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Abstract
The ancestral cultural heritage is a unique wealth of an area and must be preserved so
that it can provide economic benefits to the surrounding community. This preservation
can be done by actively holding cultural festivals. Organizing a cultural festival involves
quite a lot of stakeholders, such as the government, the private sector, and also the
community. This study aims to determine the role and impact received by stakeholders
with the implementation of cultural festivals in Surakarta City. The qualitative research
method used in study 1 is to find out the impact of organizing cultural festivals and
quantitative methods in study 2 used to analyze the behavior of visitors to cultural
festivals. Study 1 gets interesting results where each stakeholder has an important role
to play in achieving the success of a cultural festival. Study 2 in this study found that
motivation, perceived value and experience as antecedents of revisit intention.

Keywords: motivation, perceived value, experience, revisit intention

1. Introduction

The tourism industry is one of the right tools to improve the economic progress of the
community both locally and globally. Tourism has many impacts and benefits, including
in addition to generating foreign exchange and expanding employment, the tourism
sector aims to preserve nature and develop local culture (Anggraeni, 2013). Tourism has
accounted for 30% of total world exports in services and 45% in developing countries
(Purwomarwanto & Ramachandran, 2015). Based on the research of the United Nation
World Tourism Organization (UNWTO) in 2013, said that the tourism sector generates
around 7% of total world employment.

It is important for the Indonesian tourism industry to increase its contribution to
gross domestic product (GDP) because this will trigger more foreign exchange income
(because every foreign tourist spends an average of between 1,100 US dollars to 1,200
US dollars per visit) and also provides employment opportunities for Indonesian people
(based on the latest data from the Central Bureau of Statistics, the unemployment rate

How to cite this article: Aflit Nuryulia Praswati, Qori Nur Tikarina, and Alfi Fauziyah Fadhali, (2020), “Attraction of Cultural Festival on
Travel Destination” in International Conference on Economics, Business and Economic Education 2019, KnE Social Sciences, pages 536–554.
DOI 10.18502/kss.v4i6.6625

Page 536

Corresponding Author:

Aflit Nuryulia Praswati

anp122@ums.ac.id

Received: 7 February 2020

Accepted: 9 March 2020

Published: 23 March 2020

Publishing services provided by

Knowledge E

Aflit Nuryulia Praswati

et al. This article is distributed

under the terms of the Creative

Commons Attribution License,

which permits unrestricted use

and redistribution provided that

the original author and source

are credited.

Selection and Peer-review under

the responsibility of the

ICE-BEES 2019 Conference

Committee.

http://www.knowledgee.com
mailto:anp122@ums.ac.id
https://creativecommons.org/licenses/by/4.0/
https://creativecommons.org/licenses/by/4.0/


ICE-BEES 2019

in this country reached 5.81% in February 2015). It is estimated that almost 9% of the
total national workforce is employed in the tourism sector.

At present, Indonesia’s tourism sector contributes to approximately 4% of the total
economy. By 2019, the Government of Indonesia wants to increase this figure to double
to 8% of GDP which implies that in the next 4 years, the number of visitors needs to be
doubled to around 20 million. In order to achieve this target, the Government will focus
on improving Indonesia’s infrastructure (including information and communication tech-
nology infrastructure), access, health and hygiene and also improving online (marketing)
promotional campaigns abroad.

Apart from the beauty of nature, Indonesia also has a cultural diversity that is mani-
fested in the form of tourism events, such as festivals. Each region in Indonesia has a
festival characteristic that is different from one region to another. One area in Indonesia
is Surakarta City. The city of Surakarta or commonly referred to as the City of Solo has a
unique culture that attracts the attention of tourists. Surakarta Tourism Office also noted
an increase in the number of tourists from 2015 as many as 4,142,785 tourists and in
2016 increased by 4,395,550 tourists.

The sharp increase of tourists, the government packs Surakarta culture with new
things, such as batik which is preserved by holding the Solo Batik Carnival (SBC), to
preserve jenang (ie one of the traditional foods) the government holds the Jenang
Festival. Festivals are the events most often held in the form of carnivals, religious
events, parades or memorials. Festivals can have different forms, ranging from music,
including jazz, rock, pop or folk music and attendance can vary in the range of around
one hundred and several thousand visitors (Grzinic & Vojnovic, 2014).

The festival is always held every year by carrying out a different concept for each
event. Of course the existence of the festival involves various parties who are not small,
such as the government, event organizers, associations, media, communities, even
sponsors. The parties involved in organizing the event are called stakeholders. Every
stakeholder has a role to play in making the event a success.

Cultural tourism is one of the main trends in global tourism that has an influence on
the economic growth of a country. In the present era, tourists aremore active and want to
get new experiences, and they want to have holiday experiences that can change them
rather than just being filled with various kinds of entertainment (Chang et al., 2014a).
Competitor growth and the lack of cultural product development make success for
marketers a more difficult tourist destination. Recent growth sources such as ”Creative
Economy”, ”Creative Industries” and ”Creative Classes” have led to the transformation
from cultural tourism to creative tourism. From a business economy perspective, it is
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clear that cultural tourism needs to have more interactivity and creativity to meet the
needs and desires of contemporary consumers (Chang et al., 2014a).

Responding to the emergence of tourism creativity and marketing developments,
Organizations began planning and carrying out creativity movements to develop unique
cultural, social and physical characteristics and possess competitive advantages (Sto-
janovic et al., 2012). Creative tourism is defined as ”Tourism which offers opportunities
for visitors to develop their creative potential through active participation in training
and learning experiences that are tailored to the characteristics of the vacation spot
they are in (Richards and Marques, 2012). Creative tourism is a new form of tourism
that has potential and able to make a significant contribution in distinguishing and
changing tourism experiences (Richards, 2011). Compared to other traditional forms of
cultural tourism, creative tourism appears to meet the needs of tourists who want to
develop a more active and long-lasting form of experience (Richards and Wilson, 2006)
Creative tourism has been seen as a strategy for regenerating destinations physically,
culturally and socially, contributing to the local economy and encouraging learning of
social and cultural tourism characteristics from various places (Salman, 2010); many
countries and regions n tourism such as America, Australia, New Zealand, Rome and
South Africa develop various forms of creative tourism. Because creative tourism is
experiencing an increasing trend, it is very important for researchers and managers to
understand tourist attitudes when involved in creative tourism (Chang et al., 2014a). An
overview of the various literature, currently even though increased attention is given
to the concept of creative tourism (Duygu Salman and Duygu Uygur, 2010) there is
little empirical work that focuses on the attitude of creative tourism tourists. To develop
tourism products and provide services that integrate the concept of creativity to meet
the needs of tourists with a more active and long-lasting development from experience,
there is a need to examine the psychology of tourist consumption in the context of
creative tourist destinations. Visitor behavior in tourism studies as a key understanding
of the travel decision process. argues that visitor decisions and behavior are determined
by a set of variables including pre-trip behavior, such as the main motivation for travel,
behavior during and after the visit to the destination (on-site experience and evaluation
of goals and events) and post-trip actions that affect revisit intentions in the future
(Chang et al., 2014a). Between various variables, motivation (Hsu and S Huang, 2009a),
perceived value (Prebensen et al., 2013) and experience (Tung and Ritchie, 2011) have
been identified as the three main variables affect the intention of returning tourists.

Tourist motivation is described as a motivator that motivates people to break their
vacations or revisit tours. Tourism experts who have explored and tested this study
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include (Huang et al., 2015) (Fayed et al., 2016). Following these experts, this paper
recognizes tourist motivation as a variable of intention to revisit. In addition, perceived
value has been tested as one of themain variables of tourist behavior (Huang et al., 2015)
(Ryu et al., 2008) and described as an overall rating of tourists from tourism products or
services based on perceptions of trade-off between what is given and what is received
(Lo and Lee, 2011). This study follows a previous study of the effect of perceived value on
the intention to revisit in the context of creative tourism. On the same topic, the construct
of experience has been investigated as a way to understand tourist meetings which are
interrelated with commercial exchange of all types of services that are different from
daily life (Kim and Brown, 2012). The ”experience economy” concept is introduced
in tourism research and has been well studied for the potential impact on tourist
consumption behavior in developing and designing tourism services). The experience
economy stage is shown through active interaction between consumers and producers,
thus forming an impressive experience in consuming / consuming a product / service.
In its development, experience economy has led to the growth and development
of creative industries, namely industrial categories that require creativity, skills and
talent, which have the potential to increase prosperity and create employment through
the exploitation of the intellectual property of the people (Lazzeretti and Capone,
2015). Therefore, this study proposes motivation, perceived value and experience as
antecedents of the intention to revisit creative tourism. Therefore, this study proposes
motivation, perceived value and experience as an antecedent of the intention of revis-
iting creative tourism and examining the role of each tourism stakeholder involved in
the development of Surakarta City tourism and explaining the forms of activities carried
out by the government, local communities, and private parties. By knowing the role of
each stakeholder, it can be used as a reference to improve tourism in Surakarta.

2. Literature Review and Hypothesis Development

2.1. Literature Review

2.1.1. Tourism Event

Tourism activities are divided into several main models, such as culture, politics, eco-
nomics, entertainment, knowledge and education, sports competitions and recreation.
Cultural activities including the festival, carnival, commemoration of important days and
also religious activities (Grzinic & Vojnovic, 2014). Event is an activity that is most often
held in the form, carnival, religious activities, or important day commemoration. The

DOI 10.18502/kss.v4i6.6625 Page 539



ICE-BEES 2019

event is a planned event. The planned event is a community creation that has a
specific purpose and is generally characterized for ”non-routing” and ”uniqueness”.
Events are often defined as major events that are carried out once or repeatedly
with limited duration, developed primarily to increase awareness, attractiveness and
profitability of tourism both for short and long-term goals. Clearly, event tourism serves
as an instrument in facilitating community development, encouraging urban reform, and
spurring development tourism to provide a better quality of life and environment (Grzinic
& Vojnovic, 2014).

Environmental resources are a means for infrastructure development and production
of tourism products for the community. Spectators from an event act like tourists, par-
ticipate in events, and get different experiences than usual with recreational, social, or
cultural goals with high hopes for environmental quality. In other words, environmental
quality is the key to providing satisfaction to the needs and desires of tourists; economic
success depends on the quality of the environment. The existence of tourism is not
valuable without a healthy and pleasant environment. The government as a national
and regional development tool to allocate more budgets in building infrastructure, and
to promote the goal of attracting more tourists (Yuan, 2013). The purpose of the event
is to improve the community economy and the economy of the region. This activity
emphasizes potential promotions in the area (Parma, 2013).

2.1.2. Multiplier Effect

The economic multiplier value is a value that shows the extent to which tourist spending
will stimulate further expenditure, so that in the end it increases economic activity at
the local level. According to the terminology, there are three multiplier effects, namely
direct effects, indirect effects and induced effects. These three effects are used to
calculate the economy which is then used to estimate the economic impact at the
local level (Anggraeni, 2013). The multiplier effect in local economic development is
an impact caused by activities in certain fields both positive and negative so that
it moves activities in other fields because of the direct and indirect linkages which
ultimately encourage development activities. Thus, from the opinion of these experts,
the multiplier effect in economic development can be simplified into two fields, namely
in the economic and social fields. The multiplier effect in the economic field can be
seen from the GRDP, the increase in people’s income, the ability to create or open
employment opportunities for the community and the linkages between related sectors
caused by the increase in demand for production in certain sectors. The existence of
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economic growth, especially the development of industry in an areawill provide a spread
effect, namely the transmission of recruitment and the transfer of workers purchased
by the industry that affect the personal income of the community. this has a negative
effect on the area left behind. Negative effects on economic development, especially
in the development of certain industries will lead to intense competition (Annas, et al.
2017). The impact on the social sector both directly and indirectly is affecting the level
of poverty or the standard of living of the local community, the solidarity of the local
community, services to the community such as the ease of accessing education and
health and also supporting infrastructure. In regional economies, regional linkages are
a very important factor and road infrastructure is an interregional connection as well as
between regions (Intraregional Connections), in order to solve the problem of surplus
and production deficits between regions. Economic development will reduce poverty.
Poverty can affect access to services provided by the government so that it will have
an impact on people’s quality of life and the burden on local governments (Annas, et al.
2017).

2.1.3. Stakeholders

Stakeholders have been categorized into their roles in tourism development as tourists,
residents, entrepreneurs and local government officials. Stakeholders are extended to
the origin government, higher education institutions, and non-governmental organiza-
tions (NGOs) by their important role in tourism development. In the context of tourism,
to get tourism development, all relevant parties must be involved and reach oppor-
tunities to influence their management, especially for the development of sustainable
tourism, must have support and involvement of stakeholders in the planning process.
Stakeholders are considered as players (internal or external) by their direct or indirect
relationship to the organization’s management or operations. They are classified into
three basic attributes: power, legitimacy and urgency where power is defined to the
extent that a party has or can gain access to coercive, utilitarian, or normative ways,
to impose its will in relations, legitimacy as a general perception or assumption that
an entity’s actions desirable, appropriate, or appropriate in several systems of norms,
values, beliefs, and definitions and urgencies that are socially constructed as the levels
demanded by stakeholder claims to be of concern (Tomsett & Shaw, 2015).

Winn (2001) says that including stakeholders are employees, customers, sharehold-
ers, communities, the environment, suppliers, public interest groups, the media, and
regulators ”; Murphy and Murphy (2004) identify four different groups in the customer
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tourism community, industry, residents, and the government in their study of the future
of branded strata-title hotel accommodation; Dossman and Guilding (2006) included
industry-based stakeholders from banking, construction, real estate and hotel opera-
tions in their tourism study business; Fassin (2012) only described stakeholders as real,
labeled or genuine in an effort to show that not all stakeholders are entitled to full
consideration by policy developers (Hieu & Rašovská, 2017). There are thousands of
projects reported in the government sector that involve stakeholders and the selection
of groups or individuals to be considered as stakeholders Stakeholders are usually
based on criteria defined selection criteria (Tomsett & Shaw 2015). Of the many stake-
holders in tourism events, there are three stakeholders who have a very vital role,
namely the government, private entities, and local communities.

The government has a very vital role in a tourism event. The role of government
in tourism development is in charge of making systematic policies and planning. For
example, the government provides and builds supporting infrastructure for tourism
activities, improves the quality of human resources who work as workers in the tourism
sector, etc. (Amalyah, et al, 2016). In addition to the government, private enterprises
have an important role from the government. The private sector as a business actor has
a role in providing tourism support facilities. The service industry here has an important
role in tourism events. Tourism requires many supporting facilities such as restaurants,
accommodation, travel agencies, transportation, and others (Amalyah, et al, 2016). Thus
organizational management has the responsibility to manage the organization in the
interests of stakeholders to ensure their rights and participation in decision making
(Mensah, 2014).

The last stakeholder is the local community. Society is a number of people who con-
stitute a unity of groups that are in constant contact and have the same interests, such
as: schools, families, associations, all countries are communities (Ikhsan & Setiawan,
2016). While the community as the owner and manager can be part of tourist attractions
to attract tourists by introducing daily culture and habits that are unique and distinctive
features of tourism objects (Amalyah, et al, 2016). Local people who are the object of this
research are that the community has a business unit around the tourism festival location
where identifying the characteristics of business actors related to age, sex, education,
length of business, length of work per day, length of work in weekly, and the number of
workers. Most of the people as entrepreneurs are selling food and beverages, selling
souvenirs, leasing toilets and other tools where people feel the benefits of tourist visits
to attractions such as additional income (Ikhsan & Setiawan, 2016)
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2.1.4. Creative tourism

The concept of combining cultural tourism with creativity is mentioned by (Chang et al.,
2014a). The relationship between tourism and creativity is done through evaluating
creative activities, such as participating in performances or making creative crafts while
visiting destinations for example, analyzing silk weaving holidays in Japan. To date,
creativity has been relocated in the field of tourism studies ”from narrow market niches
relatedmainly to arts and craft products to be amuch broader phenomenon that touches
various kinds of tourism activities (Richards, 2011). (Richards andMarques, 2012) Defining
concepts incorporation of cultural tourism and creativity as creative tourism, according
to (Chang et al., 2014a), that what creative tourists seek is an involved, non-packaged,
and authentic experience that encourages an active understanding of certain cultural
features of a place., (Richards, 2011) clarify that tourists involved in creative tourism are
more active and creative tourism destinations develop individual potential and personal
experience.Thus, creative tourism not only helps develop the bond between visitors and
visitors, guests and guests, but also encourage tourists ”self-actualization”, as explained
by them (Chang et al., 2014a).

2.2. Hypothesis Development

In the current tourism literature, the intention to revisit tourism, tourists in involving
various types of tourism is one of the main focuses (Lam and Hsu, 2006). The pref-
erences and needs for consumers vary and change with different views constantly.
For tourism owners, how to fully understand tourist buying behavior and predict their
future purchase intentions is one of the main important tasks. According to research
conducted by (Wang, 2004), the cost of attracting new customers ismore expensive than
retaining existing customers. In addition, compared to first-time visitors, repeat visitors
tend to spend more money (Lehto et al., 2004) and spend more time (Wang, 2004). As
Reichheld and Sasser (1990, p. 105) argue, ”Companies can increase profits by almost
100 percent by maintaining only 5 percent more than their customers.” Thus, to maintain
competitiveness, designing an unforgettable experience to attract tourists to visit again
year after year must be a major mission and a significant measure for managers (Chang
et al., 2014a). The behavior of loyalty is based on the behavior of a product and object
or purpose, for example, commitment to buy back a product or revisit a place. Visitors
who are truly loyal must have a positive attitude towards their destination. The size of
loyalty can include the intention to recommend and / or encourage. In his research, both
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attitudes and behavioral intentions were analyzed to determine visitor loyalty. Behavior
intention proved to be a good predictor of customer loyalty (Gassiot Melian et al., 2016).
Many studies in the tourism sector have been considered ”Intention to revisit” (Gassiot
Melian et al., 2016) as an indicator of positive perceptions and goals. Visitors who
continue to return to the same destination tend to give more positive experiences.

Motivation can be said as the reason for tourists to visit new areas that have never
been visited. Motivation is seen as a short process to see the behavior of travel, in
a direction that emphasizes more how motivation influences a person’s psychological
needs and long-term plans, seeing that intrinsic motives (such as self actualization) are
very important components (Anggela et al., Nd). According to (Chang et al., 2014a),
”motivation is one of several variables that can explain tourist behavior. ”People are
involved in behavior for various reasons. Everyone may have different needs that
must be met when they travel. According to previous research on tourism, researchers
focused on the reasons why people travel. Related to the reasons why people travel,
Motivation remains a hot issue of tourism research.In the literature, there are a number
of studies that explore the motivations of people involved in diversity of behavior.Some
studies (Hsu and S Huang, 2009b) show that motivation is not only useful for explaining
tourist behavior but also predictors of intention As (Li et al., 2010) stated, travel motivation
is not only the most significant factor in understanding tourist behavior but also one
of the factors that influences the understanding of tourist visit intention. Thus, in this
study, motivation can be considered as important antecedents of nia t to revisit creative
tourism destinations. The first hypothesis is as follows:

H1. Motivation has a positive effect on revisit intention to the Festival Center

New concepts of experience have been introduced in tourism studies (Tung and
Ritchie, 2011). Experience is formed from the results of interactions with the environment
or responses to various stimuli, such as physical things (products, facilities and scenar-
ios), processes (services) and people (event staff) (Risitano et al., 2017). Experience
from a tourist perspective is ”emphasizing the role of space and time by distinguishing
previous experiences that can occur to someone when involving tourism activities”.
Based on these places, an event is likely to be an experience, while positive activities
are able to engage consumers personally (Risitano et al., 2017). However, apart from the
concept that tourism experiences are connected with something ”positive”, perceptions
of environmental stimuli vary according to people’s personalities with various modes of
experience. Previous studies focused on tourism that emotional experiences related to
festivals (Lee, 2014), restaurants (Han and Jeong, 2013), theme parks (Bigné et al., 2005),
holidays (Nawijn et al., 2013), sites inheritance (Hosany and Prayag, 2013) and tourism
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adventures (Faullant et al., 2011). Overall, this study shows that the intensity of emotions
both positive and negative differ across products and stages of travel, positive emotions
are more pervasive in the experience of attracting tourists; and positive emotions are
important for satisfying travel experiences and behavioral intentions. Literature review,
experience has played a major role in travel and tourism. Previous research shows
that tourist experience has a direct relationship with intention to re-visit (Hosany and
Prayag, 2013). Most of them found that tourist experience and return visit intention
were positively related. In other words, the intention of tourists to return is believed to
influence positive evaluation from experience. As (Chang et al., 2014a) shows, if people
are satisfied and have positive experiences during an activity, they will repeat it more.
(Chang et al., 2014a) shows that sporting event participants who enjoy their sporting
experience will likely repeat their experiences in the future. Emotional reactions to
tourism experience are important determinants of post-consumption behavior such as
the intention to recommend (Chang et al., 2014a). Thus, the second hypothesis of this
study is:

H2. Experience had a positive effect on revisit intention to the Festival Center

Since the 2000s, the concept of perceived value has received great attention by
researchers (Chen and Tsai, 2007) in the field of tourism. As (Chang et al., 2014a)
shows, customer value is ”the fundamental basis for all marketing activities. ”From
the consumer’s point of view, the main buying goal is to obtain value (Chang et al.,
2014a). So, in the consumption process, perceived value does play an important role.
Marketing value is the overall assessment of consumers on the benefits of the product
based on what they receive and what they provide (Nawarini and Handayani, n.d).
In the field of marketing, perceived value has experienced a significant increase in
academic research and practical implications, and can be seen as the most important
indicator of intention to revisit (Parasuraman and Grewal, 2000). Studies of determinants
of return visit intention suggest positive effects of perceived value on future behavioral
intentions. (Kuo et al., 2009) built a model for evaluating service quality from value added
services and explored the relationship between customer service quality, perceived
value, satisfaction, and post-purchase intention. In the results, they found that perceived
value positively affected customers’ post-purchase intentions. Also, (Chen and Tsai,
2007) show that perceived value has a positive impact on behavioral and behavioral
intentions in the future. According to the results of their research, they also concluded
that ”perceived value does play an important role in influencing the level of customer
satisfaction and behavioral intentions in the future. In accordance with the findings
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summarized above, perceived value by tourists is expected to be positively related to
the intention to revisit in this study. Thus, the third hypothesis of this study is:

H3. Perceived value has a positive effect on revisit intention to the Festival Center

3. Research Methods

The approach used in this research is qualitative and quantitative research methods. As
for qualitative research, as argued by Cresswell (2004), ”A qualitative study is an inquiry
into the process of understanding social problems, based on a complex holistic picture,
formed with words, reporting detailed views of informants, and conducted in natural
settings ”. Qualitative studies in this study relate to the inquiry process to understand
social or human problems, based on building a complex holistic picture, formed bywords
and reporting detailed views of informants and carried out with natural arrangements
for the deterioration of tourism (Utomo, et al, 2014). Data collection techniques in
this study consisted of primary data and secondary data. Primary data comes from
observations and interviews, while secondary data is sourced from documentation
studies and literature studies. The following is an explanation of the data collection
techniques: Observation technique is a complex process, a process composed of
various biological and psychological processes. Two of the most important are the
processes of observation and memory (Saputri & Akhyari, 2014). Whereas interviews are
conducted by visiting resource persons or the community who can provide the required
information related to this research. The documentation study is part of this study which
studies a number of documents, legislation, reports, scientific books, journals, archives,
photographs, and other materials that are relevant to the research and are considered
as data sources. Empirical studies are conducted at the dual location of the festival
center which is often used as a creative tour, Vastenburg, Balekambang and Manahan
Fortress, located in Surakarta. This creative tourism site is often used as a place for
various kinds of festivals. In this study there are 3 variables to be examined, namely
motivation, experience, and perceived value. The measurement scale used in this study
is the interval Likert scale measurement method. Likert scale is a method that measures
attitudes by expressing agreement or disapproval of certain subjects, objects or events
(Sekaran, 2003). A seven-point Likert scale with a scale interval arrangement where the
scale is 1 to scale 5. The data analysis method used in this study is by using quantitative
descriptive methods and SPSS programs.
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4. Results and Discussion

Solo Kotaku, Javanese culture, which was proclaimed by the former mayor of Solo or
commonly called Surakarta, Jokowi, is indeed very reasonable. Some events held by the
city government and the palace are very powerful in Javanese culture. This uniqueness
is actually the city of Solo that is different from other cities ever. By having two legacies
of Javanese work, the Pura Mangkunegaraan and Surakarta Hadiningrat Palace, and
approximately 87 heritage fruits, it is very suitable to return to local culture. But the
promotion factor of cultural activities in the city of solo is not yet widespread. So that
those who watched the cultural stage were mostly only local and surrounding locals.
Even if it is packed with good promotions these cultural events will bring tourists and
foreign exchange to the city of Solo and its surroundings. One of the breakthroughs
was holding the first SBC (Solo Batik Carnival) on Sunday, April 13, 2008, although
with preparation of around three months but it was quite satisfying. Apart from cultural
activities held by the palace and the Surakarta City government, it is indeed only one
alternative to preserve Javanese culture and revive the noble values of Javanese culture
in various fields of life.

The government in the context of this research is the Surakarta City Tourism Office
which directly manages every tourism event, namely the Creative Economy Sector. The
role of the government in developing tourism is, in general, providing infrastructure
(not only in physical form), expanding various forms of facilities, coordinating activities
between the government and private apparatus, regulating and promoting publicly
to other regions and abroad. In addition, the government is also responsible for the
direction of the destination of the tourism event. The macro policy adopted by the
government is a macro policy that guides other stakeholders in carrying out their
respective roles. Some absolute roles of the government are:

a. Affirmation and consistency of land use for the development of tourist areas, such
as rental systems.

b. Protection of cultural heritage in Surakarta City to maintain tourism events

c. Provision of infrastructure (roads, places of operation, etc.)

d. Security and convenience of visiting tourism events.

e. Strengthening tourism institutions by facilitating and expanding the tourism group
or organization.

f. Assistance to tourism promotion to other regions and abroad.

The researcher only interviewed one party as a private research resource person,
namely Sinergi Media Wisata. Tourism Synergy Media has long been a tourism event
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organizer, such as the Dolanan Anak Festival. Every event they organize will work with
the Tourism Office. The Tourism Office provides guidance then the event organizers
carry out it in accordance with the provisions provided by the government. In the
implementation of an event, certainly there is a need for detailed work and careful
coordination. Starting from making the concept of the event, planning, implementing
the event and also to the evaluation of the event. An Event Organizer requires people
who are creative and able to work swiftly. This is because managing or coordinating
an event is not easy. If you want the event to run smoothly and in accordance with the
target, the event must be done in detail, carefully and diligently. And the most important
thing to remember is that an Event Organizer makes an event aimed at meeting the
needs / expectations of the client. So it requires good communication between the two
parties, between the Event Organizer and the client. Certainly in the management of
the event there are limitations.

By becoming one of the event organizers in the city of Surakarta, it is one of the
pride to be able to play a role in setting the culture straight. In organizing the tourism
event, they will collaborate with several other parties, such as sponsorships. From this
implementation they will get a certain amount of income. The events organized are
arranged as attractive as possible with the latest concepts every year.

The role of the community in developing tourism events is vital. The participation
of the community can be realized because the benefits can be felt directly with the
opening of jobs and tourism service businesses that can indirectly increase their income.
Community business activities, such as trading in tourism event areas, can create an
atmosphere of belonging to a place of livelihood which in turn can encourage the
community to play a role in maintaining environmental sustainability. In accordance
with the government’s strategy in tourism related to community participation, the devel-
opment of tourism events is expected to increase opportunities and opportunities for
the community to enjoy the benefits, so that the development of tourism activities helps
the welfare of the community.

TABLE 1

Model Summaryb

Model R R Square Adjusted R
Square

Std. Error of the
Estimate

1 .860a .739 .709 .281

a. Predictors: (Constant), Perceived Value, Motivation, Experience

b. Dependent Variable: Revisit Intention

DOI 10.18502/kss.v4i6.6625 Page 548



ICE-BEES 2019

Using the SPSS program, the R square value is 0.739 (the value of R Square is the
square of the correlation coefficient (R), or 0.860 x 0.860 = 0.739). This means that
73.9% of the intention to visit again can be explained by the variables of motivation,
experience and perceived value. While the rest (100% - 73.9% = 26.1%) is explained by
other causes. The standard error of estimate is 0.281. Because the standard error of
estimate is smaller than the standard deviation of the intention to visit again (0.521),
the regression model is better at acting as a predictor of the intention to revisit than
the average intention to revisit itself. The technical analysis of the data in this study
uses multiple linear regression analysis, aiming to examine the effect of motivation,
experience, perceived value on the intention of returning to the Surakarta Festival
Center.

TABLE 2

Coefficients𝑎

Model Unstandardized Coefficients Standardized
Coefficients

t Sig.

B Std. Error Beta

1 (Constant) .600 .371 1.617 .118

Motivation .205 .072 .318 2.836 .009

Experience .364 .092 .465 3.944 .001

Perceived
Value

.279 .091 .337 3.079 .005

a. Dependent Variable: Revisit Intention

From the results of regression analysis the regression equation is obtained

𝑌 = 0, 600, +0, 205𝑋1 + 0, 364𝑋2 + 0, 279𝑋3 + 𝑒

The regressionmodel can be interpreted as Constants are 0.600, meaning that if there is
nomotivation, experience, and perceived value, then the intention to visit again is 0.600.
Regression coefficient X1 is 0.205, meaning that each addition of a motivational variable
is 1, then motivation will affect the intention to visit again at 0.205. The regression
coefficient of X2 is 0.364, meaning that every addition to the experience variable is
1, then the experience will affect the intention to visit again at 0.364. The regression
coefficient X3 is 0.461, meaning that every addition to the variable perceived value is 1,
then the perceived value will affect the intention to return by 0.461.
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5. Conclusion

The participation and each stakeholder in tourism events in Surakarta City is the ”Role
of the Government” Affirmation and consistency of land use for the development of
tourist areas, such as rental systems; Protection of cultural heritage in Surakarta City
to maintain tourism events; Provision of infrastructure (roads, places of operation, etc.);
Security and convenience of visiting tourism events; Strengthening tourism institutions
by facilitating and expanding the path of tourism groups or organizations; Assistance to
tourism promotion to other regions and abroad. ”Private Role” (Event Organizer): Helps
manage each event organizer; Participate in event promotions held. ”Society” (traders);
Participate in organizing tourism events; Opening opportunities and job opportunities.

The results of testing the hypothesis, namely for the first variable (H1), namely the
motivation of tourists to visit the Surakarta Festival Center has a high influence on
indicators of physical motivation, culture, status and prestige but not for social motivation
because the results obtained are quite high or sufficient agree. For the second variable
(H2), the experience of the intention to revisit the Festival Center in Surakarta has
a relatively high influence on the indicators of Education Experience, Entertainment
Experience, Esthetic Experience, but not for the Escapism Experiment because the
results are quite high or quite agree. For the third variable (H3), namely the Perceived
Value of the intention to revisit the Festival Center in Surakarta, it has a relatively high
influence on the Ancilary Service indicator but not for the Indicator, Amenities, and
Access indicators because the results obtained are quite high or quite agree.

References

[1] Amalyah, Reski, Djamhur Hamid, and Luchman Hakim. 2016. Peran Stakeholder
Pariwisata Dalam Pengembangan Pulau Samalona Sebagai Destinasi Wisata Bahari.
Jurnal Administrasi Bisnis 37(1): 158–163.

[2] Anggraeni, Annisa Ayu. 2013. Analisis Dampak Ekonomi Wisata Bahari Terhadap
Pendapatan Masyarakat Di Pulau Tidung. Reka Loka 1(1).

[3] Annas, Muhamad, M. Alaika Nasrulloh, Muh Harun Al Rosid, and Lilit Biati. 2017.
Multiplier Efek Industri Kreatif Terhadap Kondisi Sosial Dan Ekonomi Masyarakat
Banyuwangi. Jurnal Istiqro’: Jurnal Hukum Islam, Ekonomi, Dan Bisnis 5(1): 88–104.

[4] Grzinic, Jasmina, and Nikola Vojnovic. 2014. Sustainable Event Tourism: Case Study
City of Pula, Croatia. UTMS Journal of Economics; Skopje 5(1): 53–65.

DOI 10.18502/kss.v4i6.6625 Page 550



ICE-BEES 2019

[5] Hieu, Vu Minh, and Ida Rašovská. 2017. Developing Cultural Tourism Upon
Stakeholders’ Perceptions Toward Sustainable Tourism Development in Phu Quoc
Island, Vietnam. Research and Science Today; Targu-Jiu(2): 71–86.

[6] Ikhsan, Muhammad, and Deny Setiawan. 2016. Multiplier Effect Industri Pariwisata
Candi Muara Takus Terhadap Perekonomian Masyarakat Di Kecamatan XII Koto
Kampar Kabupaten Kampar. Jurnal Online Mahasiswa ( JOM) Bidang Ilmu Ekonomi
4(1): 689–700.

[7] Mensah, Ishmael. 2014. Stakeholder Pressure and Hotel Environmental Performance
in Accra, Ghana. Management of Environmental Quality; Bradford 25(2): 227–243.

[8] Parma, I. Putu Gede. 2013. Faktor-Faktor Pendorong Partisipasi Masyarakat Dalam
Festival Pesona Pulau Serangan Di Kota Denpasar. Jurnal Perhotelan Undiksha 10(2).

[9] Purwomarwanto, Yunitazari Laksmi, and Jayalakshmy Ramachandran. 2015. Perfor-
mance of Tourism Sector with Regard to the Global Crisis - a Comparative Study
Between Indonesia, Malaysia and Singapore. The Journal of Developing Areas;
Nashville 49(4): 325–339.

[10] Saputri, Febriana, dan Edy Akhyari. 2014. Peran Dinas Pariwisata Dalam Mengopti-
malkan Obyek Wisata Cagar Budaya Bukit Kerang Di Kabupaten Bintan.

[11] Tomsett, Paula, and Michael Shaw. 2015. Developing a New Typology for a
Behavioural Classification of Stakeholders Using the Case of Tourism Public Policy
Planning in the Snow Sports Industry. European Journal of Tourism Research;
Dobrich 9: 115–128.

[12] Utomo, Bambang Sapto, Sukarno Wibowo, and Harry Soeparman. 2014. Kajian
Kritis Dampak Perkembangan Pariwisata Terhadap Eksistensi Budaya Sunda Di Kota
Bandung. Patanjala: Jurnal Penelitian Sejarah Dan Budaya 6(3): 447–460.

[13] Yuan, Yulan Y. 2013. Adding Environmental Sustainability to the Management of
Event Tourism. International Journal of Culture, Tourism and Hospitality Research;
Bradford 7(2): 175–183.

[14] Anggela, M.M., Karini, N.M.O., Wijaya, N.M.S., n.d. Persepsi Dan Motivasi Wisatawan
Yang Berkunjung Ke Daya Tarik Wisata Jembong Di Kabupaten Buleleng. J. IPTA 5,
76–91.

[15] Bigné, J.E., Andreu, L., Gnoth, J., 2005. The theme park experience: An analysis
of pleasure, arousal and satisfaction. Tour. Manag. 26, 833–844. https://doi.org/10.
1016/j.tourman.2004.05.006

[16] Chang, L.-L., F. Backman, K., Chih Huang, Y., 2014a. Creative tourism: a preliminary
examination of creative tourists’ motivation, experience, perceived value and revisit

DOI 10.18502/kss.v4i6.6625 Page 551

https://doi.org/10.1016/j.tourman.2004.05.006
https://doi.org/10.1016/j.tourman.2004.05.006


ICE-BEES 2019

intention. Int. J. Cult. Tour. Hosp. Res. 8, 401–419. https://doi.org/10.1108/IJCTHR-04-
2014-0032

[17] Chang, L.-L., F. Backman, K., Chih Huang, Y., 2014b. Creative tourism: a preliminary
examination of creative tourists’ motivation, experience, perceived value and revisit
intention. Int. J. Cult. Tour. Hosp. Res. 8, 401–419. https://doi.org/10.1108/IJCTHR-04-
2014-0032

[18] Chen, C.-F., Tsai, D., 2007. How Destination Image and Evaluative Factors Affect
Behavioral Intentions? https://doi.org/10.1016/j.tourman.2006.07.007

[19] Duygu Salman, Duygu Uygur, 2010. Creative tourism and emotional labor: an
investigatory model of possible interactions. Int. J. Cult. Tour. Hosp. Res. 4, 186–
197. https://doi.org/10.1108/17506181011067583

[20] Faullant, R., Matzler, K., Mooradian, T.A., 2011. Personality, basic emotions, and
satisfaction: Primary emotions in the mountaineering experience. Tour. Manag. 32,
1423–1430. https://doi.org/10.1016/j.tourman.2011.01.004

[21] Fayed, H.A.K., Wafik, G.M., Gerges, N.W., 2016. The Impact of Motivations,
Perceptions and Satisfaction on Tourists’ Loyalty. Int. J. Hosp. Tour. Syst. 9.

[22] Gassiot Melian, A., Prats, L., Coromina, L., 2016. The perceived value of accessibility
in religious sites – do disabled and non-disabled travellers behave differently? Tour.
Rev. 71, 105–117. https://doi.org/10.1108/TR-11-2015-0057

[23] Han, H., Jeong, C., 2013. Multi-dimensions of patrons’ emotional experiences in
upscale restaurants and their role in loyalty formation: Emotion scale improvement.
Int. J. Hosp. Manag. 32, 59–70. https://doi.org/10.1016/j.ijhm.2012.04.004

[24] Hosany, S., Prayag, G., 2013. Patterns of tourists’ emotional responses, satisfaction,
and intention to recommend. J. Bus. Res. 66, 730–737. https://doi.org/10.1016/j.
jbusres.2011.09.011

[25] Hsu, C., S Huang, S., 2009a. Effects of Travel Motivation, Past Experience,
Perceived Constraint, and Attitude on Revisit Intention. https://doi.org/10.1177/
0047287508328793

[26] Hsu, C., S Huang, S., 2009b. Effects of Travel Motivation, Past Experience,
Perceived Constraint, and Attitude on Revisit Intention. https://doi.org/10.1177/
0047287508328793

[27] Huang, S., Shen, Y., Choi, C., 2015. The Effects of Motivation, Satisfaction and
Perceived Value on Tourist Recommendation.

[28] Kim, A.K., Brown, G., 2012. Understanding the relationships between perceived travel
experiences, overall satisfaction, and destination loyalty. Anatolia 23, 328–347. https:
//doi.org/10.1080/13032917.2012.696272

DOI 10.18502/kss.v4i6.6625 Page 552

https://doi.org/10.1108/IJCTHR-04-2014-0032
https://doi.org/10.1108/IJCTHR-04-2014-0032
https://doi.org/10.1108/IJCTHR-04-2014-0032
https://doi.org/10.1108/IJCTHR-04-2014-0032
https://doi.org/10.1016/j.tourman.2006.07.007
https://doi.org/10.1108/17506181011067583
https://doi.org/10.1016/j.tourman.2011.01.004
https://doi.org/10.1108/TR-11-2015-0057
https://doi.org/10.1016/j.ijhm.2012.04.004
https://doi.org/10.1016/j.jbusres.2011.09.011
https://doi.org/10.1016/j.jbusres.2011.09.011
https://doi.org/10.1177/0047287508328793
https://doi.org/10.1177/0047287508328793
https://doi.org/10.1177/0047287508328793
https://doi.org/10.1177/0047287508328793
https://doi.org/10.1080/13032917.2012.696272
https://doi.org/10.1080/13032917.2012.696272


ICE-BEES 2019

[29] Kuo, Y.-F., Wu, C.-M., Deng, W.-J., 2009. The relationships among service quality,
perceived value, customer satisfaction, and post-purchase intention in mobile value-
added services. Comput. Hum. Behav. 25, 887–896.

[30] Lam, T., Hsu, C.H.C., 2006. Predicting behavioral intention of choosing a travel
destination. Tour. Manag. 27, 589–599. https://doi.org/10.1016/j.tourman.2005.02.
003

[31] Lazzeretti, L., Capone, F., 2015. Narrow or broad definition of cultural and creative
industries: evidence from Tuscany, Italy. Int J Cult Creat Ind 2, 4–19.

[32] Lee, J. ( Jiyeon), 2014. Visitors’ Emotional Responses to the Festival Environment. J.
Travel Tour. Mark. 31, 114–131. https://doi.org/10.1080/10548408.2014.861726

[33] Lehto, X., T. O’Leary, J., Morrison, A.M., 2004. The effect of prior experience on
vacation behavior. https://doi.org/10.1016/j.annals.2004.02.006

[34] Li, M., Cai, L.A., Lehto, X.Y., Huang, J. (Zhuowei), 2010. A Missing Link in
Understanding Revisit Intention—The Role of Motivation and Image. J. Travel Tour.
Mark. 27, 335–348. https://doi.org/10.1080/10548408.2010.481559

[35] Nawarini, A.T., Handayani, R.S.R., n.d. Peran Perceived Value dan Kepuasan
Pelanggan dalamUpayaMembangun Loyalitas Pengguna Kartu Seluler. Media Ekon.
Dan Manaj. 30.

[36] Nawijn, J., Mitas, O., Lin, Y., Kerstetter, D., 2013. How Do We Feel on Vacation? A
Closer Look at How Emotions Change over the Course of a Trip. J. Travel Res. 52,
265–274. https://doi.org/10.1177/0047287512465961

[37] Prebensen, N., Woo, E., Chen, J., Uysal, M., 2013. Motivation and Involvement as
Antecedents of the Perceived Value of the Destination Experience. https://doi.org/
10.1177/0047287512461181

[38] Richards, G., 2011. Creativity and tourism: The state of the art. Ann. Tour. Res. 38,
1225–1253.

[39] Richards, G., Marques, L., 2012. Exploring creative tourism: Editors introduction. J.
Tour. Consum. Pract. 4.

[40] Richards, G., Wilson, J., 2006. Developing Creativity in Tourist Experiences: A
Solution to The Serial Reproduction of Culture? https://doi.org/10.1016/j.tourman.
2005.06.002

[41] Risitano, M., Tutore, I., Sorrentino, A., Quintano, M., 2017. The influence of tourists’
national culture on their behaviors in a sport mega-event. Int. J. Cult. Tour. Hosp.
Res. 11, 193–210. https://doi.org/10.1108/IJCTHR-07-2015-0077

DOI 10.18502/kss.v4i6.6625 Page 553

https://doi.org/10.1016/j.tourman.2005.02.003
https://doi.org/10.1016/j.tourman.2005.02.003
https://doi.org/10.1080/10548408.2014.861726
https://doi.org/10.1016/j.annals.2004.02.006
https://doi.org/10.1080/10548408.2010.481559
https://doi.org/10.1177/0047287512465961
https://doi.org/10.1177/0047287512461181
https://doi.org/10.1177/0047287512461181
https://doi.org/10.1016/j.tourman.2005.06.002
https://doi.org/10.1016/j.tourman.2005.06.002
https://doi.org/10.1108/IJCTHR-07-2015-0077


ICE-BEES 2019

[42] Ryu, K., Han, H., Kim, T.-H., 2008. The relationships among overall quick-casual
restaurant image, perceived value, customer satisfaction, and behavioral intentions.
Int. J. Hosp. Manag. 27, 459–469. https://doi.org/10.1016/j.ijhm.2007.11.001

[43] Salman, D., 2010. Rethinking of cities, culture and tourism within a creative
perspective. Pasos 8, 1–5.

[44] Sekaran, U., 2003. Research methods for business: a skill-building approach, 4th
ed. ed. John Wiley & Sons, New York.

[45] Stojanovic, M., Petkovic, N., Mitkovic, P., 2012. Culture and creativity as driving forces
for urban regeneration in Serbia. World Acad. Sci. Eng. Technol. Int. J. Soc. Behav.
Educ. Econ. Bus. Ind. Eng. 6, 1854–1859.

[46] Tung, V.W.S., Ritchie, J.R.B., 2011. Exploring the essence of memorable tourism
experiences. Ann. Tour. Res. 38, 1367–1386. https://doi.org/10.1016/j.annals.2011.03.
009

[47] Wang, D., 2004. Tourist Behaviour and Repeat Visitation to Hong Kong. Tour. Geogr.
6, 99–118. https://doi.org/10.1080/14616680320001722355

DOI 10.18502/kss.v4i6.6625 Page 554

https://doi.org/10.1016/j.ijhm.2007.11.001
https://doi.org/10.1016/j.annals.2011.03.009
https://doi.org/10.1016/j.annals.2011.03.009
https://doi.org/10.1080/14616680320001722355

	Introduction
	Literature Review and Hypothesis Development
	Literature Review 
	Tourism Event
	Multiplier Effect
	Stakeholders
	Creative tourism

	Hypothesis Development

	Research Methods
	Results and Discussion
	Conclusion 
	References

