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Abstract 

 

The aim of this paper is to study the impacts of the movie Ada Apa Dengan Cinta? 2 (AADC 2) 

on the tourism development in Yogyakarta. AADC 2 was released in 2016 and became second 

best-selling movie of that year. The result of this research is to find out the impacts of the 

mentioned movie on the tourist’s enthusiasm to visit Yogyakarta and its impacts on the shooting 

location. This research was conducted by visiting the shooting locations and interviewing 9 

(nine) informants, consisting of 3 (three) owners and manager of the locations, 4 (four) visitors 

of the locations, 1 (one) Yogyakarta-based social media influencer, and 1 (one) representative 

from the Government Tourism Office of Special Region of Yogyakarta. This research was based 

on descriptive qualitative method and analyzed by using Miles and Huberman technique, which 

included data reduction, data display, and conclusion drawing. The result of this study 

concluded that there was, indeed, a real impact on the phenomenon of film-induced tourism in 

Yogyakarta, which is shown by the increasing enthusiasm and visit of the tourists to the shooting 

location of AADC 2. 
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Introduction 
Indonesia is a country that has great potential in various important sectors such as 

mining, culinary, culture and tourism. One of the sectors that becomes prime selling value and is 

continuously developed throughout the world is tourism. According to Minister of Tourism Arief 

Yahya, for Indonesia, tourism is a contributor to GDP, foreign exchange, and easy and 

inexpensive employment (www.dpd.go.id). Therefore, at the moment, Indonesia is starting to 

promote its diversity of tourism and culture.  

Along with the advances in technology and art, the forms of tourism are also developing. 

One of its forms is film tourism, a new tourism trend, in which the choice of destination is 

motivated and inspired by a film. This is encouraged by the ability of film as a medium for 

message deliverance and mass communication tool. A film and media in general can be an 

efficient promotional medium. 



Film tourism has an effect on improving the economy and the relationship between film 

and tourism industry. Asside from providing pleasure and satisfaction for tourists, film tourism 

also offers spiritual wealth and new experiences. Film can be one of the causes that influence the 

journey of an individual (Iwashita in Vagionis and Louminoti, 2011). After watching a film, 

people are motivated to experience visiting a place that they see on the screen themselves. 

Everything that causes people want to visit something because of the influence of the film is 

hereinafter referred as film tourism (Karyadi, 2015). 

Film tourism (film-induced tourism) is a visit done by tourists to a destination which is 

shown on television, video or on the cinema screen (Hudson & Ritchie, 2006a). One of the 

causes of the increasing popularity on film tourism is the increase on number of people who like 

to travel and the developing world of entertainment (Hudson & Ritchie, 2006b). When people 

seek what they see on a movie screen, they are film tourists (Busby & Klug, 2001).  

One of the films in Indonesia that encourages a massive increase in film tourism is Ada 

Apa Dengan Cinta? 2 released on 28th April, 2016. The film produced by Miles Productions is a 

sequel to Ada Apa dengan Cinta? which was released in 2002. The film successfully reached 3.6 

million viewers and became the second best-selling Indonesian film in 2016, starred by Dian 

Sastrowardoyo as Cinta and Nicholas Saputra as Rangga (filmindonesia.or.id). In the second film 

that surpassed the succes of the first film, Cinta who was on vacation with her friends in 

Yogyakarta was accidentally reunited with Rangga who visited his ill mother. The reunion after 

14 years of separation then involved a series of debate which was ended with a heart-to-heart 

talk. Together, they toured to various tourist and culinary locations in Yogyakarta such as 

Chicken Church, Ratu Boko Temple, ViaVia Bakery & Resto, Klinik Kopi, Punthuk Setumbu, 

Sate Klatak Pak Bari, Sellie Coffee, and many other locations which later became very popular 

to be visited by tourists. 

Yogyakarta itself has already had a unique charm that attracts people to visit, study, work 

or even live in. The area with the status of Special Region of Yogyakarta was established by 

Prince Mangkubumi (Sultan Hamengkubuwono I) and originally named Ngayogyakarta 

Hadiningrat. It was founded in 1755 as a result of the Giyanti Treaty. Yogyakarta later grew into 

a city full of classical Javanese culture and art such as geguritan (poetry), dance, painting, 

gamelan, tembang (song), literature and carving (http://ciptakarya.pu.go.id). In addition, this city 

also has an ancient architectural attraction and cultural assets, and is known as a student city. 

Obviously there are many factors that cause the development of tourism in Yogyakarta. 

In April 2016, Ada Apa Dengan Cinta? 2 (AADC 2) film took a shot in several locations in 

Yogyakarta. The film was managed to become one of the best-selling films in 2016. Therefore, 

researchers conducted a research on the impact of the AADC 2 film on the development of 

Yogyakarta tourism. 

 

Method 
This study applied qualitative research method. According to Yin (2011), there are five 

elements that form the definition of qualitative research, they are (1) studying the meaning of 

human life in real-world conditions; (2) representing point of view of people in a study; (3) 

covering contextual conditions in which the person lives; (4) providing views or concepts that 

are able to explain human’s social behavior; and (5) using multiple sources of evidence and not 

only from a single source. 



In this study, the data was collected through by semi-structured interviews with nine 

informants selected by the convenience sampling and purposive sampling methods. The results 

of the interview were also supplemented with observations and documentation. 

 

Validity and Reliability 

 In a study, there must be a validity process to ensure the truth. The reliability implies that 

the instruments used in a research to obtain the required data can be trusted. This study applied 

triangulation techniques to test the accuracy of the data collected during the data collection 

process. 

According to Sugiyono (2013) source triangulation is testing the credibility of data by 

checking the data obtained from several sources. Triangulation of sources in this study will be 

conducted as follows: 

a. Comparing interview result to collected documentation data 

b. Comparing observation data to interview result with informants  

c. Comparing interview result from one informant to another 

After data triangulation was carried out, the researcher would conducte data analysis 

through data reduction and data presentation descriptively to draw conclusion from this study.  

Data Analysis Technique 

All the data obtained in data collection, such as interview and observation results, as well 

as documentation secondary data, would then be tested using source triangulation technique to 

test their validity and reliability. Afterwards, they were analyzed descriptively and focused 

towards the impact before and after those locations were used as Ada Apa Dengan Cinta? 2 

filming location, as well as the increase of tourists visit to the locations mentioned. 

In presenting the data in order to be easily understood, qualitative data anaylisis would be 

conducted with interactive analysis model from Miles and Hiberman, consisted of three activity 

flows as follows: 

a. Data Reduction 

Collecting the data from the informants through interview and reducting the data 

which were irrelevant or not needed. 

b. Data Presentation 

After the collected data were reducted, they were later presented in the form of 

narrative description. 

c. Conclusion Drawing 

The result showed that there are impacts from Aada Apa Dengan Cinta? 2 film 

towards the growth of tourism in Yogyakarta. 

 

Results and Discussion 
Based on the data obtained by the researchers through interview and observation processes 

as well as documentation, there are several points obtained in A,B,C,D as follows: 

 

 

 

 



A. Towards Sites Owner and Manager 

1. Types of sites visitor. 

From the results of interview with the informants, it was found that types of 

visitors who came to the location were young people, families, coffee fans, and 

people who watched AADC 2 film. 

2. The condition prior becoming AADC 2 film setting. 

Before becoming shooting location for AADC 2 film, ViaVia Resto, were mostly 

visited by foreigners, Kopi Kopi was operated from 16.00 to 23.00, and Sellie 

Coffee was operated from 12.00 to 24.00. Sellie Coffee working area is also 

smaller after it was used for AADC 2 filming. 

3. Positive and negative impacts after being used as AADC 2 film setting 

Positive impacts felt by the managers and owners of the locations were the 

increase of the income, visits, and job offers. The negative impacts felt were the 

crowds of many visitors which sometimes cause the inconvenience and road 

congestion, and the emergence of shocked culture shocked. However, these 

negative impacts can be properly overcome by each location manager. 

4. The changes or actions taken regarding to the implacts of AADC 2 film 

towards locations. 

The shortening of Klinik Kopi working hours which was initially from 16.00 to 

23.00, became only 20.00. Whereas in Sellie Coffee, it was from 12.00 to 24.00, 

now it starts from 17.00. 

5. Opinions and expectation for film-induced tourism phenomena 

Because the three site owners and managers felt positive impact of film tourism 

phenomena, all of them supported the development of film tourism, especially in 

Yogyakarta, and stated that film was indeed a powerful promotional tool. 

 

B. Towards Sites Visitors 

1. Motivation to visit the sites. 

The motivation of the informants to visit the sites was having culinary tour to 

Yogyakarta since they know it from AADC 2 film. 

2. The knowledge of AADC 2 film and its relation to the sites where they were. 

All informants have watched AADC 2 film and they knew the location where they 

were have ever been used for its shooting, also the scene was taken place in that 

location.  

3. Opinions on tourism condition in Yogyakarta and its development. 

For native people, tourism in Yogyakarta is continuously developed year by year 

and it can be seen from better infrastructure provided. While for international 

tourists, Yogyakarta is considered to have much attractiveness, yet it can be 

developed more from the accessibility and infrastructure.   

4. The impacts from AADC 2 film. 

For native people, it is clearly felt that AADC 2 attracts tourists to visit the sites of 

film setting. Some sites which were previously less popular and undeveloped, 

usch as Chicken Church and Punthuk Setumbu, now are becoming famous and 

maintained. Furthermore, for international tourist from Malaysia, AADC 2 could 

introduce Yogyakarta to its audience and raise the desire to visit it. 

 



5. Opinion regarding film-induced tourism. 

The informants, who were the sites visitors, supported the development of film-

induced tourism due to its positive impacts, great influence, and capability to be 

an effective promotional tool for certain tourism sites.  

 

C. Towards Yogyakarta-based Social Media Influencer  

1. Backround of becoming social media influencer. 

The first time for Ari Sebastian became a social media influencer when he won 

Mister Teen Indonesia in 2015 with Social Media Influencer title. 

2. Opinion on tourism in Yogyakarta. 

Accroding to Ari, Yogyakarta had various tourist attractions, ror example, nature 

tourism, artificial tourism, and culinary tourism. Additionally, the condition of its 

tourism was continuously developed and it had better infrastructure. 

3. The knowledge of AADC 2 film and the location used for filming. 

Ari has watched AADC 2 film and ever visited several of its filming locations for 

working purposes, that was in Lokal Resto and Villa Sunset. 

4. The changes felt as influencer and endorser after Yogyakarta was used for 

filming AADC 2 film. 

According to Ari, after Yogyakarta was used for filming AADC 2, several 

companies took the advantages of the popularity of AADC 2 and recruited him to 

be advertising star for some products in the locations for filming AADC 2. He 

said that the companies assumed the concept which realted to the film was easy to 

remember and memorable towards society.  

5. Opinion regarding film-induced tourism. 

He argued that film had great influence and was able to be a mean of promotion, 

introduction, and information, as well as owned persuasive factor which could 

attract people to visit the sites which had been used as a setting of a film. 

 

D. Towards DIY Tourism Agency 

1. General tourism condition in Yogyakarta. 

There are three major indicators which became the parameter of DIY Tourism 

Agency’s work achievement in developing tourism in DIY, they were number of 

tourists, length of stay, and expenditure. From one year to another, there was a 

gradual increase for those aspect although it was not significant compared to Bali.  

2. Tourism development in Yogyakarta after becoming AADC 2 film setting. 

Tourism Agency of DIY had the report and clearly saw that there was rapid 

increase on number of visitors to the locations of AADC 2 filming. Moreover, 

after AADC 2 “booming”, coffe shop business and hangout culture of the 

youngsters seemed to be developed in Yogykarta. 

3. The length of impact from AADC 2 film towars tourism in Yogyakarta. 

The impact of AADC 2 film was more or less felt for a year after the movie was 

released in April 2016, although until 2019 it still can be felt. 

4. Pull factor for tourists in relation to film-induced tourism phenomena. 

Mr.Don Charles said that film had impact in national scale which was able to be 

the encourgament for attracting the tourists to visit tourism sites. 



5. Opinion and expectation towards film-induced tourism phenomena towards 

tourism in Yogyakarta. 

As the representative of DIY Tourism Agency, Mr.Don Charles expected that 

Yogyakarta could be the film setting for world qualified movies in the future, 

especially for the places which had not been explored yet. He also expected that 

the new airport which soon would be operated in Yogyakarta could also support 

the development of tourism in DIY.  

 

E. General Tourism Condition in Yogyakarta 

From the overall interviews and observations done by researchers, the results of 

tourism conditions in Yogyakarta in general was obtained. Every year, tourism condition 

is improved. It is measured by several work success indicators, including the number of 

tourists, length of stay, and tourist expenditure. Although the number is not overly 

significant and still lower than Bali, but the increase continues to occur either from the 

number of foreign or domestic tourists. 

From long time ago, it had been known that Yogyakarta had various interesting tourist 

attractions, ranging from historical tourism such as Prambanan Temple and Ratu Boko 

Temple, nature tourism such as Mount Merapi and Kaliurang, cultural tourism such as 

Keraton, commercial tourism in Malioboro. Up until now, there are more coffee shops 

with affordable price which become a favorite place to hangout by young people. No 

wonder the area continues to be busy, especially on the weekends. 

More tourist attractions and entertainements in Daerah Istimewa Yogyakarta (DIY) 

make it to become one of favorite destinations for the tourists. In 2016, it was recorded 

that there were 21.445.343 domestic tourists visited tourists attractions in DIY Province 

which were historical and cultural sites, museums, tourism kampong, and other 

attractions. While in 2017, the number of international and domestic tourist who visited 

tourists attractions increased to 25.950.793 (www.visitingjogja.com). 

Aside from that, it is important to understand that although the focus of this research is 

the impact of film tourism phenomena towards tourism in Yogyakarta, there are many 

other factors which emerge the increase of tourists to Yogyakarta in general. One of them 

is MICE activity which in 2016 there were 14.069 events held in starred hotel, joined by 

951.527 participants. In 2017, it was recorded there were 16.135 MICE activities joined 

by 1.046.908 participants (www.visitingjogja.com). 

The number of tourist attraction and interesting activities that draw visitors to come to 

Yogyakarta become the major factors in the increase of number of tourists to the area. 

The film tourism phenomenon appears to be one of the pull factors. All the factors 

mentioned are supported by better infrastructure development in each year, such as the 

construction of new roads and airports, although there is a space remained for more 

improvements in the future for tourism development of DIY.     

 

F. The Impacts of AADC 2 Film towards Tourism in Yogyakarta 

According to researchers’ interview results, documentation, and observation, there 

were positive and negative impacts of Ada Apa Dengan Cinta? 2 (AADC 2) film 

obtained to tourism inYogyakarta. All parties stated that AADC 2 film caused an uproar 

or euphoria effect which caused an increase in popularity of the locations that were used 

http://www.visitingjogja.com/
http://www.visitingjogja.com/


as shooting locations. Those which were used for filming AADC 2 film were the anti-

mainstream destinations or previously they were not widely known by public. 

Tourists from many regions, even abroad, arrived at those locations and tried to 

capture the moment at certain points or locations which became scene settings in AADC 

2 film. It was, in additionally, not only raising the location’s popularity but also enhance 

the profit of managers and owners. AADC 2 film also had positive impacts to other 

businesses in Yogyakarta, such as coffee shops development and creating opportunities 

for travel agents to offer AADC 2 themed tour packages. 

As for the negative impacts of the crowd from the AADC 2 film including road 

congestion, protests from local residents due to the crowd, and culture shock. 

Nevertheless, these negative impacts can be overcome and understood by the concerned 

parties.  

 

G. Film-Induced Tourism Phenomena in Yogyakarta 

Based on the results of interviews and observations done by researchers, it is showed 

that Yogyakarta is an area that is familiar with arts, such as painting, dance, music, and 

also film. Many films have selected Yogyakarta as their filming location, varied from 

indie films, FTV, and national films. The appearance of various locations in the film can 

attract visitors to the related location, especially if the film is seen and favored by many 

people. Those are later referred to as the phenomena of film tourism or film-induced 

tourism. 

The phenomena of film-induced tourism that occur in Yogyakarta are caused by 

various factors, such as the audience's interest to the film due to the storyline, the 

preference of the film actor, and the interest towards the location appeared in the film. 

Those factors also cause AADC 2 to successfully increase film tourism in Yogyakarta. 

The film has become one of the best-selling films in Indonesia up until now, starred by a 

row of top artists and actors, and also supported by interesting shooting locations. 

All parties who became informants in this study supported the development of film 

tourism, especially in Yogyakarta, because it was considered to have positive impacts. 

Although there have not many films like AADC 2 which was able to support the 

development of film tourism in Yogyakarta, it is expected there will be more qualified 

films to be made there.  

 

Conclusion 
Based on the results of analysis and discussion explained above, it is showed there were 

several influential impacts from Ada Apa Dengan Cinta? 2 (AADC 2) film to tourism in 

Yogyakarta. Those can be seen from the increase in destinations’ popularity that were used as 

film setting of AADC 2 film, and they led the increase in the number of visitors to those places. 

The pull factors that cause the phenomena of film-induced tourism in Yogyakarta with the 

AADC 2 film benchmarks are including the success of the film, the charm of the artists and 

actors, and the tourist attraction of each film shooting location. 

The impact of the AADC 2 film to tourism in Yogyakarta is still felt today, yet the effect 

was not as large as the initial screening time of AADC 2 film, precisely in April 2016. The 

impact of an increase in tourist visits because of the film is mostly felt for a year after the 

screening. However, due to the positive impact of film-induced tourism seen from AADC 2 film, 

all parties who became the informants in this study agreed that film tourism should be developed 



and it is expected that Yogyakarta would be a shooting location for qualified films with global 

audiences. 
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