 

Implementation 

After 

Implementation 

t-test 

results 

p-test 

results 

entrepreneurial 

attitudes 

 

64,08 77,93 43,109 0,0001 

environmental 

awareness 

72,18 88,40 52,083 0,0001 

 

In Table 2 can be seen clearly that there was a significant increase in entrepreneurial 

attitudes of tourism actors by 21.61% (p <0.05) between before and after the ergo-

entrepreneurship training results were implemented. Similarly, community awareness on 

the surrounding environmental conditions, was significantly increased by 22.47% (p <0.05) 

between before and after the implementation of ergo-entrepreneurship training. That means, 

that the implementation of green tourism oriented ergo-entrepreneurship can actually 

increase entrepreneurial attitudes and public awareness of environmental conditions.  

 

The findings in this study indicate that there is a significant increase on entrepreneurial 

attitudes of 21.61% (p <0.05) between before and after the implementation of ergo-

entrepreneurship training. It happened as a result of the higher sense of confidence for 

entrepreneurship. This condition will certainly have implications for other members of the 

community who were not initially interested in entrepreneurship in the culinary field and 

finally dared to try to open up new businesses in the field. In addition, residents who had 

previously been involved in the culinary field seemed to be interested again in developing 

the business. This can be seen from the research findings that in Peliatan Village has as many 

as 21 new businesses. Entrepreneurship training can motivate people to develop local 

culinary businesses that are quite attractive to consumers (Sutajaya & Warpala, 2017).  

 

These findings support the previous research results by Sutajaya & Gunamantha (2013), that 

66.7% of culinary businesses increase the quantity and quality of their products. Culinary 

characteristics in Peliatan Village were: (a) selling traditional food is done by 73.3% of 

traders; (b) selling 40.0% of the local village specialty food; and (c) self-cooked food sold is 

done by 73.3% (Sutajaya & Warpala, 2015). This condition will certainly have implications 

for the sustainability of existing culinary businesses in Peliatan Village, especially if it is 

supported by an increasingly stable attitude of entrepreneurship and an ergonomic-oriented 

culinary business development mechanism known as ergo-entrepreneurship. In this case 

Manuaba (2015); Gohari, et al (2013); Lee, et al (2014); and Yumang, et al (2014) state that the 

use of ergonomic principles in designing a product makes the product more user-friendly, 

satisfying, comfortable, safe, energy efficient, and environmentally friendly. 
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Discipline is the key to success for an entrepreneur. This motto that can motivate culinary 

traders in Peliatan Village. When given a training, it was emphasized that in carrying out 

businesses, an entrepreneur must have high discipline. The meaning of the word discipline 

is the accuracy of the entrepreneur's commitment to the task and work. The intended 

accuracy is comprehensive, namely the accuracy of time, quality of work, work systems and 

so on. Accuracy with time, can be fostered in a person by trying to complete the work in 

accordance with the planned time. The nature of often delaying work for a variety of 

reasons, is an obstacle that can prevent an entrepreneur from achieving success. Discipline 

to commitment to the quality of work can be fostered by the obedience of entrepreneurs to 

that commitment. Entrepreneurs must obey the principle.  

 

High commitment in developing culinary business has implications for success in 

developing the business. This commitment is always emphasized in training and is expected 

to improve one's entrepreneurial attitude. Commitment is an agreement about something 

that is made by someone, both himself and others. In carrying out its activities, an 

entrepreneur must have a clear, directed and progressive commitment (oriented to 

progress).  

 

An entrepreneur who is maintaining his commitment to consumers, will have a good will 

and will get the trust of consumers. Then, business will grow based on world of mouth 

promotion.  High creativity and innovation as a measurable indicator used in assessing 

entrepreneurial attitudes are quite visible in the development of culinary businesses. The 

creativity should be based on advanced thinking, full of new ideas that are different from 

products that have been available so far in the market. Creative ideas generally cannot be 

limited by space, shape or time It is often genius ideas that provide new breakthroughs in 

the business world initially are based on creative ideas that seem impossible. 

 

The findings in this study also indicated that culinary awareness of the environment to the 

surrounding environment significantly increased by 22.47% (p <0.05) between before and 

after the implementation of ergo-entrepreneurship training. That means, that the 

implementation of green tourism can increase public awareness of environmental 

conditions. In this case Rini, et al. (2017) states that by being aware of the environment, the 

environment will be better and can provide something positive that can be put to good use. 

Environmental management can be interpreted as a conscious effort to maintain or improve 

the quality of the environment so that basic needs can be met as well as possible. 

Environmental awareness is awareness to direct the attitude and understanding of the 

community towards the importance of a clean, healthy, beautiful, and attractive 

environment. These findings are synergized with the opinion of (a) Chen (2013) which states 

that environmental knowledge is a set of ecological knowledge possessed by individuals 

about the environment that will have implications for their concern for the development and 

preservation of the environment; (b) Julina (2013) which states that knowledge about the 
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environment can affect consumer attitudes .; (c) Lee (2011) which states that knowledge 

about ecology is a basic knowledge possessed by a consumer about things that can be done 

to assist in environmental protection activities that are facilitated by behavioral 

commitments.  

 

That means that the higher the level of environmental knowledge and attention a person 

has, the higher the ecological attitude he has; (d) Rini, et al (2017) report that environmental 

knowledge has a positive and significant effect on attitude with an estimated standard value 

of 0.273 and a probability value of 0.008 (p <0.05), environmental awareness has a positive 

and significant effect on attitudes with values standard estimate of 0.517 as the highest 

estimated standard value and probability value of 0.0001 (p <0.05), environmental 

knowledge has a positive and significant effect on purchase intention with an estimated 

standard value of 0.246 as the lowest estimated standard value and a probability value of 

0.005 (p <0.05), environmental awareness has a positive and significant effect on purchase 

intention with an estimated standard value of 0.292 and a probability value of 0.003 (p 

<0.05), and attitude has a positive and very significant effect on purchase intention with a 

value standard estimate of 0.423 and a probability value of 0.0001 (p <0.05), and (e) Ardianti, 

dk k. (2017) reported that it can be seen that the results of an increase in environmental care 

behavior and student responsibility on average are included in the high criteria of 57.14% 

and the results of the normalized gain test indicate that as many as 57.14% of students 

experienced an increase in environmental care behavior scores and responsibility in the high 

category. 

 

Purwanti (2017) also reports that character education care for the environment is an attitude 

that a person has to improve and manage the environment properly and beneficially so that 

it can be enjoyed continuously without damaging the situation, helping to preserve and 

preserve so that there are sustainable benefits. The purpose of character education for 

environmental care is to encourage community to manage the environment, avoid the 

nature of damaging the environment, foster sensitivity to the environment, instill soul care 

and responsibility for the environment, and students can be examples of environmental 

saviors in life wherever located. 

 

Obstacles in Implementing Ergo-Entrepreneurship 

The obstacles found in implementing the Green Tourism oriented to Ergo-entrepreneurship 

are as follows: (1) Not yet known, understood, and understood about the rules of 

ergonomics that can be used as a reference or standard in designing Green Tourism; (2) If 

the rules of ergonomics are known, but because they are more concerned with artistic 

elements, the standards that apply in ergonomics are often ignored or secondary; (3) Not yet 

known the consequences that will arise if the design of tourism is not in accordance with the 

rules of ergonomics; (4). Some infrastructure designs not included ergonomic elements or 

have not referred to physiological responses to organs that will receive stimulus from the 



269 
 

design products; (5) Due to economic considerations, an ergonomic reference is often 

ignored.  

 

Effective and efficient steps that can be taken to overcome the obstacles mentioned above as 

an alternative solution are as follows. Firstly, It is necessary to give a pilot project about the 

development strategy green tourism which is ergo-entrepreneurship oriented. Secondly, in 

every strategic place, information boards are installed on the importance of developing clean 

and green Rurung Tourism oriented to ergo-entrepreneurship with its implications for 

enhancing entrepreneurial attitudes and caring for the residential environment. 3. Each 

Rurung Tourism supporting infrastructure is equipped with warnings about the dangers 

posed when passing through the area, so that visitors will be more careful and alert when 

traveling. 4. Television as an electronic media that can be watched by many people seems to 

be quite effective if it is used for the promotion of ergonomic Rurung Tourism socialization 

that considers the health, safety and security of visitors. 5. Staging traditional dances in the 

community should also be able as an intermediary in the delivery of ergo-entrepreneurship-

oriented Rurung Tourism development strategies, which can be displayed in the form of 

jokes or significant insinuations. 6. The government should start to pay attention to the 

environmental conditions of settlements, especially the alleys or rurung which are very 

potential to be used for roads, because they will have implications for economic activities in 

the area, considering the more visitors passing through the area the higher their chances of 

enjoy the culinary. 7. The public should begin to realize how important it is to know and 

understand the development strategy of ergo-entrepreneurship oriented tourism, for the 

sake of the sustainability of the tour and the culinary businesses in the area. 

 

CONCLUSIONS 

 

Starting from the discussion examined based on relevant literature, it can be concluded: (1) 

the implementation of ergo-entrepreneurship-oriented green and clean tourism can increase 

the entrepreneurial attitude of the local community by 21.61%; (2) the implementation of 

ergo-entrepreneurial clean and green tourism can improve public awareness of the 

environmental conditions of the settlement by 22.47%; and (3) the constraints faced in 

relation to the implementation of clean and green tourism, ergo-entrepreneurship oriented 

are more technical and economical that can be overcome through awareness programs. 

Suggestion Based on the above conclusions, the suggestions conveyed in this study are: (1) 

to the local community it is recommended that they continue to use the ergo-

entrepreneurship reference in developing clean and green rurung tourism because it has 

proven to be relevant enough to be applied; (2) it is recommended that community leaders 

continue to pay attention to environmental conditions in residential areas that pose a risk to 

public health; and (3) related agencies should always facilitate efforts to improve 

environmental conditions through the Community-Based Settlement Environment 

Structuring program which is synergized with the Tri Datu concept. 
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