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combination of natural attractions, cultural
experiences, and artificial recreational fa-
cilities. With the rapid growth of the tour-
ism sector in Batu City, understanding the

INTRODUCTION

Background
Domestic tourism plays a crucial

role in Indonesia's economy, particularly in
driving the growth of the service sector and
improving the well-being of local commu-
nities. Batu City, East Java, is one of the
leading tourist destinations, offering a
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factors influencing tourists' decisions to
visit is essential in efforts to enhance the
destination's competitiveness (Uysal et al.,
2020).
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In tourism studies, tourists' deci-
sions to choose a destination are influenced
by push factors and pull factors. Push fac-
tors originate from tourists' internal moti-
vations, such as the desire to relax, enhance
cultural experiences, or strengthen social
relationships with family and friends
(Pearce & Packer, 2019). Meanwhile, pull
factors are related to destination character-
istics, including the uniqueness of tourist
attractions, available facilities, accessibil-
ity, and marketing strategies implemented
by tourism managers (Chen & Phou,
2020). These two factors interact in shap-
ing tourists' decisions and influencing their
behavior during travel.

Several previous studies have exam-
ined the role of push and pull factors in
tourists' decision-making. For instance,
Kim and Park (2021) found that tourists'
motivation tends to be influenced by psy-
chological needs and unique experiences
that they cannot obtain in their daily lives.
However, that study primarily focused on
international tourists, leaving a gap in un-
derstanding how these factors influence
domestic tourists in Indonesia, particularly
in the context of Batu City. Additionally,
many previous studies have only analyzed
push and pull factors separately without
considering the relationship between them
in tourists' decision-making. A study by
Wong et al. (2020) explored how destina-
tion attractiveness influences tourists' deci-
sions but did not further investigate how
these decisions impact their behavior after
arriving at the destination. Therefore, more
comprehensive research is needed to un-
derstand the interconnection between tour-
ist motivation, travel decisions, and behav-
ior during the trip.

Research on domestic tourists' moti-
vation in Indonesia remains relatively lim-
ited. Most existing studies have focused on
the economic and social aspects of tourism,
without sufficiently exploring the psycho-
logical and emotional factors that deeply
influence tourists' decisions. For example,
Rahman et al. (2021) emphasized the role
of  social influences,  such  as
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recommendations from friends and expo-
sure to social media, in shaping domestic
tourists’ decisions. However, their study
does not specifically examine the interac-
tion between push and pull factors in influ-
encing tourist behavior, which remains a
gap in the literature (Sun et al., 2019).

Despite the extensive application of
push and pull theory in tourism studies,
limited research has comprehensively ex-
amined the interaction between push and
pull factors in influencing domestic tour-
ists” decision-making, particularly within
the dual context of natural and artificial at-
tractions in a single destination. Most pre-
vious studies have either focused on inter-
national tourists, analyzed push and pull
factors in isolation, or failed to highlight
how both types of tourism (natural and ar-
tificial) within one city like Batu collec-
tively influence tourists’ preferences and
behavior. Moreover, while some studies
acknowledge the role of social media or ac-
cessibility (e.g., Rahman et al., 2021; San-
toso et al., 2022), they do not integrate
these into a holistic motivational frame-
work based on internal and external stim-
uli. Thus, a deeper understanding of how
these factors interact and shape tourist be-
havior is both timely and necessary.

Additionally, there is still little re-
search highlighting the differences in the
influence of push and pull factors in the
context of nature-based and artificial tour-
ism destinations. A study by Sun et al.
(2019) found that tourist motivation in cul-
tural destinations differs from that of tour-
ists visiting natural destinations. However,
their research did not examine how artifi-
cial and natural tourism within the same
city can simultaneously influence tourists'
decision-making (Zhang et al., 2022). Batu
City, which offers a combination of natural
and artificial tourism attractions, provides
a unique context for further exploration of
these factors.

Batu City, as a tourist destination,
has a unique appeal by combining elements
of natural and artificial tourism. Natural at-
tractions such as Coban Talun, Gunung
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Banyak, and Coban Rais Waterfall offer
nature-based tourism experiences that at-
tract domestic tourists seeking tranquility
and natural beauty. On the other hand, arti-
ficial attractions such as Jatim Park, Batu
Night Spectacular (BNS), and Transporta-
tion Museum provide recreational experi-
ences based on education and entertain-
ment, making them ideal for families and
young travelers (Batu City Tourism Office,
2022). The diversity of these tourist attrac-
tions makes Batu City one of the top desti-
nations for domestic tourists in Indonesia.
However, there is still limited understand-
ing of how push and pull factors influence
tourists' decisions to choose and visit this
destination.

Although Batu City continues to ex-
perience an increase in tourist visits, chal-
lenges remain in understanding domestic
tourists' preferences and how their behav-
ior evolves with changing travel trends. A
study by Wicaksono & Purnomo (2021)
found that domestic tourists in Batu City
tend to choose destinations that offer expe-
riences shareable on social media. Mean-
while, a study by Santoso et al. (2022) in-
dicated that accessibility and ease of trans-
portation significantly contribute to tour-
ists' decisions to visit specific destinations
in Batu City. By gaining a deeper under-
standing of how push and pull factors in-
fluence domestic tourists' decision-making
and behavior in Batu City, this study is ex-
pected to provide strategic implications for
tourist attraction managers. The findings
can be used to design more effective mar-
keting strategies, enhance tourists' experi-
ences, and support the development of
tourism destinations in Batu City. Accord-
ingly, the purpose of this study is to ana-
lyze the influence of push and pull factors
of tourism on the decision-making and be-
havior of domestic tourists in Batu City,
East Java.
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LITERATURE REVIEW

Tourist

The concept of a tourist has been de-
fined from various institutional and aca-
demic perspectives. The International Un-
ion of Official Travel Organizations (1U-
OTO), as cited in Suwena and Widyatmaja
(2010), defined a tourist as an individual
residing in a country who visits another
place—either domestically or internation-
ally—for more than 24 hours, with pur-
poses ranging from recreation, health, and
education to business, religion, or family
visits. Similarly, Pendit (2006) and Yoeti
(1983) emphasized the voluntary and tem-
porary nature of tourism, highlighting that
it is undertaken for non-remunerative pur-
poses and within a legally permitted time
frame (typically from 24 hours up to six
months). These definitions share a com-
mon focus on non-permanent travel moti-
vated by various personal, social, or pro-
fessional interests.

Synthesizing these perspectives, a
tourist can be understood as a person or
group who temporarily travels to a destina-
tion for purposes other than earning a liv-
ing, engaging in activities such as leisure,
recreation, business, or personal enrich-
ment. Understanding the diverse motiva-
tions and patterns behind such travel is crit-
ical for tourism planning and destination
management—especially in cities like
Batu, East Java, where the tourism market
includes both natural and artificial attrac-
tions, catering to different types of domes-
tic tourists.

Tourists can be further characterized
by travel-related and personal attributes.
Travel characteristics typically include the
purpose of visit (e.g., leisure, business, vis-
iting relatives), trip duration, travel timing,
distance traveled, type of accommodation,
transportation mode, and trip organization
(Kotler et al., 1993; Lupu et al., 2021). On
the other hand, personal or individual char-
acteristics can be described using socio-de-
mographic (e.g., age, gender, occupation,
education),  geographic  (place  of
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residence), and psychographic variables
(e.g., lifestyle, social class, values)
(Koswara, 2002).

In the context of this study, such
classifications are particularly relevant for
segmenting domestic tourists visiting Batu
City, whose behavior may vary depending
on whether they are drawn by natural land-
scapes or artificial attractions. Thus, ana-
lyzing tourists' profiles and motivations al-
lows destination managers to develop more
tailored strategies that align with travelers'
preferences—especially when examining
how push and pull factors influence tourist
decisions and behaviors.

Push and Pull Factors in Tourism

Tourist travel behavior is shaped by
a complex interplay between internal de-
sires and external stimuli. Two major cate-
gories of motivation—push factors and
pull factors—have long been used to ex-
plain why people traveled. These concepts,
widely recognize in tourism studies, de-
scribe how psychological needs interacted
with the characteristics of destinations to
influence tourists’ decisions.

Push factors are generally rooted in
an individual’s internal psychological state
or socio-demographic context. As stated by
Pitana and Gayatri (2005), these motiva-
tions emerged from within the individual
and often reflected a desire for change, es-
cape, self-development, or connection with
others. In contrast, pull factors referred to
the specific attributes of a destination that
attracted visitors—such as its image, cli-
mate, culture, facilities, or natural beauty.

Richardson and Fluker (2004), as
cited by Pitana and Gayatri (2005), empha-
sized that push factors included broader
personal or societal conditions—economic
pressures, changing lifestyles, or psycho-
logical dissatisfaction—that motivated
someone to travel, even before a particular
destination was selected. Once the intent to
travel was formed, pull factors played a
larger role in influencing the actual choice
of destination. These included tangible and
intangible qualities that made one place
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more appealing than another, such as
safety, cultural uniqueness, marketing ef-
fectiveness, or environmental features.

Dann (1977) further contributed to
this understanding by observing that many
Western tourists were primarily motivated
by the need to escape psychological pres-
sures in their everyday lives. For these
travelers, tourism served as a form of emo-
tional release, rather than merely a recrea-
tional activity. Ryan (1991) offered a more
nuanced framework of push motivations
by identifying several psychological needs
that underpinned the decision to travel.
These included the desire to escape from a
monotonous routine, to rest and rejuvenate,
and to experience joy through play and lei-
sure. Other motivations such as strengthen-
ing family relationships, seeking prestige,
meeting new people, or pursuing educa-
tional experiences also influenced travel
behavior.

In certain cases, motivations such as
self-fulfillment and wish-fulfillment were
central—particularly for individuals who
traveled to fulfill spiritual goals or lifelong
dreams. Meanwhile, the destination’s pull
factors also played a critical role in travel
decision-making. Jackson (1989) identi-
fied a set of external elements that influ-
enced tourists’ choices, including favora-
ble climate, promotional efforts by the
government, advertising campaigns, and
large-scale events. Additional factors such
as visits to friends or relatives, availability
of attractions, rich cultural traditions, and
the natural or built environment made des-
tinations more competitive and desirable in
the eyes of potential visitors.

Recent studies revealed how push
and pull motivations evolved over time, es-
pecially among younger tourists. For ex-
ample, Jaimun et al. (2020) found that mil-
lennial tourists visiting South Kuta, Bali,
were primarily driven by internal desires to
escape routine, experience a new lifestyle,
and socialize with others. The pull factors
that attracted them to the destination in-
cluded the popularity of the area on social
media, affordable prices, vibrant nightlife,
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and an inviting atmosphere. Similarly,
Oktoraini et al. (2022) showed that domes-
tic tourists who visited Sasak Ende Village
in Lombok were motivated by the desire
for unique experiences. The village’s local
culture, hospitality, and natural beauty
served as the primary pull factors influenc-
ing their decision to visit. Understanding
how these motivations influenced travel
behavior had significant implications for
tourism destination management. It al-
lowed planners, marketers, and stakehold-
ers to align their development priorities,
promotion strategies, and visitor experi-
ences with tourists’ evolving preferences.
In this study, push and pull factors
were conceptualized as exogenous latent
variables. Each was operationalized
through reflective indicators drawn from
previous research. Push factors were based
on the theoretical frameworks proposed by
Ryan (1991) and Pitana & Gayatri (2005),
representing the internal psychological
motivations behind travel. Meanwhile, pull
factors were adapted from the work of
Jackson (1989) and Richardson & Fluker
(2004), representing the external attributes
of a destination that appealed to travelers.

Tourist Decision-Making and Behavior

Before embarking on a trip, prospec-
tive tourists typically undergo a cognitive
process in which they make decisions
about when to travel, for how long, where
to go, and how to get there. This decision-
making process was fundamental to tour-
ism development, as it involved a range of
interrelated factors that could be shaped—
or even influenced—through marketing
strategies, destination branding, and pro-
motional efforts (Kumar & Valeri, 2022).
At the heart of this process, tourists often
sought complete, accurate, and persuasive
information about various aspects of the
destination, including accessibility, attrac-
tions, costs, and facilities (Adel et al.,
2021).

In essence, deciding to travel could
be viewed as a form of consumer behav-
ior—a purchasing decision in which
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travelers spent money in exchange for an-
ticipated satisfaction and memorable expe-
riences. However, tourism-related pur-
chases differed significantly from conven-
tional goods due to their intangibility, var-
iability in value perception, and emotional-
symbolic attributes (Melese & Belda,
2021). The ‘product’ being purchased was
not a tangible item but an experience—one
that encompassed transportation, accom-
modation, attractions, social interaction,
and personal fulfillment.

Mathieson and Wall (1982) de-
scribed the tourist decision-making process
as consisting of five sequential phases. The
first phase involved the emergence of a
need or desire to travel, where the individ-
ual evaluated the purpose and necessity of
the trip. This was followed by an infor-
mation search and evaluation phase, in
which the tourist consulted travel agents,
reviewed promotional materials (e.g., bro-
chures, media advertisements), or sought
advice from experienced travelers. The
evaluation considered factors such as
budget, time availability, and alternative
destinations. The third phase, the decision
to travel, involved choosing a destination,
type of accommodation, travel method,
and planned activities. In the fourth phase,
preparation and travel experience, tourists
made reservations, prepared logistics, and
ultimately embarked on the journey. Fi-
nally, during the post-travel evaluation,
tourists consciously or subconsciously as-
sessed their experiences, which could in-
fluence satisfaction levels and future travel
intentions.

This structured process not only
shaped individual travel behavior but also
served as a framework for understanding
how tourists respond to destination attrib-
utes and promotional messages. In relation
to this study, these stages provide a con-
ceptual foundation for examining how
push factors (internal motivations such as
escape, relaxation, or cultural curiosity)
and pull factors (external attractions like
climate, image, or event offerings) affect
travel decisions.
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Additionally, Shaw and Williams
(1992) classified tourist behavior into three
distinct categories based on their decision-
making style. Impulse buyers were highly
responsive to promotions or discounts and
made spontaneous travel decisions. Repeat
buyers demonstrated loyalty by revisiting
the same destinations annually, often
driven by familiarity or satisfaction. Mean-
while, meticulous planners exhibited ra-
tional, information-seeking behavior, gath-
ering detailed and updated insights before
carefully planning their trips.

Understanding these behavioral ty-
pologies was highly relevant to this re-
search, which aimed to analyze the interac-
tion between motivational factors and tour-
ist decision-making. As this study focused
on how push and pull factors influence the
travel choices of domestic tourists—espe-
cially among millennial segments—identi-
fying where tourists fall within these be-
havioral categories helped reveal how mo-
tivations translated into concrete decision-
making patterns. These insights were cru-
cial for developing targeted tourism mar-
keting strategies and enhancing destination
competitiveness in a rapidly evolving
travel landscape.

METHOD

This study employed a survey
method using a quantitative approach. Ac-
cording to Margono (2005), a survey is a
systematic investigation aimed at obtaining
accurate information about a particular is-
sue within a defined population or area.
Similarly, Kerlinger (2004) noted that sur-
vey research involves analyzing a sample
drawn from a population to determine
the incidence, distribution, and relation-
ships among variables.

The research was conducted in Batu
City, East Java, with data collected from
several prominent tourist attractions, in-
cluding Selecta, the Jatim Park Group,
Batu Night Spectacular, the Transportation
Museum, and various souvenir centers lo-
cated within the city. The sampling
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technique applied in this study was non-
probability sampling, specifically the acci-
dental sampling method, in which respond-
ents were selected based on chance en-
counters at the selected tourist sites. The
target sample consisted of domestic tour-
ists visiting Batu City who reside outside
the Malang Raya region (i.e., outside Ma-
lang City, Malang Regency, and Batu
City). Due to time limitations and the chal-
lenge of accessing a fully randomized sam-
ple, the sample size was determined using
Taro Yamane’s formula, as cited in Rakh-
mat (1998), as follows:

N

N.d?+1

Where: n = Sample size
N = Population size
d? = Precision level

Based on the formula above, the re-
searcher determined a sample size of 100
domestic tourists. In addition to using this
formula, the sample size was aligned with
the recommended range for Structural
Equation Modeling (SEM), which supports
smaller samples when using Partial Least
Squares (PLS).

Data analysis was conducted using
Structural Equation Modeling (SEM) with
the Partial Least Squares (PLS) technique,
utilizing SmartPLS 3.0 software. This
method was selected because it allows for
the analysis of complex relationships
among multiple latent variables, including
push factors, pull factors, decision-making,
and tourist behavior. SEM-PLS is particu-
larly suitable for exploratory studies, ena-
bles the measurement of unobservable (la-
tent) constructs, examines both direct and
indirect effects, and performs well even
with relatively small sample sizes.

Additionally, a Goodness of Fit
(GOF) analysis was conducted to assess
how well the model explains the influence
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of push and pull factors on tourist decision-  factors, while the endogenous latent varia-
making and behavior. The study employed bles are decision-making and tourist be-
29 indicators, distributed across three ma-  havior. The following table presents the
jor constructs. The exogenous latent varia-  detailed research indicators used in this
bles in this model are push factors and pull  study.

Table 1. Research Variables and Indicators

Number
Variabel Indicators Code of Indica-
tors
1 Desire to escape from a monotonous envi- PUH1
ronment
2 Desire for physical refreshment PUH2
3 Desire to (_a>_<perience joy through recrea- PUH3
tional activities
Tourism 4 Desire to strengthen family bonds PUH4
Push 5 Desire to show prestige PUHS5
Factors 6  Desire for social interaction with peers PUH6 10
(PUH) o Desire to meet people who create aroman- o -
tic atmosphere
Desire to see new things, learn about other
8 people/places, or understand different cul- PUHS
tures
9 Desire for self-discovery PUH9
10  Desire to fulfill long-held travel dreams PUH10
1 Climate conditions PUL1
2 Promotional activities carried out by the PUL2
government
3 Advertisements in various media PUL3
Tourism 4 Exter_lsive marketing activities PUL4
pull Fac- ——Speclalevents ___ PUL> 11
tors 6 Aya_u!ablllt_y of incentives PULG
(PUL) 7 Visiting friends PUL7
8 Visiting family PULS
9 Tourist attractions PUL9
10  Culture and traditions PUL10
11  Natural and artificial environment PUL11
Tourism 1 Need or desire to travel DES1
Deci- 2 Search and evaluation of information DES2
sion- 3 Decision to take a trip DES3 5
Making 4 Travel preparation and tourism experience DES4
(DES) 5  Evaluation of travel satisfaction DES5
1 Tourists interested in low prices BEH1
Tourist o, Tourists who return to the same tourist des- 5\,
Behavior tination every year 3
(BEH) 3  Touristswhostrive tofind completeandup- o\
to-date information
Total Number of Indicators 29

Sources: Ryan (1991), Jackson (1989), Mathieson and Wall (1982), Shaw and Willian (1992)
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RESULTS AND DISCUSSION

Respondent Characteristics

Demographically, the majority of
domestic tourists visiting Batu City were
from East Java Province, accounting for
66% of the total respondents. This is not
surprising given Batu's proximity and ac-
cessibility to cities within East Java, mak-
ing it a popular short-haul destination for
weekend or holiday travel. The next largest
group came from DKI Jakarta (11%), re-
flecting Batu's appeal as a leisure destina-
tion even for tourists from the capital.
Tourists from Central Java and West Java
made up 9% and 8% of the respondents, re-
spectively, indicating a moderate level of
inter-provincial tourist movement from Ja-
va's central and western regions.

In terms of gender distribution, the
sample was relatively balanced, with 46%
male and 54% female respondents. This
suggests that Batu City appeals equally to
both male and female travelers, without
significant gender disparity in visitation.
With respect to age groups, the majority of
respondents (68%) were teenagers under
the age of 20, highlighting Batu’s popular-
ity among youth segments, particularly stu-
dents or family travelers bringing along
younger members.

This demographic may be influ-
enced by the availability of family-friendly
attractions and educational tourism prod-
ucts such as museums and theme parks.
Respondents aged 20-29 years comprised
21%, indicating strong interest among
young adults, likely motivated by recrea-
tional or social activities. Meanwhile, 9%
were aged 30-39 years, and only 2% were
40-49 years old, suggesting a lower partic-
ipation rate from older age brackets, possi-
bly due to travel preferences or mobility
limitations.

In terms of educational background,
the largest group of visitors (47%) were
those who had completed senior high
school (SMA/SMK). This is consistent
with the age data, as many respondents
were teenagers or young adults, typically
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still in or recently graduated from school.
Visitors with a diploma or undergraduate
degree (D3/S1) also made up a significant
portion, although less than high school
graduates. The smallest group—just 1%—
consisted of tourists with a Master’s degree
(S2), indicating that highly educated indi-
viduals were less represented in this partic-
ular sample, possibly due to differences in
travel patterns, income levels, or leisure
preferences.

Overall, the demographic profile
shows that Batu City predominantly at-
tracts young, student-age tourists from East
Java and other parts of Java Island, with a
relatively balanced gender composition
and an education level centered around
senior high school. These characteristics
are important for designing targeted tour-
ism marketing strategies, product develop-
ment, and service offerings tailored to the
needs and preferences of this demographic
segment.

Validity and Reliability Testing

To evaluate the quality of the meas-
urement model in Structural Equation
Modeling (SEM) using Partial Least
Squares (PLS), several key statistical met-
rics are commonly employed: a) The outer
model refers to the relationship between
each observed indicator and its corre-
sponding latent construct. It is assessed to
ensure that each indicator accurately re-
flects the variable it is intended to measure
(Ghozali, 2014); b) Average Variance Ex-
tracted (AVE) quantifies the amount of var-
iance captured by a construct relative to the
variance attributable to measurement error.

An AVE value greater than 0.50 is
generally considered sufficient, indicating
that the construct explains more than half
of the variance in its indicators (Hair et al.,
2012); and ¢) Composite Reliability (CR)
evaluates the internal consistency of indi-
cators within a latent construct and is re-
garded as a more robust measure than
Cronbach’s alpha in SEM-PLS, particu-
larly for reflective models. A CR value ex-
ceeding 0.70 indicates good reliability
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(Sarwono & Narimawati, 2015). Collec-
tively, these metrics serve to confirm that
the constructs in the model are both valid
and reliable for further structural analysis.
Convergent validity can be assessed using
two main criteria: the outer loading coeffi-
cients and the Average Variance Extracted
(AVE) values. A reflective indicator is
considered to have acceptable convergent

validity if its outer loading exceeds 0.70
(Ghozali, 2014). However, according to
Sarwono and Narimawati (2015), an outer
loading value as low as 0.69 may still be
deemed acceptable in certain contexts. An
AVE value above 0.50 further confirms
that the construct captures sufficient vari-
ance from its indicators, thus demonstrat-
ing adequate convergent validity.

Table 2. Convergent Validity Test

AVE PUL

PUH DES BEH

0.626 BEH1
BEH2

BEH3

0.767
0.791
0.817

0.838 DES1
DES2
DES3
DES4

DES5

0.910
0.920
0.920
0.915
0.913

0.718 PUH1
PUH2
PUH3
PUH4
PUH5
PUHG
PUHY7
PUHS8
PUH9

PUH10

0.892
0.866
0.827
0.710
0.799
0.873
0.896
0.894
0.827
0.827

0.754 PUL1
PUL2
PUL3
PUL4
PUL5
PUL6
PUL7
PULS
PUL9
PUL10 0.813

PUL11 0.857

0.876
0.876
0.891
0.906
0.904
0.916
0.786
0.849
0.866

Source: Processed Primary Data (2024)

The outer model specifies the rela-
tionship between latent variables and their
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indicators, or in other words, it defined
how each indicator is related to its
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respective latent variable (Ghozali, 2014).
Based on the convergent validity test re-
sults, all outer model values exceed 0.7,
with an AVE value greater than 0.5, indi-
cating that all indicators are convergently
valid.

For discriminant validity, according
to Fornell and Larcker (1981) in Ghozali

(2014), it could be assessed through cross-
loading values with the variable construct.
If the correlation between a variable and its
measurement items is higher than its corre-
lation with other variables, this indicates
that the latent variable has good discrimi-
nant validity.

Table 3. Discriminant Validity Test (Cross Loading)

PUL PUS DES BEH
BEH1 0.297 0.503 0.617 0.767
BEH2 0.214 0.300 0.504 0.791
BEH3 0.428 0.362 0.758 0.817
DES1 0.502 0.522 0.910 0.742
DES?2 0.477 0471 0.920 0.741
DES3 0.570 0.576 0.920 0.731
DES4 0.473 0.540 0.915 0.749
DESS5 0.532 0.543 0.913 0.750
PUH1 0.505 0.892 0.568 0.423
PUH2 0.473 0.866 0.441 0.388
PUH3 0.539 0.827 0.528 0.445
PUH4 0.485 0.710 0.516 0.460
PUHS 0.459 0.799 0.485 0.433
PUH6 0.500 0.873 0.491 0.431
PUH7 0.482 0.896 0.459 0.403
PUHS8 0.544 0.894 0.472 0.423
PUH9 0.480 0.827 0.424 0.342
PUH10 0.478 0.875 0.487 0.406
PUL1 0.876 0.444 0.494 0.367
PUL?2 0.876 0.465 0.453 0.288
PUL3 0.891 0.459 0.406 0.306
PUL4 0.906 0.608 0.604 0.472
PULS 0.904 0.509 0.456 0.350
PULG 0.916 0.512 0.558 0.457
PULY7Y 0.786 0.474 0.463 0.350
PULS 0.849 0.510 0.418 0.326
PUL9 0.866 0.542 0.497 0.357
PUL10 0.813 0.453 0.453 0.291
PUL11 0.857 0.587 0.470 0.318

Source: Processed Primary Data (2024)

Based on the discriminant validity
test results, the latent constructs predict
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their respective indicators within their
block better than indicators in other blocks.
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This indicates that the constructs of push
factors, pull factors, decision-making, and
tourist behavior form a good model, mean-
ing that all constructs in the estimated
model have met the criteria for discrimi-
nant validity.

The third part of the outer model in-
volves testing composite reliability, which

measures the reliability of indicator blocks
within a construct. A construct is consid-
ered reliable if its composite reliability
value exceeds 0.6. The following table pre-
sents the composite reliability output from
PLS.

Tabel 4. Composite Reliability

Composite Reliability

Tourism Pull Factors 0.971
Tourism Push Factors 0.962
Tourism Decision-Making 0.963
Tourist Behavior 0.834

Source: Processed Primary Data (2024)

Structural Equation Model Analysis
Results of the Measurement Model Analy-
sis (Outer Model)

The measurement model (outer
model) illustrates the role of indicators in
reflecting the constructed variables or the
relationship between variables and their
constituent indicators (Suryawardani and
Wiranatha, 2018). The highest outer model
value for each variable represents the most
representative indicator of the constituent
variable. The significance of these

relationships is obtained through boot-
strapping with 500 sub-samples and a 5%
significance level.

The measurement model output
shows that the push factor variable is re-
flected by 10 indicators, the pull factor var-
iable is reflected by 11 indicators, the deci-
sion-making variable is reflected by 5 indi-
cators, and the tourist behavior variable is
reflected by 3 indicators. These details are
presented in the following table.

Table 5. Measurement Model Output of the Tourism Push Factor Variable

Outer

Standard

Code Indicators Load- Deviation (l-lé)/séfartl';ggsl) P values SC'SE(':Z'
ing (STDEV)

Desire to escape

from a monoto- 0.892 0.023 39.463 0.000 L

nous environ- Signifi-
PUH1 ment cant

Desire for phys- Signifi-
PUH2 ical refreshment 0.866 0.024 35.591 0.000 cant

Desire to expe-

rience joy 0.827 0.035 23.402 0.000 —

through recrea- Signifi-
PUH3 tional activities cant

Desire to

strengthen fam- 0.710 0.057 12.359 0.000 Signifi-
PUH4 ily bonds cant

Desire to show Signifi-
PUHS prestige 0.799 0.040 19.937 0.000 cant

http://ojs.unud.ac.id/index.php/eot 11 e-1SSN 2407-392X. p-ISSN 2541-0857



E-Journal of Tourism Vol.12. No.1. (2025): 1-22

Outer  Standard T Statistics Signifi-
Code Indicators Load-  Deviation (IO/STERR)) P values cance
ing (STDEV)

Desire for social

interaction with 0.873 0.025 35.180 0.000 Signifi-
PUHG6 peers cant

Desire to meet

people who cre-
PUH7 ate a romantic 0.896 0.021 43137 0.000 Signifi-

atmosphere cant

Desire to see

new things,

learn about

other peo- 0.894 0.019 46.116 0.000

ple/places, or Signifi-
PUHS understand dif- cant

ferent cultures

Desire for self- Signifi-
PUHO9 discovery 0.827 0.030 27.759 0.000 cant

Desire to fulfill

long-held travel 0.875 0.028 31.799 0.000 Signifi-
PUH10 dreams cant

Source: Processed Primary Data (2024)

Based on the table above, the indica-
tor "Desire to meet people who create a ro-
mantic atmosphere™ (PUH7) with a value
of 0.896 is the strongest indicator repre-
senting the push factor variable in tourism.

Additionally, PUH8 (0.894) and PUH1
(0.892) have values closely aligned with
PUH7, indicating that PUH8 and PUH1 are
also among the best indicators for the push
factor variable in tourism.

Table 6. Measurement Model Output of the Tourism Pull Factor Variable

Standard

. Outer L T Statistics Signifi-
Code Indicators . Deviation P values
loading (STDEV) (JO/STERR)) cance
Climate condi- Signifi-
PUL1L tions 0.876 0.021 41.308 0.000 cant
Promotional ac-
tivities carried
out by the gov- 0.876 0.018 48.820 0.000 Signifi-
PUL2 ernment cant
Advertisements
in various me- 0.891 0.021 41.969 0.000 Signifi-
PUL3 dia cant
Extensive mar- Signifi-
PUL4 keting activities 0.906  0.014 65340 0000 ont
. 0.904  0.019 48.850 0000  Signifi-
PULS5 Special events ' ) ' ' cant
Availability of Signifi-
PULG incentives 0.916 0.014 64.926 0.000 cant
Signifi-
PUL7Y Visiting friends 0.786 0.049 16.077 0.000 cant
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Standard - -
Code Indicators I(())at:jtienr Deviation (l-(r)/SStiT_tI'ESIgI;Si) P values Sclgrr:'cfe"
9 (STDEV)

Signifi-

PULS Visiting family 0.849 0.025 34.013 0.000 cant
Tourist attrac- Signifi-

PULY tions 0.866 0.026 33.675 0.000 cant
Culture and tra- Signifi-

PUL10 ditions 0.813 0.033 24.730 0.000 cant
Natural and ar- Signifi-

PUL11 tificial environ- 0.857 0.028 30.248 0.000 cant

ment

Source: Processed Primary Data (2024)

Based on the table above, the indica-  indicator representing the pull factor varia-
tor "Availability of incentives” (PUL6) ble in tourism.
with a value of 0.916 is the strongest

Table 7. Measurement Model Output of the Decision-Making Variable
Outer Standard

Code Indicators Load- Deviation (|I)/Sst$tllzsglcqs|) P values Ségglcz'
ing (STDEV)

Need or desire Signifi-
DES1 o travel 0.910 0.014 66.866 0.000 cant

Search and

evaluation of in- 0.920 0.014 64.480 0.000 Signifi-
DES2 formation cant

Decision to take Signifi-
DES3 a trip 0.920 0.014 67.289 0.000 cant

Travel prepara-

tion and tourism 0.915 0.014 64.736 0.000 Signifi-
DES4 experience cant

Evaluation of

travel satisfac- 0.913 0.017 54.709 0.000 Signifi-
DES5 tion cant

Source: Processed Primary Data (2024)

As seen in Table 7 above, the indi- evaluation of information” (DES2) are the
cator "Decision to take a trip” (DES3) with  best indicators representing the Decision-
a value of 0.920 and "Search and Making variable.

Table 8. Measurement Model Output of the Tourist Behavior Variable

Standard
. Outer Devia- T Statistics Signifi-
Code Indicators Loading tion (|O/STERR)) P values cance
(STDEV)
Tourists interested
BEH1 inlow prices 0.767 0.050 15.457 0.000 Significant
Tourists who re-
wrn to the same 4o (g5 12.206 0.000
tourist destination
BEH 2 every year Significant
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Standard
. Outer Devia- T Statistics Signifi-
Code Indicators Loading tion (|O/STERR)) P values cance
(STDEV)
Tourists who
stivetofind com- 617 5006 31128 0.000
plete and up-to-
BEH 3 date information Significant

Source: Processed Primary Data (2024)

As shown in Table 8, the indicator
"Tourists who strive to seek complete and
up-to-date information” (BEH3) with a
value of 0.819 is the best indicator repre-
senting the Tourist Behavior variable.
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Figure 1. Output Results of

The model evaluation uses R-square
(R?) for the dependent construct. The R-
square value reflects the predictive power
of the overall model (Falk and Miller,
1992; Pirouz, 2006), with the threshold for

Structural Model Analysis Results (In-
ner Model)

The output of the structural model
(inner model) after 500 bootstrap iterations
can be seen in the following figure.
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v
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the Structural Equation Model

R-square being greater than 0.10 or more
than 10 percent (indicating the model's
goodness-of-fit). Based on data processing
using PLS, the resulting coefficient of de-
termination (R-square) is as follows.

Table 9. R-square Values

Construct R-Square
Tourism Decision-Making 0.410
Tourist Behavior 0.658

Source: Processed Primary Data (2024)

Based on the table above, it is
known that the R-square for the Decision-
Making variable is 0.410, which means

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

that Decision-Making is influenced by
Tourism Pull Factors and Tourism Push
Factors by 41.0%, while the remaining
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59.0% is influenced by other factors.
Meanwhile, the R-square value for the
Tourist Behavior variable is 0.658, indicat-
ing that Tourist Behavior is influenced by
Decision-Making by 65.8%, while the re-
maining 34.2% is influenced by other fac-
tors. On the other hand, the Tourism Pull
Factors and Tourism Push Factors varia-
bles are independent variables that affect
the dependent variables, so they do not
have an R-square value.

The goodness of fit in PLS can be
determined from the Q2 value. The Q2
value has the same meaning as the coeffi-
cient of determination (R-square / R?) in re-
gression analysis. The higher the R?, the
better the model fits the data. A Q-Square
value greater than O indicates that the
model has predictive relevance, whereas a
Q-Square value less than O suggests that
the model has low predictive relevance
(Ghozali, 2014). Based on the table above,

the Q2 value is as follows.

Q?Value=1-(1-R21)(1-R22) (1-R23)
....(1-R2n)
=1- (1-0.410) (1-0.658)
=1-0.2021 =0.7979
In this research model, the R-square

value obtained in the overall model equa-
tion is 79.79%, which is considered high.
This indicates that the structural model has
high predictive relevance, making the
model increasingly robust and suitable for
use in predictions.

Direct Effect of Exogenous Variables on
Endogenous Variables

This direct effect indicates the mag-
nitude of the direct influence of the exoge-
nous variable on the endogenous variable
without involving a mediating variable.

Tabel 10. Direct Effect

Original  Standard T Statistics
Hypothesis Direct Effect Sample  Deviation (|O/STDEV)) P Values
(O) (STDEV)

Tourism Pull Factors

H1 -> Tourism Deci- 0.333 0.110 3.031 0.003
sion-Making
Tourism Push Factors

H2 ->  Tourism Deci- 0.385 0.110 3.512 0.000
sion-Making
Tourism  Decision-

H3 Making -> Tourist 0.811 0.026 31.387 0.000
Behavior

Source: Processed Primary Data (2024)

The estimation results of the inner
model for the direct effect of tourism pull
factors on decision-making show a path co-
efficient value of 0.333 with a p-value of
0.003, which is smaller than alpha 0.05 (er-
ror rate o. = 5%). This indicates that the di-
rect effect of tourism pull factors on deci-
sion-making is significant. The effect is
positive, meaning that the better the tour-
ism pull factors, the higher the decision-
making will be.

http://ojs.unud.ac.id/index.php/eot
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The estimation results of the inner
model for the direct effect of tourism push
factors on decision-making show a path co-
efficient value of 0.385 with a p-value of
0.000, which is smaller than alpha 0.05 (er-
ror rate oo = 5%). This indicates that the di-
rect effect of tourism push factors on deci-
sion-making is significant. The effect is
positive, meaning that the better the tour-
ism push factors, the higher the tourism de-
cision-making will be.
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The estimation results of the inner
model for the direct effect of decision-
making on tourist behavior show a path co-
efficient value of 0.811 with a p-value of
0.000, which is smaller than alpha 0.05 (er-
ror rate o. = 5%). This indicates that the di-
rect effect of decision-making on tourist
behavior is significant. The effect is posi-
tive, meaning that the better the decision-

making, the more tourist behavior will im-
prove.

Indirect Effect of Exogenous Variables
on Endogenous Variables

This indirect effect indicates the
magnitude of the direct influence of the ex-
ogenous variable on the endogenous varia-
ble while involving a mediating variable.

Tabel 11. Indirect Effect

Standard

. Original o T Statistics
Indirect Effect Deviation P Values
Sample (O) (STDEV) (|O/STDEV))

Tourism Pull Factors -> Tour-
ism Decision-Making
Tourls_m Pull Factors -> Tourist 0.270 0.088 3.056 0.002
Behavior
Tourism Push Factors
-> Tourism Decision-Making
Tourism Push Factors -> Tourist 0.312 0.092 3.400 0.001

Behavior

Tourism Decision-Making ->
Tourist Behavior

Source: Processed Primary Data (2024)

The path coefficient for the indirect
effect of tourism pull factors on tourist be-
havior through decision-making is 0.270,
with a p-value of 0.002, which is smaller
than 0.05. This indicates that the indirect
effect of tourism pull factors on tourist be-
havior through decision-making is signifi-
cant. In other words, the better the tourism
pull factors, the more they influence the in-
crease in tourism decision-making, which
in turn enhances tourist behavior.

The path coefficient for the indirect
effect of tourism push factors on tourist be-
havior through decision-making is 0.312,
with a p-value of 0.001, which is smaller
than 0.05. This indicates that the indirect
effect of tourism push factors on tourist be-
havior through decision-making is

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

significant. In other words, the better the
tourism push factors, the more they influ-
ence the increase in decision-making,
which in turn enhances tourist behavior.

Results of Structural Model Feasibility
Analysis

Before interpreting the results of the
structural equation model analysis in this
study, several researchers (Chin, 1998;
Hair et al., 2012; Henseler et al., 2009 in
Suryawardani and Wiranatha, 2018) rec-
ommended that the model's feasibility
should be examined first. Table 12 presents
the steps commonly used to assess the fea-
sibility of the structural model, which is an-
alyzed using the SEM Smart PLS model.
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Tabel 12. Statistical Values for Assessing Model Feasibility

Variable

Variable Number of Indicators ~ AVE R?
Type
Tourism Pull Factors Eksogen 11 0.754 NA?
Tourism Push Factors Eksogen 10 0.718 NA?
Tourism Decision-Making Endogen 5 0.838 0.410
Tourist Behavior Endogen 3 0.627 0.658
Average - - 0.734> 0534
Explanation:

a: The value is not available because it is an exogenous variable type
b: The average weight is based on the number of indicators

Based on Table 12, the average AVE
value is 0.734, and the average R? value is
0.534. To assess the feasibility of the struc-
tural equation model, the Goodness of Fit
(GOF) value for the overall model, refer-
ring to the formula introduced by Tanen-
haus et al. (2005) in Suryawardani (2018),
is as follows:

GoF = \/Communalltyxﬁ = AVExR?

In the equation above, the average
AVE represents the weighted average
value, with weights based on the number of
indicators for each variable. Using the for-
mula above, the GOF value of the model is
calculated as:

GoF =+0.734x0.534
0.6262

=v0.3921 =

The GOF value of the structural
model above is 0.6262, which exceeds 0.5,
indicating that the model is acceptable and
can be further interpreted.

Discussion

The results of this study indicate that
push factors in tourism significantly influ-
ence tourists' decision-making. Based on
the Structural Equation Model (SEM) anal-
ysis, the indicator “the desire to meet peo-
ple who create a romantic atmosphere”
(PUH7) shows the highest loading value
(0.896), marking it as the best

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

representative of the push factor construct.
Indicators such as “the desire to experience
something new, learn about other peo-
ple/regions, or understand different cul-
tures” (PUH8 = 0.894) and “the desire to
escape from a monotonous environment”
(PUH1 = 0.892) are also prominent.

These findings indicate that tourists'
internal motivations—such as the desire to
escape routine, seek new experiences, and
engage in social interactions—play a cru-
cial role in determining their choice of
travel destinations. The results of this study
are consistent with research by Alfisyahr
and Deasyana (2019), who found that rest
and relaxation are dominant motivations
for domestic tourists visiting Malang Re-
gency. Similarly, Prabawa et al. (2019)
emphasized the importance of social inter-
action and the pursuit of novel experiences
as key determinants in travel decision-
making.

Furthermore, Fila Hidayana et al.
(2019) confirmed that push and pull factors
significantly influence tourist satisfaction,
particularly in cultural destinations like
Prai ljing Village. These findings reflect
real-world conditions, where Batu City—
with its variety of artificial attractions and
cool climate—effectively caters to these
tourist motivations. As such, Batu City re-
mains an attractive destination for domes-
tic travelers seeking both a break from rou-
tine and meaningful travel experiences.

Pull factors in tourism significantly
influence  tourists'  decision-making.
Among these, the indicator “presence of
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incentives” (PUL6), with a value of 0.916,
emerges as the most prominent representa-
tion of the pull factor variable. This finding
is consistent with the profile of heterogene-
ous domestic tourists in Batu City, where a
substantial number of visitors arrive
through company-sponsored travel pro-
grams. These tourists typically travel in
groups with colleagues, with all expenses
covered by their respective organizations.
In such cases, travel incentives serve as a
key external motivator, playing a decisive
role in shaping destination choices.

Incentives—such as discounts, pro-
motional packages, and travel rewards—
serve as powerful external motivators that
encourage individuals to travel by reducing
financial barriers and increasing the per-
ceived value of the tourism experience.
These forms of stimuli are especially effec-
tive in attracting price-sensitive segments,
including group travelers, families, and
corporate employees participating in in-
centive-based travel programs. Research
by Mukiroh and Setiyorini (2012) identi-
fied that pull factors, particularly incen-
tives, play a significant role in influencing
tourists' decisions when selecting a desti-
nation. Their study highlighted that the
presence of tangible benefits, such as spe-
cial offers or cost savings, enhances tour-
ists” perception of destination attractive-
ness, as incentives are perceived not only
as economic advantages but also as expres-
sions of hospitality and value-added ser-
vice.

In addition, Pitana and Gayatri
(2005) emphasized that travel incentives
contribute to increased tourist motivation
by offering supplementary benefits that
align with visitors’ needs, preferences, and
expectations. These incentives may take
the form of discounted entrance fees, bun-
dled travel and accommodation packages,
complimentary services (e.g., guided tours
or meals), or exclusive access to premium
facilities. When strategically implemented,
such offerings can differentiate a destina-
tion from its competitors, strengthen its
market positioning, and boost repeat

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

visitation by reinforcing positive travel ex-
periences. Supporting these findings, Pur-
nami and Suryawardani (2018) concluded
that service quality—when coupled with
value-enhancing offers such as incen-
tives—significantly affects visitor satisfac-
tion and their desire to revisit, particularly
in agrotourism destinations like Bali Pul-
ina. Similarly, Rahman et al. (2019)
demonstrated that perceived service value
and tangible benefits are key predictors of
revisit intention at Sasak Sade Village,
with incentives playing a mediating role
between satisfaction and behavioral loy-
alty.

Decision-making has a significant
impact on tourist behavior. The more com-
plex and deliberate the decision-making
process, the stronger its influence on tour-
ists’ behavioral patterns when visiting des-
tinations such as Batu City. Based on the
results of the Structural Equation Model
(SEM) analysis, the indicators “decision to
take a trip” (DES3), with a loading value of
0.920, and “search and evaluation of infor-
mation” (DES2) emerged as the most rep-
resentative indicators of the decision-mak-
ing construct. These findings suggest that
tourists' decisions are shaped by a combi-
nation of push and pull factors, which sub-
sequently exert a direct influence on their
behavior when selecting Batu City as a
travel destination.

In this context, a well-informed and
thoughtful decision-making process plays
a critical role in shaping tourists’ behavior
when selecting travel destinations. This
process involves multiple cognitive stages,
including information search, evaluation of
alternatives, and the assessment of per-
sonal and social motivations. Rosiana et al.
(2017) identified that psychological fac-
tors, particularly the way tourists process
information, perceive risks, and assess des-
tination attributes, significantly influence
their behavioral intentions. Their study em-
phasized that tourists who are more en-
gaged in the decision-making process tend
to exhibit more deliberate and goal-ori-
ented travel behaviors. Furthermore, Pitana
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and Gayatri (2005) highlighted several de-
terminants that shape tourist decision-mak-
ing, including individual characteristics
(such as age, education, income, and life-
style), awareness of the personal and social
benefits of travel, and the perceived image
of the destination. These elements interact
dynamically: for example, a positive desti-
nation image combined with high aware-
ness of potential travel benefits (e.g., relax-
ation, cultural enrichment, or social bond-
ing) enhances the likelihood of a tourist de-
ciding to visit a particular location. As
such, the decision-making process acts as a
mediator between motivational factors
(push and pull) and actual tourist behavior,
ultimately influencing not only the selec-
tion of destinations but also the satisfaction
and loyalty outcomes associated with the
travel experience.

This study provides strategic in-
sights for tourism management in Batu
City. Tourist motivations—both internal
(push) and destination-based (pull)—sig-
nificantly shape travel decisions and be-
havior. Tourism policies must therefore
align with these evolving motivations.
First, strong push factors such as escaping
routine, seeking novelty, and emotional
connection indicate that tourists seek psy-
chological fulfillment beyond leisure. This
opens opportunities for personalized tour-
ism packages—romantic, educational, or
spiritual—that foster self-exploration and
social interaction. Second, the prominence
of incentives as pull factors highlights the
importance of offering attractive deals and
quality facilities. Group visits through cor-
porate incentive programs suggest the need
for collaboration with private sectors. The
Tourism Office can support this by facili-
tating partnerships and offering fiscal in-
centives for bundled promotions, position-
ing Batu as an incentive-friendly destina-
tion.

Third, the findings stress the im-
portance of rational, information-driven
decision-making. Tourists now expect reli-
able, accessible, and updated information.
Enhancing digital platforms with features
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like online booking, interactive maps, and
real-time updates will improve trip plan-
ning and satisfaction. Lastly, a holistic ap-
proach to experience management is essen-
tial. Beyond attractions, improving
transport, hygiene, safety, and hospitality
can create a seamless experience, encour-
aging repeat visits and positive word-of-
mouth that strengthen Batu’s image as a
desirable destination.

CONCLUSION

From the analysis and discussion
carried out in this study, several important
insights emerged regarding the decision-
making behavior of domestic tourists visit-
ing Batu City. The findings revealed that
push factors, which represent the internal
motivations of tourists—such as the desire
to escape routine, seek relaxation, or pur-
sue new experiences—played a significant
role in influencing their travel decisions.
These intrinsic motivations formed the ini-
tial impulse that led individuals to consider
travel as a viable and desirable activity.

In addition, the study also confirmed
that pull factors, referring to the external
attributes and appeal of a destination, had a
substantial impact on tourist decision-mak-
ing. Elements such as the attractiveness of
natural and artificial attractions, cultural
uniqueness, accessibility, promotional ef-
forts, and supporting facilities were all
found to contribute meaningfully to tour-
ists’ choices in selecting Batu City as a
travel destination. Together, these push
and pull factors interacted to shape tourists'
travel intentions and destination prefer-
ences. Another important finding was the
significant influence of decision-making
on actual tourist behavior. This suggests
that once tourists had gathered information
and evaluated their options, their final
travel decisions directly shaped how they
behaved during the trip, including what
they did, how long they stayed, and their
overall level of engagement with the desti-
nation.
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Given these findings, the study un-
derscores the importance of destination
management strategies that are responsive
to tourist motivations and expectations.
The Batu City Government, particularly
through the Tourism Office and related
stakeholders, is encouraged to continue en-
hancing the overall quality of the tourism
experience. One effective strategy is to
maintain and promote the uniqueness and
authenticity of Batu’s attractions, while
simultaneously developing a diverse range
of tourism products that align with the in-
terests of various market segments, partic-
ularly domestic tourists.

Moreover, the provision of adequate
tourism facilities and infrastructure, such
as clean public amenities, efficient trans-
portation, accessible information centers,
and comfortable accommodations, was
shown to be critical in improving tourist
satisfaction and encouraging longer stays.
Attention to these aspects not only en-
hances the visitor experience but also
strengthens the city’s competitiveness as a
tourism destination. These recommenda-
tions are reinforced by the results of the
Goodness of Fit (GOF) analysis of the
structural model used in the study. With a
GOF value of 0.6262, the model met the
criteria for acceptability (GOF > 0.5), indi-
cating that it offered a statistically sound
basis for interpreting the relationships be-
tween the variables studied.

Looking ahead, future research on
tourist behavior in Batu City or other des-
tinations is encouraged to incorporate ad-
ditional variables or indicators that may
further explain the complexities of travel
behavior. Factors such as tourist satisfac-
tion, digital engagement, travel compan-
ions, or post-visit loyalty intentions could
offer deeper insights and contribute to the
development of a more comprehensive and
predictive model. By doing so, tourism
planners and stakeholders can continue to
refine their strategies in line with evolving
tourist expectations and global travel
trends.

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

REFERENCES

Adel, A. M., Dai, X., Roshdy, R. S., &
Yan, C. (2021). Muslims’ travel de-
cision-making to non-Islamic desti-
nations: Perspectives from infor-
mation-seeking models and theory
of planned behavior. Journal of Is-
lamic Marketing, 12(4), 918-940.

Alfisyahr, R., & Deasyana, L. R. (2019).
Faktor pendorong dan faktor penarik
dari wisatawan domestik di Kabu-
paten Malang, Indonesia. Media
Bina limiah, 14(3), 2217-2224.

Batu City Tourism Office. (2022). Batu
City tourism statistics report 2022.
Batu: Batu City Tourism Office.

Chen, C. F., & Phou, S. (2020). A closer
look at destination image, personal
factors, and tourist motivation. Jour-
nal of Travel & Tourism Marketing,
37(1), 71-86.

Chin, W. W. (1998). The partial least
squares approach to structural equa-
tion modeling. In G. A. Marcoulides
(Ed.), Modern methods for business
research (pp. 295-336). Mahwah,
NJ: Lawrence Erlbaum Associates.

Dann, G. M. S. (1977). Anomie, ego-en-
hancement and tourism. Annals of
Tourism Research, 4(4), 184-194.

Falk, R. F., & Miller, N. B. (1992). A pri-
mer for soft modeling. Akron, OH:
The University of Akron Press

Fila Hidayana, F., Suryawardani, 1. G. A.
0., & Wiranatha, A. S. (2019). The
influence of tourists’ motivation on
intention to revisit at the traditional
village of Prai ljing, Waikabubak,
West Sumba, East Nusa Tenggara.
E-Journal of Tourism, 6(2), 303-
321.

Ghozali, I. (2014). Structural equation
modeling: Metode alternatif dengan
partial least square (PLS). Sema-
rang: Badan Penerbit Universitas
Diponegoro.

e-1SSN 2407-392X. p-ISSN 2541-0857



E-Journal of Tourism Vol.12. No.1. (2025): 1-22

Hair, J. F., Ringle, C. M., & Sarstedt, M.
(2012). An assessment of the use of
partial least squares structural equa-
tion modeling in marketing research.
Journal of the Academy of Market-
ing Science, 40(3), 414-433.

Henseler, J., Ringle, C. M., & Sinkovics,
R. R. (2009). The use of partial least
squares path modeling in interna-
tional marketing. In R. R. Sinkovics
& P. N. Ghauri (Eds.), Advances in
international marketing (Vol. 20,
pp. 277-319). Bingley: Emerald
Group Publishing Limited.

Jackson, R. (1989). Factors influencing the
development of tourism in the Isle of
Man. Annals of Tourism Research,
16(3), 432-449.

Jaimun, M. A., Ghozali, I., & Santoso, B.
(2020). Motivasi wisatawan milenial
dalam berkunjung ke destinasi
wisata di Kuta Selatan. Jurnal Pari-
wisata, 12(1), 45-58.

Kerlinger, F. N. (2004). Asas-asas
penelitian behavioral. Yogyakarta:
UGM Press.

Kim, J., & Park, J. (2021). Push and pull
factors of international tourists in
East Asia: A comparative study.
Asia Pacific Journal of Tourism Re-
search, 26(3), 245-262.

Koswara, |. H. (2002). Karakteristik
wisatawan: Siapa dan bagaimana
mereka berwisata. Warta Pariwisata
Pusat Penelitian Kepariwisataan
(P2PAR) Lembaga Penelitian 1TB,
5(3).

Kotler, P., Bowen, J. T., & Makens, J. C.
(1993). Marketing for hospitality

and tourism. New York: Prentice
Hall.

Kumar, S., & Valeri, M. (2022). Under-
standing the relationship among fac-
tors influencing rural tourism: A hi-
erarchical approach. Journal of Or-
ganizational Change Management,
35(2), 385-407.

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

Lupu, C., Padhi, S. S., Pati, R. K., & Sto-
leriu, O. M. (2021). Tourist choice
of heritage sites in Romania: A con-
joint choice model of site attributes
and variety seeking behavior. Jour-
nal of Heritage Tourism, 16(6),

646-668.

Margono, S. (2005). Metodologi penelitian
pendidikan. Jakarta: PT Rineka
Cipta.

Mathieson, A., & Wall, G. (1982). Tour-
ism: Economic, physical, and social
impacts. London: Longman.

Melese, K. B., & Belda, T. H. (2021). De-
terminants of tourism product devel-
opment in Southeast Ethiopia: Mar-
keting perspectives. Sustainability,
13(23), 13263.

Mukiroh, H. P., & Setiyorini, D. (2012).
Pengaruh  faktor-faktor  penarik
kepariwisataan wisatawan asal Ma-
laysia terhadap keputusan berkun-
jung ke Kota Pekanbaru. Tourism
and Hospitality Essentials (THE)
Journal, 2(1), 269-282.

Oktoraini, R., Yulianda, F., & Saputra, I.
(2022). Motivasi wisatawan domes-
tik dalam mengunjungi Desa Sasak
Ende di Lombok Tengah. Jurnal
Mandalika, 5(2), 89-102.

Pearce, P. L., & Packer, J. (2019). Tourists'
motivations for visiting heritage at-
tractions. Annals of Tourism Re-
search, 76, 29-42.

Pendit, N. S. (2006). IImu pariwisata: Se-
buah pengantar perdana (Edisi
terbaru). Jakarta: PT Pradaya
Pramita.

Pirouz, D. M. (2006). An overview of par-
tial least squares. ResearchGate.

Pitana, I. G., & Gayatri, P. G. (2005). So-
siologi pariwisata. Yogyakarta:
Penerbit Andi.

Prabawa, I. N. A. W., Sunarta, I. N., &
Suryawardani, 1. G. A. O. (2019).
Analisis motivasi, tipologi, dan per-
ilaku wisatawan yang berkunjung ke

e-1SSN 2407-392X. p-ISSN 2541-0857



E-Journal of Tourism Vol.12. No.1. (2025): 1-22

Pura Tirta Empul. Jurnal Master Pa-
riwisata (JUMPA), 5(2), 319-330.

Purnami, N. N. A., & Suryawardani, 1. G.
A. O. (2018). The effect of the qual-
ity of services on visitors’ satisfac-
tion and desire to pay a revisit to the
Bali Pulina agrotourism. E-Journal
of Tourism, 5(2), 62—-71.

Rahman, R., Suryawardani, I. G. A. O., &
Wiranatha, A. S. (2019). The influ-
ence of service quality on intention
to revisit through mediation of satis-
faction of visitors at Sasak Sade Vil-
lage, Central Lombok. E-Journal of
Tourism, 6(2), 322-341.

Rahman, M. K., Gazi, M. A. |., Bhuiyan,
M. A., & Rahaman, M. A. (2021).
Motivation and tourists' attitudes to-
wards tourism in Indonesia. Current
Issues in Tourism, 24(5), 731-747.

Rakhmat, J. (1998). Metode penelitian
komunikasi. Bandung: PT Remaja
Rosdakarya.

Richardson, S. L., & Fluker, M. (2004).
Understanding and managing tour-
ism. Frenchs Forest: Pearson Educa-
tion Australia.

Rosiana, E. N., Saepudin, D., & Priyanto,
W. A. (2017). Pengaruh faktor-
faktor psikologis terhadap pengam-
bilan keputusan wisatawan dalam
mengunjungi Taman Bunga Nusan-
tara Kabupaten Cianjur. BARISTA,
4(1), 93-104.

Ryan, C. (1991). Recreational tourism: A
social science perspective. London:
Routledge.

Santoso, B., Widodo, P., & Rahmawati, N.
(2022). The role of accessibility in
tourist decision-making: A case
study in Batu City, East Java. Indo-
nesian Journal of Tourism and Lei-
sure, 11(2), 123-135.

Sarwono, J., & Narimawati, U. (2015).
Membuat skripsi, tesis, dan disertasi
dengan partial least square SEM
(PLS-SEM).  Yogyakarta:  Andi

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

Offset.

Shaw, G., & Williams, A. M. (1992). Crit-
ical issues in tourism: A geograph-
ical perspective. Oxford: Blackwell
Publishers.

Sun, X., Chi, C. G., & Xu, H. (2019). Cul-
tural tourism motivations and desti-
nation selection. Journal of Destina-
tion Marketing & Management, 12,
100367.

Suryawardani, I. G. A. O., & Wiranatha, A.
S. (2018). Evaluation of marketing
strategy of Sanur Village Festival
based on visitors' behaviour. E-Jour-
nal of Tourism, 5(2), 62—71.

Suwena, I. K., & Widyatmaja, 1. G. N.

(2010). Pengetahuan ilmu pari-
wisata. Bali: Udayana University
Press.

Uysal, M., Sirgy, M. J., Woo, E., & Kim,
H. (2020). Quality-of-life (QOL)
and well-being research in tourism.
Tourism Management, 76, 103874.

Wicaksono, A., & Purnomo, E. P. (2021).
The influence of social media on
tourism destination choices among
domestic tourists in Batu City. Jour-
nal of Tourism and Hospitality Stud-
ies, 8(3), 45-57.

Wong, I. A., McKercher, B., & Li, X.
(2020). The effects of destination at-
tributes on tourist decision-making.
Tourism Economics, 26(7), 1231-
1250.

Yoeti, O. A. (1983). Pengantar ilmu pari-
wisata. Bandung: Angkasa.

Zhang, H., Lee, S. H., & Song, H. (2022).
Post-pandemic tourism behavior:
Examining safety perception and de-
cision-making. Tourism Review,
77(2), 345-361.

e-1SSN 2407-392X. p-ISSN 2541-0857



