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Abstract
Purpose – The purpose of this study is to investigate problems that emerged in indigenous community-based
tourism during the COVID-19 pandemic, to identify the actors involved and to identify values that were exchanged
between actors during the pandemic. This research is crucial given the limited studies around indigenous
community-based tourism during the pandemic, especially within the perspectives of value exchange theory.
Design/methodology/approach – This research used a constructionist paradigm with a qualitative
case study design. Data collection included interviews with six participants, virtual observation, an open-
ended questionnaire to 22 community members and 20 tourists, analysis of a book written by Sade’s
customary chief and social media artifacts. This study was conducted during the COVID-19 pandemic, where
physical distancing measures were applied, therefore most data were collected remotely. Purposive sampling
was used and research credibility was increased through detailed note taking, data sources triangulation and
member checking. Data analysis was conducted with a coding process, which involved continuous iterations.
Findings – Problems identified were decreased revenue and power disadvantage suffered by indigenous
community-based tourism. The actors involved in value exchanges varied, including value supporter (i.e.
government, private sector such as television, university), value creator (i.e. tourist) or secondary value
provider (i.e. travel agent). Values emerged in the interaction between actors in the network. Changes in
value exchanges were in terms of value types, relationship intensity between actors and ways of doing the
exchange. Non-human factor (i.e. non-actor) was also involved.

Research limitations/implications – Due to restrictive circumstances (i.e. COVID-19 pandemic), the
data collection procedure was limited to online communications and letter correspondence. Therefore,
opportunities to capture the full phenomenon might be missed as the researchers could not physically meet
with the participant.

Practical implications – It was possible for value exchange to alter due to situational factors, including a
pandemic. Business diversification is needed by indigenous community-based tourism to achieve a power
advantage. Values were found in the relationship between actors, hence, meeting channels or dialogue with
other actors could be optimized.

Originality/value – The context of this study, which was indigenous community-based tourism
during a pandemic contributed to the study’s originality. Research in this context, which used a clear

The author thanks the Lembaga Penelitian dan Pengabdian Masyarakat Universitas Ciputra for the
research grants and Sade community who participated in the interviews. The author thanks editor
and reviewers for the valuable feedback.

Value
exchange

Received 3 February 2021
Revised 2May 2021

Accepted 2May 2021

Journal of Enterprising
Communities: People and Places in

the Global Economy
© EmeraldPublishingLimited

1750-6204
DOI 10.1108/JEC-02-2021-0020

The current issue and full text archive of this journal is available on Emerald Insight at:
https://www.emerald.com/insight/1750-6204.htm

http://dx.doi.org/10.1108/JEC-02-2021-0020


theoretical framework such as value exchange theory, is scarce. Thus, opportunities for transferability
are broad.

Keywords Value exchange, Sense of place, Pandemic, Indigenous community-based tourism

Paper type Research paper

Introduction
In 2020, the World Health Organization declared a COVID-19 pandemic, where mobilization was
restricted to prevent the spread of the virus. Consequently, tourists were not able to travel and
experience tourist destinations, including to Sade, Lombok, Indonesia, which impacted the
economy. Worldwide tourism was recorded as low as minus 65% during the pandemic
(UNWTO, 2020) and Lombok experienced a tourism crisis as marked by a plummeting economy
by 71.7% (Badan Pusat Statistik [Indonesian Statistics Organization], 2020). This effect was also
felt by indigenous community-based tourism in Sade, and inevitably affected many tourism
actors including tour guides, craftspeople, musicians, dancers and sellers. Ideally, every actor
should have a crisis pre-planning (Kuo et al., 2008), but in reality, not every actor is prepared for
crisis. Indigenous community-based tourism in Sade has been relying on tourists who would
experience a sense of place. Moscardo (2008) explained that experiencing the sense of a place
gives tourists valuable experience. As an indigenous community enterprise, the Sade tribe offers
the sense of place in the form of unique, traditional buildings, which date back hundreds of years
ago, tourist attractions such as dances, crafts and even cultural rituals. Sade community upheld a
value that they should maintain traditions and not alter them as much as possible in the modern
world. However, this has not been easy to do during the pandemic. Recent studies found that
there will be major changes in the tourism industry as a result of the pandemic (Benjamin et al.,
2020; Gössling et al., 2021; Rice et al., 2020). Therefore, tourism actors need to consider new values.

Research surrounding pandemic and tourism have been conducted, but they have not been
focusing on indigenous community-based tourism. For instance, Page et al. (2006) investigated
tourism in Scotland during theflu pandemic, which found the importance of central communications
to facilitate stakeholders including the public, visitors, media, industries and the government. More
recently, tourism research from Kaushal and Srivastava (2021) during the COVID-19 pandemic
discussed the perspectives of hotel owners and educators.Meanwhile, Revindo et al. (2020) conducted
preliminary research on the effect of the COVID-19 pandemic on Indonesian tourism, but not
especially focused on indigenous community-based tourism. Research around tourism and the
COVID-19 pandemic are still limited and require further investigation (Sinay and de Sinay, 2020).
Furthermore, there is a population gap as research focusing on the perspectives of indigenous
community enterprise during a pandemic, is also limited. Meanwhile, surrounding research on this
topic was rarely based on theoretical perspectives, which also creates a theoretical gap. Therefore,
conducting this research is critical to address these gaps, by emphasizing the perspectives of
indigenous community-based tourismand the value exchange theory.

Earlier research on indigenous community enterprise have demonstrated strikingly
different dynamics compared with large companies. Peredo et al. (2004) explained that
indigenous enterprise has its own characteristics such as: they maintain social/cultural/
traditional values, they are more collectively-oriented and are not competitive or profit-oriented.
In developing their business, an indigenous enterprise may need economic assistance. In line
with this, Dana (2015) also explained that entrepreneurship run by indigenous people showed
the great difference to that of western capitalism, such that indigenous enterprises are more
characterizedwith communal activities, sharing and egalitarianism.

A research by Dana (2007) on the Amish community found that the community’s business
purposes were not only to maximize profit but also to preserve cultural and religious values.
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Dana (2008) also found Norwegian entrepreneurs tended to minimize risks rather than seeking
it. Meanwhile, in Indonesia, Anggadwita et al. (2017a) added to the understanding about the
community in Bandung, where the women entrepreneurs upheld the religious and socio-
cultural values more so than profits. In regard to this, Moscardo (2008) explained that
indigenous enterprises are unique because they involve multiple actors, and are more agile.
Further, Mika et al. (2019) described that the characteristics of the indigenous enterprise are its
focus on running a business that is oriented toward communal-sharing, sustainability and
culture, not merely transaction-oriented. Nevertheless, indigenous community-based
enterprises also face many challenges such as lack of financial access and lack of innovative
entrepreneurs as role models. These findings show the uniqueness of community-based
enterprises, especially among the indigenous community, compared with companies.

The present study aims to understand the perspectives of an indigenous community-based
tourism in Sade, Lombok, during such exceptional circumstances as a pandemic. This research
is crucial considering the lack of research around community-based tourism during a pandemic
that used a specific theoretical framework. This study aims to address: what are the problems
that emerged during the COVID-19 pandemic?, who are the actors/stakeholders involved? and
to identify values that were exchanged between actors during the pandemic.

Indonesia and Sade indigenous community-based tourism
Indonesia is an archipelagic state consisting of 34 provinces and 16,056 islands spread across
an area of 1,916,906 kms. As an archipelagic state, Indonesia is interconnected with straits
and seas. The population consisted of approximately 268 million people (Badan Pusat
Statistik [Indonesian Statistics Organization], 2020) within 1,331 tribes (Badan Pusat
Statistik, 2015). Dana (2014) described that the historic buildings and natural sceneries in
Indonesia have become an attractive tourist destinations. This also presented an opportunity
to the villages and local communities to create a sustainable tourism (Ratten et al., 2020).

Before the pandemic, Indonesia’s tourismwas ranked ninth in the world, third in Asia and
first in Southeast Asia (Antara, 2018). In 2015, the number of foreign tourists in Indonesia
was recorded up to 10,230,755 people, which then increased up to 16,106,954 people in 2019.
In 2018, tourists spent approximately 1,220 dollars per visit. Based on 2019 data, most
international tourists arrived from the Asia-Pacific region, followed by Europe and America.
The tourists stayed for 4 to 17 days, with an average of 8 days. The Indonesian Government
was aware of this tourism potential, and as a result had developed supporting
infrastructures, including transportation and accommodation. The majority of international
tourists arrive by flight, hence there are now 16 international airports in cities across the
country. The Indonesian Government had also provided more than seven seaports, and
increased the number of landport infrastructures. Back in 2013, Indonesia only had 2,387
accommodation and 436,959 rooms. In 2019, tourist accommodations increased up to 3,516
with 539,830 rooms (Badan Pusat Statistik [Indonesian Statistics Organization], 2020). These
increasing numbers demonstrated the seriousness of developing the tourism sector.

Despite the large tourism potential, Indonesian people commonly work in agriculture,
forestry and fishery sectors (Badan Pusat Statistik [Indonesian Statistics Organization], 2020).
This is also the case in West Nusa Tenggara, where the indigenous community of Sade,
Lombok resides. Although the people typically work as farmers or fishermen, the community
in Sade village demonstrates a unique phenomenon as they mostly work in the tourism sector.
The Sade community used to be farmers before they started working in tourism as tour guides,
craftspeople, dancers and sellers. The community abides by the principle of “mutual
cooperation” (Begawan bareng-bareng), and this is evident from the many social activities they
organize, such as metajen (helping with a work without expecting a reward or incentive) and
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besiru (taking turns in helping with a work) (Selake, 2011). Given a cohesive social system, the
Sade community collectively manages the village tourism as a unit, rather than individually.
Before the pandemic, the Sade community also enjoyed the tourism growth in Indonesia in
general and Lombok in particular. However, the ongoing pandemic has contributed to the
community’s significantly decreasing income.

Research on entrepreneurship associated with indigenous people in Indonesia is
increasing, including among the Minang tribe (Hastuti et al., 2015; Munir et al., 2020), the
Javanese tribe (Firmansyah, 2018; Kristiansen, 2002), the Chinese tribe (Dieleman et al., 2010)
and comparing the three (Andri et al., 2019). However, to date, there is limited research
among the Sasak tribe, the oldest tribe in Lombok.

Literature review
Value: independent vs interdependent
What constitutes as value? The description of value in the literature has varied, and this also
has been discussed in many disciplines. For example, Anggadwita et al. (2017a) and
Anggadwita et al. (2017b) discussed about Islamic value, which is typical in
entrepreneurship, such as associating the work with iman (worship) to Allah (God).
Similarly, Ramadani et al. (2017) also described the values of Muslim entrepreneurs who
prioritizes the Quran and Hadits teachings in running their businesses. These two studies
had explained religious values or values as a belief.

This study defined value through the framework of reciprocity or exchange theory, rather
than value as a shared belief or norms within the society. Some terms that are closely related to
the essence and understanding of value is a reward, reinforcement comparison level, resources,
incentives, utility and power. The terms “reward” and “reinforcement” are usually used by
behavioral psychologists, particularly Skinnerian, known for operant conditioning theory.
Meanwhile, Foa and Foa used the term “resources” and Thibaut and Kelley referred it to
“comparison level” and “comparison level alternates.” Economists and industrial-
organizational psychologists, on the other hand, called it “utility” or “incentive.” Others like
Molm or Emerson, who are often discussed in social psychology or sociology disciplines,
introduced another term, which is “power,” and they focused on the relations between actors.

Value could be seen from two perspectives, namely, value as an independent and an
interdependent concept. Value as an independent concept is when one actor has a valuable
resource that has not been exchanged with another actor. Foa and Foa (1980) classified
independent value as six resources of exchange, those are love, expression of warmth,
affection, comfort, status, expression of evaluative appraisals about prestige or pride,
information, including opinions and directions, money, including coins, currencies or any
valuable token that is widely used in the community, goods, including tangible products or
material objects and services, which include any activity relating to serving other actors. On
the contrary, Thibaut and Kelley (1959) emphasized value as interdependent. According to
them, exchange resources consist of comparable levels (comparison level) and alternates
(comparison level alternates). Unlike Foa and Foa, Thibaut and Kelley did not classify
resources, but they emphasized that a reward could only be called a “reward” if it can be
compared or has a meaningful difference with another reward. In other words, such
comparable levels are known as resources or incentives.

Interdependent perspectives of value: power interplay and value creation
Unlike Foa and Foa or Thibaut and Kelley who focused on exchange resources, Molm and
other experts named Cook and Emerson (1978) saw value within the relational perspectives
between actors. Molm (1997) explained the directions of relationships, which can be
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unilateral, bilateral (negotiated or bidirectional), and multilateral. She described these using
the term reciprocity. Reciprocity may happen unilaterally if one actor (Actor A) provides a
value to another actor (Actor B) and does not know when it would be reciprocated by that
other actor (Actor B). Bilateral reciprocity happens when both actors agree on the
transactions and the values being exchanged are balanced. Multilateral reciprocity happens
when the exchange of values occurs within a network. Emerson (1976) also explained value
exchange between actors, however, Emerson was more focusing on the power of the actors.
If one actor has a reward (value) needed by another actor who depends on that reward, they
have the power advantage. Contrastingly, the actor who depends on another’s reward will
be in the position of power disadvantage. Within the value exchange between actors, one
actor will likely have a power advantage if they have an alternate access to reward. While if
they lack alternate access to reward, they are in the position of power disadvantage.
Although Cook and Emerson, as well as Molm discussed power within value exchange,
Molm emphasized more on punishment power, while Cook and Emerson emphasized more
on reward power.

Grönroos, an expert in service marketing, also explained value within the relational
perspectives between actors. He specifically mentioned the roles of the actor in marketing,
namely, as value provider and value creator (the consumers). Rather than focusing on the value
being exchanged, Grönroos focused on the process that occurs between the provider and the
creator. Grönroos’ theory was a criticism directed at goods dominant logic perspective, which
emphasized on value attributes that are attached to goods such as price and quality. Value
according to Grönroos (2011) was the value in use by the value creator (the consumers).
He focused on explaining the relations between value providers and value creators. The
value creator (the consumers) has a transformative role, as they can alter the value provided by
the provider to make it meaningful, which is the value in use. Grönroos tended to discuss value
exchange in terms of dyadic relationships between the provider and the creator.

Relational marketing experts named Morgan and Hunt (1994) provided more
descriptions on the many actors (i.e. network) within a value exchange. For example, within
a business activity, various relations could be seen in the internal relations, supplier
relations, consumer relations and lateral relations. What has been described by Grönroos, if
being compared with Morgan and Hunt’s theory, was focusing on the relations with the
consumers, while Morgan and Hunt were more inclined toward the network. Tolkach and
King (2015), as well as Díaz and Rodríguez (2016), agreed with Morgan and Hunt that
exchange relations are important to understand the interdependence between actors, as well
as the relational structure. Despite coming from different disciplines, Morgan and Hunt’s
views are related to both Molm’s and Emerson’s who explained exchange through the
network between actors.

Sense of place value and the exchange in tourism
According to value creation theory, Grönroos (2011) described the actors were the provider
and the consumer. Grönroos emphasized value as value-in use, which is used by the
consumer. In this case, a tourist destination becomes valuable when tourists visit and make
use of the sense of place value offered by the value provider (value creator). If there are no
tourists visiting the place, it would not become valuable. Grönroos emphasized more on the
role of tourists in transforming the value provided by the provider into something that is
valuable to the consumers/tourists. Thus, value creation is a relational process between the
provider and the tourist. More specifically and in line with Grönroos, Prebensen et al. (2018)
explained that tourists are the one spending time, effort and money to visit an attraction. As
a result, tourists would enjoy authentic experiences, special memories, relaxation and
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prestige, which may improve their sense of well-being. By visiting a tourist destination,
tourists alter the sense of place value offered by the tourism provider into authentic
experiences. This sense of place value becomes value in use, by the tourists, where the co-
creation process takes place between the tourism provider and the tourists. Moscardo (2008)
reaffirmed the importance of consumers who play a role in creating the value, considering
the characteristics of tourism as a service-providing business is intangible, where it can be
“consumed”while it is being produced, unlike disposable goods.

What refers to a tourist destination is usually a place. Gieryn (2000) described that in
creating such a place, power interplays between actors are present. This shows that there is
a structure for exchange between the actors in creating the value of a place, and many actors
are involved. Therefore, it is important to understand value exchange between actors,
considering they would be the ones creating or offering a new value. As an example,
Rembulan et al. (2020) demonstrated that in a community-based tourism in Borobudur, both
State-owned Enterprises (Badan Usaha Milik Negara) and the community were involved in
the value exchange process to develop tourism.

In the context of tourism built by the indigenous community, both independent and
interdependent values are found. Values offered by the provider are usually the independent
values, which comprise the physical factors of the tourism place such as the area,
architecture, interior, products and focal point of interest (Kusumowidagdo et al., 2019).
Meanwhile, values become interdependent when those values are meaningful to the tourists,
and that a value exchange takes place between the provider and value creator. During this
process, interactions between the value provider and value creator occur, including those
between the tourists and local sellers or conversation and narration regarding tourist
destination described by a tour guide to the tourists (Kusumowidagdo et al., 2019). Such
interaction refers to the social factor of the sense of place, which, again, demonstrated that
value exchange in the tourism industry is interdependent.

Method
This research used the constructionist paradigm, which emphasized the importance of context,
inductive process and understanding from the perspectives of participants and interactions in
naturalistic settings (Holstein, 2018). Dana and Dana (2005) recommended researchers studying
entrepreneurship to use a methodology that pays attention to context, is comprehensive, deep
and inductive. Entrepreneurship is closely related to cultural expressions and values, therefore,
the qualitative method is suitable for this study to obtain richer and deeper findings (Dana and
Dana, 2005; Groenland and Dana, 2020). Qualitative method is a comprehensive research
method as it allows researchers to understand the actors, the actors’ roles, the mechanisms that
take place between the actor and the environment, typology, as well as redefining the existing
concept. Qualitative method also allows researchers to offer a powerful explanation of findings
with rich and detailed narratives that “frame the puzzle” (Dana and Dumez, 2015). Qualitative
method gives the opportunity to discover the new concept, which could be useful for
policymaking (Dana andDana, 2005).

This research used case study analysis, which is a type of method that explores a real
phenomenon, which has clear limits, such as a specific time and place (Creswell, 2013; Yin,
2003). Specifically, this research used an instrumental case study method, considering its
focus on an issue manifested within context (Stake, 2006). Other studies also have used the
case study method to understand entrepreneurship in certain contexts (Smith, 2012;
Bosworth et al., 2015; Akella and Eid, 2018; Pillai and Ahamat, 2018). Data were obtained
from multiple sources, namely, interviews, virtual observation, open-ended questionnaires,
documents (book and photograph) and social media artefacts such as Facebook, Youtube
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and online marketplace accounts (Tokopedia) owned by Sade community. As a
supplementary data, media coverage about Sade was also collected. This study was
conducted fromAugust 2020 to January 2021.

This research was conducted during the COVID-19 pandemic. Due to regional lockdowns
and social distancing measures, the entire data collection procedures were conducted using
various mediums including Zoom, phone calls and letter correspondence. Interviews were
conducted with six participants, consisted of one customary chief, two tour guides, one travel
agent, one craftsperson and one committee member of a local tourism group. The questions
asked during the interview are, for example, “could you tell us about tourism in Sade during
this pandemic?,” “could you tell us what efforts have been done to overcome the decline in
tourist visits during the pandemic?” and “could you tell us about any actor involved in
overcoming this andwhat were their roles?”The interviews lasted approximately 30 to 90min.

Data from an open-ended questionnaire were obtained from 42 participants. In total, 22 of
them were locals of Sade, comprising of village caretakers, village leaders, local youth, women
and elderly people, religious figures, tour guides, ticket counter workers, craftspeople, dancers,
farmers, sellers and musicians. The remaining 20 were tourists who visited Sade during the
pandemic. Documents were also collected as data, which were a book about the cultures and
customs of Sade and Sasak tribe in Sade published in 2011, as well as photographs data owned
by the authors. Moreover, virtual observationswere conducted through Zoomvideo calls with the
local community, and by the assistance of the locals to take pictures of the current situation
in Sade village. Meanwhile, data collection through social media were obtained with
permission from the Sade locals who managed the platforms. Following data collection and
interpretation, the researchers conducted participant validation or member checking procedure to
confirm the researchfindingswith the participants (Gibbs, 2007).

Purposive sampling technique was used, which was suitable for understanding such
unique cases as this research. Using this technique, the sample size was predetermined
based on the specific aim of the research (Neuman, 2014). Data analysis was performed by
the two authors, who are experienced in qualitative research. The steps of data analysis
were as follows, namely, transcribing findings into verbatim; examining the data, taking
notes and first phase of coding process; discussing codes with the research team; second
phase coding; conducting constant comparison while discussing with the research team;
confirming research findings with the participant; and discussing research findings with the
research team. The theory used in a qualitative study serves as an orientation, but when the
data is obtained, the researchers are also open to any possibility. Therefore, in the coding
process, there is a combination of theory and field data (Dana and Dumez, 2015).

The credibility of this research was achieved by using data sources triangulation, detailed
note-taking and participant validation procedures (Creswell, 2013). This study complied with
ethical standards, which involved providing adequate information to the participants, and
ensuring voluntary participation as indicated by signing an informed consent. Participants were
rewarded with money, e-money vouchers or souvenirs. The researchers ensured participant’s
anonymity when quoting. The researchers also presented the findings to Sade community
members and received feedback. This study has been reviewed and approved by Universitas
Ciputra’s Research and Community Services Unit (number: 019/UC-LPPM/HIP/SP3H/VIII/2020).

Findings
Characteristics of indigenous community-based tourism of the Sasak Tribe, Sade, Lombok
Setting
Figure 1 depicts the situation in Sade village, which is located in Lombok Island, West Nusa
Tenggara, Indonesia. It is located approximately 150 kilometers from Bali and is reachable
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with airplane or ferry. This village has been existing since 1070 AD (Selake, 2011). The name
Sade originated from the ancient Javanese term husade, which means medicine. The locals are
of the Sasak Tribe, which is the indigenous and oldest tribe in Lombok. Sasak was derived
from panjak de side Allah,which means “knowing with full awareness as one’s existence as the
servant of Allah (God).”The area of the village is approximately 1.79 hectares.

As seen in Figure 2, Sade is surrounded by rice fields, which use a rainfed irrigation
system. Harvesting season only occurs once a year. The rice fields are managed
traditionally, using cows and bulls for plowing. The traditional houses of Sade were mainly
constructed using bamboo and thatched roof (Plate 1). The house was supported with
wooden poles. These poles are smoked daily by the Sade people, hence they can last up to
around 300 years. The floorings were made of soil and cow dung. In the present day, Sade
people still live in these houses to preserve their local identity. The 15th generation currently
occupies these traditional houses.

The people
The Sade community consisted of 150 households, with a total of 700 people in the village.
Initially, the local’s main source of income was rainfed rice fields farming, and they were not

Figure 2.
Traditional house of
Sade, side view (left)

Figure 1.
The picture above
depicts the
geographical map of
Sade
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open to tourists. With the government’s assistance, the Sade community slowly started
welcoming tourists and became a tourism village in the 1980s. Currently, 60% of the locals
work in the tourism industry, including as tour guides, craftspeople, sellers or dancers. The
traditional houses they live in becoming tourist destinations. Meanwhile, the remaining
40%, who are the older generation, maintain their work as farmers. The following is an
excerpt that illustrates how the Sade community was initially not open to tourists:

“Sade began to have foreign visitors in 1975. However at the beginning of it the elders were quite
shocked by the foreign tourists” (W.MA.KSW.39-40).

Slowly, following the government’s assistance, the Sade community began to be more
welcome to tourists, as described here:

“.and then at what year when the assistance was provided? Was there a guide already?”

“It was [. . .] ehmm, the 1980s” (W.MA.KSW. 72–73).

“Among the next generations, they mainly just work as tour guides” (W.MA.KSW.96–97)

An artistic community
The women in Sade village make woven fabric using the traditional equipment. As tourism
increased, they began to wonder if tourists would buy what they produced. Consequently,
the Sade people, who initially consumed what their produced on their own, began to make
souvenirs for tourists (Plate 2). Tourists also had the opportunity to try making their own
woven fabric or spinning the yarn using the traditional equipment. The woven fabric or
other souvenirs were displayed within Sade’s traditional housing area (Plate 3). There, the
tourists could enjoy the physical environment while interacting with the locals.

There was a colossal music group in Sade village, named Gendang Beliq. The name was
derived from “gendang,” which is a type of percussion and “beliq,” which means large.
Hence, gendang beliq is translated as “large percussion” (Plate 4). The group often performs

Plate 1.
Sade traditional

house
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during traditional ceremonies or to welcome honorary guests in Sade. The group usually
accompanies Sade’s dance performance.

A community that is hierarchical, communal and homogenous
The Sade community is a collective society that is homogenous and communal. It is
homogenous as they follow endogamymarriage arrangements, while it is communal as they
emphasize interdependence. For instance, they share granaries (Plate 5) to ensure the
community’s food security.

“Yes, these granaries are within the same unit and can be shared between five to six households”
(W.PW.G.934).

Plate 2.
The pictures depict
the work of Sade
community, such as
bracelets andwoven
fabric (left) and the
manual process
(right)

Plate 3.
Woven fabric
displayed in Sade’s
traditional housing
area

JEC



Plate 4.
The picture depicts
Sade as a communal

society

Plate 5.
The “berugak

sekenam” (meeting
hall)
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In addition to shared granaries, Sade community also run village meetings in a space called
“ruang berugak sekenam,”which is an open-space meeting hall, as described by a local:

“We gather here in berugak sekenam. Because of the poles, Ma’am, it’s good so it’s called berugak
sekenam (meeting hall). We run village meetings here too” (W.PW.G.311.314).

This culture of community deliberation also supports the notion that Sade is a collectivist
society that is also communal. They use the space (i.e. berugak sekenam – Plate 6) to discuss
village events, including the activities held by the local women, youth or traditional
occasions. When tourists come to visit, this place becomes a rest area upon their arrival. The
people of Sade are known as highly passionate individuals who also help each other, which
portrays them as a communal society.

In the community, there is a spirit of togetherness and mutual cooperation. There are several terms
used in Sade to describe mutual cooperation, like metajen, which is ‘helping others without
expecting something in return or reward [. . .] betulung, helping friends,. . .besiru (helping each
other in rotation). (D1.KS.9).

To ensure a system that prioritizes the community is executed according to the values in the
society, there is a governmental organization that regulates the values in Sade. The
government structure of Sade is already organized, with a clear coordination line; there is a
village leader who also takes charge as the customary chief/traditional leader. There is also
a deputy village leader, called “jeru arah,” who assists in the operational arrangements of
activities in Sade. With this organizational system, the community in Sade is, therefore, also
a hierarchical society:

The Sade people has a supreme leader called ‘jeru keliang’ (the village leader). The role is to execute the
bureaucracy and administration, and as the customary chief. Jeru keliang has a deputy, called ‘jeru arah’
(head of neighborhood association). Each jeru arah heads 40 households (called ‘koran’) (D1.KS.11).

Sade community follows endogamy, which means marriage is performed between close
relatives. This is done to avoid the cost of the ceremony and to preserve close relations with
one another. Consequently, the Sade community becomes homogenous, as they do not
marry those from a different tribe, religion or nationality.

Plate 6.
People in Sade were
praying at a mosque
in Sade village
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“So us in Sade still follows endogamymarriage system” (W.KA.PK.423).

Although they welcome others outside of their community, Sade people tries to remain
uninfluenced by the “outside world,” as explained below:

“.so, when the tourists are here, and the ladies want to go with them then her friends will be gossiping
about it. So they will be very careful about it. So if for example they are wearing pants their friends or the
community will talk about them, so obviously no one dares to do it” (W.KA.PK.360-363).

A community that is religious yet preserving traditions
A 100% of the Sade community is Muslim. As of the present day, the majority of them are
following the “IslamWaktu Lima,”which is the practice of Islam according to Islamic sharia
such as five times of prayer, fasting and zakat (almsgiving). Figure 3 shows sholat Jumat
(Friday prayer) activity in a Sade mosque.

Despite all the locals identify with Islam, their religious practices are unique, as there are
combinations of Islamic belief and animism, dynamism, as well as Hinduism, which were
the belief systems that the ancestors held before Islam. Some rituals are still performed by
Sade people.

Some of the belief systems in Sade are belief in the ancestors (animism), dynamism (that the
universe and all of its things have power hence humans are not allowed to act arbitrarily toward the
nature), belief in supranatural beings, witchcraft in forms of spells, Islam ‘waktu telu’ (a
combination of localism, Hinduism, and sufism), Islam ‘waktu lima’ (abiding by Islamic sharia of
five times prayer, shahadah, sholat, fasting, and zakat) (D1.KS.16-26).

Organizational structure of indigenous community-based tourism in Sade
Yes, the tourism awareness group is called terune wisata. it’s the name of the group here (W.MA
KSW.155-156).

The community enterprise in Sade already established a clear organizational structure. The
village leader/customary chief formed taruna aldek mas or a tourism awareness group. This
group coordinates the dancers, sellers, weaver and tour guide to welcome guests who visit
Sade.

Figure 3.
Coordination line in

Sade
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Problems identified during the pandemic
The steep decline of tourist visits and the community income The community in Sade was
heavily affected by the COVID-19 pandemic, as with the global tourism industry. As the
Indonesian Government implemented large-scale social restrictions in March 2020, Sade as a
tourist destination closed its doors. However, at the end of June 2020, the government eased
the restrictions, but the community must follow strict health protocols. This still affected the
Sade community as the number of tourists declined.

As seen in Figure 4, there were no visitors between April and June 2020, but starting in
June 2020 local tourists have come to visit. Visits increased in December as it coincided with
end-of-year holidays, but not many international tourist visits yet. Due to the steep decline in
tourist visits, the community’s income also dropped, as currently, the people in Sade relied
on tourism for income.

What we felt was so drastic (W.MB.TG.135).

During COVID, it was very quiet, Ma’am. We also had closed for three months, Ma’am. (W.PW.
G.240).

Sade community have made efforts to survive during the pandemic. The village leader/
customary chief voluntarily provided rice to make sure the people had food on the table.
They used the cash money from the tourist donation box placed at the village entrance,
which was managed collectively. In normal times, the money would be used to care for the
traditional buildings in Sade and to provide medical assistance for the locals whowere ill.

Alhamdulillah (praise Allah), we had shared cash money in this village, because each guest who
visited we had some kind of contributions or donations [from them]. So we found out what we have
in our savings and the village leader in Sade had an initiative to give out rice to the people. Basic
groceries, if you will, so pretty much the needs for us. Alhamdulillah we could live on that during
fasting (Ramadan) and Eid at that time (W.MB.TG. 114-116).

Actors involved in value exchange in Sade
The following are actors identified in Sade who participated in value exchange (Table 1):

� Primary value provider. This refers to those providing value through tourism
experience in the form of a sense of place value, which is then directly used by
the tourists (value in-use). In this case, the primary value provider is the Sade

Figure 4.
Visitors record
between January and
December 2020
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community. The values provided for the tourists are, for instance, a tour guide
facility, weaving experience, a dedicated photograph area, interaction with
the weavers and experience of shopping traditional goods of Sade. The primary
value provider can be the tourism awareness group (taruna aldek mas), customary
chief, weavers, musicians, sellers and tour guides.

� The value creator. This refers to an individual or a group of people, who visit Sade to
experience the sense of place value offered by the primary value provider (the Sade
people). Tourists are the ones who alter the facilities provided by the value provider,
into their own values of enjoyment, happiness, meaning and satisfaction. They spent
their resources in Sade, which were time and money for shopping or tour guide facility.

� Secondary value provider. This refers to those providing indirect value to tourists.
Rather, they assisted the tourists to reach the tourism place. Secondary value
provider can be a travel agency who would direct tourists to the location and be able
to experience the sense of place value in Sade village.

� Supporter value provider. This is the actor who is not directly associated with the
tourists, but they support the primary value provider (Sade community) to optimize
tourism development. Supporter value provider can be the central government,
regional government, university and private sector (e.g. national media).

Figure 5 shows the actors involved in value exchange in Sade, which constitutes as the
primary value provider, secondary value provider, value supporter and value creator. Each

Table 1.
The actors involved

in the value exchange

Core category Category Sub-category

Actor in the value
exchange

Primary value
provider

Sade community (dancers, weavers, sellers, musicians and
tour guides)

Secondary value
provider

Travel agent

Supporter value
provider

Government (central and regional)
Company (national media)
University

Value creator Tourist

Figure 5.
Actors involved in

value exchange

Value
exchange



actor has their own unique role. The material exchange, which in this case was money,
occurred between the primary value provider, secondary value provider and value creator.
Meanwhile, the value supporters were more likely to interact with the primary value
provider, rather than with either the value creator (tourists) or the secondary value provider.

Value exchange between actors, before and during the pandemic
Primary value provider (Sade community) and value creator (tourists). Table 2 shows that
there were changes of exchange values between actors. These changes could be an addition
of value or increased intensity of interactions. The relationship between the Sade
community and tourists was one example. Before the pandemic, the value being exchanged
did not include donations, but during the pandemic, there were tourists giving donations for
the Sade community. The donations given by the tourists were hand sanitizers and trash
cans. There were also changes in tourists’ behavior while experiencing Sade. Normally,
tourists would arrive in large buses, while during the pandemic tourists arrived with private
cars (Figure 6).

As the primary value provider, the people of Sade would normally dedicate themselves in
welcoming guests at their village (Plate 7). However, during the pandemic, there was
another value being exchanged including a virtual tour, health protocols and online sale at a
marketplace (Figure 6).

In addition to health protocols and online market, a virtual tour was also offered by the
Sade community, as found below:

Yes, there were many who did virtual tour, a virtual tour during the pandemic was a ‘no choice’, we
did not have other option, we had to do live virtual tour, it has been done in the Sasak Tribe village
in Sade, Ma’am, it’s part of the promotion (W.MB.TG.243-245).

Primary value provider (Sade community) and secondary value provider (travel agent).
Approximately 20 travel agents worked with the Sade community. They offered their
services to tourists and take them to Sade. Most tourists come to Sade through these travel
agents, and not many arranged their visits themselves. Because of their services in bringing
in tourists, Sade community gave commissions to the travel agents. The following are the
excerpts:

We, the Sasak tribe in Sade did not do much of, what is it called, marketing outside, yeah, we
received help from travel agent (W.MB.TG.235-236).

Say we had a tourist spent 100 thousands on shopping, then we’d give 20% to the driver, that’s the
commission. So we’d give the driver 20% directly, sometimes we’d go to the office or travel agent. So
the cooperation is completely transparent (W.MB.TG.164-165).

Otherwise, people would leave out Sade, however the guests sometimes want to visit Sade, but the
driver, guide, or travel agent would somehow still find a way to delay a visit to Sade (W.MB.
TG.168-169).

Before the pandemic, the Sade community were very dependent on the travel agent, as 80%
of tourists were brought by them. Therefore, the travel agents were likely to have the power
advantage, and sometimes because they were more powerful, they would choose not to visit
Sade or delayed their arrival to Sade on purpose.

Due to the pandemic, both the travel agent and the community suffered from powerlessness,
as tourist’s visits declined. Many travel agencies also experienced bankruptcy:
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and after the
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Myself as a travel agent and some fellow travel agents here said they experienced great loss. (W.PQ.
TA.1765).

There was no income, many went bankrupt, then tried to sell stuffs, but it didn’t immediately attract
many consumers (W.PQ.TA.1769).

The relation between Sade community and travel agency during the pandemic was not
merely transactional, whereby the travel agent took the tourists to Sade and the community
gave them a commission. Rather, travel agents provided network resources for the people in
Sade, which was non-material and non-transactional:

Figure 6.
Products of Sade
community at an
online marketplace

Plate 7.
Changes in
transportation modes
of tourists
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That’s from the travel agent or from TV, yeah but there was one from TV who reached directly to
me, some were through the travel agent, the travel agent called me and I facilitated what is needed
by Sade’s Sasak tribe village, pretty much like that Ma’am (W.MB.TG.248-249).

Primary value provider and supporter value provider
In terms of the value type, nothing has changed about the kind of resources being given by the
supporter value provider to the primary value provider (Sade community). They included
support, promotions, network and infrastructure. The difference in the relations during the
pandemic from before was the intensity. The central and regional government, as well as the
nationalmedia, were supporting the communitymore vigorously, as found in the following data:

A minister’s visit to Sade village during the pandemic (Plate 8) was covered extensively
by the media. This provided moral support for the Sade community to bounce back while
also promoted to the public that Sade tourism had reopened. The government, through the
Tourism Ministry, also provided a “clean healthy safe environmentally friendly”
certification to the Sade community, which indicated that the village is prepared to welcome
tourists. Support was not only given by the ministry from the central government but also
by the regional government. The regent also visited Sade village to support the revival of
tourism in Sade. The government also provided internet facilities so Sade village could boost
promotions or run virtual tours easily. Some national television networks had visited Sade
and ran coverage on Sade’s tourism during the pandemic. This had promoted Sade tourism.

Therefore, during the pandemic some changes occurred, namely, the values offered/
provided by the actors were more varied, exemplified by what happened between the primary
value provider and the value creator, changes in the intensity of relations, which had become
more frequent, such as what happened between the value provider and supporter value
provider and changes in the nature of the relationship, including between the primary value
provider and secondary value provider. Initially, the travel agents were the very powerful ones
while the Sade community was very dependent. During the pandemic, as there were no
tourists, the power that the travel agent had over Sade community decreased.

New expected value from value creator (tourist)
After months of the stay-at-home order, some people began to feel boredom and decided to
go on vacations. These tourists had new expectations in terms of health measures and
protocols toward the value provider and other tourists:

Plate 8.
Visit by a minister

during the pandemic
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There’s a need to improve health protocols (KOE.1).

Both visitors and the locals need to wear a mask (KOE.2).

Masks have to be provided when there are tourists who don’t wear one (KOE.3).

More tour guides should wear a mask (KOE.4).

Adding a handwashing facility (KOE.5).

The tourists expected that there need to be health protocols including handwashing facilities
and a policy to wear a mask.

Discussion
The purpose of this study was to extract the problems that emerged during the COVID-19
pandemic, the actors involved in providing value and the value (resources) being given by
each other in facilitating new values.

Reflection of power disadvantage of indigenous community-based tourism
The indigenous community of Sade welcomes tourists as it increased their income. The
tourists who shopped for souvenirs gave tips to the tour guide or who paid money to enjoy
dance performances were the sources of income for Sade community. Problems arose during
the COVID-19 because tourists were not as free to travel as they usually were, hence when
tourist visits declined the community did not receive an income. From the leaders, the
management and the community, they all said the main problem was the lowered income,
especially given it was their main source for income.

This was a common problem for any tourism place, but fortunately, the Sade community
kept a village money, which they managed together so that the village leader could ensure
the people still have rice during this difficult time with no income. This program had an
interesting mechanism and became a part of Sade community’s local wisdom. With the
hierarchical and communal organizational structure, and all located in the same area,
managing this program had been easier. Moscardo (2008) explained that within a
community, there could be an innovative pooling resources mechanism, which would
become a general collective investment in the community. This was also in line with Dana
(2015), who described that indigenous enterprise emphasized egalitarian ethics, and
resources that are shared andmanaged collectively, rather than by individuals.

Despite such general collective investment had created a good mechanism in the Sade
community, a bigger problem existed during the pandemic, which was reflected on the
dependent relations between Sade’s community-based tourism and the tourists. Normally,
the dependence between Sade’s indigenous community and the tourists had not been
problematic. So long as tourists come to visit or shop in Sade, and the Sade community are
able to provide what the tourists need, there would be a mutual exchange between the value
provider and the value creator. However, the pandemic had shown a situation that was
unusual and could last a long time. Within such situations, it was clear that the Sade
community was in the position of power disadvantage as they had been very dependent on
tourist visits. This finding was slightly different from previous studies (Mason et al., 2009;
Dana, 2015), which showed that the economic activity within indigenous enterprises ran
internally (independent or self-subsistent). Meanwhile, in Sade, the economic activity
showed some dependence on the external actor. However, such exchanges in the Sade
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community also did not take place in a market (or bazaar), but within the village where they
resided.

Cook and Emerson (1978) described that for an actor to have a power advantage, they
require alternate access to reward. According to Emerson’s theory, it would be better if
Sade’s indigenous community did not “put all eggs in one basket” or rely solely on the
tourism industry but also opened more alternate access for other rewards, including
developing their farming industry, trades, weaving or coffee industry or intensified their
cooperation with educational or cultural institutions to create new opportunities together. If
Sade community would diversify their income, their position would be on power advantage.
This could be a step for crisis pre-planningmeasures, which could be adopted in the future.

The actors and the exchanged value
There were many actors involved in Sade community, which illustrated that the relations in
indigenous community-based tourism were not dyadic but rather within networks between
the actors. Internally, the Sade community had already involved many actors, such as the
customary chief, head of neighborhood associations, sellers, dancers, craftspeople and
tourism awareness group (Figure 4), who all had their own role. Externally, there were value
supporters, secondary value providers and value providers (Plate 7), who also had their own
value and role. The internal relations between the actors of Sade community were more
hierarchical and communal, while their relations with external actors were not hierarchical.
The relation between Sade community and travel agent tended to be bilateral-transactional,
given there was a clear arrangement of commission. The relation with the central
government was also more unilateral or multilateral. It was unilateral when the central
government provided value to the Sade community unidirectionally, and it was multilateral
when the government provided these values through the governmental network. The
resources brought by different actors were unique, which demonstrated how each relation
built was also unique. This finding was slightly different from Grönroos’s who tended to
view the relations between value provider and value creator as dyadic. In reality,
particularly the indigenous community-based tourism in Sade, the relations were broader as
it involved multiple actors, stakeholders and networks.

During the pandemic, there were several changes in value exchange:
� Changes or addition to the types of exchanged values. For example, the tourists had

not given donations before, but after the pandemic tourists had donated equipment
to improve health protocols. The value of health protocols had not been offered, and
it was purely a sense of place value. After the pandemic, health protocols became a
new value.

� Changes in intensity of relations between actors. For example, the value supporter
such as the regional government, central government and national television had
been interacting more intensively with Sade community. This involved providing
education about health protocols or did a coverage to support tourism promotions.

� Changes in the way values were exchanged. As an example, the value exchange
between the value provider and value creator took place during physical visits.
During the pandemic, a different way to exchange values emerged, which was the
virtual tour. Usually, tourists would visit in big groups and arrive in buses, but
during the pandemic, tourists would arrive in private cars with smaller capacity.

The three points showed how the situation also played a role within an exchange, which in
this case was the pandemic. The existing theories had mostly discussed the resources being
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exchanged (usually called reward, incentive or resource), the activities of the involved actors
such as the theory of value creation or discussed the characteristics of relations between
actors, such as Molm’s unilateral-bilateral-multilateral and Emerson’s power dependency.
Meanwhile, the situation that could play in the exchange is rarely discussed. Clarke (2005)
explained the importance of discussing the situation, not in the context of exchange but in
data analysis. Clarke systematically explained that there are various types of situations,
including human and non-human situations.

New values were found as actors were open to each other
As it was first opened as a tourist destination, the indigenous community in Sade did not
independently find their values. Initially, tourists would visit the village and they would say
that Sade village was unique because the people maintained their traditionality in a world
that is increasingly more modern. After a while, more tourists came, but at that time, the
Sade community was still worried and unwelcoming toward the tourists. After years of
intensive guidance from the government, the community saw the opportunity for the
tourism industry. The current Sade community was very different to those 30 years ago, as
now they had become very capable of accompanying the tourists. Furthermore, the number
of those who worked in the tourism industry became higher than those in farming. The fact
that many tourists wanted to buy souvenirs even inspired them to create designated
shopping aisles, which display woven fabric as Sade’s signature souvenirs. The people in
Sade had implemented health protocols, which was also instigated by an external actor who
introduced the knowledge to Sade people. The health protocols had become a value that was
offered to tourists during the pandemic. This showed that the new values offered by Sade
did not emerge from within the community, but rather through the interactions with other
actors.

This finding showed that how values were found in indigenous community-based
tourism was different to that of company enterprises. As an example, mobile phone
companies proactively create new features every year and offer them to consumers. Mobile
phones used to require buttons to operate, but in the present day, the interface only requires
a touch. Similarly, the banking industry is also continuously creating new values, such as
internet or mobile banking, which previously did not exist. Such practices have become a
culture in company enterprises. Chang et al. (2013) described how Apple and Samsung
create innovations by adopting a design thinking process where they had three teams
dedicated to continuously create innovations.

In contrast to the culture in large companies, such a process did not occur on its own in
the indigenous community. Enterprises are generally competitive hence, they should
persistently create new values. However, this is not the case with indigenous community
enterprises, as they uphold the communal value that maintains harmony. Their focus is
more on preserving their culture, while still providing values to the tourists. The process of
creating new values for the indigenous community emphasizes more on openness and
dialogue with the surrounding actors. Therefore, indigenous community enterprises need a
good value supporter or according to Moscardo (2008), a quality network to thrive. This
finding was in line with Dana (2015), such that indigenous enterprises would usually require
direct assistance from the external actor. This might be because the indigenous people are a
communal, usually homogenous society, where the people do not want to appear different.
While creating innovative values usually requires unconventional ideas that are “different.”
This also underlines the findings from Dana (2015) in which opportunity identification or an
effort to find new values were highly influenced by the local culture.

JEC



Prebensen et al. (2018) and Grönroos (2011) emphasized value creation from the
perspectives of consumers/tourists that is when they transform values facilitated by the
provider into values that are meaningful to them. The current study discussed the
perspective of the provider, which was an indigenous community. Indigenous community
enterprises need to open a dialogue as broad as possible and be open to value supporters,
secondary value providers, as well as tourists as value creators. Therefore, channels that
facilitate a dialogue between actors need to be expanded to find new values and address
needs.

Conclusion
On the surface, the problem that emerged was the declining income as tourists did not come
to visit. This problem reflected a more fundamental issue regarding dependence and power
disadvantage that the indigenous community experienced. In such unusual circumstances,
such as the COVID-19 pandemic, we could see how indigenous community-based tourism
had been on the power disadvantage position given they were very dependent on tourists’
visits. When there were no tourists, the community had no income, hence it would be
beneficial if the indigenous community diversify their business, by expanding the farming
industry or trades so that they would have access to alternate income (power advantage).

There were many actors involved in the value exchange, both internally within the
indigenous community and externally. External actors also had their own role, be it as
the value supporter, secondary value provider or value creator. This means value exchange
occurs in a network within certain contexts. Situational factors could play a large role in the
value exchange, how the values are exchanged or even the intensity of exchange.

Implications for practice/society
There could be many more uncertainties, which could lead to drastic, rapid changes that will
influence exchange between actors. Thus, awareness of such matters and anticipation of
situational changes need to be increased. This could be conducted by persistently finding
new values. Anticipatory steps need to be taken to better prepare for possible change. In
other words, crisis pre-planning measure is required before it happens. An example of what
could be conducted is by finding new values. New values could be found through openness,
dialogues and by establishing relations with actors in the network. Spirit of openness, trust
and ability to build new networks would help to find new opportunities. Forming positive,
quality and mutual relations between actors as well as expanding dialogue channels with
the actors would support the effort to find new values. In addition, business diversification
could be used so the community would not solely rely on tourism. This would allow the
indigenous people to have other sources of income, especially if the community faces a
similar or prolonged situation such as the pandemic.

Implication for research
The human situation could be explained by the theories from Emerson, Molm or Grönroos.
However, non-human situations, such as the COVID-19 pandemic, had not been discussed.
This study has shown that the COVID-19 pandemic was able to change at least three things,
namely, the type of values being exchanged, the relations between actors and the way
exchange was conducted. Hence, the current research has contributed to the knowledge of
value exchange between actors. Meanwhile, future research could further investigate the
situational factors within inter-actor exchange.

Future research could also investigate values as a shared belief or norm. For instance, the
role of religious values abided by the indigenous people to run their business. In total, 100%

Value
exchange



of Sade people were Muslim, but they follow different Islamic teachings from what was
described by Ramadani et al. (2017). The Sade community practiced Islam combined with
animism-dynamism and Hindu beliefs. Exploring the role of Islamic values, specifically in
Sade (or similar community), in running community enterprise would be compelling in the
future.

Finally, this study was conducted during a pandemic where there were government
restrictions applied to limit travels. Consequently, this has restricted qualitative researchers
to explore the contexts being studied comprehensively when restrictions are lifted, future
researchers are advised to conduct direct observations and interviews with the indigenous
people. Therefore, interactions would not have to be mediated by virtual communications
andwould result in richer data.
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