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Abstract The study aims to find the profile in the form of tourist's typology of the three lakes (Beratan, Buyan and Tamblingan) 
in Bedugul. Tourist's typology related to the characteristics of the tourism market in Bedugul.This study utilize the survey 
method to deploy a number of questionnaires. The questionnaires in the form of a structured list of questions to respondents in 
one time (cross-sectional). The questions posed related to the characteristics of the respondent. Respondents in this study are 
tourits who travel activities in the three lakes. Respondents were determined using non-probability sampling (purposive 
sampling). Intake of sample based on certain criteria. The criteria based on the judgment or a certain quota specific. Selection of 
respondents in this study is based on a particular consideration to the purpose of research that tourists visiting the three lakes. 
The number of samples taken as many as 200 tourists. The number of respondents that are larger than 100 makes it possible to do 
statistical analysis. The results showed tourist's typology based on the characteristics of tourism market varied in the three lakes. 
There is also a similarity pattern in each lake typology related tourists visiting that want to enjoy nature and culture based tourist 
attractions, first timer tourist, and day visitors, tourist spending levels are relatively low, under IDR 500.000. 
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I. INTRODUCTION15 

Beside to concern about the development of a 
sustainable tourism destination particulary the 
resource preservation, it is also important to consider 
the characteristics of the tourism market in three lakes. 
By gettingthe data about the characteristics of the 
market, it will obtain a profile that can be used to 
design a development formulation model (Pike, 2004). 
This study aims to find the profile of tourist typology 
of the three lakes (Beratan, Buyan and Tamblingan) in 
Bedugul area. Tourist typology that is intended related 
to the characteristics of the tourism market in the area. 

II. RESEARCH METHOD 

These studies use survey data collection methodby 
distribute number of questionnaires. The 
questionnaires are a structured list of questions to 
respondents that is collected in one time (cross-
sectional). The posed questions related to the 
characteristics of the respondent. Respondents in this 
study are tourists who do travel and activities in the 
three lakes. Respondents are determined by the 
nonprobalitas sampling method namely purposive 
	
 

sampling.  The sample is chosen by taking a sample of 
a population based on certain criteria. The criteria 
used can be based on the certain judgment or limited 
quota (Jogiyanto, 2005). The selection of respondents 
in this study is based on a particular consideration as 
the purpose of research are tourists that visiting the 
three lakes. The number of samples took as many as 
200 tourists. The number of respondents that are 
larger than 100 makes it possible to do statistical 
analysis. 

III. RESULTS AND DISCUSSION 

The tourist market characteristic known from 
foreign tourists who have been visiting these lakes. 
The survey was conducted by distributing 
questionnaires to get a description of the 
characteristics of the market by exploring the 
empirical aspects such as: market source, motivation, 
length of stay and accommodation options, tourist 
behavior, and socio-demographic. 

A. Lake Beratan 
a. Markets Source 

The Market who buys the tourism products in 
Beratan Lake is majority sourced from Europe. 
European market comes from countries including 
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Western Europe sub-regions such as French, German, 
and Italian. It can be stated that these countries are the 
main market, with a contribution of more than 70% 
visits. 

b. Motivation 
Tourism motivation is influenced by the level of 

interest a tourism destination that will affect the 
decision-making of tourists. The survey results 
showed that tourists visiting Lake Beratan driven by 
the desire to be in the atmosphere of Lake Beratan and 
Ulun Danu and the willingness to learn the culture of 
local communities, including enjoying food and drink. 
The push factors are consistent with other survey 
results that indicate the tourists in planning their 
activities is to fill their leisure time are always pay 
attention to the tourism destination that offers culture 
and nature-based experiences (68%). Besides, the 
tourists will be more consider to visit tourism 
destinations which are actively engaged in the 
protection of natural and cultural assets as tourism 
resources (71%). 

c. The length of stay and accommodation options 
Tourists in Lake Beratan mostly in the group of 

visitors on a daily or day visitors (85%), while the rest 
are visitors who stayed over night. Actualy, the 
tourists have a total average time for 19 nights. From 
the whole time, which was spent to live or stay in 
Lake Beratan only in 2 nights. Type of 
accommodation that has been chosen is a hotel, villas, 
and homestay. 

d. Tourist behavior 
Based on the frequency of visits, almost all the 

tourists are first-timers (99%). But then when asked if 
you want to come back? more than 65% answered 
"Yes". Of course, the potential for a return visit will 
be actualized if some of the pull factors of Lake 
Beratan more qualified, such as absence of sufficient 
information, the cleanliness of the lake, and the 
restrictions on the number of visitors to the lake. 

e. The travel patterns, 
Tourist who is traveling to Lake Beratan tend to 

group with friends or couples. In addition, traveling 
with families and their children are also quite a lot to 
do, especially for tourists who are motivated to learn 
about the unique culture and nature. While the trips 
arranged by intermediaris (agents and travel agency) 
amount is not so meaningful. Besides visiting the 
tourist attraction on Beratan Lake, tourists also visit 
other attractions such as Ubud, Taman Ayun, Gitgit 
Waterfall, and Jatiluwih. Another attraction options is 

strongly associated with motivation to also gain 
experience about the various remains of the local 
culture. 

f. Resources of Information 
To date, mostly of travelers figure out of Lake 

Beratan based on information from travel guide 
books, internet, and friends or family (word of 
mouth). The advances in information technology and 
communication (ICT), particularly in used of smart 
phones will be easier to access and obtain tourism 
information. 

g. The Spending patterns in Lake Beratan 
The average amount of spending per tourist per 

day is Rp. 450.000, -. The expenditure of tourists are 
shopping transportation, attractions, food and 
beverage and souvenirs. 

B. Lake Buyan 
a. The source markets 

The Lake Buyan primary source markets come 
from countries located in Europe, Asia Pacific and the 
Americas. Based on nationality, many tourists come 
from France, Australia, and the United States. The 
main market is estimated to contribute about 70% of 
all visits to this lake. 

b. Motivation 
The push factors for tourists visiting Lake Buyan 

are their desire to learn about the local culture and 
gain new experience about the local culture and 
nature. The push factors are parallel with the results of 
other surveys showing that most tourists in planning 
activities are to fill their leisure time always pay 
attention to the tourism destination that offers culture 
and nature-based experiences (70%). In addition, 
tourists will be more intense to visit tourism 
destinations which are actively engaged in the 
protection of natural and cultural assets as tourism 
resources (83%). 

c. The length of stay and accommodation options 
Similar with Lake Beratan, tourists are classified 

into daily visitors. The daily visitor number are larger 
than the visitors who stayed in Lake Baratan. In 
general, the length of stay of tourists in a destination is 
determined by several factors as follows: tourism 
product preferences, budget, and tourist satisfaction. 
The survey showed that the average length of stay of 
tourists in the Lake Buyan ranges from 1 night. The 
length of stay is only 6% of their total time for 
holiday. During their stay in these destinations, tourist 
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prefer the type of accomodation such as homestay and 
hotels. 

d. Tourist Behaviour 
The majority of  Lake Buyan tourist is a first timer 

(97%). Allegedly, the small number of tourist who re-
visits because the lower quality of products and 
accessibility. Tourists who are come to this lake tend 
to be clustered in the form of travel with a spouse or 
friend. Besides traveling in groups with a spouse or 
friend, there are also tourists who travel with families 
and their children. 

e. The Travel Pattern 
Influenced by information on tourism destinations. 

Information about Lake Buyan is obtained from travel 
guide books and agents and travel agency. In addition 
there are also tourists who get the information from 
the driver of tourist transportation, internet, and on the 
way to Lovina or other tourist attractions. 

f. The expenditure patterns 
It is known that the average amount of spending 

per tourist per day is Rp. 350.000, -. The spending 
tourists are shopping, food, and beverages, as well as 
the purchase of tourist attractions. 

C. Lake Tamblingan 
a. The Market Source 

The main markets of Lake Tamblingan sourced 
from countries located in Europe and Asia Pacific. 
Based on nationality, tourists were from the 
Netherlands, France, and the United Kingdom 
(Europe) and China (Asia Pacific). The main market is 
estimated to contribute 75% of all visits to this lake. 

b. Motivation 
Motivation is a psychological factor that provides 

an explanation of the reasons for visiting a tourism 
destination.The tourists reason to visiting Lake 
Tamblingan are the desire to gain new experience 
about the local culture and nature as well as a 
willingness to learn the local culture. Various reasons 
are related to the results of another survey showing 
that the majority of travelers in planning tourism 
activities always pay attention to the tourism 
destination that offers culture and nature-based 
experiences (92%). In addition, tourists will be 
consider to visit tourism destinations which are 
actively engaged in the protection of natural and 
cultural assets as tourism resources (84%). 

 

 

c. The length of stay and accommodation options 
The Length stay of tourist can affect a significant 

impact on the tourism destination. The tourists in Lake 
Tamblingan states that on the average time to stay is  
23 nights. But they spent time in stayed at the lake 
only one night, or about 4%. During their stay in the 
destination, tourists prefer homestay and hotel as their 
temporary residence. The tourists who choose to stay 
are very limited in number, around 17% of visits to 
Lake Tamblingan. 

d. Tourists Behaviour 
The Tamblingan tourists based on the frequency of 

visits shows the composition of 97% of first timers 
and 3% repeater. Tourists who come to this lake has a 
tendency to travel with family, friends and families 
together and their children. 

e.The sources of information about destinations 
visited. 

To date the tourists who visit Lake Tamblingan are 
get the information from various sources such as 
agencies and travel agencies, travel guide books, and 
the internet. The advances in information technology 
and communications in particular the use of smart 
phones make it even easier to access information, 
especially on the internet. The smart phone is used to 
search the location, and browse testimonials on 
various websites and travel. 

f. The expenditure patterns 
Discovered that the average amount of spending 

per tourist per day is Rp. 300.000, -. The spending 
tourists are shopping transportation and food and 
beverage. 

IV. CONCLUSION 

Based on the description above, it can be conlude 
into several statement as follows: 
a) The results show travelers typology based on the 

characteristics of each market in the lake are 
varies. 

b) There is a similarity pattern in each lake typology 
related tourists visiting that want to enjoy nature-
based tourist attractions and culture, first timers, 
and day visitors. 

c) Level of tourists spending is relatively low, at 
under $ 500,000 

it can be proposed the following suggestions: 
a) The absence of an integrated management of the 

corresponding three lakes in Bedugul Region 
make every lake has its own style of activity 
there for tourist visits it only for transit. 
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b) it required additional attractions based on culture 
there for the tourists have a variety to choice in 
enjoying the attractions not only see the natural 
beauty only. 

c) it required further studies related to the 
formulation of integrated development of 
sustainable tourism in the Tri ning Danu based on 
existing and potential markets 
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