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Abstract Keywords

As a network of creative cities by the United Nations Educational, Loy.alty', plfSh mo tivation; pull
Scientific and Cultural Organization (UNESCO), Bandung  Motivation; tourism
announced that the city of Bandung was listed as one of the

innovative city networks of the UNESCO Creative Cities Network, IBHCU

which is very attractive for tourists. In general, tourists are divided >

into different segments. Geographical segmentation in terms of

area is the most prominent thing among tourists, especially in this

study. The research subjects were tourists from the Greater

Jakarta area who had visited Bandung several times. The sample

used in this study was 100 people, conducted using a questionnaire

and processed by descriptive-verificative analysis techniques. This

study aims to explain the determinants of tourist loyalty to the city

of Bandung by measuring the influence of the driving motivation

and pull motivation variables on tourist loyalty. The results

showed that the driving motivation did not affect the loyalty of

Jabodetabek tourists, while the pull motivation affected the loyalty

of Jabodetabek tourists.

l. Introduction

The tourism industry is a collection of business fields that produce various goods and
services needed by people who travel for tourism. According to UNWTO ( United Nations
World Tourism Organization) in The International Recommendations for Tourism
Statistics 2008, the tourism industry includes; food and beverage service activities,
passenger transportation, accommodation for visitors, travel agents, cultural activities,
sports and entertainment activities. Tourism Law No. 10 of 2009 states that the Tourism
Industry is a combination of interrelated tourism businesses to produce goods or services to
meet the needs of tourists in the implementation of tourism.

Tourism is the most important economic factor in Indonesia. This is evidenced by the
fact that tourism ranks third in foreign exchange earnings after oil and gas commodities
and palm oil in 2009. Tourism itself is one of the sectors driving the country's economic
growth. With the potential for natural and cultural tourism that is so large, Indonesian
tourism is one of the biggest foreign exchange earners for the Indonesian economy. The
total number of foreign tourists who came to Indonesia in 2014 was more than 9.4 million,
or 7.05% compared to 2013. This shows that tourism is a prospective sector with a
relatively significant increase in investment realization. This increase is also supported by
the government's plan to revise Presidential Regulation 39 of 2014 regarding closed
business fields and business fields open to investment.

Bandung is one of the most popular cities for tourist destinations. Bandung City is
the provincial capital and metropolitan city of West Java Province. Bandung has made
several essential histories, including the establishment of the first technical college in
Indonesia, Technische Hogeschool te Bandoeng and now changed to the Bandung Institute
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of Technology (ITB); the location of the battle arena during the independence period as
well as the venue for the Asian-Asian Conference Africa 1955. Based on a Times
magazine Survey in 1990, Bandung was chosen as one of the safest cities in the world.
Bandung is nicknamed the city of flowers because Bandung was considered very beautiful
with the many trees and flowers that grew there in ancient times. In addition, Bandung was
formerly also known as Paris van Java because of its beauty, known as a shopping city
with many malls and factory outlets, and now Bandung is gradually becoming a culinary
tourism city. In 2007, a consortium of several international NGOs made Bandung a pilot
project for the most creative city in East Asia. Several nicknames and facilities obtained by
Bandung make this city one of the main destinations for tourism and education.

The attractiveness of Bandung city as a tourist destination is getting higher with the
recognition of Bandung as a creative city network by the United Nations Educational,
Scientific, and Cultural Organization (UNESCOQO). That's announced that the city of
Bandung was listed as one of the creative city networks of the UNESCO Creative Cities
Network. This was conveyed by the Director-General of UNESCO, Irina Bokova, in 2015.
According to this organization, seven categories can be used as role models for other cities,
namely Crafts and Folk Arts, Design, Film, Gastronomy, Literature, Media and Musical
Arts. Of course, these things will be a kind of tourist destination category in the city of
Bandung. The visitors to this tourist destination are called tourists. As Bandung is one of
the popular tourist destinations, tourists visiting the city of Bandung always increase from
year to year. The following is data on tourists visiting the city of Bandung from 2011 to
2015.

Of course, in practice, every tourist has their reasons in deciding to visit the city of
Bandung. The reason in question refers to the motivation felt by tourists. This motivation is
thought to make tourists keep coming and coming back to visit the city of Bandung. Seeing
from the side of the tourists themselves, of course, the classification of tourists, in general,
is comprehensive with various backgrounds. Category of tourists from geographic
segmentation, for example. Geographical segmentation in terms of area is the most
prominent thing among tourists. According to (Kotler, 2000), market segmentation consists
of a group of customers who have a set of similar needs and wants. According to (Kasali,
1998) , segmentation is the process of dividing the (heterogeneous) market into groups of ™
potential customers " who have the exact needs or similar characters who have the same
response in spending their money. Due to its homogeneous nature, it will be difficult for
producers to serve it, therefore marketers must choose only specific segments and leave
other parts of the market. The selected component must also be adjusted to the
manufacturer's capabilities, and the selected part is a homogeneous part with the same
characteristics. Neil (1997), quoted in (Kasali, 1998), explains that market segmentation
must be carried out from the beginning, namely when the first process begins, analyzing
market opportunities.

The purpose of this study will be to examine the determinant factors that shape
tourist loyalty from the Greater Jakarta area and to know the effect of push motivation and
pull motivation on the loyalty of Jabodetabek tourists. The reason different tourists return
to Bandung impacts the formation of the determinants of allegiance. In this case, the
motivation in question is the driving motivation, and the pulling motivation of a person is
visiting a place.

The Big Indonesian Dictionary defines motivation (psychological) as an effort that
can cause a particular person or group of people to be moved to do something because they
want to achieve the goals they want. According to (Dharmesta & Handoko, 1997),
motivation is a natural state that encourages the individual's desire to carry out certain
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activities to achieve a goal. The motivation in a person will realize a behavior directed at
the goal of achieving the target of satisfaction. So, motivation is not something that can be
observed but can be inferred because of something that we can see. Every activity carried
out by a person is driven by force from within that person; This driving force is called
motivation. Therefore, we can know that consumer behavior starts with motivation.
Definitively it can be said that consumer motivation is an encouragement of individual
needs and desires directed at obtaining satisfaction.

The theory of motivation used in this research is the theory of push motivation and
pull motivation. According to (Crompton, 1979), The driving motivation dimensions are
(1) Escape from a perceived mundane environment, (2) Exploration and evaluation of self,
(3) Relaxation, (4) Prestige, (5) Enhancement of kinship relationship, (6) Facilitation of
social interaction and dimensions of puller motivation are (1) Novelty, (2) Education.
(Awaritefe, 2004) adds that pull motivation has dimensions of (1) x Static Factor, (2)
Dynamic  Factor, (3) Current Decision, (4) Commercial, and (5)
Information/Advertisement Destination.

According to (Kotler & Keller, 2011), Customer loyalty is a deeply held commitment
to rebuy or patronize a preferred product or service consistently in the future, despite the
situational influence and marketing efforts having the potential to cause switching
behavior. (Deeply commitment to repurchase or subscribe to the preferred product or
service consistently in the future, situational influences and marketing incentives can cause
behavior change). According to (Griffin & Herres, 2002), the definition of loyalty is
buying behavior, which is defined as a non-random purchase that is expressed from time to
time by several decision-making units. Meanwhile, according to (Wirtz & Lovelock,
2022), loyalty is the willingness of customers to continue to support a company in the long
term, buy and use its products and services based on exclusive liking and voluntarily
recommend the company's products to their relatives. In the first millennium, future
orientation has shifted from a conventional approach to a contemporary one Bhote, 1996
cited by (Tjiptono, 2000). The traditional course emphasizes customer satisfaction, cost
reduction of market share, and market research, while the contemporary practice focuses
on customer loyalty.

Loyal customers are an invaluable asset for the company, which can be seen from its
characteristics. As stated by Griffin quoted by (Hurriyati, 2005), loyal customers have
characteristics that are also used as indicators in this study, including: 1) Making repeat
purchases; 2) Buying outside the product line services (purchase across product and service
line); 3) Recommend to others (referring other); 4) Demonstrate immunity from the
attractiveness of similar products from competitors (demonstrates an immunity to the full
of competition).

1. Research Method

This research is descriptive and verification because this research examines and
analyzes a problem or phenomenon, explains the influence between variables, tests
hypotheses, and obtains the implications or meaning of the issues to be studied. This
research is also verified, where the purpose of this study is to examine the truth of the
hypothesis through data collection carried out in the field to explain the influence of the
variables perception, motivation, and career choice. Descriptive surveys and explanatory
surveys are the methods used in this research. This method is used because it is used to
describe the relationship between variables by testing the pre-determined hypothesis
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between the independent variables, namely pull motivation and push motivation and the
dependent variable is tourist loyalty.

The required data will be classified into two groups in this study, namely primary
and secondary data. Primary data is data obtained from distributing questionnaires to
respondents who become tourists who are considered to represent the research population.
In contrast, secondary data is data obtained from tourist activities, which comes from
literature, articles, magazines, and scientific writings considered relevant to the research
topic.

In obtaining sample data for primary data collection, the sampling technique used is
Simple Random Sampling. Samples were taken from Jabodetabek tourists visiting the city
of Bandung. To determine the sample of respondents can use the Slovin formula
(Jalaluddin, 2004), as follows:

n=N/((Nd"2 )+ 1)

Note: n = minimum sample size
N = population size
d*2 = level of precision

The number of tourists visiting the city of Bandung based on data from the Tourism
Office in January — June 2016 was 6 million visitors. The error rate determined was 10%
(d = 0.10) the number of research samples (n) was n = 6,000,000 /((6,000,000 x (0,1)"2) +
1) = 99.99 rounded up to 100 people. So, in this study, the total sample of respondents
taken was 100 tourists from Jabodetabek.

The existing hypothesis "will be tested and proven true, is" as follows:

Hypothesis 1
HO : The driving motivation has no effect on the loyalty of Jabodetabek tourists
H1 : The driving motivation affects the loyalty of Jabodetabek tourists.

Hypothesis 2
HO : Towing motivation does not affect the loyalty of Jabodetabek tourists.
H2 : Motivation affects the loyalty of Jabodetabek tourists.

Hypothesis 3
HO : There is no determinant factor that becomes a priority in motivating Jabodetabek
tourists.
H3 : There are determinant factors that become a priority in motivating Jabodetabek
tourists.

3280



The data collection techniques used in this study are divided into two, including
(1) library research, which collects data studying written materials related to the research
topic, for example, through books, journals, previous research, and literature. Relating to
motivation, loyalty, and data on visitors to the city of Bandung from the Jabodetabek area
to increase the author's knowledge and references to conduct a more in-depth discussion.
(2) Field study (field research) is research conducted at the research site to obtain data
directly through questionnaires. In this study, questionnaires were distributed to the
respondents directly and via a google form. The measurement scale on the questionnaire
uses a Likert scale, where the Likert scale serves to measure attitudes, opinions, and
perceptions of a person or group of people about social phenomena. A measuring
instrument is needed to measure a variable, which is usually called an instrument. In this
study, the variables to be measured are broken down into indicators where the indicators
become benchmarks for compiling instruments in the form of statements. The Likert scale
statement were given a score of 4 = strongly agree, 3 = agree, 2 = disagree, 1 = strongly
disagree.

Data processing techniques in this study consisted of descriptive analysis and
verification. Descriptive analysis design is used to describe the characteristics of
respondents and respondents' responses to the research variables that have been collected.
The reactions from respondents are used to complete the discussion, and the answers are
grouped into specific criteria to make it easier to interpret the variables studied.

Descriptive analysis is done by grouping the score of respondents' responses through
the minimum and maximum score range by dividing the number of desired categories.
Respondents' reactions to each statement item were categorized into 4 categories, namely
very low, low, high, and very high with the following calculations: (1) Determining the
range of the lowest and highest scores, by multiplying the number of samples studied,
namely 100 with the highest, weight low on the Likert scale 1 and the highest weight 4.
Thus, it can be seen that the lowest range is 100x1 = 100 and the highest range is 100x4 =
400. (2) The percentage of the interval range for each criterion for a score, based on the
minimum score and the maximum score, then the maximum value of the proportion score
is:

(lowest score range/highest score range) x 100%
(100/400) x 100% = 25%

From the maximum and minimum proportion scores, it is obtained that the
proportion score range is 100%-25% = 75%, so for the interval value the proportion is 75%
14 = 18.75%. (3) Determine the range of score classifications per statement item and give
categories very low, low, high, and very high. Scores (1) Very High = 81.25 - 100, (2)
High = 62.49 - 81.24, (3) Low = 43.73 - 62.48, and (4) 24.97 - 43.72 = Very Low.

This study's data analysis tool uses the Partial Least Square (PLS). PLS was
developed to test weak theory and weak data, such as a small sample size of fewer than
100 data or data normality problems (Gozahali and Latan, 2015). PLS is a component-
based approach for testing structural equation models. PLS is a predictive model that can
explain the presence or absence of a relationship between variables and can simultaneously
analyze the constructs formed.

I11. Results and Discussion

The push motivation variable consists of six indicators: Escape from a perceived
mundane environment, Exploration and evaluation of self, Relaxation, Prestige,
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Enhancement of kinship relationship, and Facilitation of social interaction. Each of these
indicators consists of several statements, which are then filled in. by the respondent to
know the description of the respondent's motivation. The report can be seen in the

following table:

Table 1. Push Motivation of Jabodetabek Tourists

Escape from a perceived mundane environment

Statement 1 ZScalse 4 Score égg?é % | Category A‘zﬁ/ff)‘ge Category
1 0| 51679 374 400 | 93.50 | Very good
2 02|16 | 82 380 400 |95.00 | Verygood | 93.25 | Very good
3 1|7 (18] 74 365 400 | 91.25 | Very good
Exploration and evaluation of self
Statement 1 ZScalge 4 Score ;gg?é % | Category A\g};a)lge Category
4 7 116 |10 | 67 337 400 | 84.25 | Very good
5 112|118 | 69 355 400 | 88.75 | Verygood | 86.67 | Very good
6 3 14|15 | 68 348 400 | 87.00 | Very good
Relaxation
Statement 1 ZScaI:;e 2 Score égg?é % | Category A\Eﬁ/:)a;ge Category
7 3[5(21 |71 360 400 | 90.00 | Very good
8 1|3 |23|73 368 400 |92.00 | Verygood | 91.00 | Verygood
9 1425|170 364 400 | 91.00 | Very good
Prestige
Statement 1 ZScalge 2 Score égg?é % | Category Av(((a)/roa;ge Category
10 21116 | 19| 44 286 400 | 71.50 Good
11 16 |18 | 19| 47 297 400 | 74.25 Good 72.50 Good
12 19120| 16| 45 287 400 | 71.75 Good
Enhancement of kinship relationship
Statement 1 ZScaI; 2 Score égg?é % | Category A\?(e)/roa)lge Category
13 15|23 | 13| 49 296 400 | 74.00 Good
14 9|15 17| 59 326 400 | 81.50 | Verygood | 77.42 Good
15 141 15| 21| 50 307 400 | 76.75 Good
Facilitation of social interaction
Statement 1 ZScalet)a 2 Score égg?é % | Category A\g};a)lge Category
16 20116 | 24| 40 284 400 | 71.00 Good
17 171 15| 27| 41 292 400 | 73.00 Good 77.25 Good
18 5| 8|18 69 351 400 | 87.75 | Very good
. . Average (%) Category Total Perception Variables
Perception Variable 83 01 Very good
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Based on the accumulated answers from the results of the questionnaires that the
respondents have filled out in table 1, it can be seen that the average value of escape from
a perceived mundane environment is 93.25 % or is in the very good category. The high
score on this indicator shows that respondents in Greater Jakarta have boredom from their
daily environment, which is starting to feel routine and boring. The average Relaxation
value is 91% or is in the very good category. The high score on this indicator shows that
respondents who live in Jabodetabek have the motivation to take a vacation because they
want to get the opportunity to evaluate and find something more about themselves
(explore). The average value of Exploration and evaluation of self is 86.67 % or is in the
very good category. The high score on the relaxation variable proves that the respondents
want to relax their mental state or relax their physical state in Bandung City. The
average Prestige value is 72.5% or is in the good category even though it does not reach a
very high score, it still reflects that respondents who visit the city of Bandung are
motivated to travel because they consider tourism to Bandung a symbol of an upscale
lifestyle. The average value of enhancing kinship relationship is 77.42 % or is in a good
category. It shows that the respondent's motivation is to improve family relations, which is
included in the high category. The average Facilitation of social interaction is 77, 25 % or
is in the good category. It shows that the respondents have a motivation for tourism
because tourism is considered a means that provides the opportunity to meet new people in
the city of Bandung.

The pull motivation variable consists of six indicators: Novelty, Static factor,
Dynamic Factor, Current Decision, Commercial, and Information/advertisement
destination. Each of these indicators consists of several statements that the respondent then
fills in to know the description of the attractor motivation of the respondent. The report can
be seen in the following table:

Table 2. Pull Motivation of Jabodetabek Tourists

Novelty
Statement 1 25ca|3e 2 Score égg?é % | Category A\E?)/I;a).ge Category
1 3| 5|24| 68 357 400 | 89.25 | Very good
2 3| 6[18| 73 361 400 |90.25 | Verygood | 90.42 | Verygood
3 0| 4|25] 71 367 400 | 91.75 | Very good
Static Factor
Statement 1 ZSca;e 2 Score égg?é % | Category A\Eﬁ/';a)lge Category
4 1| 5|16 78 371 400 | 92.75 | Very good
5 0| 3|15| 82 379 400 | 94.75 | Verygood | 93.83 | Verygood
6 0| 4/16| 80 376 400 | 94.00 | Very good
Dynamic Factor
Statement Scale Score |deal % | Category Average Category
112]3] 4 Score (%)
7 11 3[19| 77 372 400 |93.00 | Very good
8 1| 1]13| 85| 382 | 400 | 9550 Verzgood 94.25 | Very good
Current Decision
Statement Scale Score |deal % | Category Average Category
1[2[3] 4 Score (%)
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9 2|10|22| 66 352 400 | 88.00 | Very good
10 1] 6[29| 64 356 400 | 89.00 | Very good | 88.50 | Very good
11 0| 7|17| 76 369 400 |92.25 | Very good
Commercial
Statement 1 ZSca;e 4 Score égg?é % | Category A\E(e;/roa)\ge Category
12 2| 8|21 | 69 357 400 |89.25 | Very good
13 112 (24| 63 349 400 | 87.25 | Verygood | 88.25 | Verygood
14 3| 8[26] 63 349 400 | 87.25 | Very good
Information
Statement 1 ZScaIBe 2 Score égg?é % | Category A\Eﬁ/roz;ge Category
15 61022 | 62 340 400 | 85.00 | Very good
16 0| 8/19| 73 365 400 |91.25| Verygood | 88.13 | Verygood
17 12|12 19| 57 321 400 |80.25 Good
. . Average (%) Category Total Perception Variables
Perception Variable 90.56 Very good

Based on the accumulated answers from the results of the questionnaires that
respondents have filled out in table 2, it can be seen that the average Novelty value is 90.42
% or is in the very good category. The high novelty score indicates that the respondents
traveled to Bandung because of curiosity, adventure, new and different. The average value
of the Static factor is 93, 83 % or is in the very good category. The high static factor
score indicates that the respondents traveled to Bandung because of interesting natural
factors such as beautiful and relaxed nature. The average dynamic factor value is 94.25 %
or is in the very good category. The high score on the dynamic factor indicator shows that
the respondents are motivated to visit Bandung because of tourist attractions,
entertainment, etc., that are the main attraction. The average current decision value is 88.5
% or is in the very good category. The high score on the current decision indicator shows
that respondents are interested in traveling to Bandung because the goods and services sold
in Bandung are more affordable. The average commercial value is 88.25 % or is in the very
good category. The high score on the commercial indicator shows that respondents are
interested in traveling to Bandung because many handicrafts make it enjoyable to visit. The
average value of Information/Advertisement Destination is 88.13 % or is in the very good
category. The high score on indicator 2. Information/Advertisement Destination shows that
respondents are interested in traveling to Bandung because there is a lot of information.
Hence, they make tourism to Bandung a recommendation for tourist attractions.

Loyalty variable consists of four indicators: Repeat Purchases, purchase across
product and service line, refers other, demonstrates an immunity to the full of
competition in which each of these indicators consists of several statements which the
respondent then fills in to find out the description of the respondent's attracting motivation.
This description can be seen in the following table:
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Table 3. Jabodetabek Tourist Loyalty

Tourist Visitor Loyalty

Scale Ideal Average
0,
Statement 11203 [ 4 Score Score ) Category (%) Category
1 0[1| 12| 87| 386 400 96.50 | Very good
2 1/6| 17| 76 | 368 400 92.00 | Very good
3 1150 18] 76| 369 | 400 | 9225 | Verygood | +2° | Verygood
4 1(4| 16| 79| 373 400 93.25 | Very good
Average . .
Perception Variable (%) Category Total Perception Variables
94.25 Very good

Based on the accumulated answers from the results of the questionnaires that
respondents have filled out in table 3, it can be seen that the score on the Repeat Purchases
indicator listed in the first statement is 96.5 % or is in the very good category. The high
score of repeat purchases shows that respondents like to revisit Bandung. The Purchase
across Product and Service Line indicator score stated in the first statement is 92% or is in
the very good category. The high score of Purchase across Product and Service Line stated
in the second statement shows that respondents want to travel to Bandung and enjoy
culinary delights in Bandung. The Refers other indicator listed in the first statement is
92.25 % or is in the very good category. The high score of Refers other stated in the third
statement indicates that respondents will recommend Bandung as a tourist destination to
their friends or family. The Demonstrates an Immunity to The Full of Competition
indicator stated in the first statement is 93.25 % or is in the very good category. The high
score of Demonstrates an Immunity to The Full of Competition noted in the fourth
statement shows that respondents are not interested in going to other cities for tours, they
want to go to Bandung City.

Test the validity and reliability in this study seen from the measurement model (outer
model). The validity test is seen from the score where all convergent validity values meet
the requirements, namely > 0.7; The discriminant validity value on all indicators meets the
requirements, namely all cross-loading values > other indicators, then all AVE scores >
0.5. This proves that the indicators and statement items in the research are valid and can be
tested. In the reliability test, the indicator is reliable if the composite reliability value and
Cronbach's alpha have a value > 0.7. In this study, both values have a value above 0.7
which means the indicators are said to be reliable.

Hypothesis testing in this study uses Partial Least Square (PLS), where the advantage
of this PLS is that it does not require assumptions and can be estimated with a relatively
small number of samples. The tool used is the SmartPLS 3.0 application specifically
designed to estimate structural equations based on variance. Hypothesis testing can be seen
from the path coefficients generated from the bootstrapping process. To determine path
coefficient values between variables in the structural model and the significance of the
hypotheses in this study. (1) If the value of t count (t statistic) < value t table then HO is
accepted, H1 is rejected and (2) If the value of t count (t statistic) > the value of t table then
HO is rejected, H1 is accepted. The T table's value can be known based on a 95%
confidence level and a maximum error of 5%. The number of samples (n) is 100, and the
number of variables (k) is 3. Based on this, the T table used in this study is (Pr = 0.05 (two
directions); df = 97) which is 1.98. The following is a picture of bootstrapping results in
this study: Figure 1. Bootstrapping - Full Research Model
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Figure 1. Bootstrapping

Based on Figure 1, the t-statistical values for each indicator variable have a at-
statistical value more significant than the t-table, which is 1.98. It shows that each indicator
has a significant level of prediction on its variables. Hypothesis testing can also be seen in
the following path coefficients table:

Table 4. Data Processing Results

Original | Sample | Standard | T Statistics P
Sample | Mean | Deviation | (O/STDEV|) | Values
O (M) (STDEV)
Loyalty Encouraging | 0.236 0.233 0.134 1,761 0.079
Motivation>
Loyalty Attractor | 0.588 0.600 0.138 4.252 0.000
Motivation—>

Based on Table 1 above, the t statistic of 1.761 is smaller than the t table of 1.98,
meaning that the driving motivation does not affect the loyalty of Jabodetabek tourists.
While the t statistic (4.252) is greater than the t table of 1.98, meaning that there is an
influence between Attractive Motivation on Loyalty. The magnitude of the effect can be
seen from the original sample, which is 0.588, which means moderate because it is less
than 0.75 and more than 0.50. It means that the higher the towing motivation of
Jabodetabek tourists, the higher their loyalty will be.

The determinant factors in the Pull Motivation and Push Motivation variables are
seen from the average scores in the table below:
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Table 5. Determinant Factors of Motivation

Variable Indicator Score (%)

Escape from a perceived mundane environment 93.25

Exploration and evaluation of self 86.67

Driving Motivation | Relaxation 91.00
( Push Motivation) | Prestige 72.50
Enhancement of kinship relationship 77.42

Facilitation of social interaction 77.25

Novelty 90.42

Static Factor 93.83

. Dynamic Factor 94.25

(Pull Motivation ) Current Decision 88.50
Commercial _ 88.25

Information 88.13

Push Motivation variable, there are two highest scores of the six indicators. These
indicators are Escape from a perceived mundane environment with a score of 93.25% and
Relaxation 91.00%, meaning that Jabodetabek tourists visit Bandung because they feel
bored and bored with the routine in their domicile city, so they decide to travel to Bandung.
In addition, Jabodetabek tourists visit Bandung because they want to relax, which is related
to conditions in Bandung which can be relaxing compared to the Jabodetabek area.
Besides Push Motivation, there is a Pull Motivation variable, in which there is also an
indicator that has the highest score. The highest score is 94.35% on the Dynamic Factor
indicator and Static Factor, 93.83%. It means that tourists choose Bandung to be a tourist
spot because there are exciting places that visited, besides the climate and atmosphere in
Bandung is also a factor that causes Jabodetabek tourists to be interested in going on a trip
Bandung. Based on the average score on the Push Motivation and Pull Motivation
variables, it can be concluded that there are determinant factors that become a priority in
motivating Jabodetabek tourists so that it can say that HO is rejected and H3 is accepted.

1VV. Conclusion

Based on the research and discussion on the Analysis of Determinants of Loyalty
Factors for Bandung Tourists, it can be concluded that (1) Jabodetabek tourists have high
motivation, both push motivation and pull motivation, and also high loyalty to the city of
Bandung. It means that Jabodetabek tourists are interested in visiting Bandung and tend to
return to Bandung. (2) Push Motivation does not affect the loyalty of Jabodetabek tourists.
Although the results show that the driving motivation does not significantly influence the
loyalty of Jabodetabek tourists, we can know that in the driving motivation, the strongest
determinants are Escape from a perceived mundane environment and Relaxation. (3) Pull
motivation affects the loyalty of Jabodetabek tourists. For tourists, the determinant factors
of towing motivation are the Dyanamic Factor and the Static Factor.

This research is expected to be a reference for related parties, especially for
researchers in related fields and tourism managers in the city of Bandung. This research
can illustrate that it turns out that Jabodetabek tourists have an attachment to visiting
Bandung. Therefore, tourism area holders and entrepreneurs in Bandung are expected to
use this opportunity to maximize their potential in their respective fields further.
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