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Abstract 

 

One of the programs that is being promoted is a tourism village development program as a 

destination of tourist destinations. The development of this tourist village is guided by 

developing an area that has the atmosphere of rural authenticity in social, economy and culture. 

In Indonesia a lot of areas that have the potential as a tourist village that can be developed. One 

of them that can be developed is batik tour village, because Indonesia was awarded Masterpieces 

of the Oral and Intangible Heritage for batik products from UNESCO in 2009. The purpose of 

this study is to find the factors that influence the decision to choose a tourist village. The 

research approach used is quantitative approach, using multiple regression analysis, with 100 

samples and using SPSS software for data processing. Free variables used are quality destination, 

location, promotion, and technology, while the dependent variable is the decision to choose a 

tourist village. The result is that four variables significantly influence the decision of choosing 

the village of tourism to be visited, so the advice to the local government that will sell the tourist 

village is to pay attention to the comfort, location, promotion and technology in the tourist area. 
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1. Introduction 

Tourism has an impact on the economy of a country because tourism is one of the contributors to 

economic growth both internationally, domestically and regionally. This impact is underlined by 

statistical evidence (World Travel and Tourism Council, 2004) which shows the importance of 

tourism in terms of Gross Domestic Revenue, as tourism opens employment and also increases 

economic development. 

Tourism by Gunn, 2002: Inskeep, 1991, is an activity from a tourist destination to an out-of-the-

road tourist destination and a residential neighborhood for a temporary stopover, fueled by a 

number of purposes such as getting fun, and accompanied by a variety of entertainment which 

can release tired and produce a travel experience and hospitality service. 

The tourism industry can be seen as one of the first business sectors where business functions 

almost exclusively use information and communication technology (ICT) (Garzotto et al., 2004). 
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Information Technology (IT) and ICT have played an important role in tourism development. 

Computerized reservations Systems (CRS) is the first application from IT around the world. 

Indonesia is a country that has a natural beauty that is recognized by the world, for it is currently 

the Government of Indonesia is promoting tourism, because it is believed that tourism will bring 

an impact on the interests of society such as economic conditions and also the welfare of society 

In the last five years, the contribution of the tourism sector to GDP has always increased since 

the year 2010 until 2015. Based on data from the Ministry of Tourism, in 2010 the contribution 

of the tourism sector to gross domestic income of 261.05 trillion rupiah and increased to 461.36 

trillion rupiah in 2015. The contribution of the tourism sector to foreign exchange amounted to 

7,603.45 million dollars in 2010 to 12,225.89 million dollars in 2015 and the tourism sector also 

contributed to the employment of 4 million people in 2010 to 12.1 million people in tahun2015 

or 10.6% of the total national workforce. Indonesia is supported by the potential of natural 

indulgence and cultural richness can be developed into a world-class tourism destination, in 

addition the government uses country building beautifully Indonesia to attract foreign tourists to 

visit Indonesia, thus expected and tourism Indonesia will grow rapidly. 

The location is the attraction, facilities and services of tourists (Kim and Brown, 2012), so the 

interesting location is that can present attractions to tourists and have the facilities required by 

tourists such as access roads and accommodation in addition to that also can meet the services of 

the tourists. Meanwhile, according to (Zabkar et al., 2010) a combination of three things such as 

attractions, facilities and services is a tourism product that will determine the interest of 

consumers. 

Considering some of these things then Indonesia can promote the tourism sector by selling its 

natural beauty and also considering the benefits of the tourism sector to increase Gross Domestic 

Revenue and the absorption of manpower hence can market the tourist village to become the 

object of destination from the tourer, for that then the writer wants to analyze factor affecting 

consumer decisions to determine rural tourism destinations. 

 

2. Literature review 

a. Tour Village 

Indonesia as a country that has a diverse natural and cultural beauty as well as a good natural 

panorama that has the potential as an area for tourist destination. Tourist destination area (Pendit, 



 

2002: 66) is a place or area visited by tourists because of the many attractions that can be 

displayed, the situation is easily accessible making it easier for tourists to visit and also other 

tourism facilities such as accommodation or lodging facilities and facilities internet, causing the 

place or area to become the object of tourist visits 

The Law on Regional Autonomy, supporting village that has the potential to become a tourist 

village, has the full support of the government and is part of the People's Tourism Program (PIR) 

designed to revive rural tourism, to become a tourist area, a business that activities to build or 

manage a certain area to meet the needs of tourism. 

The definition of village by (Windu, 1993) is the place of interaction between several business 

components: attractions, accommodation and other supporting facilities that are solidly 

incorporated in the prevailing culture and way of life. Attractions and accommodation are a 

major aspect to tourist villages. Asyari (2010) reinforces this definition by highlighting that: a 

village can only be marked as a village / tourist village when guests / tourists settle / stay / 

overnight in the village. 

The accommodation is to develop the residents' residence to be used as a place to stay from the 

tourists, thus the local community will gain an economic advantage in the form of 

Attractions are the living conditions of local people such as their culture and the physical 

condition of the village location that can make the interaction between tourists and the local 

community. 

According to Manuaba (1998), the planning of tourism development with the dimension of 

democracy is needed such as: 1) strategic planning that must have vision, mission, goals, 

objectives and work plan, 2) tourism is a tool for improving people's welfare, 4) tourist visits will 

certainly improve the quality of life of the community in the destination area, and 5) the 

participation of local people in the planning process. 

b. Tourism Village Approach 
 

The development of natural tourism should be able to contribute to the economy in a broad sense 

and stimulate development in other sectors (Supriana, 1997). 

The market approach uses several development strategy models such as: 1). Indirect interaction 

means that tourist villages benefit without direct interaction with tourists. The form of activities 

that is the writing of books on developing villages, village life, traditional architecture, historical 

background, postcard making and so on. 2). Half-direct interaction can take the form of a one-



 

day trip by travelers. Activities undertaken with local residents include meals and others and then 

tourists can return to the place of accommodation. The principle of this type model is that 

tourists just stop by and do not live with the residents in the rest area that has been provided. 3). 

Direct Interaction in the form of Tourist overnight using accommodation owned by the village 

c. Quality Destination 

 

According to Zabkar et al., 2010, the quality of the intended tourist attractions should reflect the 

specific attributes in accordance with the results of research conducted by Lopez-Toro et al., 

2010; Eusebio and Vieira, 2013; Chen et al., 2011; Moutinho et al., 2012) which produces 

different attributes to describe the quality of the sights. Despite this general classification, the 

relevant features of a goal are highly contextual and objective quality assessments must reflect 

the specific attributes that characterize the objectives. Currently the growth of rural tourism in 

many developed and developing countries is growing rapidly, although the number of studies in 

this field is still limited. Studies from (Loureiro and Gonzalez, 2008) mentioned that the quality 

of rural accommodation. Being a relevant attribute to measure the quality of rural tourism 

destinations. 

d. Location 

 

Location (Lupiyoadi 2011) is the place to conduct operations whereas according to Swastha 

2012 stated that Location is a place where a business or business activity is done. Location will 

determine the success of a business, because the location is related to the potential market of a 

company. The decision on location selection relates to long-term commitment to capital 

intensive aspects (Tjiptono, 2011). 

Urban marketing and location marketing are part of marketing (Braun, 2012), the opinion is 

supported by Ashworth and Voogd, 1990; O'Leary and Iredale 1976, which states that activities 

are favorable to the geographic conditions of a location by looking at the consumer side and not 

just from the producer side. According to Burgess (1982) and Gold and Ward (1994), Marketing 

is used to reconstruct urban imagery, while research from Short et al. (1993) states by changing 

the image to become a place of interest to investors. In a global era where increasingly fierce 

competition and the existence of the information technology revolution led to the adoption of 

place marketing in the context of urban regeneration (Paddison 1993, Van den Berg and Braun 

1999).  



 

 

e. Promotion 

According Swastha (2008) promotion is a short-term incentive to encourage the purchase or sale 

of a prodak or service to be means of communication of the sellers who inform, and remind 

potential buyers of a good. Promotion can affect consumers or persuade consumers to buy 

products offered. Promotional mix is the best combination of strategies from advertising 

variables, personal selling, and other promotional tools, all planned to achieve sales program 

objectives (Kotler, 2002) 

 

f. Technology 

The role of information and communication technology (ICT) in the world of tourism has a great 

influence because it can provide a very effective way of disseminating information, promotions, 

and business transactions. 

Utilization of technology in tourism includes two things, namely technology as a marketing 

medium of tourism area offered, and technology as tourism service company infrastructure 

necessarily require technological infrastructure in this case web or application base of IT which 

is useful to store and monitor information related to customer requirement. 

While e-marketing (electronic marketing) is a marketing process that uses electronic 

communication technology (Chaffey, 2000), especially the internet. By utilizing the internet 

facilities and also building the website will be easy to market the tourist village.  

 

g. Decision to Chose 

A decision is a choice between two or more alternatives, so the purchase decision (Peter and 

Olson, 2013) is the process of evaluating alternative behavior and choosing one. 

In the world of tourism, the process of decision-making by tourists or known by the term "Travel 

Behavior" in essence the same as the decision-making process as in previous models that 

consists of: the need or desire to travel, information collection and evaluation, the decision to do 

travel, experience and satisfaction while traveling, results and last is an evaluation of the journey 

(Palani & Sohrabi, 2013) 

 

3. Methodology 



 

a. Research Design 

Data collection was conducted in field surveys through the distribution of questionnaires given to 

communities who had the potential to travel to a tourist village. Secondary data include: general 

condition of research location, socioeconomic condition of community around tourist location, 

supporting facility and supporting infrastructure and local government policy in tourism sector. 

Data analysis is done by using multiple regression analysis that is quantitative analysis by using 

Likert scale according (Sugiyono, 2005) used to measure perception of a person or group about 

social phenomenon. The answer of each instrument item using Likert scale has gradation from 

very positive to very negative, which can be words such as: strongly agree, agree, hesitate, 

disagree and disagree. 

 

b. Data Collection and Analysis 

This research use multiple linear regression analysis, that is analysis used to know how far 

influence of independent variable to dependent variable. In this research, Quality 

Destination (X1), Location (X2), Promotion (X3), and Technology (X4) as independent 

variable, while decision to choose (Y) as dependent variable. 

Here are the results of calculations of multiple linear regression equations (Table 3): 

 

Ŷ = -0.507+0.166X1+0.414 X2+0.234X3+0.285X4  

Ŷ = Decision to Choose 

X1 = Quality Destination 

X2 = Location 

X3= Promotion 

X4= Technology 

Based on the regression equation that has been done, if the independent variable has a 

value of zero then the value of the dependent variable of -0.507, coefficient X1 (Quality 

Destination) of 0.166, means that each X1 increase one unit then the variable Y will rise by 

0.166 with the assumption that other independent variables of the regression model is fixed.  

X2 (Location) coefficient value of 0.414, means that each increase of X2 one unit then the 

variable Y will rise by 0.414 with the assumption that other independent variables of the 

regression model is fixed. 



 

X3 (Promotion) coefficient value is 0,234, meaning every increase of X3 one unit then 

variable Y will rise equal to 0,234 with assumption that other free variable from regression 

model is fixed. 

X4 (Technology) coefficient value equal to 0,285, meaning every increase of X4 one unit 

then variable Y will rise equal to 0,285 assuming that other free variable from model of 

regression is fixed. 

 

 

c. Coefficient of Determination (R2) and Correlation Coefficient (R) 

The correlation coefficient (R) of 0.707 describes the relationship between the free variable 

and the dependent variable quite closely as it approaches to 1. 

 

Table 1 Results of Coefficient of Determination and Correlation Coefficient 
 

Model R R Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

Durbin-

Watson 

1 .707
a
 .500 .478 .44151 1.936 

 Sources: data processed 

 

The coefficient of determination (R2) is 0.5. It shows that 50% of purchasing decision variable can be explained 

by Comfort, Location, Promotion and Technology variable. The result of the coefficient of determination is 

small because there may be other factors influencing purchasing decisions that are not used in this study. The 

value of these test factors is 50%. 

d. Simultaneous Significance Test (F Test) 

Test F determines whether all independent variables have a mutual influence on the 

dependent variable. 

Table 2 Test Results F 

Model 

Sum of 

Squares df 

Mean 

Square F Sig. 

1 Regression 18.482 4 4.620 23.703 .000a 

Residual 18.518 95 .195   

Total 37.000 99    



 

Sources: data processed 

The calculated value in the F test is 23,703 with the value of sig 0,000, meaning the variable of 

Quality of Destination, Location, Promotion and Technology simultaneously and has a 

significant influence on Purchase Decision. 

 

e. Individual Parameter Significance Test (t test) 

The t test is used to show the effect of an explanatory variable individually in explaining the 

variation of the dependent variable. 

Table 3 Partial Correlation Results 

 

Model 

Unstandardized 

Coefficients 

Standar

dized 

Coeffici

ents 

t Sig. 

Correlations 

B 

Std. 

Error Beta 

Zero-

order Partial Part 

1 (Constant) -.507 .508  -.997 .321    

X1 .166 .083 .155 1.991 .049 .380 .200 .145 

X2 .414 .092 .378 4.504 .000 .594 .420 .327 

 X3 .234 .088 .206 2.663 .009 .414 .264 .193 

 X4 .285 .094 .252 3.024 .003 .519 .296 .219 

Sources: data processed 

In test result t the sig value on X1 (Quality of Destination) is 0.049 or less than 0.05. this means 

X1 (Quality of Destination has a significant effect on Y (Purchase Decision). While at X2 

(Location) sig value of 0.000 or smaller than 0.05, means X2 (Location) has a significant effect 

on Y (Purchase Decision). While on X3 (Promotion) sig value of 0.009 or less than 0.05, means 

X3 (Promotion) have a significant effect on Y (Decision to Choose). While on X4 (Technology) 

sig value of 0.003 or less than 0.05, means X4 (Technology) significant effect on Y (Purchase 

Decision). 

Partial correlation aims to measure the relationship of independent variables to the dependent 

variable. 

The partial correlation value that occurs between the Quality of Destination variable (X1) and the 

Decision to Choose (Y) is 0,200. Partial correlation value that occurs between location variable 



 

(X2) with Decision to Choose (Y) equal to 0,420. Partial correlation value that occurs between 

Promotion variables (X3) with Decision to Choose (Y) of 0.264. Partial correlation value that 

occurs between technology variables (X4) with Decision to Choose (Y) of 0.296. This means 

Location has a dominant influence on Decision to Choose because the partial location correlation 

value (X2) is higher than that of the other variables. 

 

4. Result and Discussion 

Consumers were mostly 77 women (77%) and males as many as 23 (23%). The age of the 

respondents who filled the questionnaire was aged 25-34 as many as 16 people (16%), Age 34-

55 of 61 people (61%) and those over 45 years were 23 (23%). The most respondents who filled 

in this questionnaire were respondents aged 35-44 years 

a. Results of Effect Analysis of Comfort on Decision to Chose 

 

In the Convenience analysis (Table 3), the sig value at X1 (Quality of Destination) is 0.049 or 

less than 0.05. this means X1 (Leisure) has a significant effect on Y (Decision to Choose). This 

can be seen from the partial correlation value that occurs between the independent variables of 

Convenience (X1) with Decision to Choose (Y) is 0.200, smaller than Partial correlation value 

that occurs in other variables. 

Theoretically Quality of Destination can influence consumers in making Decision to Choose, as 

the results of the Study (Loureiro and Gonzalez, 2008) suggest that the quality of rural 

accommodation or tourist farming (Rozman et al., 2009) is the deciding factor of the decision to 

make a visit to the village tours. 

b. Result of Location Influence Analysis on Decision to Chose 

 

In the Location analysis results (Table 3), the sig value at X2 (Location) is 0.000 or less than 

0.05. this means X2 (Location) has a significant effect on Y (Decision to Choose). This can be 

seen from the partial correlation value that occurs between the variable free Location (X2) with 

Decision to Choose (Y) is 0.420, greater than Partial correlation value that occurs in other 

variables. 

Theoretically Location may affect consumers in making purchasing decisions, this is like the 

result of the Study (Braun, 2012), supported by Ashworth and Voogd, 1990; O'Leary and Iredale 

1976 state that location marketing is a beneficial activity against the geographic conditions of a 



 

location. Indonesia geographically has excellent natural locations, this is one of the factors that 

can win the competition to attract consumers to the area. Indonesia should be able to change the 

image of tourist locations into a place of interest by investors such as opinion from Short et all., 

(1993). Thus if many locations can be used as a tourist village it will make the location is visited 

by many tourists and make the village tour into a village that can restructure its economic 

conditions for the better, this is supported by research from Paddison 1993, Van den Berg and 

Braun, 1999) 

 

c. Result of Analysis of Promotion on Decision to Chose 

 

In the Promotion analysis results (Table 3), the sig value on X3 (Promotion) is 0.009 or less than 

0.05. this means X3 (Promotion) has a significant effect on Y (Decision to Chose). This can be 

seen from the partial correlation value that occurs between Promotion free variables (X3) with 

Decision to chose (Y) is 0.264, smaller than Partial correlation value that occurs in the Location 

variable. 

Theoretically Promotion can influence consumers in making purchasing decisions, this is like the 

result of the Study Swastha (2008) that the promotion is a means of communication from the 

seller who inform, and remind potential buyers of a goods. The promotion can also affect 

consumers to buy products which is offered. 

In order for customers interested in visiting tourist villages, the role of Promotional mix is so 

influential that it must know how to combine advertising, personal selling, and other promotional 

tools, all planned to achieve the sales program objectives (Kotler, 2002) 

 

d. Result of Analysis of Technology Effect on Decision to Chose 

 

In the technological analysis (Table 3), the sig value in X4 (Technology) is 0.003 or less than 

0.05. this means X4 (Technology) significant effect on Y (Decision to Choose). This can be seen 

from the partial correlation value that occurs between the free variable of Technology (X4) with 

Decision to Choose (Y) is 0.296, smaller than Partial correlation value that occurs in the 

Location variable. 

Theoretically Technology can influence consumers in making purchasing decisions, Overall in 

the tourism industry, information and communication technology (ICT) has a great influence 



 

because it can provide a very effective way for dissemination of information, promotion, and 

business transactions. 

In line with the report of World Tourism Organization (2011), marketing the tourist village 

with the utilization of technology as a very good media result, this is caused by the speed of 

information that can be presented and also the extent of affordability of information that can 

be conveyed such as through the website. In addition technology also supports tourism 

service companies that require technology infrastructure and IT-based applications that are 

useful for storing and monitoring information related to customer needs. Currently the 

information technology infrastructure in Indonesia has not been able to reach all areas of 

Indonesia, especially rural areas. The area of the tourist village is in need of this technology 

infrastructure, so the government in cooperation with investors can immediately realize to 

prepare the technology infrastructure to the entire region, especially the tourist villages that 

want to be sold to consumers interested in visiting the location. 

5 Conclusion and Implication 

The conclusion of this research is that Quality of Destination, location, promotion and 

technology influence to consumer decision to choose tourist area visited. Therefore, the 

development of rural tourism areas is very necessary because it also can improve the 

economic condition of the community, it is necessary a good cooperation between the 

government and the community to provide a tourist village that has quality of detination, 

quite interesting location, promote places that can be visited and provide technological 

infrastructure in the form of website and internet. 
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