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Article Info Abstract

Submitted: The COVID-19 Pandemic that occurred around the world had an impact
August 281" 2022 on the decrease in people's income which has implications for changing
Accepted: behavior in choosing tourist destinations. This study aims to: 1) analyze
September 26 2022 the relative importance attribute from Indonesian tourists who came to
Published: Bali during the COVID - 19 Pandemic 2.) Get the most optimal combi-
September 30" 2022  nation of tourist destination products choice based on the preferences of

Indonesian tourists during the COVID — 19 Pandemic. The research was
conducted at Benoa Harbour, | Gusti Ngurah Rai Airport and Kuta Beach
from January to April 2021 through the dissemination of questionnaires
to 160 Indonesian tourists by accidental sampling. Data analysis by con-
join method and analyzed with SPSS 2.0 program. The results showed
that the relative importance attribute sorted from the highest value to the
lowest value is cleanliness, price, attractiveness, service, recommenda-
tions, security, and promotion. Tourists' preference is the willingness of
hygiene facilities, the price of > Rp.50.000, flexible artificial tour book-
ing, friends/family, low case rates and discounts on airline tickets.
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INTRODUCTION

Background

Tourism is one of the industrial sec-
tors that has been affected byCOVID-19
pandemic. The paralysis that occurred in
the tourism sector was caused by re-
strictions on activities, some destinations
were closed, and some events such as con-
certs had to be cancelled, resulting in a de-
crease of tourist visits. The tourism indus-
try itself is the main sector for the regional
economy of Bali Province and many

http://ojs.unud.ac.id/index.php/eot

people depend on the tourism sector so that
the tourism sector is a very important sec-
tor in supporting the welfare of the com-
munity. The drastic decline in tourist arri-
vals had a huge impact on the Balinese
economy and during the pandemic, many
people lost their jobs and were forced to
close their businesses. One solution to
maintain people's income and economy is
to rebuild the tourism sector by increasing
tourist visits.

According to  Horner and
Swarbrooke (2007) there are two main
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things that are considered by tourism con-
sumers in choosing a destination, they are:
1) factors that determine whether consum-
ers can take vacations or not and 2) factors
that determine the type of trip and experi-
ence if the traveler decides to travel. Be-
sides finding out the motivational factors
of tourists, it is further necessary to know
the changes in tourist behavior caused by
changes in habits during the COVID-19
Pandemic.

According to Kotler (2008), con-
sumer behavior is a process and a person's
activities related to the quest, selection,
purchase, usage, and evaluation of prod-
ucts or services to meet consumer wants
and needs so that in the process there is a
form of preference from these consumers.
Consumer behavior can be influenced by
the circumstances and situations of the sur-
rounding community such as the place
where consumers were born and raised.
This means that consumers with different
origins or environmental layers of society
will have different assessments, needs,
opinions, attitudes, and tastes, so that deci-
sion making in the buying stage will be in-
fluenced by several of these factors.

One way to revive Bali tourism is to
make efforts to attract tourists to visit Bali
by understanding changes in tourist behav-
ior and preferences during the visit.
Through information about the wishes,
needs and priorities of tourists, it can be
used as a basis for consideration in creating
tourism products that are appropriate and
needed by tourists currently.

Based on the existing problems and
urgency, the research objectives are 1) Ob-
taining the most optimal combination of
tourist destination products based on the
preferences of domestic tourists during
COVID-19 Pandemic 2) Analyzing the
level of interest of domestic tourists who
come to Bali during COVID-19 Pandemic.
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LITERATURE REVIEW

Consumer behavior

The definition and understanding of
consumer behavior is quite difficult and
very complex. This is because there are
quite a number of factors that can influence
and these factors tend to interact with each
other. Consumer behavior is a number of
real actions of individuals or consumers
that can be influenced by internal and ex-
ternal factors and then direct them to as-
sess, choose, obtain and use the goods and
services they want. Consumer behavior
(customer behavior) can be defined as the
activities of an individual who is directly
involved in the process of obtaining and us-
ing a product or service, including a deci-
sion-making process.

Conjoint Analysis

Referring to the theory of Hair, et al.
(2010) stated that conjoint analysis is a
multivariate technique that has been spe-
cifically developed to be able to understand
a person's preferences regarding a type of
object such as a product, service, or idea.
In the conjoint analysis there are 9 stages,
they are: 1) determine the purpose of con-
joint analysis, 2) determine the attributes
and level of research attributes, 3) design
the conjoint model, 4) determine the
presentation model, 5) design stimuli, 6)
determine the estimation measurement
technique, 7) evaluate the conjoint model,
8) perform interpretations results and 9)
measuring the accuracy of predictions.

Traveler's Preferences

According to Frank (2011) prefer-
ence is the process of ranking all things that
can be consumed with the aim of obtaining
a preference for a product or service. Ac-
cording to Schiffman and Kanuk (2009),
preference is defined as the way a person
sees the world and its surroundings. Tour-
ist preferences appear at the alternative
evaluation stage in the purchasing decision
process where at that time tourists are faced

with a variety of different product and
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service choices so that at this time tourists
will rank priorities according to their
wishes and needs. This study will focus on
the preferences of domestic tourists in
choosing tourist destinations in Bali. Hav-
ing knowledge of these market patterns
will produce an analysis that can be used as
a strategy in increasing domestic tourist
visits to Bali.

Domestic Tourist

A domestic tourist is someone who
travels in the territory of a country, in the
area of Indonesia with a trip duration of
less than 6 months and does not aim to earn
income at the place visited and is not a rou-
tine trip (school or work), to visit tourist
objects, commercial accommodation,
and/or stay in commercial accommodation,
and/or travel distance greater than or equal
to 100 (one hundred) kilometers round trip
(Report of Nusantara Tourist Statistics,
2018).

Tourist Characteristic

According to Seaton dan Bennet (in
Suwena and Widyatmaja, 2010) the matter
concerning tourist can be categorized into
two types, they are based on: 1.) trip de-
scriptor the characteristic of travel such as
recreation, visiting relative, business jour-
ney, and other trips 2) tourist descriptor, it
is tourist characteristic based on socio de-
mographic, geographical characteristic,
and psychogeography characteristic.

Travel Destinations

According to the Tourism Law No.
10. Year 2009 (article 1 paragraph 6) states
that tourism destination areas, hereinafter
referred to as tourism destinations, are ge-
ographical areas located within one or
more administrative areas of public facili-
ties, tourism facilities, accessibility, and
communities that are interrelated and com-
plement the realization of tourism.

Destination Selection Factors

According to Middleton & Fyall
(2009) there are several factors from tourist
destinations that can affect tourists, namely
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attractiveness, availability of facilities, ac-
cessibility, image of tourist destinations,
prices of tourist destinations, and promo-
tions. These factors are adjusted to the
wishes and needs of individual tourists in
choosing the products/services they want.
These factors will produce tourist prefer-
ences that are driven by their motivation.
In this study the use of several attributes
that are adapted to current conditions and
needs, namely: (1) price, (2) tourist attrac-
tion, (3) recommendations, (4) security, (5)
cleanliness (6) service and (7) promotion
by taking into account changes in tourist
behavior as a benchmark in making state-
ments.

METHODS

The time of research was carried out
from January to April 2021 in three strate-
gic locations, the location was | Gusti Ngu-
rah Rai Airport, Gilimanuk Harbor and
Kuta Beach. The choice of location was
based on considerations regarding the exit
and entry of tourists, namely | Gusti Ngu-
rah Rai Airport and Gilimanuk Harbor,
while the consideration of choosing Kuta
Beach was based on strategic locations and
tourism favorites in Bali.

The process of determining the sam-
ple in this research is based on accidental
sampling technique, which is a process of
determining the sample which is carried
out without careful planning (Kusmayadi,
2004). Tourists who were selected as re-
search respondents had criteria, namely
tourists who came to Bali during COVID-
19 Pandemic. Referring to the theory of
Hair et.al. (2010) that the best sample size
has 100 samples or larger and according to
general rules, the minimum number of re-
spondents is fiove times more than the total
number of question items that have been
determined, and the sample size is accepta-
ble if the sample uses a ratio of 5:1 to 10:1.
In this study there were 16 total question
items, so the sample size needed in this
study was a minimum of 16 x 10 = 160

samples.
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This study uses a quantitative de-
scriptive approach which is supported by a
qualitative descriptive analysis. The ana-
lytical method used is conjoint analysis
technique. In the conjoint analysis there are
several steps that must be done (Hair et. al.,
2010).

1. Determining Attribute and Attribute
Level of Research
The Attribute Determination and At-
tribute Level of Research refer to the the-
ory and concept of research.

Table 1. Attribute and Research Attribute

Level

Attribute Level Remarks

Attribute
Price 1 < Rp.10.000

2 Rp.10.000 - Rp.50.000

3 > Rp.50.000
Attraction 1 Nature

2 Culture

3 Artificial
Recommen- 1 From friend/family
dation 2 From social media
Security 1 CHSE certified

2 Low zone infected with

Covid-19

Cleanliness of a tourist
destination maintained

Cleanliness 1

2 Availability of clean fa-
cilities
Service 1 Order flexibility

2 Accident insurance

Accommodation dis-
count

Promotion 1

2 Airplane ticket discount

Source: Primary data (processed data), 2021.
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2. Designing the Conjoint Model

In this research, the presentation
method applied was the traditional conjoint
model, where the respondents assessed all
attributes at the same time and give a value
with a predetermined value scale. The
method has criteria, namely the maximum
number of attributes is 8 attributes, can be
done manually or computerized and can
produce individual data analysis.

3. Determining the Presentation Model

The presentation model used in this
research is a full profile presentation
model. Through the use of this model, it is
possible to reduce the number of stimuli by
using the fractional factorial design
method, which is a special class of frac-
tional design, called an orthogonal array so
that it is possible to estimate all the main
effects.

4. Designing Stimuli

The design of the combination of
stimuli consists of a group of attributes and
attribute levels that will be evaluated by the
respondent. The process of designing the
combination of stimuli will use the SPSS
2.0 program with the Orthogonal Design
method so that the number of combinations
of stimuli in this study is 16 combinations
as follows.
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Price Attraction Recom- Security Cleanli- Service Promo-
mendation ness tion
Nature Social Me-  Low case Availability  Order flexi- Accom-
<10.000 Tourism dia rate of clean fa-  bility modation
cilities discount
10.000 Culture Social Me-  Low case Cleanliness  Order flexi-  Accom-
-50.000 Tourism dia rate of atourist  bility modation
destination discount
maintained
<10.000 Nature Tour-  Social Me- CHSE Cer- Cleanliness Accident Accom-
ism dia tified of atourist  Insurance modation
destination discount
maintained
Culture Social Me- CHSE Cer-  Availability Accident Airplane
<10.000 Tourism dia tified of clean fa-  Insurance ticket dis-
cilities count
Nature Tour- Social Me- CHSE Cer- Cleanliness  Accident Airplane
>50.000 ism dia tified of atourist  Insurance ticket dis-
destination count
maintained
Culture Friend/fam- Low case Cleanliness  Accident Airplane
<10.000 Tourism ily rate of atourist  Insurance ticket dis-
destination count
maintained
>50.000 Artificial Friend/fam- Low case Cleanliness  Accident Accom-
Tourism ily rate of atourist  Insurance modation
destination discount
maintained
Acrtificial Friend/fam- CHSE Cer- Availability Order Flex- Airplane
<10.000 Tourism ily tified of clean fa- ibility ticket dis-
cilities count
10.000  Artificial Social Me- CHSE Cer- Availability Accident Accom-
- 50.000 dia tified of clean fa-  Insurance modation
cilities discount
<10.000 Nature Tour- CHSE Cer- Cleanliness  Order Flex- Accom-
ism Friend/fam- tified of atourist ibility modation
ily destination discount
maintained
Cultural Friend/Fam CHSE cer-  Availability Order Flex- Accom-
>50.000 Tourism ily tified of clean fa- ibility modation
cilities discount
Nature Tour-  Social Me-  low case Availability Order Flex- Airplane
>50.000 ism dia rate of clean fa- ibility ticket dis-
cilities count
Acrtificial Social Me-  low case Cleanliness  Order Flex-  Airplane
<10.000 Tourism dia rate of atourist ibility ticket dis-
destination count
maintained
10.000 Nature Tour-  Friend/fam- low case Availability  Accident Airplane
-50.000 ism ily rate of clean fa-  Insurance ticket dis-
cilities count
http://ojs.unud.ac.id/index.php/eot 269 e-ISSN 2407-392X. p-ISSN 2541-0857


http://ojs.unud.ac.id/index.php/eot

E-Journal of Tourism VVol.9. No.2. (2022): 265-275

Price Attraction Recom- Security Cleanli- Service Promo-
mendation ness tion
Nature Tour-  Friend/fam- low case Availability Accident Accom-

<10.000 ism ily rate of clean fa-  Insurance modation
cilities discount

10.000  Nature Tour- Friend/fam- CHSE cer- Cleanliness Order Flex- Airplane

-50.000 ism ily tified of atourist ibility ticket dis-
destination count
maintained

Source: Primary data (processed data), 2021.

5. Determine the Estimation Technique

In this research, the estimation tech-
nique applied is a rating technique with a
scale of 1 to 5 with the provisions of a
value of 1 = least preferred and 5 = most
preferred.

6. Measuring the Accuracy of Predictions

According to Gudono, (2015) the
measurement of predictive accuracy can be
seen through the correlation between the
actual value and the predicted value with
Kendall Tau, and the Pearson correlation.
As for the assessment provisions, if the sig-
nificance value is < 0.05 then each attribute
has a strong significance relationship and if
the correlation value is > 0.5 then there isa
close relationship between the actual and
predicted values.

7. Measuring the Accuracy of Predictions

According to Gudono, (2015) the
measurement of prediction accuracy can be
seen through the correlation between the
actual value and the predicted value with
Kendall Tau, and the Pearson correlation.
The assessment provisions are if the signif-
icance value is <0.05 then each attribute
has a strong significance relationship and if
the correlation value is >0.5 then there is a
close relationship between the actual and
predicted values.

http://ojs.unud.ac.id/index.php/eot
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RESULT AND DISCUSSION

The main results of the conjoint
analysis in the form of attribute utility val-
ues and attribute levels, the value of the im-
portance of attributes either individually or
as a whole (aggregate) then to determine
the level of relationship between the actual
value and the predicted value, the measure-
ment of the level of Kendall Tau correla-
tion or Pearson's correlation can be used.
As for the discussion of the analysis will be
carried out as a whole (aggregate). The fol-
lowing is a complete interpretation of the
results.

Attribute Level Utility Analysis

The utility value explains the re-
spondent's choice of attribute levels in
tourist destinations. The provisions of the
utility value can be stated as follows. If a
positive utility value states that the re-
spondent chooses the level of an attribute,
if a negative value states that the respond-
ent does not choose or reject the level of an
attribute, and if the utility value at an attrib-
ute level has a value of zero, it means that
the attribute level is neutral with each
other. or the attribute level does not affect
the respondent.

e-1SSN 2407-392X. p-ISSN 2541-0857
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Table 3. Level Attribute Utility Analysis

Attribute Attribute Level Utility values Preference
<10.000 -.170
Price 10.000 - 50.000 .020 >50.000
>50.000 151
Nature Tourism -.004
Attraction Cu'_“f”? Tourism ~.018 Artificial Tourism
Artificial
. .022
Tourism
. dat Friend/Family .082 Eriends/Famil
ecommendation Social Media 082 riends/Family
Securit CHSE Certified -.007 Low Case Rat
ecurtty Low case rate .007 ow ase Rate
Cleanliness of a tourist _317
. destination maintained ' The availability of
Cleanliness = i
Availability of clean fa- clean facilities
s 317
cilities
) Order Flexibility 142 o
Service Accident Insurance 142 Order Flexibility
Sromotion Af:commo.dation.discount -.028 Airplane ticket dis-
Airplane ticket discount  5og count
(Constant) 4.036

Source: Primary Data (processed data), 2021.

Based on Table 3, the results of the
attribute utility value analysis of 160 re-
spondents who have evaluated the ques-
tionnaire show:

1. Price Attribute Level Utility.

The results of the analysis of the util-
ity value of the price attribute show that the
price attribute level above Rp. 50,000 gets
a value of 151, the price attribute level of
Rp. 10,000 — 50,000 gets a value of 020
and the level of the price attribute less than
Rp. 10,000 gets a value of -170 then this
shows that in general the response- en pre-
fers destination entry prices above Rp.
50,000 then likes destination entry prices
with a price range of Rp. 10,000 — Rp.
50,000 and do not like the entry price for
destinations below Rp. 10,000. Based on
the results of the tourist questionnaire, it
was argued that a tourist destination with
an entry price above Rp. 50,000 would be
http://ojs.unud.ac.id/index.php/eot
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more promising for comfort, security and
the experience that would be obtained such
as Garuda Wisnu Kencana. If it is associ-
ated with the characteristic profile of tour-
ists who came during the COVID-19 Pan-
demic to Bali, it can be concluded that the
selection of a price attribute level above
Rp. 50,000 as the preferred level can be in-
fluenced by the characteristics of tourists
who have an income above 7.2 million per
month.

2. Attractiveness Attribute Level Utility
Value

The results of the analysis of the util-
ity level of the attraction attribute show that
the attribute level of artificial tourist attrac-
tion gets a value of 022, the attribute level
of natural tourist attraction gets a value of
-004 and the attribute level of cultural tour-
ist attraction gets a value of -018, so this
shows that in general tourists prefer

e-ISSN 2407-392X. p-1SSN 2541-0857
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attractiveness. artificial tourism such as
shopping centers, zoos, museums and so
on, while for natural and cultural tourist at-
tractions are not accepted or disliked by
tourists. Based on the results of the ques-
tionnaire, some tourists who choose artifi-
cial tourist attractions are based on joint de-
cisions with their families and are more in-
terested in artificial tourism that is provid-
ing discounted prices than natural tourist
attractions that have been visited.

3. Recommended Attribute Level Utility

The results of the utility analysis of
the recommendation attribute level show
that the recommendation attribute level
from friends or family gets a value of 082
and the recommendation attribute level
from social media gets a value of -082, this
shows that tourists prefer recommenda-
tions given by their closest friends and
family and do not really like the recom-
mendations from social media. Based on
the results of the questionnaire, tourists
think that assessments from closest friends
and family are more appropriate and real
when compared to assessments from social
media.

4. Security Attribute Level Utility

The results of the security attribute
level utility analysis show that the security
attribute level of destinations in the low-
case zone gets a value of 007 and the secu-
rity attribute level of CHSE-certified desti-
nations gets a value of -007, this shows that
tourists prefer the security attribute level of
destinations that are in the low-case zone
and refuse or reject. disliked the level of se-
curity attribute of CHSE certified destina-
tions. Based on the questionnaire, tourists
think that Bali is a fairly safe tourist desti-
nation when compared to the location of
origin of tourists and some tourists do not
pay much attention to destinations that
have been certified by CHSE.

5. Cleanliness Attribute Level Utility
The results of the utility level analy-

sis of the cleanliness attribute show that the
http://ojs.unud.ac.id/index.php/eot
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level of the cleanliness attribute of the des-
tination with the availability of clean facil-
ities gets a value of 317 and the level of the
cleanliness attribute of the destination that
is maintained gets a value of -317, so this
shows that tourists prefer destinations that
have the availability of clean facilities and
do not really like the cleanliness of desti-
nations that are clean. Based on the tourist
opinion questionnaire, the selection of des-
tinations that provide clean facilities such
as hand sanitizers, sinks and disinfectants
is more important during this COVID-19
pandemic.

6. Service Attribute Level Utility

The results of the service attribute
level utility analysis show that the service
attribute level in the form of ordering flex-
ibility gets a value of 142 and the service
attribute level in the form of accident insur-
ance availability gets a value of -142, this
shows that tourists prefer the service attrib-
ute level in the form of booking flexibility
and do not really like the service attribute
level in the form of Availability of accident
insurance. Based on the questionnaire,
tourists argue that in uncertain times such
as today, the flexibility of ordering in the
form of changes and cancellations of or-
ders is very important to ensure that or-
dered products purchased by tourists can
be refunded or rescheduled.

7. Promotion Attribute Level Utility
The results of the utility level analy-
sis of promotional attributes show that the
attribute level in the form of discounted air-
line tickets gets a value of 028 and the at-
tribute level in the form of discount accom-
modation gets a value of -028, so this
shows that tourists prefer the attribute level
in the form of discount airline tickets and
do not really like the attribute level. accom-
modation discount. Based on the results of
the questionnaire, tourists think that they
need a discount on airplane tickets because
the expenditure is quite high for tourists. In
addition, if you refer to the characteristics

of the research respondents who are
e-ISSN 2407-392X. p-1SSN 2541-0857
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dominated by tourists from DKI Jakarta
and surrounding areas, the selection of dis-
counted flights is quite appropriate consid-
ering the distance from the location of
origin of the tourists.

Based on the description above, it
can be concluded that the most optimal
combination of tourist destination attrib-
utes consists of destination entry prices
above Rp. 50,000, tourist destinations with
artificial tourist attractions such as muse-
ums, shopping centers, sports venues and
others, have been directed. recommended
by close friends or family, the location of
the destination is in a low-case area of
COVID-19, getting services in the form of
easy bookings, cancellations and changes
to tourist activities, and getting discounted
flight tickets.

Attribute Importance Level Analysis

Importance values analysis is used
to see the results of respondents’ evaluation
of the importance value of a particular at-
tribute, where the higher the value of the
importance level of the attribute, the higher
the influence of these attributes in influenc-
ing the choice of tourist destinations.

Table 4. Attribute Importance Value

Importance Values

Cleanliness 21.543
Price 18.873
Attraction 17.608
Service 13.575
Recommendation 9.871
Security 9.609
Promotion 8.922
Source: Primary data (processed data),
2021.

Based on Table 4, the results ob-
tained that the analysis of the level of im-
portance of the attributes from the highest
value to the lowest value are as follows: (1)
the cleanliness attribute with the highest
http://ojs.unud.ac.id/index.php/eot
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importance value, which is 21,543, (2) the
price attribute with an importance value,
which is 18,873. , (3) attractiveness attrib-
ute with an importance value of 17,608, (4)
service attribute with an importance value
of 13,575, (5) recommendation attribute
with an importance value of 9,871, (6) se-
curity attribute with an importance value of
9,609, and (7) promotion attribute with an
importance value of 8,922. Based on this
description, it can be concluded that there
are three attributes that are highly preferred
and considered by domestic tourists in
choosing tourist destinations during the
COVID-19 Pandemic, namely cleanliness
attributes, price attributes and attractive-
ness attributes.

The attribute of cleanliness is the
most important attribute of the choice of
tourists in choosing a tourist destination
during the COVID-19 Pandemic. This is
due to the increasing public attention to the
cleanliness aspect to protect themselves
from exposure to the corona virus. Accord-
ing to Suprihatin, (2020) tourist behavior
during the COVID-19 pandemic is moti-
vated by the motivation to get satisfaction
from tourism products that pay attention to
aspects of protection and comfort in the
form of cleanliness, health, and safety as
the main motivation in purchasing decision
attitudes. . To be able to meet the needs of
safe travel, the cleanliness of tourist desti-
nations is a benchmark that is highly con-
sidered by tourists. According to Glimpses
of Recovery Journal, (2020) cleanliness is
a driving force for material demand, differ-
entiating, and supporting factors for the
image of a product so that the cleanliness
aspect can improve the image of the desti-
nation for the better to gain a sense of trust
from tourists towards the destination.

The price attribute is the second
most important attribute for tourists in
choosing a tourist destination. Price itself
is one of factors that influence tourists in
choosing a tourist destination where there
are considerations regarding the type of
destination, the quality of the destination,

and the suitability of the price with the
e-ISSN 2407-392X. p-1SSN 2541-0857
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destination to be visited. In the COVID-19
Pandemic situation, which has caused a de-
cline in people's incomes and even a global
economic downturn, many tourists con-
sider the price aspect as a form of effi-
ciency. This is supported by Yuni's state-
ment (2020) that financial considerations
and travel costs are a major concern for al-
most all tourists.

The attractiveness attribute is the
third attribute that is an important consid-
eration for tourists. According to Middle-
ton & Fyall (2009) without an attraction it
will be very difficult to make tourists go on
vacation to a tourist destination, but in this
study the attribute of attraction is in the
third position in the level of tourist interest.
This is due to the priority of tourist behav-
ior which is adjusted to the needs during
the COVID-19 Pandemic.

Correlation Value

The main purpose of calculating the
accuracy of predictions is to get a signifi-
cant and correlation value between the es-
timated results and the actual results.

Table 5. Correlation Analysis Results

Value Sig.
Pearson’s R 744 .000
Kendall’s Tau .567 .001

Source: Primary data (processed data),
2021,

Based on Table 5, the results of the
Pearson's correlation value are 0.744 with
a significant value of 0.000 and the results
of the Kendall's Tau correlation value are
0.56 with a significance value of 0.001.
The results of the correlation values from
the two analyzes show a value of > 0.5 and
a significance value of < 0.05, so it is con-
cluded that there is a close relationship be-
tween the results of the study (actual value)
and the expected preference (prediction
value).

http://ojs.unud.ac.id/index.php/eot

CONCLUSION AND SUGGESTION

Conclusion

According to the results of the re-
search conducted on 160 respondents, the
results of tourist preferences for destina-
tion selection during the COVID-19 Pan-
demic in Bali, can be concluded as follows:

1. Based on the characteristics of tourists
who came to Bali during COVID-19
pandemic, it was found that tourists
from DKI Jakarta, were male, aged
26-55 years, with the last education of
bachelor degree, worked as a private
employee, are married, and have an
income above Rp. 7,200,000 per
month are the characteristics of tour-
ists who are the most respondents in
this study.

2. Based on the travel patterns of tourists
who came to Bali during COVID-19
Pandemic, it was found that tourists
with a visit period during school holi-
days, with a visit length of 4-7 days,
had visited 2-5 times, planning a trip
personally, using air transportation,
choosing five-star accommodation,
having vacation with family, and the
main purpose of travel is for vacation
are the characteristics of tourists
based on travel patterns who are the
most respondents in this research.

3. The most optimal combination of at-
tributes based on tourist preferences is
destination entry prices above IDR
50,000, tourist destinations with arti-
ficial tourist attractions such as muse-
ums, shopping centers, sports venues
and others, have been recommended
by close friends or family, the location
of the destination is in an area with
low cases of COVID-19, getting ser-
vices in the form of ease of ordering,
canceling and changing tourism activ-
ities, as well as getting discounted
flight tickets.

4. The level of importance of the attrib-
utes that are most preferred by tourists
from the highest to the lowest are (1)
cleanliness attributes, (2) price
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attributes, (3) attractiveness attributes,
(4) service attributes, (5) recommen-
dation attributes, (6) attributes secu-
rity, and (7) promotional attributes.

5. The results of measuring the accuracy
of predictions using the correlation
test state that there is a close correla-
tion between the results of the con-
joint analysis (prediction value) and
actual conditions.

Suggestion

The preference is usually used to
find out someone's desire or favorite for
something so that preference is very im-
portant to form a marketing and develop-
ment strategy, so suggestions that can be
put forward for this research are as follows:

1. Referring to the results of the assess-
ment of 160 respondents, the attribute
of cleanliness is the most important at-
tribute, so it is hoped that stakeholders
can pay attention to the cleanliness as-
pect around the destination and be
supported by the provision of good
cleaning facilities.

2. Based on the results of the tourist as-
sessment, the recommendations con-
sidered by tourists come from their
closest friends and family, so it is im-
portant for tourism actors to provide
the best service for tourists to feel sat-
isfied and achieve their expectations.

3. This research is limited to seven at-
tributes applied, they are price, attrac-
tiveness, recommendations, cleanli-
ness, security, service and promotion,
so that for further research it would be
better to use other and more varied at-
tributes.

4. The research is only limited to domes-
tic tourists so that in the future they
can use foreign tourists or combine
both types of tourists to get more ac-
curate results.

5. The scope of this research is quite
wide, it is Bali, it would be better if
the coverage area per district or
smaller to get more accurate results
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