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 i 

ABSTRACT 

 
 
 

Destination image is an aspect of tourism that requires crisis management 

(CM) and marketing, because it is vulnerable to crises and media 

coverage. The literature review identified that potential terrorist attacks 

and political instability were particularly influential in changing travellers‟ 

intentions to visit and perceptions of different destinations. To date, there 

is no published academic research on the changing images of Indonesia 

as a result of the prolonged 1997 crises (pre-the Bali bombings) and the 

2002 and 2005 crises (post-the Bali bombings). This study addresses this 

by examining Indonesia‟s images from the perspectives of the Indonesian 

tourism industry and UK residents. This study also addresses gaps 

identified in the following destination image research areas: image 

formation, image change and crisis management.  

 

The review of current literature revealed that there has been little shift 

towards a greater use of qualitative or mixed-methods approach for the 

study of destination image. This research uses a mixed-methods approach 

to address the limitations that the use of a single, purely quantitative or 

qualitative approach would impose.  

 

Results from the primary research reveal that the images of Indonesia, 

including the security image is more positive among visitors than non-

visitors. The research results suggest that Bali has strong unique images 

and these have allowed its tourism to continue and survive pre- and post-



 ii 

the crisis period. Furthermore, the results revealed that Indonesia‟s image 

has become more complex since 1997, specific factors affected its image 

during crisis, the critical role of the media in the development of image and 

tourism demand and why certain crisis management strategies proposed 

in the tourism literature are not effective   

 

This research contributes to the study of image dimensions, differences, 

change and formation factors and the use of mixed methods within a crisis 

context. The research also contributes in the area of crisis management 

by suggesting modifications to the current crisis management framework, 

making it more adaptable in certain contexts and suggests the need for 

„knowledge management‟ and a „logical incrementalism‟ approach when 

developing the CM plan. The implication of the research findings is that 

mixed-methods approach is compatible and beneficial in destination image 

research with similar or complementary research objectives. 
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CHAPTER ONE: INTRODUCTION 

 

1.1 Introduction 

 

Tourist destinations mainly compete based on their images. Therefore, the 

study of destination image is rendered vital because of the positive 

relationship between image and consumer choice (see Baloglu & 

McCleary, 1999a; Bigne, Sanchez & Sanchez, 2001; Chen & Tsai, 2007; 

Crompton & Ankomah, 1993; Gallarza, Saura & Garcia, 2002; Goodrich, 

1978; Milman & Pizam, 1995; Pearce, 1982; Selby & Morgan, 1996; 

Woodside and Lysonski, 1989).  

 

The study of the safety element, which is one of the destination image 

elements (Hall and O'Sullivan, 1996), is particularly significant. This is 

because the tourism industry is highly susceptible to natural disasters and 

human caused disasters (Sönmez, Apostolopoulos and Tarlow, 1999). 

Particular events or a succession of negative events such as political 

violence and terrorism acts may threaten the perception of a destination‟s 

safety. Although the need for tourism crisis management is obvious 

(Sonmez, 1998), few have addressed the issue (Sönmez, Backman and 
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Allen, 1994; Wahab, 1996). The tourism industry is still only reactive to 

different situations (Sönmez and Tarlow, 1997). 

 

1.2 The context and rationale for the research 

 

It has been identified that the risks associated with personal safety, i.e. 

potential terrorist attacks and political instability, were particularly 

influential in changing travellers‟ intentions and perceptions of different 

destinations, even among experienced travellers (Sönmez and Graefe, 

1998a).   

 

Indeed, Indonesia represents a good case study of the problem of political 

instability and terrorism attacks on its security images and tourism 

industry. In 1997, the Asian financial crisis hit Indonesia the hardest 

among the South-East Asian countries. Indonesia's economic problem 

advanced and compounded in the most shocking ways as the financial 

crisis also brought about political and social crises which continued into 

the year 2001. Indonesia has had difficulties in attracting visitors since mid 

1998 (Adams, 2001; Soemodinoto et al. 2001). The situation has been 

drastically exacerbated since the bombing of the Indonesian island of Bali 

on 12 October 2002. The bombings in 2002 killed a total of 201 people, 

mostly western tourists. The second attack on 1st October 2005 in Bali, 

came almost exactly three years after the first Bali bombing. This involved 

fewer victims, but both Indonesia and Bali found themselves once again 

under the media spotlight.  
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The study of Indonesia‟s 1997 crisis is considered particularly important by 

some tourism researchers. Hall (2000) noted that Indonesia constituted a 

good case study of some of the problems which instability may bring about 

for tourism development and the measures that may be undertaken to 

deal with consumer perceptions. Hitchcock (2000) also encouraged further 

research on the impact of the 1997 Indonesian crises on Bali‟s image. To 

date, there is no published academic study of Indonesia and Bali‟s images 

as a result of the 1997 crisis (pre-the Bali bombings) from the perspectives 

of the Indonesian tourism industry members and UK residents.  

 

Notable studies have been undertaken on the Bali bombings (Hitchcock 

and Darma Putra, 2005, 2006, 2007; Jenkins and Catra, 2004). However, 

there is also no previous published study of Indonesia and Bali‟s images 

as a result of the Bali bombings from the perspectives of the Indonesian 

tourism industry members and UK residents.  

 

Therefore, this research is a study of Indonesia‟s image as a result of the 

2002 and 2005 bombings (post-the Bali bombings), from the perspectives 

of the Indonesian tourism industry members and UK residents. The UK 

was chosen as a case study because it is one of the ten major tourism 

markets of Indonesia (see section 4.4). 

 

Different factors such as socio-demographic variables, experiences, 

motivations and information sources can affect the development of a 

destination‟s image (see Baloglu and McCleary, 1999b; Beerli and Martin, 



 4 

2004a; Hall and O‟Sullivan, 1996; Stabler, 1990; Tasci and Gartner, 2007). 

In particular, the influence of information sources (media) on travel 

decisions and security image is considered critical (e.g. Lombardi, 1990; 

Nielsen, 2001; Wall, 1996).  

 

Certainly, both the 1997 and Bali bombings crises and their media 

portrayals caused changes in the perceptions of potential visitors and 

affected their intentions to travel. The cumulative effect of all the crises on 

Indonesia‟s image is summed up by Nursalim (2003:100) who argued, 

"The graphic scenes of violence, demonstrations, and riots shape 

international perception of Indonesia. And after 9/11 and the Bali bombing, 

Indonesia also became typecast as a fertile outpost of Al Qaeda 

terrorism."   

 

However, the extent to which media shapes tourism images in the context 

of terrorism is relatively under-represented in the literature (Valentin, 

2003). The media portrayal of political crisis and its impact on image can 

also benefit from further study. Thus, the aim of the primary research is to 

examine the different factors (in particular the role of media) in the 

development of Indonesia‟s images, „pre-the Bali bombings‟ and „post the 

Bali bombings‟.  

 

Within the destination image field, the study of image change has also not 

received much attention because most published destination image 

studies are of a one-off nature (Tasci and Holecek, 2006). The study of a 
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destination‟s image change within a tourism crisis context is certainly 

uncommon. For this reason, the primary research aims to study 

Indonesia‟s image change during the period between 2001 and 2007 to 

contribute to the current knowledge in the research area. 

 

There has also been a dearth of literature critically examining government 

crisis and disaster policies (Prideaux, Faulkner and Laws, 2003). There is 

a need for research focusing on crisis management, their impacts and 

strategies for recovery, risk and damage minimization (Faulkner, 2001; 

Laws and Prideaux, 2005; Pizam and Smith, 2000; Ritchie, 2004; Scott 

and Laws, 2005). Therefore, the primary research aims to examine the 

crisis management strategies adopted by the Indonesian tourism industry 

members in the management of the 1997 Indonesian crises (pre-the Bali 

bombings) and the 2002 and 2005 bombings (post-the Bali bombings) to 

contribute to the knowledge in this research area.  

 

Additionally, the literature review reveals that there is limited study of the 

perceived factors affecting the implementation of crisis management 

strategies, particularly in a developing country. There is also limited study 

of the effectiveness of the different crisis management strategies proposed 

in the tourism literature in a real tourism crisis context. For that reason, the 

primary research seeks to examine the perceived problems associated 

with the implementation of crisis management strategies and the degree of 

effectiveness of the strategies implemented, from the perspectives of the 
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Indonesian tourism industry, „pre-the Bali bombings‟ and „post-the Bali 

bombings‟ 

 

1.3  Research objectives 

 

The main research aim is: 

To investigate the tourism images of Indonesia from the perspectives of 

the Indonesian tourism industry members and UK residents, „pre-the Bali 

bombings‟ and „post-the Bali bombings‟ 

 
Specific research objectives: 

 To examine the tourism images of Indonesia (including the security 

image); 

 To examine the factors affecting the images of Indonesia (including 

variations by socio-demographic variables and media) and 

 To examine image change in the period between 2000 and 2007 

 

Other research aim is: 

To examine the crisis management strategies adopted by the Indonesian 

tourism industry, „pre-the Bali bombings‟ and „post-the Bali bombings‟ 

 

Specific research objectives: 

 To examine crisis management strategies, the factors affecting their 

implementation and the lessons learned. 
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1.4 Originality 

 

This thesis represents a significant contribution to knowledge in this field. 

As far as can be ascertained from the available literature, there is currently 

no previous published research from the perspectives of the Indonesian 

tourism industry members and UK residents of: 

 

 The impact of the 1997 crises on Indonesia‟s image;  

 The effects of the 2002 and 2005 terrorism attacks on Indonesia‟s 

image; 

 The image formation factors of Indonesia;  

 How images of Indonesia changed; 

 The crisis management strategies adopted by the Indonesian 

tourism industry after the 1997 crises and Bali bombings and if any 

lessons have been learned.  

 

Additionally, the adoption of a mixed-methods approach is unique because 

of its specific design which has not been used before to study destination 

image and crisis management issues, and which has been adopted at two 

different periods of time (pre-the Bali bombings and post-the Bali 

bombings), within two tourism crisis contexts (political and terrorism) and 

with tourism practitioners and consumers (supply and demand sides).  
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1.5 Literature background  

 

This research concentrated on the research areas most relevant to the 

research study of Indonesia‟s images, the factors affecting the 

development of its images, Indonesia‟s image change and the crisis 

management strategies adopted by the Indonesian tourism industry. 

Hence, the following literature review is undertaken: 

 

1.5.1 Destination image  

 

Image is a critical factor in a destination selection process (Bramwell and 

Rawding, 1996; Calantone et al., 1989; Chon, 1991; Crompton, 1979; 

Dann, 1996; Echtner and Ritchie, 1993; Gartner, 1989, 1993; Gartner and 

Hunt, 1987; Goodrich, 1978; Hunt, 1975; Pearce, 1982; Reilly, 1990).  

However, there is general agreement that few researchers have been 

successful in conceptualising image and there is an absence of a 

theoretically based conceptual framework and incomplete measurement 

(Echtner and Ritchie, 1991; Fakeye and Crompton, 1991; Gartner, 1993; 

Selwyn, 1996; Young, 1999; White, 2005). Nevertheless, attempts to 

address the conceptual and methodological issues within the destination 

image research have been made, notably by Echtner and Ritchie (1991, 

1993) who proposed a framework for analysing image based on 

attributes/holistic, functional/psychological, and common/unique image 

dimensions; and by Gallarza et al. (2002) who proposed the „complex‟, 

„multiple‟, „relativistic‟ and „dynamic‟ nature of image.    
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Examination of past research revealed that the majority of studies only 

used structured techniques in the measurement of destination image (see 

Echtner and Ritchie, 1993; Pike, 2002, 2007). However, Echtner and 

Ritchie (1993) proposed that a combination of structured and unstructured 

approaches would allow for a more effective measurement of image.  

 

Image formation and change have also been discussed by several tourism 

researchers. Basically, image develops at two levels: organic image, 

which is formed from non-commercial sources of information and the 

induced image, which is formed from commercial sources (Gunn, 1988). 

Based on Gunn‟s (1988) work, Gartner (1993) proposed different 

categories of image formation agents; induced (covert, overt), autonomous 

and organic (solicited, unsolicited).  

 

Furthermore, there are two basic approaches to understanding the 

destination image formation process. The first is static in nature and 

investigates the relationship between destination image and tourist 

behaviour (e.g. Gunn, 1988; Fakeye and Crompton, 1991) and satisfaction 

(Chon, 1990). The second approach studies the influence on the structure 

and formation of destination image itself and therefore is dynamic in 

nature (e.g. Stabler, 1990; Baloglu and McCleary, 1999b). The latter 

approach typically involves the study of three sources of image formation 

agents: (1) supply-side or destination, (2) independent or autonomous, 

and (3) demand-side or image receivers (Tasci and Gartner, 2007).  
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In relation to image change studies, Gallarza et al. (2002) categorized 

three types of studies: first, those which study the influence of span of stay 

on destination image (e.g. Fakeye and Crompton, 1991); second, studies 

that were repeated after a period of time on the same destination (e.g. 

Gartner and Hunt, 1983); and third, those that investigated the effect of 

previous visitation on image structure (e.g. Ahmed, 1991; Dann, 1996). 

Furthermore, another kind of study of image change over time is when 

there are situational problems such as political, economic or health-related 

issues at the destination and a study is conducted to measure the impact 

of the problem by comparing the results conducted before and after the 

negative event (e.g. Gartner and Shen, 1992). However, image change is 

still an idea that has not received much attention because most published 

image studies are of a one-off nature (Tasci and Holecek, 2006). 

Therefore, the literature review indicates a need for more image change 

studies. 

 

1.5.2 Tourism Crisis and Safety Image 

 

One of the destination image elements is the safety element (Hall and 

O‟Sullivan, 1996). Safety may be determined by the character of the 

physical environment, by the possibility of criminal activity, by the 

likelihood of being trapped in a war zone and/or by the potential for 

politically motivated violation on tourists (Hall and O'Sullivan, 1996).  
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The literature review concentrated on two types of crisis most relevant to 

the primary research: political instability and terrorism. Political stability 

and political relationship concerns are significant in determining 

destination images and the actual and perceived safety of tourists (Hall 

and O' Sullivan, 1996). Tourism is also vulnerable and sensitive to 

terrorism events (Aziz, 1995; Pizam and Smith, 2000; Richter and Waugh, 

1986; Sönmez, 1998; Sönmez and Graefe, 1998a; Sönmez et al. 1999). 

Therefore, destination regions need to give greater attention to the 

possible negative outcome of political instability and terrorism on 

destination image.  

 

Furthermore, the tourism crisis literature also highlights the significant 

effect of media representation of crisis on security image and travel 

decisions. Both the crises and their media representation cause changes 

in perceptions that affect peoples‟ intentions to travel (Floyd et al. 2004; 

Sönmez and Graefe, 1998a; Seddighi et al. 2001) with consequent effects 

on destinations. Some tourism analysts believed that the media 

representation of the 1997 crisis had impacted Indonesia‟s security image 

more significantly than the real crisis itself. 

  

Previous studies indicate that perception of risk is affected by previous 

travel experiences (Sönmez, 1998; Sönmez and Graefe, 1998a, b; Lepp 

and Gibson, 2003) and nationality or culture (Hurley, 1988; Kozak et al. 

2007; Resinger and Movondo, 2006; Seddighi et al. 2001; Tremblay, 

1989).  



 12 

Some researchers (e.g. Richter, 1983; Richter and Waugh, 1986; Aziz, 

1995; Hall and O‟Sullivan, 1996; Tarlow, 2009) have also proposed 

different terrorism objectives; ideological (socio-economic and cultural, 

and political), tactical and strategic. However, the literature review 

indicates that there is no study on the perceived objectives of terrorism, 

from the perspectives of tourism practitioners and consumers. The 

understanding of consumers‟ perception of the motivations behind the 

terrorist attacks at a destination may help the destination to develop a 

more effective strategy to manage consumers‟ image. An understanding of 

the motives may also help the tourism industry to adopt a more proactive 

approach in the prevention or management of terrorism crisis.  

 

1.5.3 Crisis management 

 

There is a need for further research focusing on crisis management, 

impacts and strategies for recovery, risk and damage minimization 

(Faulkner, 2001; Laws and Prideaux, 2005; Pizam .and Smith, 2000; 

Ritchie, 2004; Scott and Laws, 2005).  

 

The literature review further indicates that there is limited study of the 

factors affecting the implementation of crisis management strategies and 

the degree of effectiveness of different crisis management strategies as 

proposed in the tourism literature in a real crisis situation.  
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1.6 Research Methodology 

 

There are two major views about how research should be conducted; 

positivism and constructivism/ interpretivism. The literature reveals that 

there is an ongoing debate on whether the quantitative approach, typically 

associated with positivism and qualitative approach typically associated 

with interpretivism, can be combined.  There are two important issues in 

the discussion of whether qualitative and quantitative methods can be 

used in conjunction with each other; the notion that research methods 

carry epistemological commitments and the idea that qualitative and 

quantitative research are separate paradigms (Bryman and Bell, 2007). 

Some researchers have proposed the distinction between quantitative and 

qualitative research methods upon the paradigmatic differences and 

hence the „incompatibility thesis‟ (e.g. Guba, 1990). Some researchers 

believe that there exists a real but imperfect relationship between 

paradigm and methods, and propose the „compatibility theory‟ (e.g. 

Bryman and Bell, 2007; Strauss and Corbin, 1990).  

 

The primary research adopted a combination of quantitative and 

qualitative research known as the „mixed-methods‟ approach (Creswell, 

2003; Teddlie and Tashakkori, 2009). The justifications for the adoption of          

mixed-methods approach are (1) a mixed perspective is possible and 

beneficial, (2) pragmatism as the best paradigm for justifying the use of 

mixed-methods approach exist (Creswell, 2003; Johnson and 

Onwuegbuzie, 2004; Tashakkori and Teddlie, 1998; Teddlie and 
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Tashakkori, 2003; Teddlie and Tashakkori, 2009), (3) the mixed- methods 

approach was selected with respect to the research questions (Johnson 

and Onwuegbuzie, 2004), (4) there is limited study of mixed- methods 

research in destination image study (Echtner and Ritchie, 1993; Pike, 

2002, 2007), (5) the use of structured and unstructured approaches is 

needed to study the different image dimensions of a destination (Echtner 

and Ritchie, 1993; Gallarza et al., 2002; Tasci et al. 2007).  

 

1.7 Thesis Outline 

  

The thesis consists of nine chapters. Chapter one introduces the research 

and outlines its background, establishing the context of the thesis. It 

addresses the research problem, states the research objectives, and 

provides the research outlines.  

 

Chapter two reviews the key literature on destination image. The chapter 

reviews the literature on image conceptualisation, image formation factors 

and image change.  

 

Chapter three commences with an overview of the tourism crises and 

issues of tourism safety/security. It then discusses the two main types of 

crisis; political instability and terrorism because of their relevance to the 

primary study. The review concentrates on the effects of political instability 

and terrorism acts on destination safety image and demand. The chapter 

also reviews the literature on terrorism objectives; factors affecting risk 
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perceptions; role of media in the development of security image and crisis 

management frameworks.  

 

Chapter four presents an overview of Indonesia's background; regional 

context, geographic location, Bali‟s perceived separate identity and the 

importance of tourism. The chapter then presents an overview of the 

contexts of the 1997 Indonesian crisis, the 2002 and 2005 Bali bombings 

and the impact on Indonesia‟s tourism industry. Finally, it provides a 

review of the literature on media representations of the 1997 Indonesian 

crisis and the Bali bombings and the effect on tourism images.  

 

Chapter five presents a discussion of the methodology. The chapter starts 

with a review of the paradigm debate in relation to the two major research 

philosophies; positivism and social constructivism. This is then followed by 

a review of the research approaches used in tourism image studies 

generally associated with these two philosophies; structured and 

unstructured research approaches. Then, the chapter provides the 

justification of using „mixed-methods‟ approach which includes a 

discussion of the mixed-methods models, the sampling approach, data 

collection techniques adopted and the validity and reliability issues. It 

concludes with a discussion of the inference process and the different 

factors that affect the different phases of the research process.  

 

Chapter six discusses the parallel mixed data analysis adopted by the 

research. This includes a discussion of qualitative (grounded theory) and 
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quantitative (descriptive and non-parametric tests) analysis techniques 

used in the analysis of the primary research findings.  

 

Chapter seven displays the results of the „pre-the Bali bombings‟ and 

„post-the Bali bombings‟ interviews, with a sample of Indonesian tourism 

industry members. It first displays the results of the „pre-the Bali bombings‟ 

interviews: the effect of the 1997 crisis on Indonesia and Bali‟s images; the 

image formation factors and the crisis management strategies adopted by 

the tourism industry. The chapter then displays the results of the „post-the 

Bali bombings‟ interviews: the effects of the 2002 and 2005 Bali bombings 

on Indonesia and Bali‟s images; how images of Indonesia have changed 

since 1997; Bali‟s identity within Indonesia; the safety image; the aim of 

terrorists and threat of terrorism in Indonesia; the media representation of 

Bali bombings and the Indonesian crisis management strategies.  

 

Chapter eight presents the results of the „pre-the Bali bombings‟ and „post-

the Bali bombings‟ surveys. It first displays the results of the survey with 

UK visitors and non-visitors post-the 1997 Indonesian crisis but „pre-the 

Bali bombings‟. It displays the results from close-ended questions relating 

to the perceptions of different Indonesian tourism attributes, sources of 

information used, and the perceptions of the usefulness and reliability of 

different information sources. This is followed by the presentation of the 

results of open-ended questions relating to the characteristics of 

Indonesia, the atmosphere and the unique characteristics of Indonesia.  
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The second half of chapter eight displays the results of the „post-the Bali 

bombings‟ surveys with UK visitors „post-the Bali bombings‟. It displays the 

results of close-ended questions relating to the perceptions of Indonesian 

and Bali tourism attributes; sources of information used and the 

importance of safety in travel decisions. This is followed by the 

presentation of results of „open-ended‟ questions relating to the 

characteristics of Indonesia, the atmosphere and the unique 

characteristics of Indonesia, the effects of Bali bombings on images, the 

perceived motivations of Bali bombings and Bali‟s identity within 

Indonesia. The profiles of respondents surveyed „pre-the Bali bombings‟ 

and „post-the Bali bombings‟ are also included.  

 

Chapter nine analyses and discusses the results of the „pre-the Bali 

bombings‟ and „post-the Bali bombings‟ interviews and surveys in relation 

to one and another and in the light of the literature review. The discussion 

of the results is guided and structured by the order of the primary research 

aims: destination images of Indonesia, security images, the different 

factors affecting the image of Indonesia, including the role of media, crisis 

management strategies and image change. The implications of the 

research will be discussed in general in this chapter.   

 

Chapter ten draws conclusions from the primary research undertaken with 

the Indonesian tourism industry members and UK residents undertaken 

„pre-the Bali bombings‟ and „post-the Bali bombings‟. It summarises the 

major findings relating to destination image, security image, image 
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formation factors, the role of media, crisis management strategies and 

image change issues. It presents the theoretical and practical implications 

of the research to both researchers and (Indonesian) tourism practitioners. 

Furthermore, it provides the limitations and significant contributions of the 

research. Finally, specific recommendations for future research are 

outlined. The structure of the thesis is outlined in Figure 1.1.  
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Figure 1.1 Outline Structure of Thesis 
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CHAPTER 2: DESTINATION IMAGE 

 

2.1 Introduction 

 

This chapter provides a critical review of destination image literature. It 

starts with an overview of the destination image field, which highlights its 

multi-disciplinary nature, the importance of destination image and the main 

different subject areas within the study (section 2.2). The latter is most 

important because it provides an overview of the major research areas on 

destination image and informs the subsequent discussion of topics that 

are considered most pertinent to the primary research. Section 2.3 

provides a review of the relevant destination image literature; the image 

conceptualisation debate (section 2.3.1); the image formation framework 

debate (section 2.3.2) and image change (section 2.3.3). Section 2.4 

offers a summary of this chapter. 

 

2.2 Destination image 

 

The study of image is rendered particularly important because destination 

image is a '…critical' factor in destination choices (Bramwell and Rawding, 

1996; Chon, 1991; Dann, 1996; Echtner and Ritchie, 1993; Gartner, 1993; 
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Mayo, 1973:23). It is important to note that many subjects contribute to the 

development of knowledge within the destination image study, including 

geography, management, economics, culture, anthropology, history, 

politics, philosophy, sociology, marketing, consumer behaviour and 

psychology. As a consequence, there is a lack of theoretical or conceptual 

unity and a unifying framework within the destination image field (see 

section 2.3.2).  

 

Amongst other things, the foci of destination image research are as 

follows: 

 Images of various destinations (e.g. Goodrich, 1978; Gartner, 

1989); 

 Destination image formation (e.g., Clawson and Knetch, 1966; 

Gunn, 1988; Gartner, 1993; Font, 1996, Baloglu and McCleary, 

1999b); 

 Differences in pre-travel and post-travel images (e.g., Pearce, 

1982; Wee, Hakem and Ong, 1986; Gyte 1989; Dann, 1996); 

 Image changes over time (e.g. Gartner, 1986; Gartner and Hunt, 

1987; Gartner and Shen, 1992; Phelps, 1986, Tasci and Holecek, 

2006); 

 Images of destinations held by tourists from various countries of 

origin (e.g. Richardson and Crompton, 1988; Calantone et al. 

1989); 

 The relationship between images and distance (e.g. Scott et al. 
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1978; Fakeye and Crompton, 1991); 

 Image differences between visitors and non-visitors (e.g., 

Awaritefe, 2004; Fakeye and Crompton, 1991; Milman and Pizam, 

1995) 

 Destination image and decision making process (e.g. Goodrich, 

1977; Gunn, 1972; Haati, 1986; Mayo and Jarvis, 1981); 

 Image conceptualisation (e.g. Um and Crompton, 1990; Echtner 

and Ritchie, 1991, Gallarza et al. 2002; Walmsley and Young, 

1998); 

 Image measurement (e.g. Echtner and Ritchie, 1991, 1993, 

Driscoll et al, 1994); 

 The relationships of image and socio-demographic variables (such 

as Baloglu, 1997; Walmsley and Jenkins, 1993); 

 Image components (e.g. Dann, 1996; MacKay and Fesenmaier, 

1997) 

 Factors influencing image (e.g. Baloglu and Brinberg, 1997; 

Baloglu and McCleary, 1999b; Walmsley and Jenkins, 1993).   

 

Pike‟s (2002) review of destination image studies published in the 

literature during the period between 1973 and 2000 and his review in 2007 

of studies published in the literature during the period between 2001 and 

2007, resulted in a number of findings: 

 

 The most popular region for study during the period between 1973 

and 2000 was North America, followed by Europe, Asia, Australasia, 
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Africa, Central America/Caribbean, South Pacific and South 

America. However, Pike‟s (2007) study revealed that the most 

popular region of study during the period between 2001 and 2007 

was Europe, followed by Asia, North America, Australasia, Africa, 

Scandinavia, Oceania, South America, Caribbean, Central America 

and the Gulf; 

 Pike‟s 2002 and 2007 studies revealed that the most popular types 

of destination of interest are countries; 

 The majority of studies between 1973 and 2007 period used 

structured techniques involving rating scales and 

 Pike (2002) found that most studies during the period between 1973 

and 2002 target visitors whether in the destination or at their place of 

residence. His 2007 study revealed that visitors were still the most 

popular type of participants, followed by consumers at home, 

practitioners and travellers in transit.  

 

Section 2.2 provides an overview of the key subject areas in the 

destination image research. In relation to the study of Indonesia‟s images, 

some of these subject areas are more relevant and hence, are selected for 

the review.  

 

The subject areas selected are destination image components, 

conceptualisation and measurement; image formation frameworks and 

image change. These are reviewed in the following sections. 
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2.3 Destination image component and conceptualisation  

 

In understanding the nature of destination image, discussions on image 

components, image conceptualisation and the image formation process 

are important. These are discussed in the following sections. 

 

2.3.1 Image components: The main debate 

 

There is a lack of agreement among some researchers regarding the 

destination image components; cognitive, affective and conative. The 

„cognitive‟ and „affective‟ components have been proposed by some 

researchers (e.g. Baloglu and Brinberg, 1997; Baloglu and McCleary, 

1999b; Dobni and Zinknan, 1990; Gartner, 1993; Walmsley and Young, 

1998).  

 

„Cognitive‟ evaluations refer to beliefs and knowledge of the object and the 

„affective‟ evaluations refer to feelings or motives about the object (e.g. 

Baloglu and Brinberg, 1997; Gartner, 1993; Zimmer and Golden, 1988).  

 

The „conative‟ or „action‟ component is also proposed by some 

researchers (e.g. Gartner, 1993; Pike and Ryan, 2004; Tapachai and 

Waryszak, 2000; White, 2004). Gartner (1993) argued that the „conative‟ 

component is similar to behaviour. To date, Gallarza et al. (2002) and 

Tasci et al. (2007) have proposed that cognitive, affective and conative 

components do exist.  

 



 25 

2.3.2 Destination image conceptualisation and operationalisation 

 

To date, there is general agreement that few researchers have been 

successful in conceptualising image and there is an absence of a 

theoretically based conceptual framework and incomplete 

operationalisation (Echtner and Ritchie, 1991; Fakeye and Crompton, 

1991; Gartner, 1993, Grosspietsch, 2006; Selwyn, 1996; Young, 1999; 

White, 2005).   

 

Early image definitions - Echtner and Ritchie (1991) identified that the 

early definition of the destination image was vague, incomplete and 

simplistic. This led them to conclude that in most studies, it was not clear 

what image component was measured (Tasci et al. 2007). Table 2.1 

provides a list of various definitions to date; adapted from a review of 

image definitions used by image researchers prior to the 1990s by Echtner 

and Ritchie (1993). The list in Table 2.1 clearly indicates Echtner and 

Ritchie (1991)‟s concern that early definitions are vague in terms of what 

the nature of image is; destination image is frequently referred to simply as 

a combination of „impressions‟, „beliefs, „knowledge‟, „prejudices‟, 

„expectations‟ and „feelings‟ towards an individual, group, object or place. 

They also argued that the majority of past destination image studies have 

adopted a structured approach.  

 

Hence, Echtner and Ritchie (1993) were among the first researchers who 

attempted to rectify weaknesses in conceptual and measurement issues. 
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They proposed that destination image should be seen in both „attributes‟ 

and „holistic‟ terms. Furthermore, they proposed that destinations‟ images 

can range from those based on „common‟ functional and psychological 

traits to those based on more „unique‟ functional and psychological traits 

(see Figure 2.1). They also proposed the use of both structured and 

unstructured approaches in the study of different image dimensions. Table 

2.2 shows the attributes used by destination image researchers, compiled 

by Echtner and Ritchie (1991).  

 

MacKay and Fesenmaier‟s study (1997) concluded that individuals 

„familiar‟ with a destination hold images closer to the „holistic, 

psychological and unique‟ ends of the image dimension continuum, whilst, 

individuals „not familiar‟ with a destination were more likely to have images 

closer to the „attribute, functional and common‟ ends of the image 

continuum. In their study, familiarity was defined as previous experience 

with a destination and as self rating (how familiar respondents thought 

themselves to be with a place).  

 

However, the concept of „familiarity‟ is arguably multi-dimensional. For 

example, Baloglu (2001) proposed „informational familiarity‟ which refers to 

the extent of the sources of information used. Prentice (2004) proposed 

„proximate familiarity‟ which refers to nationality or shared culture; and 

„educational familiarity‟ which refers to the degree of personal educational 

involvement with a place. 
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Post-1990‟s definitions – Table 2.1 also shows a list of definitions adapted 

from a review of image definitions used by image researchers, post-the 

1990s by Tasci et al. (2007). Post-the1990s there were more image 

definitions that are both attribute-based as well as holistic impression, 

which allowed a broader understanding of the essence of image (see 

Seaton, 1996; Selwyn, 1996; MacKay and Fesenmaier, 1997; Kotler and 

Gertner, 2004). Tasci et al. (2007) noted that in doing so, some have 

developed a more complete construct and recognise the subjective and 

dynamic nature of image.  

 

The few researchers who recognised the attribute and holistic nature of 

image have adapted Echtner and Ritchie (1991)‟s framework to study 

destinations‟ image (e.g. Choi et al. 1999; Grosspietsch, 2005; Larsen and 

George, 2004; O‟Leary and Deegan, 2003; Rezende-Parker et al. 2003; 

Stepchenkova and Morrison, 2008) within a general tourism context. 

However, the literature review indicates that the framework has not been 

used specifically in the study of the image of a destination affected by a 

major tourism crisis or several tourism crises (i.e. complex and unstable 

tourism context).  
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Definitions used by destination image researchers 

Reference Objective Definition of  Image 

 

Hunt (1975) 

To measure the images of 

four states; Utah, Montana, 

Colorado,  Wyoming 

 

Perceptions held by potential visitors 

about an area 

Crompton (1977) To measure the image of 

Mexico 

Organised representations of a 

destination in a cognitive system 

Goodrich (1977) To measure the image of 

nine destinations; Florida, 

Hawaii, Mexico, California 

and five Caribbean Islands. 

 

 Not defined 

Crompton (1979) To measure the image of 

Mexico in different states of 

the United States 

Sum of beliefs, ideas and impressions 

that a person has of a destination 

Pearce  (1982) To measure and compare 

the pre-travel and post-

travel images of seven 

countries 

 

 Not defined 

Phelps (1986) To measure pre-travel and 

post travel images of 

Menorca 

Perceptions or impressions of a place 

Gartner (1989) To measure the images of 

four states; Utah, Montana, 

Colorado, Wyoming 

A complex combination of various 

products and associated attributes 

Calantone et al. 

(1989) 

To measure the images of 

eight Pacific Rim Countries 

held by tourists from 

various countries of origin 

Perceptions of potential tourist 

destinations 

Reilly (1990) To measure the image of 

Montana 

Not individual traits…but the total 

impression an entity makes 

Bozanic (1991) To explore the use of 

advertising in destination 

image management 

The impressions that a person or 

persons hold about a country in which 

they do not reside 



 29 

Reference Objective Definition of  Image 

Ahmed (1991); 

Leisen (2001) 

 

 

To measure the 

constituents of destination 

image; to study image 

segmentation 

The mental construct developed by 

the consumer on the basis of a few 

selected impressions based among 

the flood of impressions. 

Milman and Pizam 

(1995) 

 

To measure the awareness 

and familiarity of Florida 

A sum total of the images of the 

individual elements or attributes that 

make up the tourism experience 

Walmsley and 

Young (1998) 

 A common structure or schema of 

evaluations that can be used to 

differentiate between tourism 

destinations 

Choi, Chan and 

Wu (1999) 

To measure the image of 

Hongkong 

People‟s beliefs, ideas, or impressions 

about a place 

Sussman and Unel 

(1999) 

To measure the image of 

Turkey and modification of 

its image after travel 

Perceptions or impressions of a 

destination held by tourist with respect 

to the expected benefit or 

consumption values including 

functional, social, emotional, epistemic 

and conditional benefits of a 

destination.  

Coshall (2000) Measurement of tourists‟ 

images 

The individual‟s perceptions of the 

characteristics of destinations 

Sonmez and 

Sirakaya (2002) 

To measure the image of 

Turkey 

A mental conception held in common 

by members of a group and symbolic 

of a basic attitude and orientation 

O‟Leary and 

Deegan (2003) 

To measure image of 

Ireland in France 

Destination image comprises attribute, 

holistic, functional, psychological, 

common and unique components 

Enrique et al. 

(2008) 

 

 

To measure the functional-

psychological continuum in 

the cognitive image of a 

destination 

Destination image comprises 

functional, psychological and mixed 

components (the ends and middle of 

continuum 

Table 2.1 Adapted from Echtner and Ritchie (1991); Tasci et al. 2007) 
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                                         FUNCTIONAL CHARACTERISTICS 

                                  

 

  

 

 

 

 

                                

 

 

  

 

 

 

                                  

 

        

   

 

 

 

 

Figure 2.1 The components of destination image 

 

Source: Echtner and Ritchie (1991:4) 
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Functional attributes Psychological attributes 

Scenery Hospitality/friendliness/receptiveness 

Costs/Price Levels Restful/relaxing 

Climate Personal safety 

Sports facilities/activities Atmosphere(familiar versus exotic) 

Variety of tourist sites/activities Opportunity for adventure 

Entertainment and night life Opportunity to increase knowledge 

Customs/culture Family or adult oriented 

Cuisine/food and drink Quality of service 

Local infrastructure/ transportation Fame/reputation 

Architecture/buildings Political stability 

Wilderness activities/national parks  

Historic sites/museums  

Beaches   

Accommodation facilities  

Shopping facilities  

Crowdedness  

Interesting cities  

Cleanliness  

Economic development/affluence  

Accessibility  

Fairs, exhibits and festivals  

Facilities for information and tours  

Extent of commercialisation  

Degree of urbanisation  

Table 2.2 Attributes used by researchers to measure destination 

image 

 

Source: Echtner (1991:31) 
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Tasci et al. (2007) proposed an interactive system of destination image 

components which are shown in Figure 2.2. At the heart of the interactive 

system, is cognitive knowledge of and affective responses towards 

common and unique characteristics of a destination. With the interface 

between the knowledge of unique and common attributes and feelings 

towards them, a combined image (holistic) is developed. The more 

detailed the core is, the less stereotypical the holistic synthesis.  

 

 

 

 

 

 

 

 

 

 

 

Figure 2.2 Interactive System of Image Components 

 

Source:  Tasci et al. (2007) 
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Increasing recognition of a „socially constructed image‟ - In recent years 

there has been an increasing interest in developing image 

conceptualisation from a more social construction perspective. It can be 

argued that the support for the adoption of a socially constructed 

perspective was already apparent in the shift in the destination image 

measurement by Echtner and Ritchie (1993), which includes both 

„symbolic‟ and „psychological‟ aspects of image. As Young (1999) noted, 

the „psychological‟ component of image is important in the social 

construction of places. The importance of social construction of image and 

in the development of a comprehensive theoretically based conceptual 

framework was further evidenced in the works by Gallarza et al. (2002) 

and Larsen and George (2004). 

 

Figure 2.3 shows the model and the four features proposed by Gallarza et 

al. (2002): 

 The complexity of image - Gallarza et al. (2002) noted that there is 

no agreement on the cognitive, affective and conative image 

components, on whether image is „collective‟ or „uni-personal‟, and 

on whether image is „additive‟ or „selective‟ in character. Therefore 

the feature „complexity‟ is one, which would permit for more than 

one explanation. 

 The multiple nature of image – The model proposes the need to 

take into account a destination‟s attribute and holistic images (an 

output in itself), the static and dynamic image formation process 

and the need for multi-dimensional techniques to measure these.  
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 The relativistic nature of image – The model proposes that image is 

subjective (differs from person to person) and comparative 

(perceptions between various objects). Image is also a perception 

that normally refers to the comparison between attributes and 

destinations.  

 The dynamic nature of image – This means that image changes 

with time and space and comparison tests can be used to reveal 

these temporal or spatial influences on image formation.  

 

Larsen and George (2004) used Gallarza et al.‟s (2002) model to examine 

the tourists' images of New Zealand based on movies filmed in the country 

and those based on actual visitation in an attempt to understand the 

cultural construction of images. They used a self-completion questionnaire 

based on Echtner and Ritchie‟s (1993) framework, which was 

administered to international backpacking tourists in Queenstown and 

Dunedin, New Zealand in August 2002. Their study claimed to have 

illustrated that the image is „complex, multiple and relativistic‟ (2004:2).  

 

Despite the merits of Gallarza et al.‟s (2002) model, it can be argued that 

there are some aspects of the model that need further consideration: 

 Gallarza et al. (2002) argued that conceptualisation and 

measurement are two areas of study that must unite. Larsen and 

George‟s (2004) study claims to have shown the complex, multiple 

and relativistic image of New Zealand as proposed by Gallarza 

et.al.‟s (2002) multi-disciplinary model. However, it has to be noted 
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that image study findings are generally understood within the logical 

structure of their main provider discipline. It is possible that some 

stronger theories and views from different disciplines may be 

incompatible and hard to reconcile; 

 Issues relating to data collection and analysis methods need 

greater consideration. For example, some tourism researchers call 

for greater use of qualitative techniques because of the supposedly 

limited nature of empirical methods, whilst Gallarza et al.‟s (2002) 

model reveals the need for greater diversity of statistical 

methodologies in measuring some dimensions. The greater need 

for methodological diversity or a higher level of statistical complexity 

can make the research data collection and analysis, and the 

integration of findings challenging for a single study and 

 Other issues to consider include: (1) what is the relative importance 

of each of the dimensions of image? (2) Will studying one 

dimension require the adoption of a perspective or epistemic 

framework that is different from another? (3) What is the 

relationship between one dimension and the other dimensions? (4) 

Will the findings on one dimension affect its relationship on other 

dimensions? And within one dimension, (5) How important is one 

element to another, say psychological compared to social?  

 

The primary research does not address the above issues because it is 

beyond the scope of the study. However, this research adapted 

Echtner and Ritchie‟s (1993) destination image framework (see Figure 
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2.1) to measure the attributes/holistic, functional/psychological and 

common/unique traits of Indonesia. It is thought that the research 

findings may contribute to the discussion of the various image 

dimensions proposed by Echtner and Ritchie (1993) and Gallarza 

et.al.‟s (2002) model (which is based on Echtner and Ritchie‟s model). 
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Figure 2.3 A conceptual Model of Tourism Destination Image 

 

Source: Gallarza et al. (2002) 
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2.4 Image change 

 

Periodic monitoring of image is an idea that has not received much 

attention because most published image studies are of a one-off nature 

(Tasci and Holecek, 2006). Therefore, there is a need for more 

longitudinal studies in which destination image is explored and monitored 

periodically to better understand the image formation and change process 

(Tasci et al. 2007). Particularly, the study of image change of a destination 

which operates within a tourism crisis context is uncommon.  

 

Despite limited „image change studies‟, a few do exist (e.g. Gartner, 1986; 

Gartner and Hunt, 1987; Gartner and Shen, 1992; Ritchie and Smith, 

1991; Tasci and Holecek, 2006). Gartner‟s (1986) study aimed to identify 

possible temporal variations in image as a result of the seasonal nature of 

tourism. He surveyed US households for their perceptions of activities and 

attractions in Colorado, Montana, Utah and Wyoming twice, within a four 

month interval. His study findings revealed that of the 52 comparative 

analyses between two time periods and four states, only two resulted in 

significance in terms of variation.  

 

Gartner and Shen (1992) assessed the impact of the Tiananmen Square 

conflict on the image of the People‟s Republic of China (PRC). The study 

findings revealed that images of PRC changed in a negative way, relating 

to the service attributes. Surprisingly, the images of natural resources also 

changed in a negative manner. Their study findings concluded that image 
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change in a short period of time was possible as a result of extensive 

coverage of an international incident.  

 

Gartner and Hunt (1987) undertook a study to examine the image change 

in Utah over a twelve year period (1971 – 1983). Comparing the images of 

Utah‟s 11 touristic activities and attractions, they found positive changes in 

many of these attributes. They suggested that, “in the absence of any 

catastrophic impact of international importance, image(s) will continue to 

evolve at a rate contingent on the relative strengths of an area‟s induced 

(i.e. advertising or second party endorsements efforts) and organic 

(incidence of travel) factors” (cited in Tasci and Holecek, 2006:361). The 

study also concluded that image change is a slow process.  

 

Tasci and Holecek (2006) undertook a study to investigate image change 

in Michigan over a six year period (1996 to 2002). The study findings 

revealed that the images of the majority of the attributes had improved 

over time and there was a statistical difference in images for nine out of 

fifteen attributes. However, the authors noted that one could question the 

practical significance of the differences between image ratings of Michigan 

for the two time periods because the mean differences between these 

ratings were very small.  
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2.5 Image formation frameworks: the main debate 

 

Basically, image develops from organic and induced sources (Gunn, 1972, 

1988). There are two main approaches to the study of destination image; 

the „static‟ which examines the relationship between image and behaviour 

(Gunn, 1972; Fakeye and Crompton, 1991) and the „dynamic‟ which 

analyses the influences of different factors on the structure and formation 

of image (Stabler, 1990; Ashworth and Goodall, 1990; Baloglu and 

McCleary, 1999b; Beerli and Martin, 2004; Tasci and Gartner, 2007).  

 

2.5.1 The image formation components  

 

Organic and Induced images – Gartner (1993:197-205) introduced a 

model of different categories of image formation, based on Gunn‟s (1972) 

organic and induced image formation model. The model includes: 

 

(1) Overt Induced I – This is one end of the continuum and incorporates 

conventional forms of advertising. (2) Overt Induced II – This consists of 

information solicited from tour operators. (3) Covert Induced I – This 

includes the use of a recognisable spokesperson. (4) Covert Induced II – 

This includes travel writers‟ articles, reports or stories. (5) Autonomous – 

This consists of news and popular culture. (6) Organic – This includes 

unsolicited organic agent (information received from friends and relatives) 

and solicited organic („word-of-mouth‟ advertising).  
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2.5.2 Destination image formation frameworks 

 

To date, there are two basic approaches to understanding the destination 

image formation process: static and dynamic. However, both approaches 

are similarly influenced by consumer-behaviour theories and models. 

 

The static approach – This includes works by Gunn (1972) and Fakeye 

and Crompton (1991). Gunn's model of image development through a 

seven-stage travel experience proposes that individuals would at the start 

have an „organic‟ image, this image would be revised by a further 

information search to form an „induced‟ image. Alteration of images will 

again take place after the actual experience at a destination. Fakeye and 

Crompton (1991) extended Gunn‟s (1972) concept of two levels of image 

(organic and induced) by adding a third level; the „complex image‟, which 

is realised after actual visitation. 

 

Both models by Gunn (1972) and Fakeye and Crompton (1991) (Figure 

2.4) use a multi-stage approach to the study of the image formation 

process. The model‟s merit lies in the ability to suggest the effect of 

information sources on image development at various stages of travel 

decision making processes. However, it can be argued that in reality, 

images may not evolve in neat sequential steps; there is a blurring or 

collision of organic, induced and complex images at various travel stages. 

The study of the effect of different information sources on image at various 

stages of the decision making processes also poses a problem. Hoveland, 
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Lumsdaime and Sheffield (1949) and Kelman and Hovlan (1953) found 

that people tend to disassociate the information source and content over 

time, a phenomenon they called a „sleeper effect‟. This is still relevant in 

today‟s world, with the increasing amount and type of information used by 

or exposed to potential and actual tourists. In addition, the image models 

are limited as they did not propose the effects of individual characteristics 

and contexts in the image formation process.  

 

Dynamic approach to the study of image - The dynamic approach 

proposes an interactive process of different factors in the image formation 

process. Stabler‟s (1990) model (Figure 2.5) proposed an image formation 

process from the demand side (such as motivation, socio-economic and 

psychological characteristics) and supply factors (such as promotional, 

non-promotional sources of information and holiday experience).  

 
Baloglu and McCleary‟s (1999b) empirical study claims to have 

demonstrated that: 

 The variety and type of information sources used and social-

demographic characteristics influence perceptions. These 

perceptions, together with socio-psychological motivations, form 

affective and cognitive images of destination; 

 In the absence of previous experiences, motivations, socio-

demographics and information sources are three major image 

formation factors and 

  The supply-side of image formation represents image construction 
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by marketers  

 

Tasci and Gartner (2007) also proposed a model of destination image and 

its relationships (figure 2.6). The model proposed the following: 

 Destination image consists of a combination of a broad range of 

inputs, including the destination (supply) and perceivers (demand) 

ends. These inputs are categorised as controllable (dynamic), 

semi-controllable (semi-dynamic) and uncontrollable (static) and all 

these inputs give a destination its „image capital‟; 

 The „image capital‟ elements are then subjected to „bias agents‟; 

induced image formation agents (controllable), independent factors 

(not controllable by marketers) and the perceiver‟s socio-

demographic and cultural characteristics and 

 Image is also affected by situational factors (social, political, 

financial, time, physical and distance), by the theories, 

methodologies and interpretations adopted by image researchers. 

Furthermore, image may also be personal and universal.  

 

In all of the above models, the influence of individuals‟ socio-demographic 

variables on image is clearly proposed. However, past empirical studies 

on the impact of individual‟s characteristics on image have revealed 

different results. Arguably, much of the research were one-off studies, 

conducted in various regions and at different time periods, often using 

different participants which resulted in limited opportunities for 

comparisons.  
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 Figure 2.4: A model of a tourist's image formation process 
 
 
Source: Fakeye, Paul  and Crompton (1991:11) 
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Figure 2.5: Factors influencing Consumer's Tourist image 
 

 
Source: Stabler, (1990:142)  
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Figure 2.6 A model of destination image and its relationship 

 

Source: Tasci and Gartner (2007:422) 

 



 47 

2.6 Summary 

 

To date, both the conceptualisation and measurement of destination 

image remains unsatisfactory (Echtner and Ritchie, 1991; Fakeye and 

Crompton, 1991; Gartner, 1993, Selwyn; 1996; Young, 1999; White, 2005; 

Tasci et al. 2007).  Nevertheless, attempts have been made for a wider 

conceptualisation and measurement of image notably by Echtner and 

Ritchie (1991; 1993) who propose the study of attribute, holistic, 

functional, psychological, common and unique image dimensions; by 

Gallarza et al. (2002) who propose the study of the complex, multiple, 

relative and dynamic nature of image and by Tasci et al. (2007) who 

propose an integrated study of every item in an interactive system of 

image components.  

 

Literature in image formation research area also reveals three sources of 

image formation agents: (1) supply-side or destination, (2) independent or 

autonomous, and (3) demand-side or individuals (Tasci and Gartner, 

2007).  

 

The study of image change is still limited. However, the few notable image 

change studies have established that (1) some significant changes in 

image of a destination‟s attributes are possible over time; (2) extensive 

media coverage of an international event can cause image change in a 

short time; (3) image will improve at a rate dependent on the strength of 

induced and organic factors in the absence of negative events and (4) 
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image change is generally slow. 

 

The research gaps and theories mapped against the primary 

research undertaken in this study:  

 
(1) Research gap - There remains limited work on destination image 

within a tourism crisis context using Echtner and Ritchie‟s (1993) 

framework.  

Primary research - The examination of Indonesia‟s images, „pre- the Bali 

bombings‟ and „post-the Bali bombings‟ using a mixed methods approach. 

Theories or conceptual frameworks - The attribute-holistic, functional-

psychological, and common-unique image dimensions (Echtner and 

Ritchie, 1991 and 1993); the complexity, multiplicity, relativity and dynamic 

nature of destination image (Gallarza et al. 2002). 

 

(2) Research gap – There has been limited work on the image formation 

process within a tourism crisis context.  

Primary research - The examination of Indonesia‟s image formation 

process post-the Indonesian crises but „pre-the Bali bombings‟ and „post-

the Bali bombings‟, using a set of interviews and surveys. 

Theories or conceptual frameworks - The “dynamic” approach to the 

study of the image formation process (Stabler, 1990; Baloglu and 

McCleary, 1999; Tasci and Gartner, 2007). The three sources of image 

formation agents involved are demand-side (socio-demographic factors), 
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supply-side (tourism industry) and information sources (organic, induced 

and autonomous).   

 

(3) Research gap - Periodic monitoring of image is an idea that has not 

received much attention because most published image studies are of a 

one-off nature (Tasci and Holecek, 2006). Therefore, there is a need for 

more studies in which destination image is explored and monitored 

periodically to better understand the image formation and change process 

(Tasci et al. 2007). 

Primary research – The study of Indonesia‟s image change over a period 

of seven years (2001-2007) within a complex and turbulent context 

(affected by ongoing crises), using a set of interviews and survey. 

Theories - Image change studies (e.g. Gartner, 1986; Gartner and Hunt, 

1987; Gartner and Shen, 1992; Tasci and Holecek, 2006). 
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CHAPTER THREE: CRISIS, MEDIA AND SAFETY 

IMAGE(S) 

 

3.1 Introduction 

 

In chapter two, it has been shown that image is a critical factor in the 

destination selection process. This chapter on tourism crisis and security 

image is an extension of the review in chapter two. Section 3.2 provides a 

review of the tourism crisis concept, the different tourism crisis domains 

and the differences between crises and disasters. Section 3.3 provides a 

review of tourism crisis and security literature, most relevant to the primary 

research. Section 3.3.1 offers a literature review of political instability and 

security image. Section 3.3.2 offers a literature review of terrorism and 

security image. Section 3.4 provides a discussion of the literature on the 

factors affecting perceptions of risk and tourism demand. Section 3.5 

provides a review of the relationship between media and image within the 

tourism crisis context. The review of destination crisis management 

strategies is made in section 3.6. Finally, section 3.7 offers a summary of 

the chapter. The section also clearly presents the research gaps, how it 

relates to the primary research aims and the major theories adopted to 
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address these research gaps and aims.  

 

The element of safety is a key destination image element (Hall and 

O'Sullivan, 1996). Destination regions need to pay greater attention to the 

potential negative impact of tourism crises on their security image as they 

are known to produce widespread and damaging publicity (Gonzalez-

Herrero and Pratt, 1998; Lehrman, 1986).  

 

Indeed, the tourism industry is highly predisposed to natural and human-

caused disasters, and actual or perceived risks would lead tourists to 

avoid risky sites or destinations (Sönmez, Apostolopoulos and Tarlow, 

1999).  However, there has been little in the way of research to 

substantiate or refute the hypothesis that tourists are inclined to make their 

destination choices using security as criterion (Nielsen, 2001:107).  

 

3.2 Tourism crisis 

 

As with the definition of destination image, there is no universally accepted 

definition of „crisis‟. Different researchers have put forward their own 

interpretations. However, Sönmez, Backman and Allen (1994:2) argued 

that tourism crisis is "…any occurrence which can threaten the normal 

operation and conduct of tourism-related businesses; damage a tourist 

destination's overall reputation for safety, attractiveness, and comfort by 

negatively affecting visitors' perceptions of that destination; and in turn, 

cause a downturn in the local travel and tourism economy, and interrupt 
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the continuity of business operations for the local travel and tourism 

industry, by the reduction in tourist arrivals and expenditures”. 

 

Tourism crises encompass remarkable scope and variety. Figure 3.1 

shows Henderson‟s (2006) model of tourism crises that may result from 

developments in the economic, political, socio-cultural, environmental and 

technological arenas.  

 

Economic downturn and recession, unstable exchange rates, loss of 

market confidence and withdrawal of funds represent the first domain of 

crisis. Political events such as war, the enforcement of sanctions and 

terrorism represent the second domain. The third domain consists of civil 

unrest, crime and violence. The fourth domain includes the crises caused 

by natural disasters such as earthquakes, flooding and tsunamis, and 

health scares such as avian flu, SARS and more recently, the Swine flu. 

Technological crisis is the fifth domain in which crisis is started when 

technology fails to perform as anticipated. Crises of competition and 

industrial relations as a result of corporate affairs are included in the sixth 

domain.  

 

However, two other types of crisis also need to be taken into account. One 

is the crisis caused by the collapse of a main market. If consumers from a 

particular major market choose to cancel, defer or substitute for alternative 

locations, such actions may cause a tourism crisis. For example, there 

was a decline in the number of Australian tourists following the political 
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shocks that occurred in Indonesia. Australian tourist arrivals were 

forecasted to be 339,000 in 1998 and 360,000 in 1999 (Tourism 

Forecasting Council, 1999). However, the actual arrivals were 246,000 

(Prideaux, Faulkner and Laws, 2003).  

 

Marketing disasters may also deepen a tourism crisis. For example, active 

media efforts undertaken to limit damage during a crisis may backfire 

because of the release of an inappropriate message, wrong timing, or the 

use of ineffective media sources. Instead of positive results, media efforts 

may generate negative results, causing further crises.   

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 3.1 Domains of Tourism Crises 

 

Source: Henderson (2006:4) 
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3.3 Tourism safety and security 

 

Tarlow (2009:468) argued that there is no generally accepted definition of 

„security‟ among experts. However, it is frequently employed to imply “the 

protection of a person, place, or reputation from an intended harm”. On the 

other hand, „safety‟ is often recognized as “protecting people against 

unintended consequences of an involuntary nature” Tarlow (2007) also 

noted that some tourism experts combined these two choices into one 

general term, „tourism surety‟. Tarlow (2009:469) defines „Tourism surety‟ 

as “the point where tourism safety and security issues intersect with a 

place‟s reputation and economic well-being”. However, in the practical 

world, the terms „safety‟ and „security‟ are often used almost 

interchangeably.                 

        

Tarlow (2009) argued that tourism specialists need to offer tourism surety 

amongst others to ensure success. However, it can be argued that in 

practice, it is difficult for destinations to offer tourism surety at all times as 

many destinations operate within a world of uncertainty and insecurity. 

Even with increased security measures, improved intelligence and best 

technology, not all events can be accurately forecast and hence not all 

crises or disasters can be averted. As Drabek (1994:1) noted, the “tourism 

industry is a ticking time bomb; it represented a vulnerability of enormous 

catastrophic potential”. 

 

 



 55 

3.3.1 Political instability and security image 

 

Researchers agree in principle that any form of political violence is 

damaging to destination image and therefore tourist flows (Sönmez, 

1998). Furthermore, the period of political instability may be temporary, but 

it may have a longer-term effect on the tourism industry and image (Hall 

and O'Sullivan, 1996).  

 

In the discussion of media and creation of image of political stability, Hall 

and O'Sullivan (1996) put forward a model which proposed three main 

elements: word of mouth; the media and the government of tourist-

generating countries, as significant in the development of images (see 

Figure 3.2).  

 

However, the media is considered to be the most influential in the 

construction of destination images because of their selective 

representations and interpretations of places and events with regard to 

time, content and images.  
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Figure 3.2 Political instability, violence and the image making 

process 

 

Source: Hall and O'Sullivan (1996:107) 
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influence an audience”. In predicting the vulnerability of a tourism 

destination to terrorism, some important questions can be asked: Does the 

site have a potential for mass casualties? Does the tourist site provide 

opportunity for mass publicity? Would an attack at the site result in 

significant economic damage? Does the site contain a national icon, which 

would provoke national anger, depression, or fear? The more positive the 

response to these questions, the more vulnerable the site is to terrorism 

attacks (Tarlow 2006:89). 

 

3.3.2.1 Terrorism and demand 

 

Crises and disasters vary in nature, intensity, duration, impact and 

recovery time (Sharpley, 2005). Existing and up-and-coming tourist 

destinations that represent distinctive and highly attractive tourist products 

are more likely to recover rapidly from crises (Mansfeld, 1999). In most 

cases, the scale of negative impacts on the local tourism industry is long-

term, unless substituted by a new positive image (Tarlow, 2009). However, 

there is scant evidence that the negative impacts of a security event on a 

destination are long-term. Some research has shown that tourism 

recovery rates for destinations affected by crisis have become shorter (see 

Shabaan, 2007; WTO, 2005).  

 

Other researchers suggest that terrorism acts have differential effects on 

tourism demand, depending on the magnitude and the regularity of the 

events. Pizam and Fleischer (2002:337) argued that repetition of any 
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violence is more important than the gravity of the first incident. The 

severity of the violent act would also influence the magnitude of the 

impact. However, Pizam and Fleischer (2002) argued that despite the 

suggestion that both the severity and frequency of events affected 

demand, there is no known evidence as to which of the two has a greater 

negative effect.  

 

3.3.2.2 Terrorism objectives 

 

Pizam and Mansfeld (2006:1) wrote that a tourism theory dealing with 

crimes and terrorism should be able to explain the following: Why do 

incidents of security, such as crime, terrorism, war, riots, and civil unrest 

exist at tourism destinations? And, what are the motivators of the 

perpetrators/offenders? It can be argued that both these issues require 

further exploration to help a destination better anticipate the kind and level 

of risks and to allow for more effective preparation. 

 

Some tourism researchers have proposed theories on the motivations of 

terrorists. Basically, terrorism objectives can be classified as ideological, 

strategic and tactical (Richter and Waugh, 1986).  

 

Ideological objectives - These are long-term in nature and can be 

explained in socio-economic, cultural and political terms.  

 Socio-economic and cultural - The belief that tourism development 

is not beneficial to the local people and its culture, may incite 
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opposition (Richter and Waugh, 1986). Furthermore, conflict 

between hosts and guests can ensue from conflicting cultures or 

values. For example, particular tourism behaviours such as 

consumption of alcohol and pork, gambling and so forth are seen 

as incompatible with Islamic cultural values (Aziz, 1995).  

 Political - Terrorists accomplish ideological goals by penalizing 

nationals for supporting the government and strengthening rights to 

political power by making the government look weak (Hall and O' 

Sullivan, 1996). Richter and Waugh (1986:235) also suggested that 

tourists are attacked because of their "symbolic value as indirect 

representatives of hostile or unsympathetic governments".  

 

Tactical objectives - Richter and Waugh (1986) argued, "The poorer the 

nation, the more likely criminals and terrorists would find the tourist and 

other affluent areas attractive targets" (234). Tarlow (2007b:36) proposed 

the political ideology of terrorism as the „Robin Hood Tourism‟ model. He 

noted that the classical neo-Marxist theorists presupposed that tourism 

crises were an indication of economic inequality between the wealthier 

tourist and the poorer members of the economy. The poor locales observe 

the wealthy visitors, showing off wealth and therefore may steal from them 

out of resentment. 

 

Strategic objectives- The objective is to use disturbance at tourism centres 

as a disguise for terrorist activities, destabilising the economy (Richter and 

Waugh, 1986), or gaining publicity (Richter and Waugh, 1986; Wall, 1996; 
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Tarlow, 2009). The probability that nationals of different countries may be 

affected boosts the chance of news coverage (Sönmez, 1998). 

   

3.4 Perceptions of Risk and tourism demand 

 

Past experiences - Individuals‟ risk perception levels declined as their 

experience increased (Sönmez and Graefe, 1998a). An actual experience 

with a destination allows individuals the chance to make comparison of 

their perceptions and reality (Sönmez and Graefe, 1998b). Therefore, past 

travel experience to specific regions both enhances the individuals‟ 

intention to re-visit the area and also encourages them to travel around 

other perceived risky areas (Sönmez & Graefe, 1998b).  

 

Culture- The influence of culture in the perceptions of risk has been 

suggested by some researchers. The degree of past experience and 

tourists' country of origins affect their attitudes to terrorism (Cook and 

McCleary, 1983; D'Amore and Anuza, 1986; Hurley 1988; Trembley, 1989; 

Wall, 1996). Seddighi et al. (2001) also stated that the perceptions of risk 

associated with international tourism have been found to differ by 

nationality. Some research has shown that tourists from Japan were most 

easily deterred from visits when crisis arises (see Cooper, 2005; Shabaan, 

2007).  

 

„Spill-over‟ and „Generalisation‟ effects- Mansfeld (1996) and Wahab 

(1996) argued that there is a 'spill-over effect' in which other destinations 

experienced tourism advantages as a result of tourists' avoidance of 
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destinations that are affected by a series of security events. On the other 

hand, a 'generalisation effect' may take place when some tourists who 

perceive a security threat in one country may assume that whole regions 

are also risky (Beirman, 2003; Enders et al. 1992; Mansfeld, 1999; 

Sönmez, 1998). 

 

3.5 Media representation and security image 

 

Both crises and the media portrayal of them cause changes in perceptions 

that affect people‟s intentions to travel (Floyd et al., 2003; Seddighi et al., 

2001; Sönmez and Graefe, 1998a) with consequent impacts on 

destinations.  

 

The importance of media representation has been proposed by some 

researchers. Lombardi (1990) put forward a theoretical model of 

communication by using the example of the Chernobyl incident. According 

to the model, there are two ways image can be created. The first is that in 

the absence of direct information distribution, society attributes an 

"abstract truthfulness" to information originating from the mass media 

(Lombardi, 1990). Hence, the image created by the mass media can be 

real or otherwise. Nonetheless, once it is presented to the tourists, it is up 

to them to recall the image when making holiday destination decision 

(Seaton, 2003). The second type is where the image is founded on an 

event or personal experience and this supported by reality and truth 

(Lexow and Edelheim, 2004). 
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Furthermore, extensive publicity can result in misrepresentation and 

exaggeration, thereby increasing the views on the scale of events and the 

risks. Media representation of events may also be accompanied by 

graphic pictures, which may lead to the creation of a distorted perception 

of events and risks (Nielsen, 2001; Wall, 1996).  

 

However, Hall (2002) argued, in accordance to Downs‟s (1972) concept of 

'issue attention cycle', that the public attends to many issues in a cyclical 

manner; the pre-problem stage, alarmed discovery and euphoric 

enthusiasm, realising the cost of significant progress, gradual decline of 

intense public interest and the post-problem stage.  

 

3.6 Destination Crisis Management Strategies 

 

Destination image is an aspect of tourism that requires crisis management 

and recovery marketing, because it is vulnerable to crisis and its 

associated media coverage. However, there has been a dearth of 

literature that critically examines government crisis and disaster policies 

(Prideaux, Faulkner and Laws, 2003). Furthermore, the attention and 

research concerning organisational learning, often required at the end of a 

crisis has not received considerable attention in the literature to date 

(Ritchie, 2004).  
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3.6.1 Crisis management strategies models 

 

Crisis management is management strategies that starts with pre-

planning, are galvanised to respond to the crises as it unfolds and are 

executed to recover from crises (Laws and Prideaux, 2006). To date, there 

is still no universally accepted model of crisis management (Gurtner, 

2007). However many frameworks to crisis management have been 

proposed (see Coombs, 1999; Faulkner, 2001; Glaesser, 2003; 

Henderson, 2002; PATA, 2003; Ritchie, 2004; Sharpley, 2005; Sonmez et 

al. 1999; World Tourism Organisation, 2003). The four most influential 

frameworks are considered as follows: 

 

 Pacific Asia Travel Association (2003) acts as a main advocate by 

communicating with stakeholders and the media on important 

issues such as crisis management. PATA‟s (2003) crisis 

management framework includes „Reduction‟ (detection of early 

warning signs), „Readiness‟ (preparation of plans and operation of 

exercises), „Response‟ (execution of operational and 

communication plans in a crisis situation) and „Recovery‟ (returning 

of organisation to normal situation);  

 

 World Tourism Organisation (WTO) is unarguably acknowledged as 

the key authority in tourism. The WTO‟s (2003) model consists of 

three stages: „before the crisis‟ (preparation), „during a crisis‟ (crisis 

response) and „following a crisis‟ (crisis recovery); 
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 The tourism disaster management framework (TDMF) proposed by 

Faulkner (2001) is by far the most frequently cited (Figure 3.3). The 

framework consists of six stages: „Pre-event‟ (when action can be 

taken to prevent or mitigate the effects of potential disasters), 

„Prodromal‟ (when it is clear that a disaster is about to happen), 

„Emergency‟ (when the result of the disaster is experienced and 

action is required to safeguard people and property), „Intermediate‟ 

(when the main attention is to re-establish services and the 

community to normal), „Long-term recovery‟ (post-mortem, self-

analysis and healing) and „Resolution‟ (routine is restored or a new 

improved state takes place). However, Prideaux (2003) argued that 

although TDMF is a significant framework, there is a need to adapt 

the framework as a management tool for a large scale crisis. In 

2003, he proposed certain modifications to the framework including 

the need for having forecasting capability, the need for assessment 

of the success and failure of policies adopted and the need for 

capability to review risk assessment from the lessons learnt from 

handling large-scale crisis. 

 

 Ritchie‟s (2004) crisis management framework (Figure 3.4) has a 

similar crisis anatomy to Faulkner‟s (2001) framework. But, Ritchie‟s 

(2004) framework appears to have included some of the 

recommendations proposed by Prideaux (2003) for the modification 

of Faulkner‟s (2001) TDMF. Furthermore, Ritchie‟s (2004) 

framework concentrates on three important elements which form a 
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holistic and strategic approach to analyse a crisis cycle as a whole. 

Ritchie (2004) proposed that there are clear parallels between the 

lifecycle of a crisis and the strategic management framework, 

including: „a pre-event stage‟ (allowing the construction of strategy 

and plans), „a stage immediately before or after a crisis or disaster 

occurs‟ (which requires strategic implementation to deal with its 

impacts), and „a long term recovery or resolution phase‟ (evaluation 

and feedback into future prevention and planning strategies). The 

model also emphasizes the organizational learning. However, the 

adaptability and inbuilt flexibility of Ritchie‟s (2004) framework in 

specific contexts requires further testing.  
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Figure 3.3 Tourism disaster management framework 

Source: Faulkner (2001:144) 
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Figure 3.4 Crisis and disaster management: a strategic and holistic 

framework 

 

Source: Ritchie (2004:674) 
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3.6.2 Specific crisis management strategies 

 

The strategies proposed in the current literature can be broadly 

categorised into preventative, concurrent crisis and post crisis 

management. 

 
 Preventative strategies- to reduce acts of crime and violence (Pizam, 

1999).  

Preventative strategies Tourism researchers 

The recognition or anticipation of potential 

crises 

Faulkner (2001); Henderson 

(2002), WTO (2002) 

Co-ordination of a task force to be made up 

of local government officials, local travel, 

tourism industry professionals, and 

community leaders and to be completely 

devoted to gaining full tourism recovery 

Sönmez, Apostolopoulos and 

Tarlow (1999). 

Development of crisis management plan/ 

guidebook can help to explain the 

commencement of taskforce actions, 

specify and summarize task force‟s 

responsibilities, and propose pre- and post-

disaster strategies 

Faulkner (2001), Henderson 

(2002), Sharpley (2005); 

Sönmez, Backman and Allen 

(1994), Sönmez, 

Apostolopoulos and Tarlow 

(1999)  

Development and implementation of 

legislative and security measures 

Partnering with law enforcement officials 

Police officers need to receive training in 

how to interact with the tourism industry, 

and how important they are in helping and 

protecting the industry 

Pizam and Mansfeld (1996). 

 

Sönmez, Apostolopoulos and 

Tarlow, (1999); Tarlow (1998).  

 
Table 3.1 Proposed preventative strategies  
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Concurrent and post-crisis management strategies -    

 

Concurrent and post-crisis strategies Tourism researchers 

Establishment of awareness of crisis 

situation When a 'crisis mind-set' is 

ascertained, the seriousness of the 

situation is likely to induce discipline and 

dedication until full recovery is realised 

Sönmez, Apostolopoulos and 

Tarlow (1999).  

 

Establishment of communication channels 

The organisation of communication 

channels with relevant organisations 

Faulkner (2001); Henderson 

(2002)  

Co-operation with all levels of government 

To encourage travel to the affected site as 

well as other parts of the destination 

Stafford et al. (2002) 

The implementation of security measures  

to counter measures against terrorism to 

protect the country and the tourism industry 

Wahab (1996) 

Promotion, marketing and events to 

improve image 

Aggressive promotion aimed at domestic 

market 

International events to divert attention 

Beirman (2003), Mansfeld 

(1999) Wahab (1996) 

 

 

Wahab (1996); Witt and 

Moore (1992) 

Development of new tourism products Witt and Moore (1992) 

Good media management Maintaining 

contacts with international media members 

and tourism intermediaries 

Sönmez, Backman and Allen 

(1999); Wahab (1996) 

Protection of potential and actual visitors  Sönmez, Backman and Allen 

(1994) 

Access to information for potential and 

actual visitors; gaining visitors‟ feedback 

Fall (2004) 

Table 3.2 Proposed concurrent/ post-crisis management strategies 
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Specific post-crisis management strategies –  

 

Specific post crisis strategies Tourism researchers 

Identification of potential and actual 

tourists‟ perceptions To identify tourists‟ 

perception of terrorism after attack , 

understand the value systems and 

communication networks to fine tune image 

campaign 

 

Nielsen (2001) 

 
Long-term monitoring of situations and 

preparation for further possibility of 

terrorism attacks To take into account the 

likelihood of prolonged terrorist acts, linked 

to a broader cause 

 
Nielsen (2001) 

 
Public relations Publicity and public 

relations for 'damage limitation'. 

Use of print media relations as they 

possessed high credibility 

 
Faulkner, (2001); Pizam 

(1999), Sonmez et al (1999) 

and Ritchie et al. (2004) 

Fall (2004) 

 
Aggressive marketing To present an image 

of “business as usual”. 

 
Pizam (1999) and Zeng et al. 

(2005) 

 
Joint efforts between public and private 

sectors  Responsible in the undertaking of 

different measures to ensure efficient 

tourism recovery 

 
Beirman (2003), Pizam (1999) 

and Sönmez, Apostolopoulos 

and Tarlow (1999).  

 
Table 3.3 Specific post-crisis management strategies 
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Arguably, it is easy to advocate the need for the development of crisis 

management plans and propose theoretical strategies that should be 

followed when crisis occurs. However, there is a need for further study of 

the degree of the effectiveness of these strategies proposed by the 

tourism literature, in real crisis situations. What is also required is further 

study of the factors that may affect the implementation process of crisis 

management strategies.  

 

3.6.3 Crisis contingency plan 

 
 

Crisis management theory suggests that established plans can limit the 

severity of crises and disasters through proactive contingency planning 

(Kash and Darling, 1998; Heath, 1998). The importance of developing a 

crisis contingency plan has also been proposed by many researchers such 

as Faulkner (2001), Glaesser (2006), Henderson (2007), Mansfeld (1999), 

Ritchie (2004) and William (2005). However, little research has 

demonstrated where any tourism organisation has had a contingency plan, 

the practical problems involved in its development and whether it has been 

proved useful when a crisis takes place, specifically, where the measures 

adopted can be demonstrated to have worked. These issues are not 

examined by the primary research, because it is outside the scope of the 

research. However, it is recognised that future research of these issues is 

important, with tourism organisations which have been actively involved in 

the management of significant crisis.  
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3.7 Summary 

 

The origins of tourism crises can be traced to the developments in the 

economic, political, socio-cultural and environmental, health and 

technological fields (Henderson, 2006), collapse of a market and 

marketing disasters. 

 

Tourism crisis and disasters vary in nature, intensity, duration, impact and 

recovery time (Sharpley, 2005). Tourist destinations that provide unique 

and highly attractive products are more likely to recover rapidly from crises 

(Mansfeld, 1999). In relation to terrorism acts, the magnitude and 

regularity of the events can have different impacts on demand (Pizam and 

Fleischer, 2002). The degree of past experience and nationality also affect 

perceptions of risks of political instability and terrorism acts (Cook and 

McCleary, 1983; D'Amore and Anuza, 1986; Hurley 1988; Trembley, 1989; 

Wall, 1996). Furthermore, the nature of media portrayal of a destination 

affected by a crisis may also be important in the development of a 

destination‟s security image.  

 

Crisis management frameworks generally consists of three main stages: 

„pre-crisis‟, „during-crisis‟ and „post-crisis‟. The strategies can be broadly 

categorised into „Preventative‟, „Concurrent‟ and „Post Crisis‟ strategies. 

There has been a lack of literature critically examining government crisis 

and disaster policies (Faulkner, 2001; Prideaux, Faulkner and Laws, 2003) 

and organisational learning (Ritchie, 2004). 
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The research gaps and theories mapped against the primary 

research undertaken in this study:  

 

 (1) Research gap - Hall and O‟Sullivan (1996) argued that the media has 

the most influence on the construction of destination safety images. 

However, the extent to which the media shapes tourism images in the 

context of terrorism is relatively under-represented in the literature 

(Valentin, 2003).  

Primary research – A study of the influence of national and international 

media representation of Bali‟s bombings on the development of 

Indonesia‟s image using a set of interviews with members of the 

Indonesian tourism industry. 

Theories used – „Spill over‟ and „Generalisation‟ effects (Mansfeld, 1995, 

1996; Wahab, 1996); Hall and O‟ Sullivan (1996)‟s political instability, 

violence and the image making process model.  

 

(2) Research gap - Crisis and disasters vary in nature, intensity, duration, 

impact and recovery time (Sharpley, 2005). Pizam and Fleischer (2002) 

argued that despite the suggestion that both the severity and frequency of 

events affected demand, there is no known evidence as to which of the 

two has a greater negative effect.  

Primary research - A study of the effect of the Bali bombings on 

Indonesia and Bali‟s images using a set of interviews with members of the 

Indonesian tourism industry. 
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Theories used - Repetition of any violence is more important than the 

gravity of the first incident (Pizam and Fleischer, 2002).  Acts that caused 

vast devastation of life and property would have a greater damaging effect 

on tourism demand than acts that cause less devastation (Pizam, 1999).  

 

(3) Research gap – Tourism researchers have proposed different 

terrorism objectives. However, literature review indicates that no research 

has been undertaken on the perception of tourism practitioners and 

consumers regarding the motivations of terrorist attacks on a destination.  

Primary research – The study of the perception of the Indonesian tourism 

industry and UK visitors, of the motivations of the Bali bombings using a 

set of interviews and a survey questionnaire. 

Theories used – Ideological objectives; socio-cultural (Richter, 1983; 

Richter and Waugh, 1986), and political (Hall and O' Sullivan, 1996; 

Richter, 1983; Richter and Waugh, 1986), tactical objectives (Richter and 

Waugh, 1986; Tarlow, 2009) and strategic objectives (Richter and Waugh, 

1986; Wall, 1996; Sönmez, 1998; Tarlow, 2009). 

 

(4) Research gap - There is limited study on the impacts of disasters and 

crisis on the local tourism industry (Santana, 1999; Faulkner, 2001). 

Furthermore, there has been a lack of academic work critically examining 

government crisis and disaster policies (Prideaux, Faulkner and Laws, 

2003), and organisational learning (Ritchie, 2004).  

Primary research – A study of the impacts of 1997-2001 Indonesian 

crises and the 2002 and 2005 Bali bombings on the tourism industry; the 
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Indonesian tourism industry‟s crisis management strategies and the 

lessons learned using two sets of survey and interviews. 

Theories or conceptual framework – Ritchie‟s (2004) model of crisis 

management strategies was used as a basis for analysis. Preventative, 

concurrent and post-crisis management strategies proposed by the 

literature was also considered  (see Beirman, 2003; Faulkner, 2001; 

Henderson, 2002;  Mansfeld, 1999; Nielsen, 2001; Pizam and Mansfeld, 

1996; Sönmez et al. 1994; Sönmez et al. 1999; Stafford et al. 2002; 

Sharpley, 2005; Wahab, 1996; Tarlow, 1998; Witt and Moore, 1992; WTO, 

2002).  

 

(5) Research gap – There is limited study of the factors affecting the 

implementation of crisis management plan in a developing country and the 

degree of the effectiveness of the strategies proposed in the tourism 

literature, in real crisis situations. 

Theories considered – Cultural factors affecting crisis management in 

tourism destinations (Campiranon and Scott, 2007). Preventative, 

concurrent and post-crisis management strategies (Beirman, 2003; Fall, 

2004; Faulkner, 2001; Henderson, 2002; Mansfeld, 1999; Nielsen, 2001; 

Pizam and Mansfeld, 1996; Ritchie et al., 2003; Sönmez et al. 1994; 

Sharpley, 2005; Sönmez et al. 1999; Stafford et al., 2002; Tarlow, 1998; 

Wahab, 1996; Witt and Moore, 1992; WTO, 2002; Zeng et al. 2005). 
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CHAPTER 4: TOURISM IN INDONESIA 

 

4.1 Introduction 

 

This chapter presents an overview of tourism in Indonesia. Section 4.2 

provides a general background of Indonesia and its geographical location 

within South East Asia. The section also provides the context of Bali within 

Indonesia. Section 4.3 presents the importance of tourism in Indonesia. 

Section 4.4 provides a discussion of the importance of the UK market to 

Indonesia‟s tourism. Section 4.5 provides the context of events that have 

taken place since 1997; notably the 1997 prolonged Indonesian crises and 

the 2002 and 2005 Bali bombings. Section 4.6 discusses the effects of the 

crises on Indonesia‟s tourism and images. Media representation of the 

different Indonesian crises and their effects on security image is discussed 

in section 4.7. Finally, section 4.8 provides the conclusion of the chapter. 

 

4.2 Indonesia 

 

For any study of a destination, it is firstly important to establish the 

geographical frame of reference and its regional context. Indonesia is 

today known as a part of the South East Asian region (see Figure 4.1). 

However, this concept of South East Asia is relatively recent (Dwyer, 
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1990; Osborne, 1985; Fryer, 1970). Fryer (1970:1) noted, "Before World 

War II, South East Asia was scarcely even a geographical expression. For 

the West, it was little more than an undifferentiated part of the Monsoon 

Asia, the teeming eastern and Southern margins of the great Asian 

continent; for Asians themselves it had no significance at all."   

 

Fisher (1964:3) notes, "It is only since the Second World War that the term 

South-east Asia has been generally accepted as a collective name for the 

series of peninsulas and islands which lie to the east of India and Pakistan 

and to the south of China. Today, South East Asia comprises Burma 

(Myanmar), Thailand, Cambodia, Laos, Vietnam, the Federation of 

Malaysia, Singapore, Brunei, Indonesia and the Philippines." Charles 

Keyes (1992:9) comments, "There is no actual geo-political reality which 

constitutes South East Asia nor does it evoke, even for those who identify 

themselves as specialists in this area of the world, one of the great historic 

cultural traditions". 
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Figure 4.1 South East Asia 

Source: Nations Online Project (2009) 

 

4.2.1 General background 

 

Indonesia is an archipelago of about 1,919,440 sq. km and consists of 

13,667 islands. It stretches from the western end of Australia to the south-

eastern tip of Malaysia, lies in the Indian Ocean and South China Sea 

(Nguyen and Richter, 2003). Indonesia is the world's fourth most heavily 

populated country, third largest democracy and largest Muslim population 
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(Schwab, 2003).  It consists of some 300 ethnic groups with its own 

tradition, religion, culture, language, and history. Most Indonesians are of 

Malay origin, descended from people who originated in China and 

Indochina and who spread into Indonesia over several thousand years. 

The other major group is the darker-skinned Melanesians who settled in 

the main part of Easternmost Indonesia (Lonely Planet Guide, 2003). The 

Indonesian landscape is somewhat accountable for the tribal diversity 

groups, some are scarcely known to the outsiders. However, distinctive 

groups like the Balinese and Javanese were more well-known and have 

maintained their cultural and traditional uniqueness (Lonely Planet Guide, 

2003).   

 

Europeans arrived in Indonesia from the 16th century hoping to 

monopolise the supply of various spices. In 1602, the Dutch established 

the Dutch East India Company (VOC) and became the chief European 

authority. However, the VOC was disbanded in 1800 following its 

bankruptcy and the Netherlands government set up the Dutch East Indies.  

For most of the VOC and the Dutch East Indies history, Dutch rule over 

Indonesian regions was weak. Many parts remained sovereign much of 

this time. It was not until the early 20th century that Dutch control spread to 

what was to develop into Indonesia‟s current borders. The Japanese 

invasion and occupation during the World War II ended the Dutch rule, 

and encouraged the previously restrained independence movement. In 

August 1945, Indonesian nationalists proclaimed independence and 

Sukarno was appointed president. As a result of the subsequent 
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Indonesian National Revolution, the Netherlands formally acknowledged 

Indonesian sovereignty in December 1949 (Vatikiotis, 1996). Figure 4.2 

shows the five main Indonesian islands: Sumatra, Java, Kalimantan, 

Sulawesi and Papua New Guinea. The many islands have resulted in the 

separation of groups of people from each other and resulted in different 

languages and cultures across the archipelago (Lonely Planet Guide, 

2003).   

 

 

Figure 4.2 Indonesia 

Source: www.seasite.niu.edu/indonesian/indonesian-map/indo-map-fs.htm 

 

 

4.2.2 Bali’s image making and identity 

 

The Dutch have desired to colonise Bali from the time of their first 

presence in the region. However, the island successfully defied colonial 

rule for decades. From 1846 until 1908, the Dutch conducted seven 

separate military missions in an attempt to conquer and eventually defeat 
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the Balinese; the island was one of the last Indonesian regions to be 

colonised (Picard, 1997). In the early 1920‟s, the Dutch also came to 

regard Bali as the keystone in their attempt to control the expansion of 

Islam radicalism in Indonesia. The Dutch set the context within which the 

Balinese defined themselves by developing the Balinese religious identity 

as Hindu in opposition to Islam (Picard, 1997).  

 

Eager to have the world forget the Dutch‟s long bloody control of Bali from 

1846 to 1908, the Dutch government started to promote Bali as a tourist 

destination. Bali became an attractive „Island Eden‟ (Vickers, 1989:3). It 

was during the 1920‟s and the 1930‟s that the image of Bali as the „island 

paradise‟ really took hold. Favourable images of Bali were further 

strengthened by the positive representations of foreign artists who had 

chosen to live in Bali (Picard, 1997). Writers have also reinforced Bali ‟s 

identity, praising its endless beauty, the artistry and charm of the Balinese 

people. In the 1950s, the image of Bali as a paradise island became fixed 

(Vickers, 1989). Throughout the history of Bali‟s image making, there have 

been a number of important figures: Margaret Mead, anthropologist; 

President Sukarno; Walter Spies, the artist who added romantic depth to 

Bali‟s image and Sir Thomas Stamford Raffles, the British administrator 

who ran the Netherlands East Indies for five years (Vickers, 1989). In the 

1960‟s, the New Order government of Suharto brought about mass 

tourism. The Indonesian government‟s five-year development schemes 

also ensured that Bali would take centre-stage in Indonesian tourism. This 

further encouraged the image of Bali as a „paradise island‟.  
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In 1971, the Balinese developed „cultural tourism‟. The focus on cultural 

tourism convinced the Balinese that they had a `culture', something 

valuable and fragile that they perceive as a capital to be exploited and as a 

heritage to be protected (Picard, 2008). Once Balinese culture had 

become a tourist asset, the Balinese resolved to conserve and promote it 

(Picard, 1997).  Bali‟s promotion of Hindu religion and cultural life provided 

complete acknowledgment of their identity from the Indonesian state, 

improved its position within the state and its positive reputation abroad. As 

a result, in a Muslim-majority country, Bali was perceived to be uniquely 

„Hindu‟, with traditions and festivals celebrated nowhere else in Indonesia. 

In retrospect, Bali‟s unique cultural images and its separate identity from 

Indonesia are a result of the influences of the Dutch, foreign writers, artists 

and scholars, and the Indonesians and Balinese themselves.  

 

4.3 Importance of Tourism in Indonesia 

 

The important role the tourism sector plays in the Indonesian economy, as 

a source of foreign exchange, employment and business opportunities can 

be seen in the Indonesian's Broad Outlines of State Policy (GBHN) (Badan 

Pusat Statistik, 1997). Tourism is especially important for Bali (Informal 

World Bank Staff Paper, 2002). Tourism has the potential to assist 

Indonesia in balancing its trade deficit and encouraging economic growth 

and employment. Bali has always played a crucial role in generating 

tourism revenue for Indonesia. Bali accounts for about 40 per cent of 
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Indonesia's earnings from tourism, which in 2001 earned $US 5.4 billion in 

foreign exchange (Oxford Analytica Daily Brief, 17 October 2002). 

  

4.4 The importance of the UK market for Indonesian tourism 

 

In 1997, the 10 main tourism markets of Indonesia were Singapore, 

Japan, Australia, Malaysia, Taiwan, South Korea, Germany, the United 

States, the Netherlands and the United Kingdom (Travelasia, Tracking 

trends, Top 10 Markets, 18 September 1998).  

 

The United Kingdom was one of the four largest sources of European 

visitors to Indonesia (Ministry of Culture and Tourism, 2005). Similarly, the 

Tourism Indonesia website (26 March 2010) noted that in 2010, Europe 

was the focus of the 12 main markets of Indonesian tourism. Therefore, 

the United Kingdom market was chosen as a case study for the primary 

research as one of the main long-haul tourism generating areas in Europe 

and had been an important client base for Indonesia since 1998. 

 

2002 2003 2004 2005 2006 2007 2008 2009 

160,077 98,916 113,578 163,898 110,412 121,509 150,412 169,271 

 

Table 4.1 Number of UK Visitors to Indonesia in 2002-2009 

 

Source: Badan Pusat Statistik (2009) 
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4.5 The contexts of the Indonesian tourism crisis 

 

The 1997 Asian financial crisis was a period of economic crisis that 

gripped much of South East Asian countries starting in July 1997. The 

crisis started in Thailand with the financial collapse of the Thai bath. 

Indonesia's economic problem advanced and compounded in the most 

shocking ways as the financial crisis also brought about political and social 

crises. Indonesia experienced further security image crisis when in 2002 

and 2005, the Indonesian island of Bali suffered from terrorist attacks.  

 

4.5.1 The 1997 multiple crises 

 

The Asian Financial crisis – Following the collapse of the Thai bath‟s peg 

on July 2, 1997, the financial market of Indonesia headed for a downward 

trend during the late 1997 and early 1998. The effect of the economic 

crisis was severe. Indonesia experienced rapid currency depreciation 

putting serious strains on its government's budget. Prior to the crisis, the 

exchange rate between the Rupiah and the Dollar was approximately 

2600 Rupiah to 1 US Dollar. In January 1998, the rate dropped to over 

11,000 Rupiah to 1 US Dollar (OANDA, 1996-2010). Currency 

depreciation resulted in Indonesia‟s increased debt repayment problem, as 

Indonesia‟s banks and corporate sectors have heavy exposure to foreign 

loans. Their significant obligations denominated in US Dollars created the 

conditions for Indonesia‟s economic crisis.  
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Social crises – Pincus and Rizal Ramli (1998:723) noted that the 

exchange rate of Rupiah-US Dollar was a significant part of the economic 

crisis as the relative prices of goods, particularly food products, increased. 

These massive increases in prices of food products had great impact on 

the poor. Indeed, inflation and shortage of basic supplies led to 

"widespread scapegoating of ethnic Chinese and assaults on property" 

(Heidhues, 2000:170). 

   

The May 1998 (13-14) riots marked the beginning of a period of atrocities 

in Indonesia. The United Nations Support Facility for Indonesian Recovery 

(UNSFIR) report on Social Violence in Indonesia (1990-2000) noted that 

riots resulted in mass violent deaths of 1200 largely ethnic Chinese 

minorities, and vandalism of homes and vehicles. Social violence here is 

seen as ethnic-religious conflicts based on issues known as „SARA‟ - 

Suku, Agama, Ras dan Antar Golongan (tribe, religion, race and inter-

group relations). These strives in fact disguised the underlying grievances 

relating to social and economic inequality in Indonesia. As Nguyen and 

Ritcher (2003) argued that when the economic condition is good, 

leadership is stable and employment levels are high, Indonesians were 

willing to tolerate their class, ethnic and religious differences. However, in 

times of economic crisis "the 'have-nots' turned to violence against the 

'haves' as a solution to their problems" (2003:5).  

 

Political crisis - Political and social crises had begun with widespread 

protest against the government, violence against ethnic minorities and 
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tensions between national government and provincial regions. As 

Henderson (2002:89) noted, "economics and politics became inextricably 

linked as the financial markets responded to events in the political arena 

and vice versa."  Critics from the Muslim, opposition parties and student 

demonstrators called for Suharto to step down. Persistent anti-Suharto 

demonstrations finally forced him to step down on the 21st May 1998. Vice 

president BJ Habibie was sworn in and his government communicated the 

plan to embark on reformation. However, Habibie‟s credentials as a 

reformer were forever going to be questioned because of his close 

relationship with Suharto. In 1999, Habibie called for an election and on 

the 20th October, the Indonesian People's Consultative Assembly voted in 

Abdurahman Wahid as the new president and Megawati as vice- 

president.  

 

Religious unrests – The attacks on Chinese Christian communities 

originated in Java in 1997. The unrest extended into a number of 

provinces including Ambon. The problem continued into 2000 in the 

Maluku Islands, where numerous conflicts between Christians and 

Muslims took place (Pridaeux et al. 2003). 

 

Rebellion - In 1999, immense social violence persisted throughout the 

country. Internal conflicts took place in Kalimantan, Sulawesi and Maluku. 

In Banda Aceh, there was a demand for a referendum on self- 

determination and the right to independence (The Independent.com, 9 

November 1999). Furthermore, Henderson (2002:89) said, "The 
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referendum vote for independence in East Timor stimulated a further 

round of violent conflict, United Nations intervention and instability made 

worse by a power vacuum caused by delays in forming a new 

government". In July 2001, with regional violence continuing, Wahid 

proclaimed a state of emergency but the military refused to obey his 

command and very soon the parliament removed him from his presidency. 

He was replaced by his deputy Megawati Soekarnoputri, who was then 

confirmed as the fifth president on the 23rd July 2001. Her government was 

able to deliver a more stable social and political condition.  

 

4.5.2 The 2002 and 2005 Bali bombings 

 

The 2002 Bali bombings - Just as Indonesia had achieved a certain 

degree of calmness after the violent political transition that began in May 

1998, a new crisis emerged in the form of Islamic extremism (Vatikiotis, 

2003). On 12th October 2002, bombings at Kuta Beach on the island of 

Bali killed more than 180 people and were regarded as the worst terrorist 

attack in Indonesian history (Mason, 2008). Until the bombings, Bali had 

enjoyed a solid reputation as a peaceful and safe tourist destination 

(United Nations Economic and Social Council Report, 2005). 

 

The 2005 Bali bombings - On 1st October 2005, a second terrorist attack 

hit the island of Bali. The bombings took place at the seaside area of 

Jimbaran Bay and the bar and shopping centre of Kuta. It is reported that 

26 people were killed and 102 people were wounded. The attack came 
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almost exactly three years after terrorists bombed Kuta nightclubs on 12 

October 2002, killing 202 people.  (CNN.com, 2 October 2005). However, 

a large number of potential tourists eventually cancelled or postponed their 

visits as a result of the combination of the travel warnings issued by the 

Australian government, the televised confessions of the suicide bombers 

and continued search for terrorists in Indonesia (Mason, 2008).   

 

4.6 The development in the Indonesian tourism industry (1996-2007) 

 

This section charts the development of Indonesian tourism in three 

periods; before the 1997 Indonesian crises, post-the 1997 crises but pre-

the Bali bombings (1997-2001), and post-the Bali bombings (2002 – 

2009). 

 

4.6.1 Indonesian tourism development before the 1997 crises 

 

Hall (2000) noted that the focus of Indonesian economic development has 

been a series of five-year plans known as Repelita. During the Repelita IV, 

at the end of 1987, inbound tourist visitation reached the one million 

visitors for the first time. In 1989, tourism represented 5.8 percent of 

exports earning, compared with 2.8 percent in 1985 (Economist 

Intelligence Unit, 1991). By 1995, Indonesia was drawing in over 4.3 

million tourists, yielding an estimated US$5.31 billion in earnings (WTO, 

1996). Figure 4.3 shows the general trend in visitor arrivals between the 

period 1969 and 1998. 



 89 

 

 

FIG 4.3 The trend in tourism revenues between 1969 and 1998 

 

Source: Tourism in Indonesia (1998:20)  

 

 

4.6.2 Indonesian Tourism development between 1997 and 2001 

(Indonesian crises) 

 

1997-1998 - The developments in Indonesian tourism, which existed up 

until mid 1997, were shattered by a series of Indonesian crises (Hall, 

2000). The number of visitor arrivals to Indonesia in 1997 was 5,185,000, 

an increase of 2.99% compared to that in the previous year which only 

reached 5,034,000 (WTO, 2001). However this growth in the number of 

tourists was considered marginal as it was less than anticipated for the 

year (Tourism in Indonesia, 1998:21). In 1998, foreign tourist arrivals were 
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4,606,000 (WTO, 2003). This represented a decrease of 11.2% compared 

to that in 1997. 

 

1999 – 2001 – In 1999, tourism for both Indonesia and Bali began to pick 

up in 2000; two years after the 1997 economic crisis hit the country. The 

number of visitors to Indonesia in 1999 was 4,728,000 and in 2000, it was 

5,064,000. In 2001, tourist arrivals of 5,153, 000 were registered (WTO, 

2004).  

 

4.6.3 The Indonesian Tourism development between 2002 and 2007 

(2002 and 2005 Bali bombings) 

 

2002 – 2004 - Bali suffered a huge decline in the number of international 

visitors in the aftermath of the bombing (Hitchcock, 2004). The Bali 

bombings have also affected the Indonesian tourism industry as a whole. 

Indeed, statistics showed that arrivals to Indonesia in 2002 were 5,033 

000 (WTO, 2007), a decrease of 2.3% on the 2001 figure. In 2003, tourist 

arrivals were 4,467,000 (WTO, 2009). This represented a decrease of 

11.2% on the 2002 figure and reflected the effect of the 2002 bombings on 

tourism demand. In 2004, Indonesia received 5,321,000 tourists (WTO, 

2009), which represented an increase of 19% on the 2003 figure. 

 

2005-2007 - On 1st October 2005, Bali suffered another terrorism attack.  

In the months that followed the 2005 bombings, tourist arrivals in Bali had 

reduced by more than half, from around 4,500 per day to 2,000 per day 
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(Hitchcock and Darma Putra, 2007). In 2005, Indonesia as a whole 

received 5,002,000 tourists (WTO, 2009). This represented a decrease in 

tourist arrivals of 6% compared to 2004. In 2006, Indonesia received 

4,871,000 tourists (WTO, 2009). The figure showed a decrease in tourist 

arrivals of 2.6% compared to 2005. However, in 2007, there was a growth 

in the number of tourist arrivals. Indonesia received 5,506,000 visitors. 

This represented an increase of 13 percent compared to 2006.  

 
 
Year Visitors to 

Indonesia 
Increase/ decrease 
(+/-) compared to 
previous year 

Condition 

1996 5,034,000 - Pre-crisis 

 

1997 5,185,000 + 2.99% Indonesian 

crises began 

(Mid-1997) 

1998 4,606,000 - 11.2% Crises 

1999 4,728,000 + 2.64%  

2000 5,064,000 + 7.10%  

2001 5,153,000 + 1.75%  

2002 5,033,000 - 2.33% Bali bombings 

2003 4,467,000 - 11.2%  

2004 5,321,000 + 19.0%  

2005 5,002,000 - 6.00% Bali bombings 

2006 4,871,000 - 2.60%  

2007 5,506,000 + 13.0%  

 

Table 4.2 Tourism arrivals to Indonesia between 1996 and 2007 
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4.7 Media representation of crises and its impact on security image 

 

The following views presented in travel magazines and newspapers 

illustrated the belief that Indonesia suffered from an unfavourable security 

image not only as a result of the crises, but also their media coverage. The 

general belief was that exaggerated, unspecific or biased media 

representation of the crises worsened the negative security image. 

Consequently, it was believed that when people were exposed to such 

kinds of media representation, they were unlikely to gain a complete or 

objective view of the actual security condition in Indonesia. 

 

4.7.1 Media representation of 1997 crises and impact on image.  

 

Impact on Indonesia‟s security image – The prolonged 1997 Indonesian 

multiple crises – economic, political and social - have undoubtedly resulted 

in Indonesia‟s negative security image. The Indonesian Observer (20 April, 

2000) reported Meity Robot‟s (Chairperson of the Association of 

Indonesian Travel Agents) comment that riots such as those in Lombok 

and Ambon, student and inter-resident fighting, and demonstrations in 

Jakarta, shown on international television created bad security image of 

Indonesia. Indeed, another online Indonesian newspaper, KOMPAS.com 

reported that the reduction in the number of tourists to Indonesia was the 

result of a loss of feeling of security as a consequence of the social-politic 

instability (6 February 1999). 
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However, the international media‟s exaggerated, biased or limited 

representation of the crises was believed to have played a major role in 

aggravating Indonesia‟s negative image. Asia Pulse (June 1999) made the 

following comments concerning the role of media reports in exacerbating 

Indonesia‟s image. The article noted, -  

 

"...some incidents exaggerated by media reports have created a 

bad image of the country abroad, adversely affecting Indonesia's 

tourism industry. Minor incidents in Jakarta or in other areas could 

easily give the impression that the whole country was unsafe for 

foreigners."   

 

As CNN.com (26 September 1999) reported, “Indonesian tourism officials 

are determined to get the word out that while there are some problems, 

they are not affecting all of the country”.  

 

Jakarta Governor, Sutiyoso, also told Antara, the Indonesian National 

News Agency (15 February 1999) that the news reported by the foreign 

press appeared to be negative and sensationalised. Indeed, there is some 

evidence that certain media reports were sensationalised. For example, 

headlines such as „Situation explosive as economic and political crisis 

deepens‟ by Australia‟s GreenLeft Weekly.com (28 June 2000) may have 

encouraged perceptions of a severe and widespread problem in 

Indonesia.  

 



 94 

In January 2000, when violence intensified in the Indonesian province of 

Maluku, Asiaweek.com (14 January 2000) provided a report which titled 

„Archipelago in flames‟. The article reported superficially on problems in a 

few   Indonesian provinces such as East Timor (recently renamed Papua), 

Irian Jaya and Aceh.  However, the article devoted much of its discussion 

on the religious strife in Maluku. Hence, its title may be deemed as 

misleading as it created an impression that the whole Indonesian 

„archipelago‟ was affected by violence.  Another article titled „Religious 

gangs bring fear to Indonesia‟ by a UK online newspaper, The 

Independent.com (30 January 1999) also provided an impression that 

Indonesia in general was affected by religious tensions.  

 

Impact on Bali‟s Security Image - During the Indonesian crises, the island 

was believed to have weathered the crises better than other parts of 

Indonesia. The island was generally successful in maintaining the 

perception that it was safe and peaceful during the crises period. As 

CNN.com reported, “Bali‟s tourism has been least affected by the turmoil, 

perhaps because most do not perceive the island paradise as part of 

Indonesia.” (26 September, 1999). Since the commencement of the crises, 

numerous articles in the media have also emerged emphasising the safety 

of Bali as a holiday destination (Hitchcock, 2000). For example, the 

Indonesian tourism industry was quick to distinguish Bali from the rest of 

Indonesia, in the marketplace. The head of the Bali Tourism office, Luther 

Barrung, sent a message to all Bali hotels and to foreign consulates based 
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in Bali, that Bali remained peaceful and operated as normal (TravelAsia, 

1998).   

 

However, the image of Bali also suffered a severe blow in the last quarter 

of 1999. Firstly, negative media representation of Bali grew following an 

escalating rift between Indonesia and Australia, with respect to the East 

Timor issue. Secondly, I Gede Wiratha, the vice chairman of the Bali 

Tourism Consultative Board also argued that the unrest in October 1999 

following the defeat of Megawati Soekarnoputri, leader of the Indonesian 

Democratic Party of Struggle (PDI Perjuangan), in the presidential race, 

severely damaged the image of the island as a safe and beautiful place 

(The Jakarta Post, 29 November 1999). Indeed, statistics provide support 

for the opinions expressed by the media. Tourist arrivals to Bali for 

October 1999 represented a decrease of 16.06% by comparison to 

134,660, the figure for September 1999. (Antara, The Indonesian National 

News Agency, 19 November 1999). 

 

4.7.2 Media representation of the 2002 and 2005 Bali bombings and 

impact on image 

 

The impact of the Bali bombings and their media coverage on Indonesia‟s 

security image was undoubtedly negative. However, some media can be 

deemed to have provided sensationalized or pessimistic representation of 

the Bali bombings that may have provoked unnecessary fear or 

exacerbated the negative image.  
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Impact on Bali‟s security image – It can be argued that some media have 

provided a general view on the impact of the 2002 bombings on Bali‟s 

image. For example, an Indonesian newspaper, The Jakarta Post.com (30 

January 2003) reported that the 12th October 2002 terrorist attack on Bali 

brought the attention of the world to the tourist island and shattered the 

island's image as a safe place. The online version of a British newspaper, 

The Times.com (14 October 2002:19) also reported, "Bali has long been a 

haven for young tourists from round the world on an island generally free 

from the sectarian conflict that has convulsed much of the Indonesian 

archipelago. That reputation was destroyed by extremists, whatever their 

need or cause…"  However, other media articles may have may have 

created unnecessary fear and distorted the perception of risks in Bali. For 

example, an article by the online version of American TIME magazine, 

TIME.com has arguably provided an exaggerated and pessimistic 

representation of the Bali bombings. Its article wrote, „The metric of terror 

measures losses far beyond the killing zone of a car bomb‟ (21 October 

2002).  

 

In 2005, when the second Bali bombings took place, the island was again 

under the media spotlight. Some media simply provided a general 

representation of the 2005 Bali bombings and how its image was 

shattered again.  However, other media representation was arguably more 

alarmist and may have exacerbated the negative security image. For 

example, Scotland on Sunday.com (2 October 2005) reported that Bali 

resorts “…are increasingly being tarnished by terror and bloodshed”. This 



 97 

report may have given the impression that all Bali resorts were affected by 

the bombings, when in fact only the Jimbaran and Kuta areas in Bali that 

were affected by the security incidents. 

 

Impact on Indonesia‟s security image - It is believed that the Bali 

bombings as well as their media representation have impacted Indonesia‟s 

image. The belief that graphic representations of the Bali bombings by the 

media may have impacted on Indonesia‟s overall image were expressed in 

The Indonesian Culture and Tourism Board Report (2002:5). It wrote, 

"With most of the dead being young foreign tourists, and the electronic 

media reporting the tragedy so graphically and so quickly, Bali's as well as 

Indonesia‟s reputation has been hurt severely."   

 

The Jakarta Post.com (26 December 2002) agreed that the 2002 incident 

had shattered the peaceful image of Bali and Indonesia as a whole. 

Calder, a reporter for a UK newspaper, The Independent (14 October 

2002:15) also reported that the Bali attack would scare away thousands of 

prospective visitors, not just from Bali but from the entire Indonesian 

archipelago.  

 

Additionally, the 2002 bombings and the associated media coverage were 

believed to have reinforced the image of „terrorism‟ in Indonesia.  The 

online version of a UK newspaper, The Times.com (14 October 2002:4) 

reported that the shadow of terrorism falls over a country that was already 

suffering from a slowdown. An online version of another UK newspaper, 
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The Independent.com (14 October 2002) also had an article which titled 

„concern over extremists in most populous Muslim country‟. The 

Telegraph.com (16 October 2002) report titled „Al Qa‟eda funded 

Indonesian militants‟ may have provided further confirmation of the 

perception of terrorism in Indonesia. As Nguyen and Ritcher (2003:1) 

concluded, "For those who read or watch news about it, the name 

Indonesia connotes…a country of radical Muslims and a haven for Al 

Qaeda-linked terrorists".   
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4.8 Summary 

 

Indonesia‟s 1997 crises were believed to have caused Indonesia‟s tourism 

negative security image, whilst Bali‟s image was believed to have 

remained predominantly safe. However, Indonesia and Bali‟s images 

suffered as a result of the Bali bombings in 2002 and 2005.  

 

The chapter charts the development of Indonesian tourism in three 

periods; pre-the 1997 Indonesian crises, post-the 1997 crises but pre-the 

Bali bombings (1997-2001), and post-the Bali bombings (2002 – 2009). It 

shows the growth and decline in tourism demand in Indonesia in line with 

the tourism conditions in the country. 

 

Media representatives proposed that the 1997 crises and Bali bombings 

were not the only factors to have impacted on Indonesia‟s security image. 

At times, media exaggeration, partial, unspecific and biased reporting of 

the crises had further exacerbated the negative security image.  

 

The review of media (newspapers and travel magazines) in this chapter 

supports the notion proposed by the tourism literature that (1) both crises 

and the media representation of them can cause a change in perception 

and 2) media misrepresentation or exaggeration of a crisis incident can 

affect the perceived seriousness of the event and the associated security 

risk.  
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CHAPTER FIVE: RESEARCH METHODS 

 

5.1 Introduction  

 

This chapter discusses the methodological approach utilised in addressing 

the research problem of this primary research. Section 5.2 reviews the two 

major views about how research should be conducted; the constructivism/ 

interpretivism and positivism research philosophies. Section 5.3 provides a 

discussion of mixed-methods approach in the study of Indonesia‟s image. 

Section 5.4 then provides a discussion of the data collection strategies for 

mixed-methods approach utilised in the primary research. Section 5.5 

provides a discussion of the factors that impacted upon the primary 

research and the resolution. Section 5.6 presents a summary of the 

research stages. A reflection on the research methodologies is made in 

section 5.7.  

 

5.2 Research philosophies 

 

This section presents a theoretical overview of the research process. It 

aims to clarify the similarities and differences between the two major 

research philosophies which have been identified in the Western tradition 
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of science, namely, positivism and interpretivism (Galliers, 1991) or 

constructivism. All research has to answer the question of how its 

particular subject relates to the world of theory and knowledge 

(epistemology). This in turn needs to be based on a statement of what the 

world must be like (ontology) in order for us to have knowledge of it 

(Crotty, 1998:8). Positivism and Constructivism adopt different 

epistemological and ontological standpoints. 

 

Positivism assumes that only occurrence or knowledge validated by the 

senses can be justified as knowledge (Bryman and Bell, 2007); the 

rationale of theory is to develop hypotheses that can be tested and 

explained (Bryman and Bell: 2007; Cacioppo, Semin, and Berntson, 2004; 

McGrath and Johnson, 2003; Sciarra, 1999); knowledge is generated by 

accumulation of facts (Bryman and Bell, 2007; Creswell, 1994); there is an 

independent relationship between the object and the researcher (Carson 

et al., 1998; Denzin and Lincoln, 1994) and a positivist hypothesis has 

concrete reliability which is knowable and unchangeable (Clark, 2004).  

 

The philosophical standpoints of social constructionism (which is likely to 

have a social focus) and a closely related theoretical orientation called 

social constructivism (which tends to have an individual focus) are similar; 

they both propose that meaning is not discovered but constructed (Crotty, 

1998). Social constructivism assumes multiple, understandable, and 

equally valid realities (Schwandt, 1994); it assumes a subjectivist 

epistemology; encourages the use of a naturalistic set of methodological 



 102 

procedures (Denzin and Lincoln, 2000) and social phenomena are in 

constant state of revision.   

 

In the broader social sciences, the epistemological orientation of 

quantitative research is mainly positivism while that of qualitative research 

is interpretivism. The ontological orientation of quantitative research is 

objectivism and that of qualitative research is constructionism (Bryman 

and Bell, 2007).  

 

5.2.1 Philosophical or paradigm debates 

 

There are two important issues in the discussion of whether qualitative 

and quantitative methods can be used in conjunction with each other; the 

notion that research methods carry epistemological commitments and the 

idea that qualitative and quantitative research are separate paradigms 

(Bryman and Bell, 2007). On the one hand, Morgan (2007) noted that with 

regard to whether qualitative and quantitative methods can be combined, 

paradigms as epistemological positions have had a major influence on 

whether this integration is possible or desirable. On the other hand, 

Teddlie and Tashakkori (2009) argued that the incompatibility thesis has 

been largely discredited because scholars have demonstrated that it is 

feasible to combine both research methods in studies. Despite this 

assertion, it can be argued that the paradigm debate within the 

educational literature is still prevalent, and is discussed in the following 

sections. 
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Some researchers view a close link between paradigms and research 

methodologies and advocate the „incompatibility thesis‟, which states that 

it is inappropriate to mix quantitative and qualitative methods owing to 

central differences in the paradigms underlying those methods (e.g. 

Barbour, 1996; Denzin, Lincoln and Guba, 1994; Gantley, 1994; Leininger, 

1994; Sale et al., 2002; Smith and Heshusius, 1986). 

 

Other researchers believe that there exists a real but imperfect 

relationship between paradigm and methods (e.g. Bryman and Bell, 2007; 

Johnson et al., 2004; Phillips, 2004; Strauss and Corbin, 1990; Wickens, 

1999). For example, it is accepted that philosophically the qualitative and 

quantitative paradigms are not as diverse or mutually conflicting as often 

implied (Clark, 1998);  the division between the philosophies is overstated 

(Webb, 1989) and the objectives, scope, and nature of inquiry are 

consistent across methods and across paradigms (Dzurec and Abraham, 

1993).  

 

Hence, mixed methodologies is still controversial in some quarters (e.g. 

Denzin and Lincoln, 2005; Howe, 2004). However, on a philosophical 

level, mixed methodologists have attempted to end the paradigm war and 

advocated the „compatibility thesis‟ by positing the paradigm of 

pragmatism (see Johnson and Onwuegbuzie, 2004; Teddlie and 

Tashakkori, 2009).  
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Within the field of tourism research, there is also an ongoing discussion 

regarding inquiry paradigms because tourism attracts researchers from a 

variety of academic disciplines (Guthrie, 2007). The stance in this 

research is that the quantitative-qualitative debate would be 

counterproductive within the destination image field as it would separate 

rather than unite image researchers.  As the literature review in chapter 

two indicates, to date, there is a lack of a theoretically based image 

conceptual framework or unifying measurement framework. Therefore, 

attempting to distinguish between the two research paradigms/methods 

serves only to further polarise destination image researchers 

unnecessarily and hinders the development of a more widely accepted 

image measurement framework for use in research studies with similar or 

complementary objectives.  

 

Furthermore, as Echtner and Ritchie (1993) argued, there is a partial 

measurement of destination image because of the use of overly structured 

research design. Researchers should therefore go beyond the quantitative 

and qualitative paradigm/method debate and consider different ways of 

thinking about and undertaking image research that would help generate 

greater understanding of destination image and close gaps in knowledge 

within the destination image field. This may well call for a combination of 

quantitative and qualitative methods.  

 

Bryman (2007) and Niglas (2004) argued that the reasons for using mixed 

methods are not always explicitly delineated or recognised by researchers. 
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The primary research provided a detail discussion of the different issues 

associated with the adoption of a mixed-methods approach that is still 

lacking within the destination image research.  The research discussed the 

main rationale behind the development of the mixed methods approach for 

the study of Indonesia‟s images and related issues (section 5.3.1).  Mixed 

methods research designs combine elements of both the quantitative and 

qualitative orientations and their development requires creativity and 

flexibility (Teddlie and Tashakkori, 2009).  

 

Hence, this research also discussed the specific design of the mixed 

methods approach for the study of Indonesia‟s images (section 5.3.2). 

Furthermore, a discussion of the benefits gained by adopting a mixed-

methods approach over the more traditional (quantitative or structured) 

approach and the implications of the research findings on the paradigm 

debate have not been widely undertaken within the study of destination 

image. Therefore this research addressed these issues in chapter 9. 

  

5.2.2 The research strategies used in destination image studies  

 

A review of the techniques used in the past for research on image 

measurement revealed two basic approaches: structured or close ended 

and unstructured or open-ended questions (Echtner and Ricthie, 1991, 

2003; Tasci et al., 2007) which are generally associated with quantitative 

and qualitative research methods respectively.  
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5.2.2.1 Unstructured and Structured research approaches   

 

The unstructured methods include content analysis, interviews, free 

elicitation, open-ended questions and photo elicitation. In destination 

image measurement, Echtner and Ritchie (1991) noted that data is 

collected from respondents through either focus groups or open-ended 

survey questions. Content analysis and various sorting and categorisation 

procedures are then employed to establish the image facets. Table 5.2 

provides an overview of the structured and unstructured strategies 

adopted by image research to date. 

 

The structured techniques used in destination image studies are Likert and 

Semantic differential scales. This is when a destination(s) is rated by the 

respondent on each of the attributes along a continuum and an „image 

profile‟ is obtained from these ratings.  

 

The semantic differential scale has been found to be particularly useful in 

corporate, brand, and product image studies (Churchill, 1996).  Likert 

scaling is another widely used perception and attitude-scaling technique.   
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Advantages Disadvantages 

 To provide well-founded 

image research, an early 

stage of qualitative research 

is imperative in order to 

extract the constructs 

pertinent to the population 

being studied. (Jenkins, 1999) 

 In-depth interview allows 

insight into emotions and 

motivations and so is used 

chiefly in investigative 

research (Moutinho, 2000) 

 Unstructured approach 

allows in-depth knowledge 

from images and attitudes 

(Echtner and Ritchie 1993). 

 Repertory Grid ascertains 

relevant consumer attributes, 

which the researcher may not 

have considered (Ryan 

1991). 

 Information may be lost in the 

practice of coding. 

Comparison of responses for 

many destinations is also 

unfeasible (Nachmias and 

Nachmias, 1992).  

 The variability in the clarity 

and depth of responses 

depends to a large extent on 

how fluent the respondent is 

and the interviewer's capacity 

to investigate effectively 

(Aaker and Day, 1999)  

 It is not practical to carry on 

with a completely 

unstructured interview 

approach if definitive image 

data are required (Ferber, 

1974).  

 
 
Table 5.1a Advantages and disadvantages of unstructured 

approaches 
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Advantages Disadvantages 

 There is a case for using 

perception rating scales and 

the analysis of results using 

mean scores of such scales 

because rating scales "often 

maligned as merely ordinal 

may in fact actually 

approximate interval scale data 

more closely than people 

suspect" (Schroeder, 1984).  

 The points on the rating scales 

sufficiently reflect the grade of 

preference (Schroeder, 1984).  

 The semantic differential scale 

has reasonably high reliability 

and face validity, it avoids 

stereotyped replies and 

symbolizes a standardised 

procedure for understanding 

factors that makes up product 

image (Mindak, 1961:28).  

 Semantic differential scale is 

suitable when the objective is 

to direct the respondent to 

convey agreement or 

disagreement with an explicit 

point of view (Nachmias and 

Nachmias, 1992).  

 Semantic differential scale 

limits respondents' answer 

to given aspects (Goodrich, 

1977) 

 Semantic differential 

investigates respondents' 

image of the world by 

reducing the world to a set 

of simple favoured 

judgements (Gyte, 1989).  

 The wholeness of structured 

methodologies can be highly 

variable depending upon the 

instruments used to attain 

the image traits included in 

the scales (McDougall and 

Fry, 1974).  

 Known attributes (especially 

those identified by the 

researcher) may not actually 

be the main attributes in the 

consumer decision process 

(Gartner, 1989).  

 

 

 
Table 5.1b Advantages and disadvantages of structured approaches 
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Researchers Research strategies and specific techniques 

Hunt  (1975) Structured - 20 attributes, 7 and 5 point semantic differential 

scale 

Crompton (1977) Structured - 18 attributes, 7 point semantic differential scale 

Goodrich (1977) Structured - 10 attributes, 7 point Likert scale 

Crompton (1979) Structured - 30 attributes, 7 point semantic differential scale 

Pearce (1982) Structured - 13 attributes, 6 point Likert scale 

Kale and Weir (1986) Structured - 26 attributes, 7 point Likert scale 

Phelps (1986) Structured - 32 attributes, check list of attributes 

Gartner and Hunt (1987) Structured - 11 attributes, 5 point semantic differential scale 

Richardson and Crompton 

(1988) 

Structured - 10 attributes, 4 point comparative scale 

 

Gartner (1989) Structured - 15 attributes, 5 point Likert scale 

Calantone et al. (1989) Structured - 13 attributes, 7 point Likert scale 

Reilly (1990) Unstructured - open ended questions 

Gartner and Shen 

(1992) 

Structured - 32 attributes, 5 point Likert scale 

 

Echtner and Ritchie (1993) Structured – 35 attributes, Likert scale 

Unstructured – open-ended questions 

Bramwell and Rawding 

(1996) 

Unstructured – content analysis and in-depth interviews 

Dann (1996) Unstructured – interviews and photo interpretation 

Schroeder (1996) Structured - 20 attributes, 7 point Likert scale 

Andersen, Prentice 

and Guerin (1997) 

Structured - a variety of closed and Likert scaled questions 

Unstructured - open ended questions 

Finlay (1998) Structured - 12 attributes, 5 point Likert scales 

Walmsley and Young (1998) Structured – 6 attributes, - 7 point semantic differential scale 

Lubbe (1998) Unstructured – interview 

Baloglu and McCleary (1999) Structured – 15 attributes, 5 point Likert scale,  

4-bipolar attributes, 7-point semantic differential scale 
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Researchers Research strategies and specific techniques 

Sonmez and Schneider 

(1999) 

Structured -  25 attributes, 7 point Likert scales 

Unstructured- open ended questions 

Choi, Chan and Wu 

(1999) 

Structured – 25 attributes, 7-point Likert scale 

Unstructured – open ended questions 

Chen and Kerstetter (1999) Structured – 48 attributes, 10-point Likert scale 

Tapachai and Waryszak 

(2000) 

Unstructured – open ended questions 

 

MacKay and Fesenmaier 

(2000) 

Structured- 8 attributes, 7-point semantic differential scale 

Baloglu and Mangaloglu 

(2001) 

Structured – 14 attributes, 5-point Likert scale 

4 attributes – 7-point semantic differential scale 

Chen and Uysal (2002) Structured - 26 attributes using a 5 point Likert scale 

Rittichainuwat et al. (2001) Structured – 31 attributes, 5-point Likert scale  

O‟Leary and Deegan (2003) Structured – 18 attributes, 5-point Likert scale 

Unstructured- open-ended questions 

Rezende-Parker et al. (2003) Structured – 39 attributes, 5-point Likert scale 

Unstructured – open-ended questions 

O‟Leary and Deegan (2005) Structured – 18 attributes, 5-point Likert scales 

Grosspietsch (2005) Structured – 15 attributes, 5-pont Likert scale 

Unstructured – open-ended questions 

Chi and Qu (2008) Structured – 53 attributes, 7-point Likert scale 

Unstructured – open-ended questions 

Martin, Rodriquez and Del 

Bosque (2008) 

Structured – 22 attributes, 7-point Likert scale 

Unstructured – open-ended questions 

Blas et al. (2008) Structured – 24 attributes, 5-point Likert scale 

 

 
Table 5.2 Methodologies used by destination image researchers 

 
Source: Adapted from Echtner and Ritchie (1991), Tasci et al. (2007), 

Hosany et al. (2007) 
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5.3 Mixed research approaches in the study of Indonesia’s images 

 

This research espoused the „compatibility‟ thesis as posited by Howe 

(1988) and others, and adopted „mixed-methods‟ approach (Creswell, 

2003; Teddlie and Tashakkori, 2009). The philosophy of pragmatism was 

adopted as it has been hailed as the paramount paradigm for justifying the 

use of mixed-methods research (Tashakkori and Teddlie, 1998; Teddlie 

and Tashakkori, 2003; Creswell, 2003; Creswell et al, 2003; Johnson and 

Onwuegbuzie, 2004; Teddlie and Tashakkori, 2009).  

 

Pragmatism‟s aim has been to find a practical resolutions to long-standing 

philosophical problems, it offers a „pragmatic method‟ for making 

methodological options, it sees knowledge as being both created and 

based on the reality of the world one experiences and lives in, it sees 

investigation as happening similarly in research and day-to-day life and it 

supports „practical theory‟ (Teddlie and Tashakkori, 2009).  

 

The epistemological orientation of pragmatism is that both subjective and 

objective points of view exist, depending on the stage of the research 

cycle. The ontological orientation of pragmatism is that there are varied 

perspectives relating to social realities; best explanations within personal 

value systems (Teddlie and Tashakkori, 2009). 
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5.3.1 Rationale for the ‘mixed-methods’ approach  

 

Firstly, the primary research aimed to investigate issues surrounding the 

tourism image of Indonesia „pre-the Bali bombings‟ and „post-the Bali 

bombings‟, from the perspectives of the Indonesian tourism industry 

members. This called for qualitative research which would allow an in-

depth understanding of the perceptions of the members. The research 

also aimed to study the crisis management strategies adopted by the 

tourism industry members. This was undertaken because there was a 

dearth of literature that critically examined government crisis and disaster 

policies (Faulkner, 2001; Prideaux, Faulkner and Laws, 2003) and limited 

study of organisational learning (Ritchie, 2004). Qualitative methods can 

be used to better understand any phenomenon about which little is yet 

known, to gain new insights on issues of which much is already known or 

to gain in-depth information that cannot be quantified easily (Strauss and 

Corbin, 1998). Hence, the use of qualitative research method to explore 

and describe tourism industry members‟ perspectives and experiences 

was considered beneficial.  

 

In addition, the research also aimed to investigate issues surrounding the 

image of Indonesia from the perspectives of UK actual and non-visitors. 

Quantitative research focuses on the measurement of some phenomena, 

looking for amount, intensity or frequency (Denzin and Lincoln, 2005; 

Langdridge, 2004). Therefore, analysis of the degree of perception of 

tourism attributes called for the use of large-scale survey (quantitative) 
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instruments and the results may be generalised to a certain segment of 

the UK travelling population. Hence, a „mixed-methods‟ approach was 

most appropriate in this case because methods were selected with respect 

to research objectives and questions. 

 

Secondly, the majority of destination image studies have only used 

structured or quantitative approaches to measure image (Echtner and 

Ritchie, 1993; Pike, 2002, 2007). However, both structured and 

unstructured research strategies are important in obtaining a greater 

understanding of destination image (Echtner and Ritchie, 1991 and 1993; 

Gallarza et al. 2002; Tasci et al. 2007).  

 

The design of the primary research questionnaires was adapted from the 

well-established image framework of Echtner and Ritchie (1991, 1993). 

The framework includes both close-ended and open-ended questions. 

Close-ended questions were used to measure the „attributes, common and 

functional‟ image dimensions of Indonesia.  

 

On the other hand, three open-ended questions were used to measure the 

„psychological, holistic and unique‟ image dimensions of Indonesia. 

Therefore, a „mixed-methods approach was considered the most 

beneficial in this case as it provided a greater understanding of 

Indonesia‟s image dimensions. 

 

.  
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5.3.2 Mixed methods design 

 

Johnson and Onwuegbuzie (2004) suggested that the bulk of mixed 

methods research design can be developed from two major classes of 

mixed-methods research: „mixed model‟ (mixing qualitative and 

quantitative approaches within or across the stages of the research 

process) and „mixed method‟ (the inclusion of qualitative and quantitative 

phases in an overall study). Six mixed-model designs are shown in figure 

5.1 (see designs 2 through 7). These are called „across-stage mixed 

model designs‟ because the mixing takes place across the stages of the 

research process. „Within-stage mixed model design‟ may include the use 

of a questionnaire that is comprised of both close-ended questions 

(quantitative data collection) and open-ended questions (qualitative data 

collection). 

 

Johnson and Onwuegbuzie‟s (2004) mixed method design was also based 

on whether work is assumed primarily within one overriding paradigm or 

not, and whether to carry out the stages concurrently (in parallel) or 

sequentially. „Concurrent‟ means that both quantitative and qualitative 

research is undertaken almost simultaneously whilst „sequential‟ means 

that the qualitative stage of a study is followed by a quantitative stage or 

vice versa (Tashakkori and Teddlie, 1998).  Figure 5.1 and 5.2 illustrate 

the different approaches to designing mixed method research that can be 

adopted in a study, as proposed by Johnson and Onwuegbuzie (2004).  
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                  Qualitative research                            Quantitative research 

  Objective(s)                      Objective(s) 

 

 

Collect qualitative        Collect quantitative        Collect qualitative         Collect quantitative 

      data                                    data                             data                                  data 

 

 

 

Perform    Perform    Perform     Perform     Perform      Perform        Perform        Perform 

QUAL        QUAN       QUAL       QUAN          QUAL       QUAN           QUAL           QUAN 

analysis     analysis    analysis    analysis    analysis        analysis     analysis       analysis 

  (1)             (2)            (3)              (4)               (5)             (6)                   (7)               (8) 

 
Figure 5.1 Mono-method (1, 8) and mixed model designs (2-7) 

Source: Johnson and Onwuegbuzie (2004:21) 

                          Time Order Decision 

                                        Concurrent              Sequential  

     

  Equal             QUAL + QUAN                               QUAL      QUAN 

     Status                                QUAN        QUAL 

 

Paradigm 

Emphasis       QUAL + quan                          QUAL       quan 

Decision       qual        QUAN 

                 Dominant 

     Status   QUAN + qual               QUAN       qual 

                     quan        QUAL 

Figure 5.2 Mixed - method design matrix with mixed - method research 

designs shown in four cells. Source: Johnson and Onwuegbuzie (2004:22) 
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5.3.2.1 Specific mixed methods design  

 

A principle of mixed methods research is that researchers should carefully 

build designs that effectively answer the research questions (Johnson and 

Onwuegbuzie, 2004). Hence, on the contrary to the approach where one 

completely follows either the qualitative paradigm or the quantitative 

paradigm, a mixed methods approach was specifically designed to 

address the primary research aims.  

 

The design for stages one and two comprised a „mixed-methods‟ feature 

(the inclusion of a quantitative phase and a qualitative phase in an overall 

research study) and „mixed-model‟ (mixing quantitative and qualitative 

approaches within and across the stages of the research process) 

features. (Figure 5.3)  Stage One began with a qualitative phase which 

consisted of interviews with Indonesian tourism industry members and a 

quantitative questionnaire which also included some open-ended 

questions, (mixed model) that was administered to UK visitors and non 

visitors. The data was analysed as shown in Figure 5.3. Stage two also 

involved interviews with tourism industry members and a survey of UK 

visitors.  

 

To be considered as a mixed-method design, the findings must be 

integrated at some point (Johnson and Onwuegbuzie, 2004). This relates 

to the degree to which mixed-methods researchers analyze, interpret, and 

write up their research in such a way that the quantitative and qualitative 
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components of their study are jointly enlightening. This inferences process 

is the final and most significant stage of research (Teddlie and Tashakkori, 

2009).  However, this issue has not been dealt with significantly (Bryman, 

2007).  In the inference process, this research adopted the „parallel mixed 

data analysis‟. This involved quantitative data analysis techniques 

(descriptive and non-parametric tests) and qualitative data analysis 

(grounded theory). Although the two sets of analyses were independent, 

each provided the researcher with an understanding of the phenomenon 

under study. These understandings were linked, compared and integrated 

into inferences at each stage (pre-the Bali bombings stage and post-the 

Bali bombings stage), to provide greater explanation of the issues under 

investigation (see Teddlie and Tashakkori, 2009). The inferences in stage 

One (pre-the Bali bombings) and stage Two (post-the Bali bombings) were 

again combined and contrasted to form „meta-inferences‟ (see Figure 5.3).  

 

Very few researchers appear to have studied image from the perspectives 

of both the supply (tourism practitioners) and demand (visitors) sides 

within a general and a tourism crisis context. Therefore, this research‟s 

study of Indonesia‟s image from the perspectives of the Indonesian 

tourism practitioners and UK consumers, and the application of parallel 

mixed methods and mixed model designs can be considered uncommon. 

Using this mixed method approach at both stages (pre-the Bali bombings 

and post-the Bali bombings) for the collection of longitudinal data in 

relation to destination image issues has also rarely been undertaken. 
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Hence, the adoption of the parallel „mixed-methods‟ approach represents 

a novel approach to the study of destination image and its changes.  

 

The inferences obtained by interpreting the respective quantitative and 

qualitative components at the end of each stage, were compared and 

analyzed further for the subsequent meta-inference, so that all the 

elements jointly contributed to a better understanding of the research 

questions. Furthermore, because it was undertaken in two stages before 

„meta-inferences‟ were made (Figure 5.3), the resulting process was 

creative and encouraged the generation of results which reflect (differing) 

changes in the perceptions held by tourism practitioners and consumers 

over time.   
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The mixed-methods and mixed-model research designs in this study are 

as follows 

___________________________________________________________ 

Stage One                   Stage Two 

(Pre-the Bali bombings)        (Post-the Bali bombings) 

 

                          +                                                              + 

 

 

Collect            Collect            Collect            Collect       Collect          Collect           

QUAL             QUAN            QUAL              QUAL         QUAN          QUAN 

Data               data                data                 data             data             data 

 

 

Perform          Perform         Perform          Perform       Perform      Perform 

QUAL             QUAN            QUAL              QUAL         QUAN         QUAL 

Analysis         analysis        analysis         analysis       analysis      analysis 

 

 

 

 

 

 

 

Figure 5.3 Mixed methods, Monomethod, mixed-model designs and 

meta-inferences 

QUALITATIVE QUANTITATIVE QUALITATIVE QUANTITATIVE 

 

   INFERENCES 

 

  INFERENCES 

 

META-INFERENCES 
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5.4 Data collection strategies for mixed-methods approach 

 

The adoption of „mixed-methods‟ approach involved two types of data 

collection. These are discussed below: 

 

5.4.1 Interviews  

 

The use of interviews is most fitting if the intention of the study is to 

understand an individual's particular outlooks and why particular decisions 

were made (Saunders et al. 2003). In cases involving sensitive topic and 

difficult decision-making processes, individual interviews would also build 

a setting where participants are apt to speak more candidly and honestly 

(Anastas, 1988). Furthermore, face-to face interviews disclose past 

experiences which may shape respondents' views (Amaratunga et al. 

2002). The primary research aimed to identify, in-depth, the views of 

Indonesia‟s image held by the Indonesian tourism industry members after 

the 1997 crises and the Bali bombings; the factors affecting these images 

and their experiences in the management of these crises. Some of the 

questions were likely to encourage the discussion of sensitive issues and 

hence, using personal interview technique was considered the most 

appropriate.  

 

The use of semi-structured interviews based on a written list of topics or 

questions that need to be covered (Bernard, 2000) was adopted. Hedges 

and Olkin (1985) suggested that the primary underlying structure is 
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imposed by the objectives of the research which provides a conceptual 

framework within which the analysis can be organised. The strength of 

semi-structured interviews with the same set of questions asked to all 

respondents is that a level of consistency can be maintained. However, 

each interviewee was also encouraged to discuss in detail other issues 

they considered most important or relevant. The questions covered by the 

two sets of interviews can be found in appendix B.       

 

5.4.2 Questionnaires 

 

The questionnaire survey was conducted in two stages. Stage one 

involved a questionnaire survey undertaken with UK visitors and non-

visitors in 2001 (pre-the Bali bombings). Stage two involved a 

questionnaire survey undertaken with UK visitors to Indonesia in 2007 

(post-the Bali bombings).  

 

5.4.2.1 The use of questionnaires and design change 

 

The primary research was involved in cross-sectional and longitudinal 

studies. Both studies involved the use of questionnaires. In destination 

image research, cross-sectional studies have been used to investigate the 

effects of a particular event on image development. Therefore, the „pre-the 

Bali bombings‟ questionnaire included close and open-ended questions to 

study the effects of the 1997 crises on Indonesia‟s tourism attributes.  
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The design of the „post-the Bali bombings‟ questionnaire was modified 

slightly. The primary research objective was to gain a deeper knowledge 

of issues surrounding the Bali bombings, using an unstructured approach. 

Therefore, in addition to the questions asked in the „pre-the Bali bombings‟ 

questionnaire, the „post-the Bali bombings‟ questionnaire included further 

open-ended questions to study the effects of the Bali bombings on 

Indonesia‟s image. The following three additional open-ended questions 

were included: (1) What impact does the 2002 and 2005 Bali bombings 

have on the images of Indonesia and Bali?  (2) What do you think are the 

motivations of those who committed the Bali bombings and (3) How much 

is Bali a part of Indonesia?  

 

Longitudinal or repeat research involves the study of a given population at 

different points in time. Although different respondents are questioned in 

each survey, each sample is drawn from a comparable population. Such 

studies allow the exploration of process and change of image over a 

period of time. The primary research aimed to compare perceptions of 

Indonesia „pre-the Bali bombings‟ and „post-the Bali bombings‟.  

 

Hence, the close and open-ended questions which are included in the 

„pre-the Bali bombings‟ questionnaire are replicated in the „post-the Bali 

bombings‟ questionnaire. The findings from both sets of survey are 

integrated and compared. The results allowed an understanding of 

Indonesia‟s image change in the period between 2001 and 2007.  
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5.4.2.2 Questionnaire surveys 

 

Pilot studies – The pilot studies were used to identify the salient attributes 

of Indonesia and to explore the „fit for purpose‟ elements of the 

questionnaire design. A non-probability sampling technique was adopted 

because it was the most practical (Saunders et al. 2000). 

 

Pilot study one: Questionnaire research to identify salient attributes 

 

Gartner (1989) and Echtner (1991) argued that few researchers have 

been successful in identifying and measuring the attributes that are most 

important in the tourists' decision processes. Therefore, the primary 

research used a pilot study to identify the most important destination 

attributes to be included in the questionnaire. Two stages were involved. 

First, the list of attributes compiled by Echtner (1991) as shown in table 

2.2 on page 31, and which represent general attributes used by image 

studies, were included in the pilot study. Respondents were asked to 

specify which of the attributes in the list they considered important. Pearce 

(1982), however, argued that this kind of format does not allow other 

attributes considered important to respondents, to become part of the set 

or list. The primary research overcome this problem by allowing the 

respondents to state at the end of the list, other attributes they considered 

important that were not included in the list. The pilot study with thirty UK 

residents was conducted in June 2001 using a questionnaire (see 

appendix A-1). A cumulative total was kept of how many times each of the 
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attributes on the list were chosen and the attributes with the highest total 

were used in the final questionnaires. Fifteen salient attributes of 

Indonesia were identified. 

 

Pilot study two: to test questionnaire one (pre-the Bali bombings) 

 

Initially, questionnaire one was piloted through discussions with 5 persons 

including the supervisor of the researcher concerned. The respondents 

were asked to offer comments or criticism regarding the questions and 

what they believed would improve the questionnaire. Pilot study Two 

revealed some changes were necessary:  

 The perception „Clean‟ and „Dirty‟ in question 1 of the questionnaire 

was expanded to Clean/Dirty environment, making it more general, 

since some respondents were confused whether to relate their 

answer to specific hotel or places or Indonesia in general.   

 Q2 section 1 of the pilot questionnaire was changed to remove the 

need for the respondent to consider from a list which sources had 

significantly shaped their perception, because respondents 

revealed that they did not know or remember which of the 

information sources had significantly shaped their perception of 

Indonesia. Therefore a question was designed which simply asked 

respondents from which sources of information they had obtained 

their information about Indonesia. 

 Questions 3 and 4 in the pilot questionnaire asked respondents to 

state which information sources they considered reliable and useful. 
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The responses revealed unsatisfactory information relating to the 

role of the media on the development of Indonesia‟s image. Hence, 

questions 3 and 4 were modified to allow respondents to rate how 

„useful‟ and „reliable‟ they perceived different kinds of information 

sources to be, using 7-point semantic differential scales. The 

development of such structured scales is also used to maintain 

consistency in the questionnaire‟s structure (see Appendix A-2). 

 

Pilot study three: to test questionnaire One (pre-the Bali bombings) 

 

Fink (1995) argued that for most questionnaires, the minimum number for 

a pilot study is 10. The second pilot study was undertaken with 10 adults 

in Leicester, UK in 2001. The pilot study was designed to test the design 

of the questionnaire and to estimate the time taken for each respondent to 

complete the questionnaire. The feedback revealed that the instructions in 

the covering letter were unclear. On reading the cover letter, some 

respondents expressed their uncertainty as to whether the questionnaire 

was relevant to them, as they had little or no knowledge of Indonesia. 

Subsequently, the instructions in the covering letter clarified the fact that 

the researcher was interested in their opinions and images of Indonesia, 

whether or not they had factual information of Indonesia or had visited the 

country.  

 

Other scale questions were designed to examine (1) the perception of 

Indonesia‟s attributes, (2) the usefulness and reliability of different sources 
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of information, (3) the social-demographic characteristics of respondents, 

(4) the holiday experience, and (5) the likelihood of visits to Indonesia in 

the future. Satisfactory responses were gained which indicated that all 

these closed and open-ended questions were understandable. In 

constructing the semantic differential scales, the issue of whether to list all 

the positive features on one side and all the negative features on the other 

(Alford and Strother, 1990) or to randomise the polarity for left-right 

position was considered (Gallois and Callan 1981; Romaine 1980; 

Strongman and Woosley, 1967). The position of positive and negative 

poles should be varied between semantic differential scales to counteract 

the biasing effect of response sets (Moser and Kalton, 1989). 

 

Hence, the pilot study also tested how best the poles between semantic 

differential scales should be positioned. Five respondents in the pilot study 

were given questionnaires with scales where the positions of the poles 

were consistent, and five were given questionnaires with scales where the 

positions of poles were varied. It was observed that the respondents took 

longer than 15 minutes to complete the questionnaire, where the position 

of the poles were varied, and some respondent appeared to be 

discouraged from reading through attentively and finished by answering 

with less care. On the other hand, it was observed that respondents took 

between 8 and 15 minutes to complete the questionnaire where the 

positions of the poles were not varied and the responses were deemed 

satisfactory. It was therefore decided that the position of the poles would 

not be varied between scales in the final questionnaire for the first survey, 
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in consideration of time and convenience of respondents concerned (see 

Appendix A-3).  

 

Pilot study Four: To test questionnaire Two (post-the Bali bombings) 

 

The questionnaire in 2001 was replicated in part in the 2007 

questionnaire. Questions included in the 2007 questionnaire, which were 

identical to those in the 2001 questionnaire, were not tested again 

because these questions were deemed clear and satisfactory by the 

respondents surveyed in 2001. However, questions that were specifically 

designed for the 2007 questionnaire were tested. Initially, discussions with 

the supervisor regarding the design of the questions and questionnaire 

were undertaken to allow necessary amendments to be made prior to pilot 

testing.  

 

Malhotra (1997) argued that the negative or positive poles should be 

rotated between the right and left sides to prevent the „halo effect‟, which 

may take place when all positive or negative poles are on one side and the 

respondent simply checks off one side of the scale. It was also 

recommended by the supervisor that the position of the poles be varied 

between the semantic differential scales in the 2007 questionnaire. This 

was because there were more rating-scale questions in the 2007 

questionnaire than in the 2001 questionnaire, hence a greater tendency 

for the „halo effect‟ to take place.  
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The fourth pilot study was carried out with 10 UK adults in London. The 

questionnaire presented in the pilot study is shown in Appendix A-4. The 

study served to remove ambiguities and to exclude questions that seemed 

impractical in the achievement of the research objectives. It was observed 

that the responses to questions 5 and 6 in section one of the pilot 

questionnaires were mostly ambiguous, incomplete or the questions were 

left unanswered. Question 5 was designed to measure the degree of 

perceived risks in Indonesia and Bali. Question 6 was designed to 

measure the effect of different sources of information on these perceived 

risks. When the respondents were asked why they had provided such 

responses, some commented that they were unable to make comparison 

of the degree of different kinds of risk in Indonesia and Bali. Others 

admitted that they had simply guessed the responses and some felt that 

they were not able to respond. Therefore, the questions were 

subsequently removed from the questionnaire.  

 

It was concluded that the inclusion of such questions in the final 

questionnaire would increase the risk of introducing biases.  The research 

suggests that a separate and more specific study to measure risk 

perception issues would be more beneficial in the future. Other questions, 

however, generated good responses which showed that the questions 

were clear and understandable to the respondents and these were kept in 

the final questionnaire. 
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Final questionnaires  

 

Questionnaires based on Echtner and Ritchie (1993)'s framework were 

developed and both close-ended and open-ended questions were used.  

 
Close-ended questions (Rating scales) - The primary research used five-

point Likert scales to measure the quality of previous experiences in both 

surveys and the importance of safety in the second survey. A seven-point 

semantic-differential scale has been the most popular choice in attitude 

studies, because it has the advantage of permitting neutrality and has 

sufficient gradation to provide significant data (Al-Hindawe, 1996). The 

neutral position assumes that respondents who are truly neutral to a 

question or have no opinion should not be required to agree or disagree 

with a statement (Damhström, 1996). Therefore, the primary research 

used 7-point semantic differential scales to measure Indonesia‟s image 

dimensions and the usefulness and reliability of information sources in the 

first survey. Seven-point scales were also used for the measurement of 

Indonesia‟s and Bali‟s images in the second survey. Close-ended 

questions were also included to examine the social-demographic 

backgrounds of respondents and intention to visit/revisit in the near future 

in both survey questionnaires. 

 

Open-ended questions- The 2001 and 2007 questionnaires consisted of 

three open- ended questions adapted from Echtner and Ritchie‟s (1993) 

framework viz: what characteristics come to mind when you think of 
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Indonesia as a holiday destination? How would you describe the 

atmosphere or mood that you would expect to experience while visiting 

Indonesia? Please list any special or unique tourist attractions you can 

think of that apply to Indonesia. The second survey administered in 2007 

also included three further questions: What is the impact of the Bali 

bombings on Indonesia and Bali‟s image? What are the motivations of the 

bombings? What is the identity of Bali within the Indonesian context? 

 

5.4.3 Sampling strategies  

 

This section presents a discussion of mixed-methods sampling 

techniques. Sampling involves a selection of units of analysis (e.g. people, 

groups, settings) in a way that maximises the researcher‟s ability to 

answer the research questions (Tashakkori and Teddlie, 2003).  

 

5.4.3.1 Criteria and rationale for selection of interview participants 

 

The qualitative phase of the primary research involved „purposive 

sampling‟ where participants (Indonesian tourism industry members) were 

selected on the basis of their ability to provide relevant data on the subject 

under investigation. There were four steps in the interviewees‟ selection 

process.  

 The first step towards getting interviews at the Indonesian Ministry 

of Culture and Tourism involved explaining to a staff member the 

nature of the researcher‟s study in 2001; which was “the image of 
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Indonesia post-the 1997 Indonesian crises” and in 2007; which was 

“the image of Indonesia post-the Bali bombings”.  

 Secondly, the researcher emphasised the need to conduct 

interviews with members of the Ministry of Culture and Tourism 

possessing sufficient experience and knowledge about the subject 

matter and asked to be put in contact with members, fulfilling these 

criteria.  

 The third step involved establishing the legitimacy of the research 

as an institutional academic project which was both non-

commercial and confidential.   

 The fourth procedure involved „snowball sampling‟. This involved 

the researcher in making contact with some individuals who are 

relevant to the research topic and then using them to identify further 

members of the population (Bryman and Bell, 2007).  The travel 

agents interviewed in 2001, the Bali officials and media consultant 

interviewed in 2007 were recruited using the „snowballing‟ 

approach.  

 

The first set of interviews took place in June and July 2001 at the offices of 

interviewees. Tourism officials at the Ministry of Culture and Tourism 

based in Jakarta and travel agents in Jakarta, Bali and Yogyakarta were 

interviewed. Interviews at the Ministry of Culture and Tourism were 

undertaken with five senior government officials and one junior member of 

staff. The remaining interviews were undertaken with five managers of 

different travel agencies. Each interview lasted between forty-five minutes 
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to one hour. The second set of interviews was conducted with twelve 

Indonesian-based members of the tourism industry during the period 

between September and October 2007, after the two terrorist attacks on 

Bali. Five senior and one junior government officials were interviewed at 

the Ministry of Culture and Tourism based in Jakarta. Interviews were also 

undertaken with a media consultant based in Jakarta and four senior 

officials at the Bali Tourism Board and one at the Bali regional office. Each 

interview lasted between one to one and half-hours.   

 

In both sets of interviews, the key informants were government officials 

based at the Ministry of Culture and Tourism (see Appendix F). Only two 

of the government officials interviewed in 2001 (pre-the Bali bombings) 

were interviewed again in 2007 (post-the Bali bombings). Efforts were 

made to contact the same individuals for interviews in 2007, but, some of 

the government officials had left the Ministry of Culture and Tourism. 

Nevertheless, the responses obtained from the officials interviewed in 

2001 and 2007 were considered comparable because all these key 

informants possessed the type of knowledge required to understand 

issues relating to Indonesia‟s images after crises. All the government 

officials were also involved in the management of the 1997 Indonesian 

crises and/or Bali bombings. Their responses provided an understanding 

of the central government or public sector‟s tourism policies subsequent to 

the crises.  
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There are many stakeholders operating in Indonesia‟s tourism industry. 

The travel agents and the Bali Tourism Board officials represented two 

different groups of stakeholders operating in the private sector. Selected 

travel agents were interviewed in 2001 and Bali Tourism Board officials 

were interviewed in 2007 (see Appendix E and F). The responses of these 

two groups were not expected to be wholly comparable as they belong to 

different stakeholder groups. Together, however, their responses provided 

an insight into the private sector‟s views of the central government‟s 

tourism crisis management policies. It was also considered vital to 

interview the Bali tourism industry members rather than travel agents in 

2007 because the primary research objective was to understand the 

issues surrounding the crisis management strategies. The Bali tourism 

Board officials were selected for interviews specifically because of their 

active participation in the development and management of the Bali crises. 

Analysing the government and private sectors‟ crisis management 

policies, their expectations and observations, helped to inform each sector 

about their respective strengths and weaknesses in facing a crisis, and 

enabled them to jointly develop framework that was most appropriate for 

both the government and private sector.   

 

In both interviews, the researcher had access to some individuals who 

were able to provide additional contacts (Morse, 1998). The key 

respondents were asked to suggest and/or provide access to other 

participants with profiles that met the desired characteristics designated 

for participants in the study (Diamantopoulos and Schlegelmilch, 2000). 
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Two interviewees specifically suggested 'deviant' cases (Miles and 

Huberman, 1994) - contacts who could bring alternative views to the 

research. This addressed the common problem concerning 

representativeness of snowball sampling, whereby respondents are most 

likely to identify other potential respondents who are similar to themselves 

(Saunders et al, 2000).  

 

5.4.3.2 Criteria and rationale for selection of survey participants 

 

The quantitative phase of the primary research involved sampling UK 

visitors and non-visitors who met several criteria, namely that they were: 

(1) aged 18 or over, and (2) they had been or were about to travel out of 

the UK for long-haul holidays. These criteria were considered as adequate 

for the sampling frame. The sampling frame also included individuals who 

were more likely to possess the financial resources, physical fitness 

required for travelling and intentions to travel internationally – all of which 

represented general characteristics of potential and actual visitors to 

Indonesia.  There are two basic sampling techniques: probability and non-

probability sampling. Probability sampling is most commonly associated 

with survey-based research and generalisations about populations from 

data collected are based on probability (see Saunders et al., 2000). Non-

probability sampling prohibits estimating probability that any population 

element will be included in the sample (Churchill and Iacobucci, 2002). 

Both non-probability and probability sampling techniques were reviewed 

and the most appropriate technique was adopted by the primary research.  
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An assessment of the alternative methods of probability sampling 

techniques 

Technique Advantages Disadvantages Decision 

Electoral rolls  A comprehensive 

list that was 

correct at a 

particular moment 

in time. 

 From this list it 

would be possible 

to arrive at an 

appropriate 

sample size for a 

given level of 

certainty and 

margin of error.  

 The sample 

fraction is then 

applied and a 

suitable 

technique used to 

produce a sample 

representative of 

the total 

population. 

 The list would 

exclude those 

people who did not 

register  

 Include people not 

possessing the 

financial resources 

or the physical 

fitness required for 

travelling overseas. 

 The sampling frame 

will include a huge 

proportion of the UK 

population; 

therefore it is not 

practicable to 

compile a random 

list of travellers 

 Even if a 

representative 

sample can be 

taken, the number 

of cases and the 

Rejected 

because of 

limited 

budget and 

manpower. 

The possible 

low response 

rate 

associated 

with postal 

survey also 

led to its 

rejection. 
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geographic 

dispersion would 

still be too large to 

manage. If postal 

survey is to be 

used, a very large 

number of 

questionnaires 

would need to be 

distributed to 

generate the 

required sample 

size.  

MOSAIC, 

PINPOINT and 

ACORN  

Questionnaires could 

be distributed 

randomly across the 

UK, using such geo-

demographic and 

financial classification 

system (see Chisnall, 

1991). 

 Presents the same 

problem as with the 

use of electoral 

register as 

discussed above 

Rejected 

RDD (Random 

Digit Dialling) 

 RDD entails the 

random 

generation of 

numbers to be 

called  

 The cost would be 

counted in ten of 

thousands of pound 

Rejected 

because of 

lack of 

budget 
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A Lifestyle 

database 

 Offers an 

alternative to 

produce random 

sample lists, 

 Costs around £160 

per thousand 

records, after an 

initial set up of 

around £200. Calls 

were costed by one 

research company 

at £1 per minute, 

with an estimated of 

8-10 minutes per 

questionnaire. 

 To obtain a sample 

of around 300, it 

was estimated that 

a minimum of £4000 

was realistic, but the 

cost, according to 

NOP could reach 

over £25 per 

completed 

questionnaire. 

Rejected 

because of 

lack of 

budget 

Table 5.3 Advantages and disadvantages of probability sampling 

techniques 
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Based on the review of different probability sampling techniques, it was 

concluded that the adoption of probability sampling was not feasible. 

Hence, non-probability sampling technique was considered since it was 

thought to represent an alternative and more efficient methodology for 

obtaining data that closely approximates the data that probability sampling 

would yield. This technique involves sampling subjects, handpicked 

because they are believed to be representative of the population of 

interest (Churchill and Iacobucci, 2002).  

 

The „pre-the Bali bombings‟ and „post-the Bali bombings‟ surveys in 

Indonesia were undertaken using the following process: UK visitors in the 

selected Indonesian holiday regions (excluding hotels), were chosen on a 

„next-to-pass‟ the interviewer technique, as recommended by the Tourism 

and Recreation Research Unit.  This technique involves face-to-face 

surveys or interviews with the next person to pass the interviewee or 

researcher. This technique was also used by tourism researchers such as 

Busby and Klug (2001) in the study of „Movie-induced tourism‟ among 

tourists in London, UK.  However, this technique was adopted by the 

researcher in Indonesia, with some necessary modifications. As there 

were many Western visitors in the tourist regions at the time of the 

surveys, the „next person‟ to pass the interviewer was only selected if 

he/she was a UK nationality and aged 18 or over. Therefore, initially the 

person was asked if he/she was a UK resident and if so, only then were 

they invited to participate in the survey.   
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This technique was used in the „pre-the Bali bombings‟ and „post-the Bali 

bombings‟ surveys and therefore results from these surveys were 

comparable. The surveys conducted „pre-the Bali bombings‟ and „post-the 

Bali bombings‟ in selected Indonesian regions were also a kind of 

longitudinal study – a study of a given population at different points in time. 

Even though different UK visitors were questioned in each survey, the 

results of both surveys were comparable because each sample was drawn 

from the same population (UK visitors, aged 18 or over as specified by the 

sampling frame). A detailed discussion of the sampling process 

undertaken at Heathrow Airport and in Indonesia is made as follows: 

 

Sampling at Heathrow International Airport „pre-the Bali bombings‟  

 

Purposive sampling at Heathrow International Airport was adopted; a 

methodology which was resource efficient, achieved a high random 

selection of respondents and encompassed a wide spectrum of 

geographic areas in which people lived. This also involved accessing a 

captive audience and resulted in a relatively high response rate.  The 

purposive sampling technique was known to be prone to bias but these 

problems were less important where there was little variation in the 

population. In this case, due to the good cross section of population at the 

Airport, who travelled, the sample was considered relatively 

representative of the UK travellers.  
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The diversity of respondents at Heathrow Airport, ensured that there was a 

likelihood of sampling travellers from anywhere in the UK. In addition, 

since flight is the main mode of transport to travel to distant destinations 

such as Indonesia, it was thought appropriate to obtain a good 

representative sample of general UK travellers at Heathrow. Within the 

airport, a „next-to-pass‟ technique was also adopted. Due to the high 

number of UK travellers at the time of the survey, this technique allowed 

simple random sampling to take place. 

 

A second survey of non-visitors was not conducted at Heathrow airport in 

2007 because of the tight security measures introduced following several 

terrorism threats and the London bombings. Therefore, it was anticipated 

that the researcher would face difficulties in obtaining permission for a 

long survey. The nature of some questions in the questionnaire could also 

have been regarded as sensitive in the existing security climate. For 

example, the question 'What do you think are the motivations of those who 

committed the Bali bombings?' was relevant to the research but could 

have been deemed particularly sensitive for international travellers at the 

airport. This was especially true after the world had witnessed several 

terrorism bombings in recent years. 
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Sampling in Indonesia, „pre-the Bali bombings‟ and „post-the Bali 

bombings‟ 

 

Pre-the Bali bombings survey - The purpose of conducting the survey in 

Indonesia was to identify the image of actual visitors. The research 

findings from the survey conducted in Indonesia were to be compared with 

those obtained in the UK to identify any differences in Indonesia‟s images 

among actual and non-visitors. The „pre-the Bali bombings‟ survey 

involved a face-to-face administered survey undertaken at a number of 

tourist locations in Jakarta, Bali, Yogyakarta and Lombok, frequented by 

the UK visitors and at the Jakarta International Airport. The „next-to-pass‟ 

technique was undertaken here.  

 

However, the survey undertaken at several hotels (with the permission of 

the public relations managers of each hotel concerned) was not face-to 

face. Most of these hotels were keen to assure the anonymity of their 

guests and so direct access to visitors was not possible. Therefore, no 

other contact could be made with these visitors other than through the 

questionnaires distributed. The hotels involved in the survey were chosen 

based on their international reputation and the possibility of accessing UK 

visitors staying at the hotels at the time. The hotels concerned agreed to 

send out questionnaires to UK visitors and encourage their return by 

emphasising the importance of the feedback.  
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In Jakarta, questionnaires were sent to four hotels, the Marriott, Hilton, 

Shangri-La, and Regent. In Bali and Yogyakarta, questionnaires were 

distributed in the Nusa Dua Beach Hotel and Intan Hotel respectively. In 

Lombok, questionnaires were distributed in the Sunrise Rice bar and 

restaurant. It was also necessary to conduct the survey at more locations 

after potential limitations for a larger study were uncovered after a few 

months of data collection. The low number of UK tourists in the country 

after the 1997 Indonesian crises, made it impossible for the researcher to 

generate a satisfactory sample size. Therefore, to encourage a higher 

sample size, the data collection took place in more locations than originally 

planned. This survey was conducted at the British Embassy, the British 

Commerce Centre, the British Council, and the United Nations 

Organisation, all based in Jakarta.  These organisations agreed to help 

distribute the questionnaires to UK visitors.  

 

‘Post-the Bali bombings‟ survey - Questionnaires were distributed in Bali 

and Jakarta only because of the time constraints. Questionnaires were 

initially gathered by the researcher. The „next-to-pass‟ technique was 

undertaken in the survey. However, due to time constraints, help was 

subsequently gained from a trusted member of the Indonesian tourism 

industry; the member concerned possessed easy contact and access to 

travel agents and guides who catered for UK visitors to Bali. 

Questionnaires were also distributed in a hotel chain, managed under 

'Bagus Discovery', with the permission of the public relations manager 

concerned. The chain consisted of eight separate hotels or resorts in 



 143 

different parts of Bali, with high occupancy of UK visitors. Even though 

„pre-the Bali bombings‟ and „post-the Bali bombings‟ surveys were 

undertaken with different UK visitors and in different hotels, the results of 

both surveys were comparable because each sample was drawn from the 

same population (UK visitors, aged 18 or over as specific by the 

research‟s sampling frame) using the same procedure. 

 

5.4.4 Data quality issues in mixed-methods approach 

 

‘Reliability‟ and „Validity‟ issues are addressed differently in quantitative 

and qualitative approaches. The quality of a study in each paradigm 

should be judged by its own paradigm's terms (Healy and Perry, 2000).  

 

5.4.4.1 Reliability and Validity in the Qualitative Approach 

 

Lincoln and Guba (1985) and Guba and Lincoln (1994) proposed two main 

criteria for assessing a qualitative study: trustworthiness and authenticity. 

Trustworthiness is made up of four criteria, each of which has an 

equivalent criterion in quantitative research: (1) Credibility, which parallels 

internal validity; (2) Transferability, which parallels external validity; (3) 

Dependability, which parallels reliability and (4) Confirmability, which 

parallels objectivity (see Bryman and Bell, 2007).  Validity has also been 

defined by the concept of „relevance‟ (Hammersley, 1992).   

 

Validity –The primary research ensured the internal validity of research by 

using „triangulation‟, which is discussed at the end of this sub-section. The 
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primary research also presented and discussed the interview findings in 

detail, which provided readers with a high level of contextual 

understanding and allowed them to make judgements on the „relevance‟ of 

the findings to other contexts. Furthermore, the „relevance‟ of the primary 

research lies on its contribution to academic knowledge and the practical 

implications offered to the Indonesian tourism industry members and 

general practitioners. The interview can also be seen as a process for the 

development of knowledge that can be tested and shared, implying the 

possibility of „transferability‟ beyond the research setting. 

 

Reliability - In relation to the interviews, reliability is concerned with 

whether alternative interviewers would reveal similar information 

(Easterby-Smith et al. 1991; Healy and Rawlinson, 1994). In the case of 

the primary research, the interview questions designed were clear and it is 

hoped that alternative researchers undertaking research using the same 

questions would reach similar conclusions. However, the researcher 

accepts that tourism industry members' views may change over time. As 

Hipps (1993) argued, the constructivist notion holds that reality is changing 

whether the observer wishes it or not. Accepting this notion, this research 

also provided some explanations as to the factors influencing these 

perceived changes over time.  

 

The concern about reliability in these types of interviews is also related to 

interview biases. The primary research attempted to limit interviewer bias 

by ensuring that there was no imposition of any kind of the researcher's 
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personal belief through the questions asked. The researcher asked 

permission to tape-record the interviews; however some of the 

interviewees were not willing to have the interviews recorded. Therefore, 

to ensure that interviews would still take place and all interviewees were 

encouraged to be more open about their opinions, feelings and 

experiences, no tape recorder was used. Saunders et al. (2000) argued 

that where using a tape recorder is likely to have a detrimental effect, it 

would be better not to use it as the disadvantages of doing so may 

outweigh the benefits.  

 

5.4.4.2 Reliability and Validity in the Quantitative approach 

 

Validity - In quantitative research, validity means whether the research 

truly measures that which it was intended to measure (Bryman and Bell, 

2007; Joppe, 2000; Saunders et al. 2007). The validity of the primary 

quantitative survey was monitored through four pilot studies. These 

addressed the issue of „content validity‟ (see Bryman and Bell‟s „face 

validity‟, 2007). The primary research findings were also compared with 

findings from similar destination image studies, to check for consistency 

and contrast. This was to confirm the „criterion validity‟ of the research 

method used (see Bryman and Bell‟s „concurrent validity‟, 2007). The 

„external validity‟ of the study was assured by adopting a methodology 

which allowed a good cross section of the travelling population to be 

contacted (at Heathrow airport and holiday regions in Indonesia, popular 

among the UK visitors).  
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Reliability - „Internal reliability‟ is concerned with whether or not the 

indicators that make up the scale are consistent (Bryman and Bell, 2007). 

This research ensured „internal reliability‟ by using a commonly used test 

of Cronbach‟s alpha (see Cronbach, 1951). An alpha score of .70 and 

greater is generally considered to be an acceptable reliability measure for 

research (Nunnally, 1979; Peterson, 1994). In the case of the primary 

research, Cronbach‟s alpha results can be considered satisfactory, 

presenting in all cases values higher than 0.7 (see Appendix C). The 

research also ensured „inter-observer consistency‟ (see Bryman and Bell, 

2007) through the documentation and translation of data into categories 

which followed guidelines proposed by qualitative researchers such as 

Saunders et al., (2000). 

 

Triangulation - Denzin (1978) proposed four basic types of triangulation: 

methodological triangulation which involves the use of multiple methods to 

study a single problem, data triangulation which uses a variety of data 

sources in a single study, analyst triangulation which uses several 

researchers and theory triangulation which uses multiple theories in the 

interpretation of a single set of data. Table 5.4 provides the key points for 

each of the triangulation methods used in the primary research. 
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Types of 

triangulation 

Strategies 

Between-

method 

 Interviews and questionnaire survey research 

methods 

 Structured and unstructured research strategies 

Data sources  Primary data – interviews and surveys 

 Secondary data – published image surveys, official 

statistics, government reports, travel guides, travel 

magazines and books, academic journals, 

newspaper articles and published academic works 

Time  Two sets of interviews (in 2001 and 2007) 

 Two sets of surveys (in 2001 and 2007) 

Physical space  Interviews in Jakarta, Bali and Yogyakarta in 2001 

 Interviews in Jakarta and Bali in 2007 

 Survey in Jakarta, Bali, Lombok and Yogyakarta with 

UK visitors in 2001 

 Survey in London, Heathrow airport with UK non-

visitors in 2001 

 Survey in Jakarta and Bali with UK visitors in 2007 

 

Table 5.4 Types of triangulation used by the primary research 
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5.5 Factors impacting upon the research process and their resolution 

 

In general, little attention is paid to understanding the issues and problems 

that different researchers encounter during the creative research process.  

Researchers need to be more open about their experiences in the field 

and how different factors affect the different phases of the research 

process.  

 

A summary of the different issues encountered during the research 

process and how these were solved is shown in table 5.9.  

 

Research 

stages 

Issues  Resolutions 

Sampling Access to relevant, senior 
Indonesian tourism 
industry members was 
restricted by 
„gatekeepers‟ – personal 
assistants, secretaries 
and lower ranking 
officials. 
 

 Contact with a few senior 
members at the tourism 
industry required initial good 
communication with lower-
positioned staff, before 
requests to meet senior 
officials were granted.  

 Requests for an interview with 
a media consultant 
(responsible for the 1997 
Indonesian crisis management) 
were rejected several times by 
the consultant‟s personal 
assistant. The researcher then 
went to Bali to meet other 
senior Bali Tourism Board 
officials and the request for an 
interview with the media 
consultant was granted after 
one of these senior officials 
called the personal assistant. 
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Research 

stages 

Issues  Resolutions 

Sampling Access to visitors in 
Indonesia „pre-the 
Bali bombings‟ 
 
 
 
 
 
 
 
 
 
 
Access to visitors in 
Indonesia “post-the 
Bali bombings” 
 
 
 
 
 
 
 
 
 

 No suitable sampling frame 
existed for the UK visitors. The 
researcher had to personally 
visit many hotels before six 
hotels agreed to participate in 
the survey.  

 The low number of UK visitors 
after the 1997 Indonesian 
crises meant that surveys had 
to be carried out at more 
locations and probability 
sampling was not possible. 

 Requests for survey with UK 
visitors in Bali were rejected by 
many hotels. Eventually, one 
hotel chain agreed to 
participate. The chain is owned 
by one of the Bali tourism 
officials. 

 UK visitor numbers in Bali were 
also considerably lower than 
those from other countries. 
Hence, to gain greater access 
to UK visitors, contact with a 
tour operator dealing primarily 
with UK visitors was made  

Data recording Requests for 
interviews to be 
tape-recorded was 
rejected by some  

 To ensure anonymity and to 
encourage interviews to take 
place, no tape recorder was 
used.  

Data analysis 
techniques 

Mixed methods 
research required 
understanding of a 
greater variety of 
qualitative and 
quantitative data 
analysis strategies 

 Learning different qualitative 
and statistical techniques was 
required. Learning how to use 
different statistical software 
also took place, before the 
appropriate software was 
selected i.e., the use of 
STATISTICA software instead 
of SPSS, because of difficulties 
in data interpretation using 
SPSS. 

Table 5.5 Factors impacting upon the research process and the 

resolutions 
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5.6 Summary of Stages of Primary Research 

STAGE ONE STAGE TWO 

Qualitative research objectives 

 Assess the image of 

Indonesia „pre-the Bali 

bombings‟ 

 Assess the crisis 

management strategies „pre-

the Bali bombings‟ 

 Assess the crisis 

management strategies „pre-

the Bali bombings‟ 

Qualitative research objectives 

 Assess the images of Indonesia 

and Bali „post-the Bali bombings‟ 

 Assess the factors that affect the 

development of Indonesia and 

Bali‟s images „post-the Bali 

bombings‟ 

 Assess the media representation 

of the 2002 and 2005 Bali 

bombings and the media 

management „post-the Bali 

bombings‟ 

 Assess the perceptions of the 

degree of efficiency of the 

management of the 1997 crisis 

and Bali bombings, „post-the Bali 

bombings‟ 

Data collection procedures 

 Conduct a series of in-depth 

interviews with Indonesian 

tourism industry members in 

2001 

Data collection procedures 

 Conduct a series of in-depth 

interviews with Indonesian 

tourism industry members in 

2007 
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 STAGE ONE STAGE TWO 

Quantitative research objectives 

 Assess the perceptions of UK 

visitors and non-visitors of 

Indonesia „pre-the Bali 

bombings‟ 

 Assess the sources of 

information used, perceived 

usefulness and reliability of 

information sources, „pre-the 

Bali bombings‟ 

 Assess the holistic 

impressions of Indonesia „pre-

the Bali bombings‟ 

 Assess the effect of socio-

demographic characteristics 

on the perception of Indonesia 

and usefulness and reliability 

of information sources „pre-the 

Bali bombings‟ 

Quantitative research objectives 

 Assess the perceptions of UK 

visitors of Indonesia and Bali, 

„post-the Bali bombings‟ 

 Assess the sources of information 

used „post-the Bali bombings‟ 

 Assess the holistic impressions of 

Indonesia „post-the Bali bombings‟ 

 Assess the importance of safety, 

impacts of the Bali bombings on 

Indonesia and Bali‟s images, the 

perceived motivations of Bali 

bombings, „post-the Bali bombings‟ 

 Assess the effect of socio-

demographic characteristics on 

Indonesia and Bali‟s images and 

the importance of information 

sources „post the Bali bombings‟ 

Data collection procedures 

 Conduct a questionnaire 

survey with non and actual 

visitors in 2001 

Data collection procedures 

 Conduct a questionnaire survey 

with the UK visitors in 2007 

Table 5.6 Stages of Primary Research  
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5.7 Reflections on research methodologies 

 

In destination image study, the debate between the positivist approach 

and social constructionism approach continues, with each side trying to 

offer arguments for its position. However, Greene (2007); Greene et al. 

(1997) contend that all paradigms are valuable but only offer partial 

worldviews. Denzin and Lincoln (1998) also argue that research is a 

messy and non-linear process and there is no one set of methods that can 

bring total insight. Therefore, this research argues that pragmatism may 

provide a way of gaining greater understanding of a research topic.  

 

Specifically, within the destination image field, there is an ever-increasing 

recognition of the limitations of quantitative methods. Therefore, there is a 

need for a more reflexive image research practice which would involve 

either two options; (1) the greater use of qualitative methods or (2) the use 

of a set of appropriate qualitative and quantitative methods. If the first 

option is selected, there is a need to focus on a set of interpretive methods 

that address the limitations of positivist approaches. However, unlike the 

second option, these methods would be most suitable for those working 

within a social-constructionist paradigm. Choosing this option would also 

invite fewer deliberations on the paradigmatic issues raised by positivist 

and interpretivists/ social constructionists. 

 

If the second option is adopted, there is a need to step out of the debate 

that has separated realists and constructionists. The adoption of this 
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approach encourages a productive search for new and better ways of 

knowledge investigation in the face of paradigmatic differences. Within the 

destination image field, the adoption of pragmatism as the philosophical 

partner for mixed paradigm research would help unite researchers working 

from interdisciplinary and multidisciplinary perspectives. This is particularly 

important as to date there is no unifying destination image framework.  

 

The use of mixed methods by this research not only encourages a 

discussion of what can be gained by adopting a mixed-methods approach 

over the more traditional (quantitative or structured) approach, but also 

whether the paradigmatic issues proposed by positivists and interpretivists 

necessarily conflict in certain image research studies. As noted in section 

5.2., these issues have not been discussed widely in previous destination 

image studies.  
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CHAPTER 6: ANALYSIS OF MIXED METHODS DATA 

 

6.1 Introduction  

 

Parallel mixed data analysis involves two separate processes: Quantitative 

data analysis using statistical techniques and qualitative data analysis 

using thematic analysis related to the relevant narrative data (Teddlie and 

Tashakkori, 2009). Section 6.1 discusses the strategies used in the 

analysis of the interview data results. Section 6.2 discusses the strategies 

used in the analysis of the questionnaire survey results. Section 6.2.1 

provides a review of the statistical techniques used in the analysis of the 

close-ended questions and section 6.2.2 provides a review of the 

technique use in the analysis of the open-ended questions of the 

questionnaire surveys. Section 6.3 provides a summary of this chapter. 

 

6.2 Qualitative data analysis 

 

There is not a standardised approach to the analysis of qualitative data 

(Saunders et al. 2000). Many different qualitative research traditions or 

approaches are used, with the consequence that there are also dissimilar 

strategies to deal with the data collected (Dey, 1993; Miles and Huberman, 
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1994; Tesch, 1990; Robson, 1993). Neuman (1994:411) noted, "in 

general, qualitative data analysis means a search for patterns in data 

recurrent behaviours, objects, or body of knowledge. Once a pattern is 

identified, it is interpreted in terms of social theory, the setting in which it 

occurred."  

 

Saunders et al. (2000:12) propose an overall process of qualitative 

analysis: (1) categorisation which entails data categorisation. The 

research question and objectives will direct the identification of these 

„meaningful‟ categories; (2) the 'unitising' of data which involves attaching 

appropriate units of data to the suitable category or categories. (3) 

Recognising relationships and developing categories which involve the 

researcher searching for key ideas and patterns or relationships in the re-

arranged data. (4) Developing and testing hypotheses to reach 

conclusions.  

 

6.2.1 Grounded theory  

 

Specifically, the primary research used „grounded theory‟ as a means of 

qualitative analysis. Grounded theory has been defined as “theory that 

was derived from data, systematically gathered and analysed through the 

research process” (Strauss and Corbin, 1998: 12).  Grounded theory 

involves the following:  

 

(1) Theoretical sampling - Theoretical sampling “is the process of data 

collection for generating theory whereby the analyst jointly collects, codes, 
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and analyses data and decides what data to collect next and where to find 

the data in order to develop theory as it emerges” (Glaser and Strauss, 

1967:45).  

 

 (2) Coding is the key process in grounded theory, “whereby data are 

broken down into component parts, which are given names” (Bryman and 

Bell, 2007:585). The methods utilised in the primary research were „open-

coding‟ and „axial coding‟. Open coding is “the process of breaking down, 

examining, comparing, conceptualising and categorising data” (Strauss 

and Corbin, 1990: 61). Axial coding is “a set of procedures whereby data 

are put back together in new ways after open coding, by making new 

connections between categories” (Strauss and Corbin, 1990: 96).  

 

(3) Theoretical saturation – This process relates to two stages in grounded 

theory; the coding of data and the collection of data. Glaser and Strauss 

(1967:67) contend that data collection should end when what they refer to 

as "theoretical saturation" is reached. The primary research achieved 

theoretical saturation in two stages; (i) The researcher carried out data 

collection (interviewing and documenting) until successive interviews and 

document collection no longer revealed new or relevant data relating to a 

category, the category is well developed in terms of its properties and 

dimensions and the relationships among categories are well established 

and validated (Strauss and Corbin, 1998); (2) the researcher continued to 

code data until a point is reached where there was no longer a need to 
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review the data to establish to what extent they fit the categories 

developed (Bryman and Bell, 2007). 

 

(4) Constant comparison - This is a feature of grounded theory that was 

prominent in Glaser and Strauss (1967). Bryman and Bell (2007:586) note 

that the researcher constantly compares phenomena being coded under a 

certain category so that a theoretical expansion of that category can start 

to emerge. In the primary research, after the translation of the interview 

notes into English, the notes were read and re-read through. Categories 

were then developed and these were labels for allocating units of meaning 

to the information gathered during the interviews. The identification of 

categories was guided by research questions and objectives, by themes 

that emerged from the data collected, by the actual terms used by 

interviewees and by terms used in existing theory and literature, as 

suggested by Strauss and Corbin (1998) and Saunders et al. (2000).  The 

researcher then sorted constructs by these categories. This involves 

selecting sentences, paragraphs or textual data and attaching them to 

relevant categories.  

 

Clearly, due to the sheer volume of information, not all the notes were 

selected and judgements were made on which units of data to extract that 

best illustrated the ideas that emerged from the analysis. Both typical and 

atypical views were included to demonstrate variations in data in relation 

to different categories. Therefore, a selective process was made, guided 

by the research purpose and which resulted in the reduction and re-
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arrangement of data into a manageable form. The aim was to allow further 

analysis by identifying all of the text associated with a specific research 

question.  

 

6.3 Quantitative data analysis 

 

The close-ended questions in the questionnaire were analysed using 

coding, median analysis and non-parametric tests. The open-ended 

questions were analysed using the „constant comparative‟ technique.  

 

6.3.1 Structured or Close-ended questions  

 

Coding - The computer program STATISTICA version 7.0 was used for 

quantitative data analysis. The package was selected because it provided 

the most comprehensive array of data analysis, data management, data 

visualization, and data mining procedures. Its techniques included the 

widest selection of predictive modelling, clustering, classification, and 

exploratory techniques in one software platform (see Statsoft, 1984-2008).  

 

For close-ended questions, the information was coded i.e. converted into 

numerical codes and organised in a systematic manner. For example, the 

responses to the seven-point semantic differential scales readily lent 

themselves to coding. The questionnaire was laid out for respondent-

completion, so it was made fairly simple by providing columns to be ticked. 

Each of the columns of the response line was numbered, from 1 to 7, so 

the answers were given a numerical code, depending on where the 
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respondent marked the columns. Only one answer was possible so only 

one code was recorded as the answer to this question. The questions to 

the socio-demographic characteristics were also coded according to the 

order of response alternatives in the questionnaire, meaning that the first 

response alternative for the question concerned received code one, the 

second code two and so forth.  

 

Data transformation – In the „pre-the Bali bombings‟ (2001) survey 

questionnaire, the positions of positive and negative poles were consistent 

between the semantic differential scales. All the positive 

statements/features were listed on the left-hand side and all the negative 

features on the right-hand side of the table. The scales ran from 7 to 1. 

The number 7 meant that the respondents strongly agreed with a positive 

statement whilst 1 meant that the respondents strongly disagreed with the 

positive statement (see Appendix A-3).  

 

On the other hand, in the „post-the Bali bombings‟ (2007) questionnaire, 

the position of the poles were varied between the semantic differential 

scales, so that not all the positive features were listed on the left-hand 

side. Since there were more rating-scale questions in the 2007 

questionnaire than in the 2001 questionnaire, there was a greater need to 

prevent the „halo effect‟ (see Appendix A-4). However, a few of these 

rating-scale questions were subsequently excluded from the final 

questionnaire as they were deemed to be impractical in the achievement 

of the research questions (see page 57 for the discussion on this issue). 
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Therefore, to allow a comparison of the „pre-the Bali bombings‟ and „post-

the Bali bombings‟ survey data, the 2007 data was subjected to 

transformation. The process is explained as follows. 

 

Questions one and two under section one of the „post-the Bali bombings‟ 

questionnaire included statements that were not all positive on the left-

hand side of the table (see Appendix A-5). For example, question one 

included statements 3, 8 and 11 (which related to „climate‟, „environment‟ 

and „safety‟) which can be considered negative and were listed on the left-

hand side. On the other hand, statements 1, 2, 4, 5, 6, 7, 9, 10, 12, 13, 14 

and 15 can be considered positive.  

 

Each of the columns of the response line were numbered, from 7 to 1 (see 

table 6.1).  

Statements Responses 

 7 6 5 4 3 2 1 

1 (positive)        

2 (positive)        

3 (negative)        

4 (positive)        

5 (positive)        

6 (positive)        

7 (positive)        

8 (negative)        

9 (positive)        

10 (positive)        

11 (negative)        

12 (positive)        

13 (positive)        

14 (positive)        

15 (positive)        

              
               Table 6.1 Questionnaire format 
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For all the positive statements, a tick in column headed 7 meant that the 

respondents strongly agreed with a positive statement, whilst a tick in 

column headed 1 meant that the respondents strongly disagreed with the 

positive statement. However, for all the negative statements, a tick in 

column headed 7 meant that the respondents strongly agreed with a 

negative statement whilst a tick in column headed 1 meant that 

respondents strongly disagreed with the negative statement. Therefore, 

responses to these negative statements needed to be transformed, to 

ensure consistency in coding (all responses of 7 would mean that 

respondents strongly agreed with a positive statement and responses of 1 

would mean that respondents strongly disagreed with the positive 

statement). The data transformation was also needed to ensure 

comparability of the 2007 data with the 2001 data. The data transformation 

process was as follows: 

 

Actual Responses to negative 
statements 

Converted responses  

1 7 

2 6 

3 5 

4 4 

5 3 

6 2 

7 1 

 
Table 6.2 Data transformation process 

 

The data transformation process was rational because if the response to a 

negative statement was 7 (which meant that a respondent agreed strongly 
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with a negative statement), logically if the statement had been positive, 

then a respondent‟s response would have been 1; 6 would have been 2; 5 

would have been 3 and so forth. Therefore, data needed to be 

transformed using the data transformation rule in table 6.2. Table 6.3a and 

6.3b show the transformation process. 

 

 
Respondent 

Statement 1 
(positive) 

Statement 2 
(positive) 

Statement 3 
(negative) 

A 5 4 2 

B 6 5 6 

C 2 1 1 

D 4 3 5 

E 7 6 7 

 
6.3a Example of actual responses 

 

Respondent Statement 1 
(positive) 

Statement 2 
(positive) 

Statement 3 
(negative) 

A 5 4 2 ~>4 

B 6 5 6 ~>2 

C 2 1 1 ~>7 

D 4 3 5 ~>3 

E 7 6 7 ~>1 

 
6.3b Example of transformed response for statement 3 

 

In the final coding, „7‟ meant that a respondent strongly agreed with a 

positive statement and „1‟ meant that a respondent disagreed strongly with 

a positive statement or in other words, agreed strongly with a negative 

statement. Hence, the consistency of coding for all statements was 

established. The software used for the data transformation process was 

SPSS version 15. 
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Median analysis - This analysis was used to provide descriptive 

explanation of the results. Echtner and Ritchie (1993) provide support for 

the use of descriptive statistics and argue that such scores have a great 

value in absolute terms. In the primary research, the median scores 

provided a simple understanding of the degree of perception held by the 

majority of respondents for a particular attribute.  

 

Hypothesis testing (Non-parametric tests) - There was a lack of normal 

distribution in the primary research data and hence, non-parametric tests 

(Mann Whitney and Kruskal Wallis) rather than parametric tests (t-test) 

were adopted.  

 

Mann Whitney and Kruskal Wallis tests were used in the analysis of 

survey results „pre-the Bali bombings‟, to determine if there were 

statistically significant differences in: 

 Perceptions among visitors and non-visitors of Indonesia‟s tourism 

attributes; 

 Perceptions among visitors and non-visitors of the usefulness and 

reliability of various information sources and 

 Image between social-demographic variables   

 

Mann Whitney and Kruskal Wallis tests were also used in the analysis of 

survey results „post-the Bali bombings‟, to determine if there were 

statistically significant differences in  
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 The perceptions of Indonesia and Bali among visitors;  

 The images between social-demographic variables and 

 The images between visitors „pre-the Bali bombings‟ and „post-the 

Bali bombings‟. 

 

Mann Whitney U test – is a non-parametric test that is used to test the null 

hypothesis that two samples come from the same population (i.e. have the 

same median) or, alternatively, whether observations in one sample tend 

to be larger than observations in the other (Shier, 2004). Two-tailed and 

one-tailed tests can be used. Two-tailed tests are developed when the 

researcher does not know which of the medians is greater than the other. 

However, if sufficient knowledge is available for the researcher to specify 

the population median, the researcher can frame the alternative 

hypothesis as directional. Therefore, for the two-tailed test, the null 

hypothesis for the test is H0: The population medians are equal and the 

non-directional alternative hypothesis is H1: The population medians are 

not equal. For one-tailed test, the null hypothesis for the test is H0: The 

population medians are equal and H1: The population medians from one 

observation are greater than the medians from another observation.   

 

The Mann Whitney test involves the calculation of a statistic usually called 

U, whose distribution under the null hypothesis is known. The test statistic 

is compared with the critical values from the normal distribution. The 

interpretation of the results of Mann-Whitney one-tailed test was as 

follows:   



 165 

 For two-tailed test, when Mann-Whitney test results give z value 

greater than 1.96 (at the 5% significant level), it would give evidence 

to reject the null hypothesis (H0: The population medians are equal). 

For one-tailed test, this is when the z value is equal or less than 1.64 

(at the 5% significant level). Furthermore, the Mann-Whitney U test 

also provided a two-sided p-value. For one-tailed test, the probability 

or p-value would be half of the p-value from the two-tailed test. The 

conclusion that we cannot reject at alpha = 0.05 (at the 5% 

significant level) or can be made when Mann-Whitney test results 

give p<=0.05 (at the 5% significant level), which would give 

evidence to reject the null hypothesis (H0: The population medians 

are equal) and 

 For the statistically significant results, if the calculated z values were 

positive, then the perception of visitors was more positive than that 

of non-visitors or vice versa.   

 

Kruskal-Wallis test – is a one-way analysis-of-variance-by-ranks test (or H 

test) and is used to determine whether three or more independent groups 

are the same or different on some variable of interest when an ordinal 

level of data or an interval or ratio level of data is available (Chan and 

Walmsley, 1997). It is the non-parametric for testing equality of population 

medians for more than two groups.  

 

The test statistic for the Kruskal-Wallis test is H. This value is compared to 

a table of critical values for U based on the sample size of each group. If H 
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exceeds the critical value for H at some significance level (usually 0.05) it 

means that there is evidence to reject the null hypothesis in favour of the 

alternative hypothesis. Alternatively, we can use the p value to deduce 

statistical significance; if the probability p<=0.05 or p<=0.01, the results 

are statistically significant at the 5% or 1% level respectively and we can 

infer that at least one sample median differs from at least one other. The 

results of these tests are shown in Appendix D and the implications of the 

results are shown in section 10.9.3. 

 

6.3.2 Unstructured or open-ended questions 

  

The primary objective for analyzing the open-ended questions is to classify 

and label the various responses used by respondents and then, by means 

of frequency analysis, to determine the holistic and unique images most 

commonly held (Echtner and Ritchie, 1993). The primary research used 

grounded theory (Strauss and Corbin, 1998) and central to this, was the 

development of theory through constant comparative analysis of data 

gained from theoretical sampling (Coyne, 1997). The following procedures 

were followed.  

 

 First, all the responses as provided by the respondents were 

gathered;  

 Second, actual responses where the percentage of same 

responses accounted for a high percentage of the total number of 

responses were shown as specific category;  
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 Third, recurrent responses, which had the same basic meaning, 

were grouped together and a new category was assigned (using 

constant comparison method);  

 Fourth, responses which represented a very small percentage (1-

2%) of the total number of responses and which could not be 

grouped in any other category, were grouped together under the 

category “Others” and  

 Finally, by means of frequency analysis, the frequency of all the 

responses was counted. Each category of responses is presented 

as a form of percentage of the total number of responses. 

Therefore all responses equaled to 100%.  
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6.4 Summary 

 

The primary research conducted two sets of „parallel mixed data 

analyses‟, i.e., analysis of interview and questionnaire survey results in the 

„pre-the Bali bombings‟ stage and „post-the Bali bombings‟ stage.  

 

The primary research used „grounded theory‟ as a means of qualitative 

(interview) analysis (Strauss and Corbin, 1998). This involved (1) 

theoretical sampling, (2) Coding (open-coding, axial coding and selective-

coding), (3) theoretical saturation and (4) constant comparison.  

 

The strategies for the analysis of close-end questions in the questionnaire 

survey included (1) coding – of responses to semantic differential and 

Likert scales, and other close ended questions, (2) Median analysis - to 

provide descriptive explanation of results, (3) Non-parametric tests i.e. 

Mann Whitney and Kruskal Wallis tests for hypotheses testing.  

 

The strategy for the analysis of open-end questions in the questionnaire 

survey was the „constant comparative‟ technique gained from theoretical 

sampling (Coyne, 1997).  
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CHAPTER SEVEN: INTERVIEW RESULTS 

  

7.1 Introduction 

 

This chapter displays the results of the two sets of interviews that were 

undertaken pre-and post-the Bali bombings, with a sample of Indonesian 

tourism industry members. The first set of interviews were conducted in 

June-July 2001 with government tourism officials working at the Ministry of 

Tourism and Culture and travel agents. The second set of interviews were 

conducted in September-October 2007 with government tourism officials 

working at the Ministry of Tourism, Bali Tourism Board officials and a 

media/image consultant. The selection of the interviewees is discussed in 

the research methodology chapter. For the purpose of presentation of 

results, a coding system was utilized. Government officials interviewed in 

the first set of interviews were coded as S1G1, S1G2 etc, and travel 

agents as T1, T2 etc. Government officials interviewed in the second set 

of interviews were coded as S2G1, S2G2 etc, and Bali Tourism Board 

officials as BT1, BT2 etc and the media consultant as IC.  

 

All interview findings were noted by the researcher in Indonesian and 

English, depending on the interviewees' responses to the questions. The 
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interview findings that were noted in Indonesian were then translated into 

English by the researcher. Key themes and patterns of data were 

searched for and analyzed using “grounded theory” (Glaser and Strauss, 

1967). Specifically the “constant comparison” method, which is an aspect 

of “grounded theory” (Glaser, 1978) was used. Word analysis (like 

constant comparison, memoing, and other techniques) can help 

researchers to discover themes in texts (Denzin and Lincoln, 2000:776). 

Headings were guided by the research objectives and questions. Sub-

headings were guided by the relevant themes identified in the texts and 

research questions. Furthermore, both typical and atypical comments 

were presented to reflect the different views held on the issues concerned.  

A detailed discussion of the comments is undertaken in chapter 9. 

 

Section 7.2 presents the results of the first set of interviews which were 

undertaken post-the 1997 Indonesian crisis but pre-the October 2002 and 

2005 Bali bombings. This represents the perspectives of interviewees 

regarding the images of Indonesia after the 1997 Indonesian crises, the 

various factors involved in the image formation and image crisis 

management. Section 7.3 presents the results of the second set of 

interviews undertaken post-the Bali bombings. This represents the 

perspectives of interviewees regarding the images of Indonesia and Bali 

post-the bombings, the image formation factors, the importance of 

security, media issues, crisis management strategies, the effect of 1997 

and Bali crises on Bali‟s tourism and image change since 1997. A copy of 

the interview questionnaires can be found in appendix A.  
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7.2 Results from interviews undertaken ‘pre-the Bali bombings’ 

 

This section presents the results of the interviews with eleven Indonesian 

tourism industry members relating to Indonesia‟s images, the factors 

affecting its images after the 1997 Indonesian crisis, and crisis 

management strategies issues. 

 

7.2.1 Indonesia's images post-the 1997 crises 

 
The main themes identified in the interview findings relating to this issue 

were (1) political and social crises, (2) Bali‟s images, (3) General versus 

Regional images and 4) Actual versus non-visitors‟ images. Typical and 

atypical views are summarized as follows: 

 

Political and social crises 

 

The typical comment was that the political and social crises have resulted 

in Indonesia‟s negative security image, which in turn triggered the 

cancellations and reduction in the number of foreign visitors.  The 

following response summed up the main sentiment.  

T1 said,  

"I remember clearly that following the political changes, many 

overseas agents cancelled several incentive tour programs 

that I offered. One of the reasons was that the social unrest 

and other related events that took place at the time made them 

feel insecure and uncomfortable”. .   
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Bali’s image 

 

There were mixed views on the effect of the 1997 Indonesian crisis on 

Bali‟s image among the Indonesian tourism industry members. The 

majority of travel agents (three) and a minority of government officials 

(two) believed that Bali‟s image remained largely positive.  

 

As T5 said,  

"Bali still operates as normal. In fact, both domestic and foreign 

visitors are more encouraged to come, to take advantage of the 

price reductions after the economic crisis. Safety image has 

never been an issue for them". 

 

In contrast, a minority of travel agents (two) believed that Bali's tourism 

image was also affected by the crisis, particularly during the political 

election.  

 
As T3 noted,  

"There were times that the number of visitors to Bali fell 

dramatically, particularly during the period when demonstrations 

took place following the election of Abdurrahman Wahid as 

Indonesia's President".  
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General versus Regional images 

 

There were also mixed views on whether general or regional images of 

Indonesia existed during the 1997 Indonesian crisis. The majority of travel 

agents (three) believed Indonesia had an overall negative image due to 

exaggerated media reporting. However, Bali was still perceived to be safe. 

 

As T5 stated, 

"Bali has an obvious advantage...its general image is safe and it 

has been considered as a spectacular holiday destination for 

centuries.  For other Indonesian holiday regions, the country 

image persists because of exaggerated media reporting. For 

example, any social unrest that took place in Jakarta immediately 

reduced traffic bound for Yogyakarta.  The majority of visitors 

headed straight to Bali.” 

 

However, two government officials and two travel agents strongly 

believed that an overall negative image existed due to exaggerated or 

unspecific media reporting. Hence, regional images did not exist. 

 

As T3 said,  

“The whole country suffered from a bad image due to 

exaggerated media reports. An insignificant and small event in 

any region easily gave international tourists the perception that 

the whole of Indonesia is affected”. 
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As G6 also argued,  

"Indonesia consists of many islands but potential international 

visitors have no idea of the large geographical location of the 

country. In the eyes of international visitors there is little or no 

difference in image from one to another. This may be attributed 

to limited foreign media portrayal of the country" 

 
As T1 argued, 

“There were many potential foreign visitors who wished to come 

to Indonesia but who cancelled their trips to Bali or one of the 

other islands just because of some isolated minor social unrest 

that took place in other regions being reported out of context." 

 
On the other hand, the majority of government officials (five) and one 

travel agent still strongly believed that Indonesia had distinctive regional 

images as well as a national image. They asserted that each region had 

its own unique image by which it was promoted and known. As S1G3 

noted, regions such as Bali, Yogyakarta and Jakarta have their own 

historical, cultural and traditional images which have not deteriorated 

during the crisis.  

 

In sum, the findings indicated that the majority of travel agents believed 

that apart from Bali, Indonesia‟s image was generally negative. On the 

other hand, the majority of government officials believed that general and 

regional images still existed during the crisis because of past effective 
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promotion. The findings appeared to reflect a somewhat naïve perception 

held by the Indonesian government officials and a certain degree of denial 

on their part, of the effect of the 1997 crisis on Indonesia‟s overall image. 

 

Actual and non-visitors’ images  

 

The common assumption was that the potential visitors held a negative 

security image because of adverse media reporting, whilst actual visitors 

held a more positive security image because they were able to base their 

opinion on what they experienced, as opposed to what was being 

portrayed in the media.  

 

For example, S1G2 said that in general, visitors who have been to 

Indonesia feel that Indonesia is a safe place, while non-visitors generally 

have negative perceptions as they are influenced by what they hear and 

see in foreign audio/visual and printed media.  

 

Similarly, T2 stated,  

“The stereotyped image among non-visitors is predominantly 

negative. The low number of new visitors indicates that they are 

still concerned with the security conditions of the country. 

However visitors were less concerned about safety issues and 

have commented when they arrived in Indonesia that the 

situation is far removed from that portrayed by the media”.  
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Two government officials, S1G3 and S1G4, also revealed possible 

negative perceptions held by actual visitors relating to the level of 

cleanliness, government and public services and the possibility of 

scepticism among potential visitors with regard to the quality of tourism 

products on offer. 

 

As S1G3 affirmed,  

“Some actual visitors have commented that they had 

experienced unpleasant contact with immigration staff, local taxi 

drivers, moneychangers and Import tax officers and also with 

cleanliness. Potential visitors may also have a negative image of 

Indonesia‟s tourism products.”   

 

However, two government officials and two travel agents disagreed with 

the assertion that there was a cleanliness problem. For example, S1G3 

argued that although there was a general perception among actual visitors 

that Indonesia was relatively unclean, this posed little concern to the 

backpackers.  

 

Such an indifferent view appeared to indicate that the government official 

had little motivation to address the issue. The belief that one segment did 

not view such issue as being important neglects the fact that there are 

other market segments that do consider cleanliness as an important issue 

and would take this factor into account when making their travel decisions.  
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Political and social crises  

 The majority of tourism industry members believed that the 

Indonesian political and social crises had caused an overall 

negative security image.  

 
Bali’s perceived image  

 A majority of the travel agents and a minority of government 

officials believed that Bali‟s image was still positive 

 A minority of the travel agents believed that Bali‟s image was 

negative for some time during the political crises 

 
General versus Regional images 

 A majority of the travel agents believed that a negative general 

image of Indonesia existed, however Bali‟s image was still positive 

 A majority of the government officials believed that some positive 

general and regional tourism images of Indonesia still existed 

 A minority of travel agents and government officials believed that 

most of the time, there was an overall negative image due to 

exaggerated and/or unspecific media reporting of security incidents. 

 
Actual versus Potential visitors’ images 

 Security image: The majority of tourism industry members believed 

that potential visitors had a negative image whilst actual visitors 

held a more positive image 

 Service image: One government official believed that potential 

visitors may hold a negative image relating to tourism products 

whilst actual visitors hold a negative image of public services 

 Cost of holiday image: A minority of government officials believed 

that Indonesia is perceived to offer „value for money‟. 

 
 

Table 7.1 A summary of Indonesia’s images as perceived by the 

Indonesian tourism industry members in 2001 (post-the 1997 crisis)  
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Figure 7.1 Indonesia’s 1997 crises and image making process 

 

Source: Adapted from Hall and O‟Sullivan (1996:107) 
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7.2.2 Image formation factors 

 

Interviewees were asked to comment on the different factors that they 

believed had affected the image of Indonesia. A majority of the 

interviewees believed that the media portrayal was the main factor 

influencing image development. Other factors included the WTC attack, 

terrorism, travel warnings, word of mouth, level of promotion, extent of 

joint efforts between the public and private sectors, the Internet and the 

level of local people‟s support for tourism.  

 

Media representation (Foreign) 

 

In the context of the 1997 Indonesian tourism crisis, the majority of 

interviewees believed that the foreign media had exacerbated Indonesia‟s 

negative image. They argued that in relation to the development of the 

image of Indonesia, there may have been a basis in fact but it was the 

nature of the representation by foreign media that had the most influence.  

 

The majority of government officials (four) and a minority of travel agents 

(two) indicated that the effect of repeatedly showing the same news report 

as though it was an ongoing event when reporting a security incident had 

exaggerated a minor problem so that it appeared more serious than it 

actually was. On the other hand, limited reporting of isolated negative 

events had encouraged the perception of insecurity in all regions of 

Indonesia. For example, S1G1 argued that exaggerated and limited 

reporting of incidents in some regions such as Maluku had given the 
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impression that the whole country was unsafe for visitors. S1G1 

maintained that Jakarta was, at this particular period, safe and isolated 

from those incidents, however, some of the foreign media, with their own 

vested interests, played a major role in developing an overall negative 

image of Indonesia.  

 

Four government officials and two travel agents argued that biased 

reporting by foreign media, such as the CNN, of insecurity problems in 

Indonesia, along with the usage of repetitive and outdated images of the 

events, had led to persistent and incorrectly held negative images.  

 

As T5 also argued,  

"CNN still uses pictures and video recordings of past violence 

and demonstrations and broadcast them repeatedly on its 

network. This has resulted in Indonesia's continuing negative 

image."  

 

Another two travel agents stressed that in particular, the 1998 May social 

unrest and racial attacks against the Indonesians of Chinese origin had 

received widespread coverage by the international media and had 

seriously tarnished Indonesia's images.   
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As T2 said, 

"As a consequence of the media coverage of crises, particularly 

of the events in May 1998, the number of foreign visitors, 

particularly from Europe and America has fallen dramatically. 

Tourists stay away as they are apprehensive about what they 

see and hear."  

 

Atypically, one Indonesian tourism industry member believed that in  

some parts of the world Indonesia  suffered no negative images as  

a result of the media broadcast.  

 

As T4 claimed,  

"Some Spanish tourists said that they are not frightened by the 

pictures they see on their television screens as such images are 

familiar. Social unrest and bombings in some parts of Spain are 

commonplace". 

 

However, four tourism industry members (two government officials 

and two travel agents) argued that although the media had played a 

large part in the development of negative images of Indonesia, the 

same media could also be used as a tool for improving image. As 

S1G1 stressed, adverse media coverage of the crises has increased 

awareness of Indonesia albeit in a negative way. However, there was 

also an opportunity to promote positive messages via these media to 

revive Indonesia‟s images.  
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World Trade Centre tragedy  

 

Four tourism industry members believed that the World Trade Centre 

September 2001 tragedy had increased the perceived risks involved in 

international travel.  

 

S1G2 said, 

"Following the crisis, Indonesia could not achieve its target 

visitors for 2001, which was 5.4 million. Only 5.1 million visitors 

came, although compared to the year 2000 there has been an 

increase of 1.77%. There is a perception of insecurity in many 

destinations including Indonesia, after the WTC tragedy".   

 

Interestingly S1G6 argued that although the World Trade Centre tragedy 

had affected international travels, it also provided an opportunity for 

Indonesia to attract visitors from certain countries.  

 

S1G6 noted,  

 

"The WTC tragedy has at the same time provided the opportunity 

to attract visitors to Indonesia from the Middle Eastern countries 

who may now be less welcomed in the US and European 

countries".  
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Terrorism and the religion of Islam  

 

Another government official noted that the terrorism issue had become 

associated with the religion of Islam and this was particularly bad for 

predominantly Muslim countries such as Indonesia.  

 

S1G5 stated,  

"I am afraid that Indonesia would be associated with the image of 

terrorism and may sustain this profile in the international markets. 

This is because Indonesia is a predominantly Muslim country and 

this automatically creates fundamental image problems in 

Indonesian's main tourism markets, which are inhabited mainly 

by Christians. Although statements have been made 

continuously by the US Government that they are against acts of 

terrorism and not Islam, the main markets of Europe are still very 

sensitive about the issues." 

 

However, S1G5 argued that not all predominantly Muslim countries are 

affected by terrorism issues equally. Malaysia, although it is inhabited 

primarily by Muslims, had not been affected by the WTC tragedy 

significantly because it was politically stable. S1G5 noted that there is a 

perception among the international community that different ethnic and 

religious groups in Malaysia can settle peacefully side by side. This view 

highlights the degree of the effect of terrorism on destination image, based 

on the political-social context within which it operates. 
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Public and Private sectors’ joint efforts  

 

Four government officials and two travel agents mentioned that images of 

Indonesia could be developed with co-operation from all sectors such as 

the tourism industry, government, airlines, airports and the general public.   

 

As T2 argued,  

"The development of Image is not the sole responsibility of the 

Ministry of Tourism and Culture but also requires the co-

operation of other sectors. For example, the Defence Ministry to 

maintain security, the government to ensure political stability, the 

public sectors in the development of good communications and 

road infrastructure". 

 

Furthermore, the public and private sectors were believed to be important 

for the improvement of different aspects of holiday experiences such as 

comfort and cleanliness (S1G2); in the improvement of access to 

Indonesia (S1G3); and in the maintenance of security conditions (S1G4).  

 

Word of Mouth  

 

The majority of government officials (five) and two travel agents also 

proposed the importance of word of mouth communication. T2 stressed 

that holiday experiences and advice of friends and families were important 

because they were considered by most visitors as a credible source of 

information.  
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S1G5 also stressed that Word of mouth communication was important in 

the development of positive security images because visitors‟ word-of 

mouth endorsements could help assure their friends and families of the 

relative safety of Indonesia.  

 

The Internet 

 

The Internet was also regarded as another contributory medium in 

Indonesia's image formation. Two interviewees maintained that Indonesia 

was continuously plagued by image problems due to adverse media 

reports on the Internet.  

 

As T4 said, 

"Any report on the Internet about isolated minor events in 

Indonesia greatly disturbed tourists and influenced their 

decisions to visit or remain in the country".  

 

Promotional literature 

 
Four government officials argued that promotional literature could help in 

the development of positive image development during crises and in 

general.  

As S1G1 argued,  

"It has to be recognised that promotions through commercial 

channels are still necessary to feature and highlight the different 

products in Indonesia".  



 186 

However two government officials questioned the effectiveness of 

traditional promotional programs as a way of improving image after a 

crisis. For example, S1G5 argued that the effectiveness of advertising 

through CNN was questionable as the promotional messages would 

always be regarded by the viewers as commercial and less credible. On 

the other hand, the continuous negative reporting of Indonesia by CNN 

would have had more impact on the viewers' perceptions.  

 

The attitude of local people 

 

Two government officials and one travel agent commented that local 

people in some Indonesian holiday regions did not understand the 

significance of tourism and hence their degree of tolerance or friendliness 

towards foreign visitors may vary from region to region. This may have 

affected the images of foreign tourists of Indonesia.   

 

G2 summed up the sentiment,  

"Tourism not only impacts the major tourism center but also 

affects regional and local community levels. The Ministry of 

Tourism and Culture and the Indonesian Promotion Board have 

important roles to play in educating the general community about 

the importance of tourism and its impact on Indonesia's 

economy."   
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Travel warnings 

 

Two government officials believed that the travel warnings issued by 

different countries also had an effect on the perception of security of those 

travelling to Indonesia.  

 

As S1G6 argued,  

“All countries have obligations to protect their citizens' safety 

abroad. It is a political decision but such travel warnings do have 

an important impact on tourists' travel decision”.  
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Figure 7.2 A summary of factors affecting Indonesia’s images as 

perceived by Indonesian tourism industry members in 2001 

 

FACTORS WHICH INFLUENCE THE FORMATION OF 
INDONESIA’S NEGATIVE IMAGE 

 

 Media (exaggeration, unspecific, biased reporting and 
over-emphasised reporting of a particular event) 

 Terrorism issues (World Trade Centre tragedy 9/11, the 
religion of Islam) 

 Travel warnings by various governments 

 

 

IMAGE OF INDONESIA 

FACTORS WHICH CAN POSITIVELY INFLUENCE THE 
FORMATION OF INDONESIA’S IMAGE 

 

 Using the same media to offer realistic, up-to date 
information on the crisis situation 

 Co-operation between the public and private sectors 

 Encourage positive Word of Mouth 

 Promotional activities 

 Education for local people to encourage their greater 
support for tourism  

 Improve visitors‟ holiday experiences  

 Improve accessibility of travelling for potential visitors 
 



 189 

7.2.3 Crisis management strategies and their effectiveness 

 

Tourism industry members were asked about the crisis management 

strategies they adopted in the management of the 1997 Indonesian crises 

and their perceived effectiveness. 

 

7.2.3.1 Crisis management strategies 

 

The six main strategies that were adopted by the Indonesian tourism 

industry members were as follows: 

 

Participation in travel marts 

 

The majority of tourism industry members indicated that participation in 

various travel marts was one of the most important crisis management 

strategies. All government officials and the majority of travel agents 

confirmed that Indonesia has participated regularly in ITB (Internationale 

Tourismus Bourse) in Berlin, the PATA (Pacific Asia Travel Association), 

WTM (World Travel Mart) in London, ATF (Asian Travel Fair) and Annual 

Conferences in various countries.  

 

Promotional literature 

 

Six government officials and two travel agents stated that a continuous 

marketing presence was maintained during the crisis period. They added 
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that advertising through CNN, BBC and other foreign television networks 

was also needed for the development of positive images in the long-term.  

 

As S1G6 asserted,  

“Promotional literature remained an important source of 

promoting the country. For example brochures were used to 

feature and highlight the different tourism products, attractions 

and cultural traditions available in Indonesia. Promotional 

material is still a necessary source of information for visitors."  

 

Familiarization trips 

 

Two government officials and two travel agents asserted the importance of 

familiarization tours, which involved inviting international travel writers and 

media representatives to Indonesia to encourage them to provide a more 

realistic representation of the country. 

 
As S1G1 noted,  

"Seeing is believing. There is a need for more familiarization 

tours, inviting foreign media representatives to see Indonesia and 

voice their opinion abroad. The use of a third party is necessary.” 

 
S1G3 also asserted, 

“I believe that the familiarization tour is a more cost-effective 

promotional media to promote the country since they utilize fewer 

resources."  
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Indonesian staff based abroad 

 

Two government officials mentioned the use of experts based abroad such 

as existing staff working at Indonesian governmental and tourist 

organizations.  

 
As S1G2 said,   

"There is an alternative strategy…we have used and should 

continue to use existing staff based abroad, such as those at the 

Indonesian Embassies, who could act as information providers 

about Indonesia, particularly to potential visitors".  

 

As S1G1 also said,  

"Diplomats and Indonesian travel representatives are used to 

help promote the country abroad. This may be regarded as an 

'optimization strategy' and is currently undertaken because of its 

effective contribution to positive promotion".  

 

Media Centre 

 

Two government officials argued the importance of the role of a dedicated 

media centre in order to ensure a more balanced, realistic and up-to-date 

information about Indonesia‟s security condition. 
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As S1G1 argued, 

"The media centre was important because it provided essential 

warnings to potential tourists of any problems in specific parts of 

Indonesia and  in general, it also provided realistic and accurate 

information regarding the conditions of Indonesia. For example, 

hazes could threaten Indonesia at some time in the future, 

stemming from forest fires due to hot weather. This information 

should be ready at hand for potential visitors."  

 

Other strategies 

 

Two interviewees supported the use of the Internet and greater co-

operation with travel agents, tour operators, and international airlines.  

 
As S1G3 said,  

"The use of the Internet and tour planners such as Thomson or 

Airtours, for example in the UK represents a form of effective 

promotional media.  

 

7.2.3.2 The effectiveness of different crisis management strategies 

 

Tourism industry members were asked about the effectiveness of the 

crisis management strategies they used in the management of the 1997 

crisis. 
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Aggressive promotion versus subtle promotion 

 

The majority of government officials (five) and two travel agents argued 

the effectiveness of aggressive advertising.  

 

As T5 said,  

"Advertising by Thailand and Malaysia through CNN has been 

effective and Indonesia has also undertaken such promotion but 

it should be more aggressive".  

 
In contrast, three government officials argued that the effectiveness of 

aggressive advertising or promotion was questionable. This was because 

any form of promotion will always be regarded by the viewers as non-

credible, whilst negative reporting by a perceived independent media 

would have greater impact on viewers' perceptions. Furthermore, two 

government officials argued that the better strategy would have been to 

concentrate on the development of better products, improving facilities and 

the level of services. 

 

Internationally-based Indonesian staff 

 

Two government officials mentioned the effectiveness of an 'optimization 

strategy' during and after crisis periods. S1G1 and S1G2 noted that this 

strategy involved the use of internationally-based staff such as Indonesian 

diplomats, embassy staff and travel representatives to help promote 

Indonesia to potential visitors abroad. 
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Familiarization trips (FAM) 
 
 

Two government officials and two travel agents believed that 

familiarization tours were a cost-effective means of promoting positive 

image. FAM tours were believed to help convey a more realistic image 

of Indonesia by encouraging travel writers and media representatives 

to write articles that encouraged visits to Indonesia. However, two 

industry members were apprehensive of the effectiveness of using 

such a strategy. They believed that only selective familiarization tours 

using sympathetic, well-known writers and media representatives 

would produce effective results.  

 

As S1G1 argued,  

“It is important to recognize that the familiarization tour is only 

effective if it has the cooperation of media and travel writers 

abroad." 

 

Travel intermediaries 

 
One travel agent argued that co-operation with travel intermediaries 

during and post the crisis period was important. T2 commented that 

travel agents and tour operators had been effective in convincing 

potential customers about particular Indonesian destinations. T2 

stressed that the Indonesian Tourism Ministry should arrange for more 

joint efforts with travel operatives because these had been proven 

successful.  
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7.2.3.3 Factors affecting the effectiveness of promotional 

strategies  

 

Six factors were perceived as affecting the effectiveness of the strategies 

used. These were; inadequate resources, poor commitment; high levels of 

bureaucracy, lack of prioritization, political instability, and incorrect 

promotional strategy. 

 

Half of the government officials interviewed (three) voiced concerns about 

their ability to undertake meaningful promotional activities because of 

limited resources. 

 
As S1G1 said, 

"We have established a media centre, but this is not functioning 

as well as we expected. The Indonesian Tourism Promotion 

Board (ITPB)'s budget is very limited. This has resulted in the 

closure of ITBs in many major markets such as in London, 

Frankfurt, Tokyo and Singapore.”  

 

As S1G4 also noted,   

"With such a low budget, it has been almost impossible to 

undertake any meaningful promotional campaigns in recent 

years which makes it very difficult to compete with neighbouring 

countries such as Malaysia, Singapore and Thailand".   
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On the other hand the majority of travel agents (three) did not believe that 

there was a lack of budget and simply believed that the Ministry had not 

been concerned enough to promote Indonesia aggressively. Three travel 

agents asserted that there was a high level of bureaucracy and a lack of 

commitment by government officials, and the Indonesian tourism ministry 

was slow to initiate and implement promotional activities  

 
As T5 stated,  

"I do not think that there have been sufficient promotional efforts 

by central government. Bali has little confidence in the efficiency 

of the Ministry's promotional efforts for Bali and realized that it 

needs to develop and implement its own programs to promote 

Bali abroad". 

 

T3 also said,  

"I need to stress that there should be more commitment on the 

part of the Ministry of Tourism and Culture and the Indonesian 

Promotion Board to promote Indonesia as a safe destination. 

They are not currently committed enough".  

 

However, two government officials did not agree with the view held by the 

majority of travel agents that there was a lack of concern for the situation. 

They argued that there were difficulties with budget allocation and 

prioritisation associated with Indonesia‟s large geographical region and 

heterogeneity of cultures.   
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As S1G3 argued, Indonesia‟s large geographical region and heterogeneity 

of cultures meant that there were difficulties when deciding how resources 

should be allocated and which tourism products should be focused on. 

Three government officials argued that the political instability had rendered 

promotional activities ineffective. 

 
As S1G4 asserted,  

"Indonesia is less competitive as a tourism destination compared 

to neighbouring countries because of the political crises. Hence, 

the country's recovery growth is slower because of political 

factors".  

 

Furthermore, T3 and T5 stressed that the promotional campaign that 

aimed to raise the image of Indonesia as a whole was „ineffective". They 

argued that more emphasis should have been placed on the promotion of 

individual regions that were still "sellable" initially and after those, on other 

holiday regions that were less popular.  

 
As T3 said,  

“The prospect of attracting foreign visitors to other Indonesian 

regions is increased by promoting Bali foremost”.  

 

Whilst one travel agent, T4 argued that promotional media had not been 

effective in promoting all parts of Indonesia in the past, except in Bali.  
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DIFFERENCES IN PERCEIVED EFFECTIVENESS 
OF CRISIS MANAGEMENT STRATEGIES 

  

 Familiarisation trips (FAM) 

 Aggressive promotion 
 
CRISIS MANAGEMENT STRATEGIES 
IMPLEMENTED AND PERCEIVED AS 
EFFECTIVE  
 

 “Optimisation strategy” 

 Travel intermediaries 
 

CONSTRAINTS THAT AFFECT THE CRISIS MANAGEMENT 
STRATEGIES IMPLEMENTED 

 

 Lack of budget 

 Lack of commitment 

 High level of bureaucracy 

 Lack of prioritisation 

 Difficulty in budget allocation 

 Political instability 

 “Incorrect” promotional strategy 

MAIN CRISIS MANAGEMENT STRATEGIES 
 

 Participation in conferences, travel exhibitions and marts 

 Promotion 

 Familiarisation trips (FAM) 

 “Optimisation strategy” 

 Media or Crisis centre 

 Travel intermediaries 
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Figure 7.3 A summary of crisis management strategies, their 

effectiveness and constraints as perceived by Indonesian tourism 

industry members in 2001 

7.3 Results from interviews undertaken post-the 2002 and 2005 

Bali bombings 

 

This section presents the results of interviews with a total of twelve 

Indonesian-based tourism industry members, „post-the Bali bombings‟ 

relating to Indonesia‟s image, factors affecting its image and crisis 

management strategies adopted in the management of the bombings.. 

 

7.3.1 Indonesia's images post-the 2002 and 2005 Bali bombings 

 

The interviewees were asked to provide their opinions relating to 

Indonesia and Bali‟s images, actual versus non-visitors‟ images, general 

versus regional images and Bali‟s identity within Indonesia. 

 

Indonesia’s image since 1997 

 

Initially, the interviewees were asked for their views on how images of 

Indonesia had changed since 1997. The majority of tourism industry 

members believed that Indonesia's image had not improved since 1997.  

 

Four tourism industry members argued that Indonesia‟s image still 

suffered from the effects of Indonesia‟s 1997 crises and the Bali 

bombings. S2G6 noted that the financial, political and social crises 

resulted in turbulence in the country and the terrorist attacks had also hit 
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Indonesia‟s tourism industry hard. Indonesia was perceived to be unsafe 

since these events. 

S2G1 similarly claimed, 

"The 1997 crisis in Indonesia was multidimensional - The 

economic crisis, which was followed by the fall in the New Order 

Regime and the social crisis have been given great exposure by 

world media. This has transformed the image of Indonesia from a 

safe and peaceful country previously, to an insecure one 

currently.  The Bali bombings have added to the already negative 

images of insecurity." 

 

Two industry members argued that, particularly after the Bali 

bombings, Indonesia also suffered from terrorism images.  

 
As S2G2 

“After the bombings, there are obvious negative security images. 

There are also images of terrorism and this may be associated 

with the Islamic faith. Indonesia may be seen as a fertile ground 

for terrorism movements.” 

 
Four industry members commented that the current image of 

Indonesia was also affected by other crises such as the Tsunami, 

earthquake and Avian flu.  

 
As maintained by S2G5,  



 201 

"There are ongoing image crises. Since 1997, Indonesia was 

affected by political, financial, social crises, Bali bombings, 

Tsunami, earthquakes and Avian Flu”.  

BT4 also said,  

"Since 1997, Indonesia has mixtures of positive and negative 

images. It is perceived to be in the Ring of Fire, with many 

natural disasters such as the Tsunami. There was also the Bali 

bombings and the Avian Flu. There may still be some 

misperception of the security condition, terrorism and fanaticism 

in Indonesia.” 

 

However, four industry members had a more positive view of the image of 

Indonesia. They argued that Indonesia's image was not wholly negative 

since the 1997 political transformation. The following comment summed 

up the positive view. 

 

As BT1 affirmed,  

"The 1997 crisis has caused bad images abroad, but it has also 

brought about the transition of Indonesia into a more democratic 

country, with some presidential changes and hence, Indonesia's 

images gain greater credibility in the world. President 

George.W.Bush Jnr and the prime minister of Australia, John 

Howard, have visited Indonesia and their visits have encouraged 

better perception of Indonesia within the international 

community." 
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The difference in the images of Indonesia and Bali since 1997 

 

The majority of Bali Tourism Board officials argued that even after the 

1997 Indonesian crises and the Bali bombings, Indonesia and Bali‟s 

images were different in two main ways: Indonesia was perceived as 

unsafe whilst Bali was seen as safe; and Indonesia had a terrorism 

image whilst Bali was seen as a terrorism victim 

 
The majority of Bali tourism officials believed that Indonesia was 

perceived as unsafe whilst Bali was perceived as safe 

 

As argued by BT1, 

"Images of Indonesia and Bali are different during and post-the 

1997 crises. The security image of Indonesia was predominantly 

negative after 1997, but Bali was still seen as a safe and cheap 

place to visit after the financial crisis. In fact, there has been an 

increase in number of people into Bali. Bali‟s image is different 

from other regions in Indonesia. It has been well known since 

the1930s and its beautiful images still remain in the minds of 

visitors, even in the aftermath of the Bali bombings”.  

 

They also argued that Indonesia was perceived as a terrorist country 

whilst Bali was seen as a victim of terrorism acts 
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As BT3 maintained,  

“After the Bali bombings, in my opinion, there is a clear image of 

Indonesia- a country where terrorists can walk free. Singapore 

had intelligence prior to the 2002 Bali bombings that terrorists will 

attack some parts of Asia; the target is clearly where non-

Muslims congregate in Jakarta and Bali. Indonesia has ignored 

this information and therefore may have an image that is non-

credible. As for Bali, many would think that it has been an 

unfortunate target of terrorists. Everybody understands that this 

is not the work of Balinese.”  

 

This view indicates that possibly because the image of Bali has been 

stable and well-known for a long time, it did not change easily. However, 

the image of Indonesia was less developed and therefore was more 

susceptible to change in the event of a crisis. 

 

General versus Regional images 

 

Interviewees were then asked about Indonesia‟s general and regional 

images (as these themes were identified by the industry members in the 

first set of interviews when asked about their view on Indonesia‟s image).   
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All government officials, the majority of Bali Tourism Board officials and 

the media consultant agreed that Indonesia possessed both national and 

regional images and both images have been promoted.  

 
As asserted by S2G4,  

"Indonesia has a national image as well as regional images. We 

periodically promote national images such as 'Indonesia all its 

own', 'Indonesia: Just A Smile Away', and 'Indonesia Ultimate In 

Diversity'. In addition, each region has its own authority to 

develop its own image and which also supports the overall 

national brand. Each region continuously builds its image, based 

on the uniqueness of its tourism products”.  

 
However, the majority of Bali Tourism Board officials (four) argued that 

Bali is particularly different from the rest of the Indonesia because of its 

Hindu religion and its special characteristics. 

 

As BT1 said,  

"Indonesia has regional images. Regional images are influenced 

by the religion held by the majority of people in each region. For 

example, Danau Toba may be known as a Christian island and 

Ambon is dominated by both Christians and Muslims. However, 

Bali has a particularly unique image because it is a Hindu Island 

with special characteristics." 
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One Bali tourism official even argued strongly that Bali should be 

treated separately from the rest of the country because of its Hindu 

religion.  

 

As BT3 argued, 

“I have to say that the Indonesian government have attempted to 

aggressively promote Bali as only a small part of Indonesia. For 

example, by building a big mosque near the Bali airport. If you 

land in Bali Ngurah Rai Airport, you will get a mixed image - this 

is not a Hindu island. I do not think this is right, as the majority of 

Balinese are Hindu.” 

 

Actual versus non-visitors’ image 

 

The interviews findings revealed that there were perceived differences in 

actual and non-visitors‟ security image.                                                                                                                                                                            

 

The majority of industry members (seven) indicated that non-visitors 

generally held a negative image relating to security, but actual visitors, 

especially the repeat visitors held a more positive image.  

 
As S2G5 said,  

"In general, the images of non-visitors are negative. However, 

actual visitors' images, particularly those of repeat visitors are 

very good. Actual visitors know that Indonesia is safe. The lack of 
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positive images among potential visitors is due to our inability to 

communicate to them".  

 

 

 

 

S1G6 also said,  

"Generally speaking, Indonesia is still viewed as unsafe to visit. 

For example, the Australian Prime Minister made a statement 

recently about the threat of terrorism in Indonesia as still being 

serious. This will affect the perception of security among potential 

visitors. Conversely actual visitors see no security problem." 

 
However, five industry members argued that the images of actual and 

non-visitors were ultimately dependent on their country of origin.  

 

Three interviewees affirmed that the Japanese tourists were the most 

cautious, whilst the Russian tourists were the most resilient.  

 

As summed up by BT3, 

"The Japanese tourists are most fearful of visiting Indonesia. 

However, the Russians are not bothered. Russia represents a 

new potential market, with people who are interested in exotic 

places such as Bali."  
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Three interviewees held different views regarding the resilience of 

Australian nationals, as can be seen in the following comments.  

 
As BT4 said,  

"After the bombing, it is difficult to convince tourists from 

Australia to come to visit Bali."  

 
However, S1G4 claimed,  

"The Australians who treated Indonesia as their second home 

generally make repeat visits and have positive images of 

Indonesia." 

 
On the other hand, IC argued,  

"The images of Indonesia depend on the market. Australia has a 

love/ hate relationship with Indonesia. All stems from the 1975 

killing of five Australians in East Timor. They have never forgiven 

Indonesia since. If anything happens, they will make stories up." 

 

Another three interviewees also voiced their different opinions 

regarding the resilience of European visitors. S2G4 noted that the 

potential visitors from Eastern Europe and Germany were not 

threatened by the crisis in Indonesia, as evidenced by the 165 percent 

increase in the number of European tourists. BT3 noted that the 

Europeans believed that they should not allow the terrorists to win and 

they did not want to appear fearful.  
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However, two other tourism industry members claimed that images 

among potential European visitors were negative. As BT1 claimed, 

European visitors had security fears about travelling to Indonesia and 

Bali not only after the Bali bombings but also after the 9/11 World 

Trade Centre attack. 

 

Three interviewees voiced different opinions regarding the attitudes of 

potential visitors of Chinese origin. BT1 claimed that the general 

images of actual and non-visitors from Taiwan were strong and they 

were not easily affected by the crises. S2G4 affirmed that the 

Singaporeans and Chinese who treated Indonesia as their second 

home generally made repeat visits and held positive images.  

 

However, the media image consultant, IC argued that the images of 

tourists of Chinese origin varied, depending on their countries. 

 
As IC expressed, 

 

"Singapore media is very capable of taking advantage of any 

misfortune in Indonesia. In Hong Kong, there is an image that 

Indonesians are anti Chinese. In some countries, there may be 

no emotional attachment to what happened in Indonesia at all. 

Hence, the images held by non-visitors of Chinese origin are 

varied."  
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The varied views among tourism industry members not only revealed 

the possibility of different perceptions held by nationals of different 

countries, but also the different perceptions held by individuals from 

the same country of origin. This issue needs to be researched further, 

as noted by one industry member S1G4. 

 

 

Balinese identity within Indonesia  

 

Interviewees were then asked about the Balinese identity within the 

Indonesian nation state after the Bali bombings. The main themes that 

emerged were: Bali is an icon of Indonesia; Bali‟s image is linked 

strongly to Indonesia‟s pre-the Bali bombings; Bali‟s image is linked 

strongly to Indonesia‟s post-the Bali bombings; Bali and Indonesia‟s 

images are still different; Bali‟s image is dependent on tourists. 

 

All industry members believed that Bali was an icon of Indonesia. They 

argued that any event in Bali has a potential impact on the rest of 

Indonesia; however they did not comment that any event in Indonesia 

had a potential impact on Bali.  

 
As argued by S2G1,  

"Bali is a symbol of tourism of Indonesia within the international 

market. Anything negative that takes place in Bali affects 

Indonesia.”  

 
S2G6 commented similarly,  
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"From the tourism perspective, Bali is the capital of Indonesia. 

Bali is the heart and the icon of Indonesia's tourism. Anything 

negative that affects Bali, will affect Indonesia's tourism and 

images."  

 
Five government officials stressed that the identity of Bali has always 

been strongly linked to Indonesia, even before the Bali bombings.  

As S2G1 argued, 

“Bali's identity within the Indonesian nation has always been 

strong. Anything that takes place in Bali affects Indonesia." 

 

However, all Bali Tourism Board officials and one government official 

stressed that the image association between Bali and Indonesia was 

stronger after the bombings.  

 

As emphasised by S2G2, 

"Bali has always been Indonesia's most popular destination. 

However, the identity of Bali is more linked to Indonesia after the 

Bali bombings. Since then, both electronic and print media tend 

to explain the geographical position of Bali within the Indonesian 

context." 

 
BT4 also said,  

"Bali was regarded as an independent island before. After the 

1997 crises, Bali's image was still not associated with Indonesia's 
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image. After 9/11 and the Bali bombings, Bali became more 

known as a part of Indonesia."  

 

Furthermore, all Bali tourism officials argued that since there was much 

more association between Bali and Indonesia‟s images after the 

widespread coverage of the Bali bombings, any event in other parts of 

Indonesia had an influence on Bali. Nevertheless, the majority of Bali 

Tourism Board officials and some government officials still believed 

that Bali was different in terms of its characteristics from the rest of 

Indonesia, in particular with regard to culture and religion. Two 

interviewees mentioned that Bali was only likened to Indonesia in 

political terms. 

 
As S2G2 said,  

"Many knowledgeable individuals abroad understand that Bali is 

only a part of Indonesia from the political and administrative 

points of view or for such purposes. From the tourism point of 

view, the identity of Bali is still exclusive and the image is very 

unique because of its religion and culture.” 

 

However, IC argued that the identity of Bali is dependent on who sees 

it.   

 

As IC said, 
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“The identity of Bali within Indonesia depends on who sees it; 

some see Bali as a victim of Indonesian Islamic terrorists. Others 

think that the whole of Indonesia has been targeted by terrorists.” 

 

The interview findings revealed that all tourism industry members 

believed that Bali is an Indonesian icon. Despite this, there was a belief 

that Bali still holds a unique position. After the Bali bombings, Bali was 

perceived to be more clearly associated with Indonesia. The findings 

revealed the complex identity of Bali. 

Indonesia’s image since 1997  

Majority believed that: 

 There was negative image particularly since the 1997 crises and 

the 2002 and 2005 Bali bombings 

Minority believed that: 

 There was a negative image as a result of ongoing crises since 

1997. 

 There was a terrorism image as a result of the Bali bombings. 

 There was a positive image since the 1997 political transformation. 

 
Perceived differences in image of Indonesia and Bali since 1997 

Majority of Bali Tourism Board officials argued 

 Indonesia is perceived as „unsafe‟ whilst Bali is still perceived as 

„safe‟. 

 Indonesia is seen as a „terrorist country‟ whilst Bali, as a „victim of 

terrorism‟. 

 
General versus Regional stereotypical images 

 All agreed that Indonesia and Bali sustained a negative image in 

the short-term. 

 Majority believed that positive general and regional tourism images 
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still existed. 

 Majority of Bali tourism officials argued that Bali has an especially 

unique image based on its religion and culture. 

 
Actual versus potential visitors’ stereotypical images  

 Majority believed that potential visitor‟s image may be negative 

whilst actual and repeat visitors‟ image may be more positive. 

 Minority argued that security image ultimately depends on country 

of origin. 

 
 
 
Bali’s identity within Indonesia is complex, at times contradictory 

 Bali is an icon – Any event in Bali has a potential impact on 

Indonesia but not vice versa. 

 Bali‟s and Indonesia‟s image association was strongly linked, 

before the Bali bombings. 

 Bali‟s image was more strongly linked to that of Indonesia, after the 

Bali bombings 

 Any event in the rest of Indonesia has a potential impact on Bali 

today. 

 Bali‟s identity within Indonesia will be dependent on the eyes of 

travellers. 

 

Table 7.2 Mixed perceptions of the image of Indonesia, ‘post-the Bali 

bombings’ 

 

7.3.2 Safety and security issues 

 

Industry members were asked to comment on the importance of security 

image to international travellers, the impact of the Bali bombings on 
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Indonesia and Bali‟s images, the motivation behind the Bali bombings and 

the level of terrorism threat in Indonesia. 

 

7.3.2.1 The importance of security images to international travellers 

 
All interviewees agreed that security image was important to international 

travellers. Five government officials and one Bali tourism official added 

that safety or security images were more important today, following the 

increased threat of terrorism attacks.  

 

As expressed by S2G6,  

"Security image has a significant impact and does make a 

difference to tourist's perception of which place to visit. This issue 

of image security is given greater attention and there is a new 

sense of urgency to deal with security images in these recent 

years, following terrorist attacks in Indonesia. Indeed, security 

concern has increased considerably."  

 
Although the majority of Bali Tourism officials mentioned that travellers will 

always be cautious, they also believed that travellers have grown 

accustomed to terrorism events. Hence, they had become more resilient. 

 
As BT4 said,  

"Tourists would always be concerned with the terrorism threat, 

but they will not be deterred from travelling as terrorism can take 

place anywhere, anytime." 
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BT2 also argued,  

"People are realistic. Terrorist bombing is a global phenomenon. 

They may be used to hearing about terrorism. It is a case of 

being in the wrong place, at the wrong time.”  

 
BT2 continued,  

“So although people may be cautious, they know that they cannot 

say what will happen when they travel, just as when they will fall 

ill."  

The common view was that security was increasingly important following 

increased threats and acts of terrorism, however, travellers had also 

become more resilient as they became more accustomed to terrorism 

events.  

 

However, IC argued that although security image was important, the 

reality of security within a destination was more important than the security 

image. Furthermore, S1G1 stated that safety image was multi-dimensional 

in nature; it was not only safety from terrorism, but also from diseases, 

natural disasters, war and etc. S1G1 argued that the most important 

security concern for visitors before travelling was safety from war, as other 

safety issues were relative and very difficult to predict.  

 

 Security image is increasingly important, following increased 

threats and acts of terrorism, however, travellers have also 

become more resilient as they become more accustomed to 
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terrorism reporting 

 Safety or security condition is more important than safety 

image 

 Safety image is multi-dimensional: safety from terrorism, war, 

diseases, natural disasters 

 

Table 7.3 The importance of safety image to international travellers, 

as perceived by tourism industry members in 2007. 

 

 

 

7.3.2.2 The perceived impact of the Bali bombings on Indonesia’s 

image 

 

Tourism industry members were asked about the impact of the 2002 Bali 

bombings on Indonesia‟s image. Five Bali tourism officials, one 

government official and the media consultant stated that the 2002 

bombings resulted in Indonesia's negative security image.  

 

As indicated by IC,  

"The 2002 bombing's effect on Indonesia's image was extremely 

negative. Indonesia has the image that it is a dangerous 

destination to visit. Indonesia is extremely arrogant of the West 

and believes that the Western countries perpetuate the bombing 

image. 200 people in Bali should not have been killed. Indonesia 

has been extremely inefficient in handling the image problem."  
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Another four tourism industry members argued that the 2002 bombings 

had specifically caused Indonesia to be perceived as a country that 

provided a base for terrorism movements. For example, S2G1 noted that 

because the perpetrators that were caught were Indonesians who were 

trained in terrorism abroad, this had caused Indonesia‟s terrorism image.  

 
BT2 also noted, 

“The images of Muslim extremists may be frightening for some 

people. There is a fear of fanaticism and terrorism in Indonesia." 

 

However, one tourism industry member, S2G2, stressed that because the 

Indonesian authorities were quick to catch the perpetrators, Indonesia was 

also seen as being serious in dealing with terrorism. This caused 

Indonesia‟s image not to be wholly negative. 

 

The interviewees were then asked about the effect of the 2005 Bali 

bombings on Indonesia‟s image. A considerable perceptual gap was 

documented in the perceptions of the tourism industry members: the 

majority believed that the negative image sustained by Indonesia was 

short-lived whilst the minority believed that the negative image would be 

sustained in the long-term.  

 

Six industry members argued that the negative image caused by the 

second bombings was short-lived. Of the six members, five believed that 
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Indonesia was seen as a terrorism victim and had received significant 

international support. 

 

As argued by BT2,  

"Terrorism can affect anywhere, anytime and anybody can be a 

victim. The world is aware of the terrorism threat and it has 

become a universal need and desire to free the world of 

terrorism. Therefore there is great solidarity." 

 

Two government officials mentioned that the Indonesian authorities were 

able to capture the perpetrators quickly and this had resulted in a positive 

image.  

 

As S1G1 said,  

"The 2005 Bali bombing resulted in the perception that Indonesia 

was not serious about its security. But this perception was short-

lived because the Indonesian security forces were able to 

capture and execute the perpetrators.”  

 

Another government official, S2G5 believed that Indonesia‟s image was 

more negatively affected by other issues such as the flooding, Tsunami 

and Avian Flu. In contrast, a minority of tourism industry members (two) 

stressed that the 2005 Bali bombings had a long-term negative effect on 

Indonesia's image because it had now become more difficult for 

Indonesia's tourism and its images to recover.  
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As S1G6 maintained,  

"Indonesia's tourism suffers greater from the second Bali 

bombing than from the first one. Prior to the second bombing, 

there were already signs of positive growth in tourist arrivals. 

After the 2005 bombings, it became more difficult for Indonesia's 

tourism and its images to recover. Certainly it would be some 

time before the Indonesia images recover and tourism become 

profitable again." 

Similarly BT3 noted,  

"As for the image of Indonesia, it is my opinion that it may be less 

favourable and untrustworthy now. Abu Bakar Bashir was 

released from jail and it was the Indonesians who went to Bali 

who committed the terrorist acts. The effect of the 2005 

bombings on Indonesia's image was more negative and far-

reaching. People will wonder what will happen next...if it can 

happen twice, it can happen again. Some people may feel that 

the target has been declared by the terrorists... the Westerners. It 

may take some time for Indonesia's image to recover." 

 

However, three industry members stated that there should be further 

research on the impact of the Bali bombings on Indonesia‟s images in the 

long-term.  

 

7.3.2.3 The perceived impact of the Bali bombings on Bali’s image 
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Tourism industry members were then asked about the impact of the Bali 

bombings on Bali‟s image. The findings revealed a consensus; all 

interviewees agreed that the image of Bali was affected by the 2002 

bombings in the short-term. However, the majority (ten) believed Bali‟s 

image had improved. 

 

Two industry members believed that Bali‟s image had recovered because 

of an effective recovery program.  

As S2G3 claimed,  

"The 2002 bombing has resulted in a negative impact on Bali's 

image in the short-term. However, with a successful Bali 

recovery program, Bali's tourism image recovered quickly." 

 

Another two industry members stressed that Bali had received 

significant international solidarity from the world.  

 

As S2G1 indicated, 

“The 2002 tragic event generated international sympathy for Bali. 

This is because it is perceived as a victim of terrorism, especially 

after the 9/11 World Trade Centre incident in the US. 

 

Two industry members stressed that Bali‟s calm response to the tragedy 

had encouraged image recovery 

 

As BT5 noted,  
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"The 2002 bombings resulted in a lot of victims. Bali's image is 

therefore affected. However, the Balinese reacted with calmness; 

there was no aggression, no suspicion, no anarchy and full of 

introspection. There was no arrogance, looting and these have 

won much sympathy, appreciation, solidarity and respect from 

the world.”  

 
Two other industry members believed that the tragic event was also 

perceived as a one off attack by opportunist terrorists.  

As BT3 said,  

"Bali's image is obviously badly affected by the bombings in the 

short term. But today its image has recovered and many still 

believe that Bali is safe. There is the perception that this was only 

a one-off tragic event caused by opportunist terrorists." 

 

One industry member simply believed that Bali was unique and hence its 

image cannot be easily tarnished by terrorists.  

 

In the words of S2G2,  

"In the short term, the 2002 Bali bombing may have shocked 

Bali as much as the world because of its magnitude. The tragic 

event was compared to the bombing in Madrid, the IRA 

bombing in London and the Luxor bombing in Egypt. However, 

until today, Bali's unique image has not been tarnished."  
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A media consultant, IC believed that the attack on Bali was increasingly 

seen as part of a wider terrorism problem and Bali‟s incident would not be 

viewed as an isolated case.  Therefore, IC believed that Bali‟s image had 

recovered today.  However, two tourism industry members indicated that 

Bali‟s image has not recovered because of the severity of the incident. As 

S1G5 argued, the 2002 bombings had a huge impact on Bali's image 

because of the great shock that such an attack could take place in Bali 

and the fact that there were so many foreign victims involved.  

 
 
The interview findings in 2007 also revealed mixed views on the impact of 

the second bombings on Bali‟s image. Five interviewees believed that the 

second bombings in 2005 caused more negative effects on Bali‟s image 

than the first bombings because the second attack encouraged the 

perception that Bali was still a terrorist target. Here, the frequency of 

attacks on Bali was perceived as detrimental to Bali‟s long-term image. 

 

As S2G6 argued,  

“The 2005 bombings represented a repeat attack on Bali and it 

would be sometime before Bali's images and tourism recover.” 

 
S2G2 also argued, 

“International governments were more critical of Indonesia after 

the second bombings. They questioned what efforts have 

Indonesians made since the first bombings.” 
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However, five other interviewees believed that the second bombings 

caused less negative effects than the first bombings because there were 

fewer victims involved. Hence, Bali‟s image was perceived to be less 

damaged.  

 

As S2G2 said,  

"The short-term impact of the bombings was a drop in the 

number of visitors. But since the 2005 bombings are different 

from the 2002 bombings, in that fewer foreign visitors were 

victims; its impact on image is not very negative”.  

Two industry members believed that the second Bali bombings did not 

result in any negative effect because people were more accustomed 

to terrorism threats and acts.  

 

As maintained by S2G1,  

"The effect of the 2005 Bali bombing is not negative. The world is 

used to terrorism issues and there is a significant international 

solidarity. People still come to visit Bali to show their support and 

believe that terrorism can take place anywhere and anytime, 

such as the bombing in London and the US."  

 

7.3.2.4 The perceived motivations of the Bali bombings 

 

The tourism industry members were asked about the possible 

motivations for the Bali bombings.  
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In response, S2G6 raised several questions, 

"Bali has been attacked twice. Many questions arise particularly 

among the Australian tourists. Questions such as was Bali itself 

being targeted or was the attack, which took placed in an area 

favoured by Australians aimed at the Australian government, 

believed to be a strong supporter of the United States or whether 

the attack was aimed at tourists because of their free and easy 

lifestyle? Truly speaking, the answers to these questions were not 

clear." 

The questions raised by S2G6 can to a certain extent be answered by 

taking into account the views expressed by other tourism industry 

members. Five industry members argued that the main motivation was to 

gain the attention of the international media, by attacking the popular 

destination of Bali.  

 

As BT2 argued,  

"The terrorists were individuals from Malaysia, who have been 

'brainwashed'. You need to write this in your report, so people 

will be more aware of this fact. They are foreign, educated, but 

poor and bitter people. They know that anything that happens in 

Bali will immediately be sensationalised by the media." 

 
 
It appeared that many tourism industry members perceived Bali as a 

particular target because of the belief that any attack on Bali would result 
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in widespread international media coverage. Furthermore, one 

government official argued that Bali was particularly targeted because 

there was an extremist group that was not happy with Bali being a Hindu 

island and would like to see Indonesia as a wholly Islamic state.  

 

As S2G5 stressed, 

“I can‟t comment much but I think the extremist group would like 

to see Indonesia as a wholly Islamic state. These terrorists are 

not even sure what Islamic religion is or what it actually 

represents. These are the works of a small fundamentalist group” 

Two industry members said that the terrorists aimed to make the West 

aware of their existences and ideologies by attacking the well-known Bali.  

 
In the words of S2G1,  

"The terrorists seek to show the US and Europe that today, their 

networks has spread across the world.”  

 
As BT5 also said, 

"The motivations of the terrorists are to show their existence to 

the West. They have used Bali to prove their presence. These 

terrorists have no connection to Bali. The majority of Balinese do 

not support these actions.” 

 

Three industry members believed that the motivation of the bombings was 

to declare war against the West because of perceived injustice. 
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As BT4 noted,  

"The terrorists perceived that there was injustice in this world. 

The Middle East and the West were seen as not being on an 

equal standing and no longer get along. So, the terrorists 

declared war against the West. The bombings were carried out 

for maximum exposure." 

 

Two interviewees believed that the perceived motivation of the 

bombings was to threaten the Western countries, governments and 

their allies.  

As S2G1 noted, 

“The terrorists' aim was to threaten that any country that was 

close to the West would be destroyed, such as Indonesia." 

 
BT4 noted,  

“The terrorists wanted to hurt the pride of the Americans because 

America was seen as the symbol of power”. 

 
However, S2G2 said, 

"The main motivation of the small Muslim extremist group was to 

gain international media attention. Bali was a soft target as it was 

frequently visited by American and Australian tourists." 

 

Two industry members believed that the terrorist attacks were aimed at 

Western nationals in general, whilst one believed that the attacks were 
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aimed specifically at the Australians and the Americans. However, there 

was a shared view that these tourists were targeted in general because 

they were perceived to be indirect representatives of unsympathetic 

governments that support the US.   

 

Overall, the main motivations of the Bali bombings as perceived by the 

tourism industry members were to gain publicity and to target the West for 

ideological (political and religious) reasons. The findings did not reveal any 

belief among the tourism industry members that the attacks were aimed at 

Western tourists because of their lifestyle. 

 To gain the attention of international media 

 To declare war against the West because of perceived 

world injustice  

 To threaten the Western governments and their allies 

 Questioning the motives: Attack against Bali, the 

Australian government or western tourists in general? 

 To publicise terrorists’ existences and ideologies through 

the Bali attacks 

 Demand for Indonesia to be a wholly Islamic state 

 
Table 7.4 A summary of motivations for the 2002 and 2005 Bali 

bombings as perceived by the Indonesian tourism industry 

members 

 

 

7.3.2.5 Threats of terrorism in Indonesia 
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Tourism industry members were then asked about the threat of terrorism 

in Indonesia. The majority of interviewees (10 out of 12) believed that the 

threat of terrorism exists not only in Indonesia, but also in other parts of 

the world because of perceived injustice in the world.  

 

As summed up by IC,  

"Yes, there is still a threat of terrorism in Indonesia, but this is 

also true everywhere else. There are racial, social and political 

inequalities. Society is tired of the political elite, which has most 

authority on everything. Terrorists feed on the discontented." 

 

However, one interviewee stressed that that there was a particularly high 

threat of terrorism in Indonesia.   

 
BT3‟s argued,  

"There is still a high threat of terrorism in Indonesia. There is a 

probability of more than fifty percent. The terrorists are waiting for 

an opportunity to inflict pain on the unsuspecting public. 

Indonesia is a haven for terrorists." 

 

Interestingly, two industry members believed that terrorism threats 

were low because of increased security and a lack of local support for 

fundamentalist groups.  

 

As S2G1 argued,  
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"I am sure that terrorist attacks in Indonesia today, would be very 

difficult. Prior to the 2002 and 2005 Bali bombings, the Muslims 

in Indonesia, although they do not belong to any fundamentalist 

groups or extremists, were still sympathetic to the causes of 

religious people. After the bombings, Muslims in Indonesia 

realised that terrorists were criminals who betrayed God and 

religion for the purpose of gaining power for the groups 

themselves.”  

 

 

 

 

S2G1 continued, 

“As a result, a terrorist movement in Indonesia today would be 

much harder to establish because of the public's realisation of 

the terrorists‟ motives, the tightened security and Indonesian's 

intelligence network. So I trust that Indonesia today is safer and 

more pleasant for international visitors than before." 

 

 Same level of threat in Indonesia, as in other parts of the world 

because of perceived world injustice 

 High level of threat in Indonesia because of perceptions that 

Indonesia provides a base for terrorism movement 

 Low level of threat in Indonesia because of increased security 

measures and lack of support for any fundamentalist groups 

 
Table 7.5 Different perceived levels of terrorism threats in Indonesia 
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7.3.3 The role of the media in image formation 

 

Tourism industry members were asked about the role of media in the 

development of Indonesia‟s image. 

 

7.3.3.1 Media management and image  

 
The interview findings revealed a conviction that media management was 

significant in the development of a destination's image. Media was 

believed to be important in correcting negative images in the short term 

and in developing positive images in the long-term. 

Eight tourism industry members noted that media management was 

important in the distribution of positive information and in the correction of 

negative information.  

 

As reported by BT5,  

"Building positive images after the crisis has little to do with the 

distribution of brochures or any promotional literature. It is our 

responsibility to have direct, efficient and intelligent 

conversations with media representatives during the crisis, to 

explain the real conditions in Bali. "  

 

BT1 asserted, 

"Media representation during and post crisis is important. It can 

help in the development of a more positive image. For example, 
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by inviting international media representatives, travel 

intermediaries, travel agents and holding media events during 

and after the crisis to provide them with the right information, can 

help in developing more realistic tourism images during the 

crisis." 

 

BT4 also said that in times of crisis, a destination's most important role is 

to effectively communicate with its major markets. BT4 stressed that 

media management affects the ultimate perception of a destination. 

 

Two industry members further argued that media was important in the 

development of positive destination's image in the long-term.  

 

IC argued, 

“Strategic media management is important post crisis because 

the press could be the main enemy in the long-term.” 

 

As S2G6 also asserted, 

“Media management is important in the long-term because it can 

help to show that the affected destination has returned to some 

kind of normality. The media can help to show what was being 

undertaken in order to achieve full recovery and what has already 

been achieved.” 

 

7.3.3.2 The national media representation of the Bali bombings and 

impact on image 
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Interviewees were asked about the national media representation of the 

Bali bombings and the interviews revealed mixed views on the subject 

matter.  

 
Five industry members stressed that the national media representations of 

the 2002 and 2005 bombings were generally negative, because they were 

exaggerated, unspecific or unsympathetic.  

 
 
 
S2G1 reported,  

"National media appears to remain euphoric, with the freedom of 

press post- Indonesian reformation. A majority still believe that 

'bad news is good news' hence did not realise that it is in fact the 

press that has dramatised the tragic event, that has caused fear 

in many people." 

 

Furthermore, the following comment reveals that there is clearly a need for 

the media to be more specific about the locations of the terrorism events.  

 

S2G4 stressed,  

"Some national media representation on Bali bombings was 

unspecific. For example, when reporting the 2005 bombing, 

words such as 'Bali bombings' are used rather than specific 

words such as 'Legian bombings' or 'Raja's cafe bombings'. We 

at the Ministry of Tourism and Culture tried to show that Legian 
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and Cafe' are only a small part of Bali. There is so much more to 

Bali..." 

 

It is clear that using the term „Bali bombings‟ implied that bombings have 

taken place all over Bali. This may have had an effect on the overall safety 

image of Bali. 

 

Two industry members, media consultant IC and BT3 summarised the 

view of the dramatic and unsympathetic national media reporting of the 

Bali bombings. IC and BT3 commented that the national media had never 

taken the responsibility to identify the terrorists. IC noted that most of the 

reporting of both 2002 and 2005 bombings was simply sensationalised 

and unsympathetic and did not help the tourism image and recovery.  

 

As IC noted,  

“They made dreadful and weepy coverage. For example, the 

local SCTV channel was very capable of sensationalising the 

event, providing a dreadful detailed account of everything. This 

did not help the situation."  

 

BT3 said,  

"The national media in general tended to underplay the 2002 

tragic events. They were having fun with the reporting. They 

were not at all sympathetic. They did not dare to point the finger 

of blame at any party or person." 
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However, four interviewees believed that the national media 

representation was positive, sympathetic and encouraging.  

 
As S2G6 noted, 

“The Indonesian media representation of both Bali bombings was 

extensive but realistic and encouraging; it covered what was 

being done to assist victims, how security measures were put in 

placed to end the crises, and what was being done to ensure that 

it would not happen again.”  

As BT1 noted, 

“General media representation on the 2002 and 2005 bombings 

were sympathetic and helped explain how Bali recovered from 

the tragedy. This has helped speed up Bali‟s image recovery." 

 

In sum, the interview findings revealed that different views reflect the very 

personal opinions held by tourism industry members as to the most 

appropriate way to report tragic events of this kind. The same report may 

be viewed as intrusive sensationalism by some but as an accurate 

portrayal of reality by others.  Some industry members argued that the 

national media representation was generally mixed and therefore will have 

had different impacts on Indonesia‟s images.  

 

7.3.3.3 The international media representation of the 2002 and 2005 

Bali bombings and impact on image 
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Interviewees were asked about the international media representation of 

the Bali bombings and the interviews again revealed mixed views on the 

subject matter. Five industry members believed that the international 

media representation was generally exaggerated, unspecific or biased 

which may have exacerbated Indonesia‟s negative security image.  

 

As IC said,  

"The international media representation was sensationalised, 

such as those made by FOX and CNN." 

S2G6 also said, 

"All I know is that the international media representation of both 

Bali bombings tended towards exaggeration... an over-reaction of 

the tragedies. The dramatic impact of those visual news reports, 

repeated over and over again, might have stayed in the minds of 

most potential tourists for life. So it would take a longer time 

period to regain consumer confidence." 

 
S2G4 summarised the view of the unspecific international media reporting  

"International media have limited access to Bali and therefore we 

are disappointed on how they represent Bali and Indonesia. 

International media tended to represent Bali bombings in general 

and were not specific on the locations of the bombings. They do 

not care about the geography of Bali. After all, we tried to provide 

and facilitate them with real, up to date information and press 
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releases through the Media Centre. The limited reporting would 

give the impression that bombings took place in the whole of 

Bali." 

 

One Bali Tourism Board official, BT2, commenting on the perceived 

biased international media reporting, pointed out that some international 

media representation was prejudiced against Indonesia and Bali, and 

encouraged readers to travel to Thailand instead. When this issue was 

probed further, BT2 and S1G1 argued that they believed in the conspiracy 

theory that some countries in the world were not pleased with the 

development in Indonesia and were always campaigning on negative 

issues about Indonesia. On the other hand, IC argued that some countries 

were capable of exploiting these events to their own advantage by 

encouraging tourists to visit perceived safer destinations.  

 

However, a minority of interviewees believed that the international media 

representation was mostly sympathetic, which has resulted in great 

solidarity from international markets. As S2G5 noted, some foreign media 

were sympathetic and encouraging such as the Paris and the British 

media which have provided positive coverage, encouraging its readers to 

continue to travel to Bali, introduced many other new places in Indonesia 

to visit and encouraged audience not to let the terrorists win. These may 

have resulted in a more positive image of Indonesia.  
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Another five interviewees simply believed that the general 

representation was mixed.  

 

As S2G2 reported,  

"Many have exaggerated or overexposed reporting, some of the 

news reports were exceptionally bad and repetitive, particularly 

those made by the CNN, whilst others, such as the BBC, were 

more sympathetic to the conditions in Bali.” 

 
 
 
 

BT1 argued, 

"Some media representations were extensive because foreign 

visitors were involved in the 2002 tragic incidents. Some were 

sympathetic and provided up-to-date information on Bali‟s 

condition, whilst others provided mixed representation.” 

 

BT5 said,  

"Different media representation has resulted in the mixture of 

both positive and negative images, right and wrong images."  

 

7.3.3.4 The Indonesian media management policies  

 

The tourism industry members were asked about the specific media 

management policies adopted to deal with the 2002 and 2005 Bali 

bombings. The importance of the media centre's role in the control of news 
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representation during and post crisis was confirmed by all interviewees. A 

majority (ten out of twelve) confirmed that the establishment of the media 

crisis centre was the main media strategy. 

 

As BT2 reported, 

"We established a media centre to control distribution of 

information. For example, every day since October 2005 different 

articles relating to the 2005 bombing are monitored here in Bali, 

with the aim of encouraging more positive publication of Bali's 

news.” 

BT2 continued,  

“In 2006, every two weeks we would invite reporters from within 

the country and from abroad to gain access to information 

relating to the efforts we have been making in the recovery 

process." 

 

Furthermore, three interviewees noted that some monitoring of national 

media representation was made through established societies.  

 

As noted by S2G1,  

"Indonesia has established a Press Society and Broadcasting 

Commission, aimed at monitoring national representation of 

news by its members."  
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However, they agreed that although efforts have been made to control 

national media representation, total or direct control of media 

representation was not possible because of increasing media freedom 

and different media‟s objectives. 

 

As S2G5 argued,  

"There was some media management but we have no direct or 

total control of the national media representation. Since the 

political transformation, the Department of Culture and Tourism 

cannot influence the national media." 

 
 
BT2 noted, 

“Different media companies with no unified objectives had 

undertaken different roles in line with their different visions. 

Therefore there was no definite control of the media or its 

management by the Indonesian government.” 

 

On the other hand, two industry members argued that the Indonesian 

Tourism Ministry had no specific media management policy.  

 

IC stressed, 

“The Indonesian tourism industry did not have any media 

management and they let the crises happen. They have no media 

policies to protect Indonesia's image. There was no feedback 

mechanism. When the London bombing took place, what did Tony 
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Blair do? He called all leaders of the World and explained the real 

situation in London. He got help from them in clarifying the 

situation to their citizens. But Indonesia does not have friends in 

the world. Their attitude was one of arrogance and ignorance. 

They simply wait until it happens." 

 

BT3 also argued that the Indonesian central government did not care 

much about promotion of Bali‟s image. They were more interested in 

internal political issues and international political issues such as the 

development of nuclear power in Iraq. 

 

 

 

 

 

 

                                      

 

 

 

 

 

        

 

 

 

INDONESIA’S IMAGE  

NATIONAL AND INTERNATIONAL MEDIA 
REPRESENTATION (ORGANIC) 

 
Negative  

 Exaggerated, Unspecific, biased, 
sensationalised and unsympathetic 

 
Positive  

 Sympathetic and encouraging 
 
Mixed  

 Exaggerated, sensationalised and 

sympathetic, encouraging 

MEDIA MANAGEMENT 
(INDUCED) 
 

 Media centre (direct 

control) 

 Indonesian Press Society 
and Broadcasting 
Commission (partial 
control) 

 

NO MEDIA CONTROL AND 
MANAGEMENT 

 

 Increased freedom of 
speech movement 
after the “Soeharto 
era”  

 Perceived absence of 
any media 
management 
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Figure 7.4 Indonesia’s image and media management 

7.3.4 Crisis management strategies and their effectiveness 

 

Tourism industry members were asked to indicate the crisis management 

strategies adopted in the management of the Bali bombings and the 

factors that may have affected the effectiveness of the strategies that were 

implemented. They were also asked to provide some guidelines for the 

development of future crisis management plans, based on lessons 

learned. 

 

7.3.4.1 Changes in the adoption of strategies since 1997 

 

Tourism industry members were asked if there had been any changes in 

the crisis management strategies since the 1997 Indonesian crises. It was 

revealed that more aggressive promotion, greater focus on security 

issues, change in target markets, and increased participation in 

ROLE OF MEDIA MANAGEMENT 
 

Short-term importance 

 To provide realistic, up-to-date information on the crisis event 
 

Long-term importance 

 To show that the affected destination has returned to some kind of 
normality 

 To show what was being undertaken in order to achieve full 
recovery and what has already been achieved. 
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conferences were undertaken. Five industry members confirmed that after 

the 1997 crises, but especially after the Bali bombings, more aggressive 

promotion was undertaken to promote the safety images of Bali and 

Indonesia as a whole.  

 
As BT1 noted, 

“There were different policies after the 1998 crisis and the Bali 

bombings. There were more specific recovery programs between 

the period 2003 and 2006 aimed at aggressively promoting Bali's 

images and there have been several re-branding of Bali such as 

'Bali is my life’ and „Bali is my world'.” 

Four members confirmed that one of the important changes in crisis 

management policies was the greater focus given to the security 

issues in Indonesia.  

 

As BT5 argued,  

"There have been some changes in governmental and regional 

policies after the bombings. There are many discussions relating 

to security issues and the regional police force was challenged in 

many ways. They have to increase their security measures.”  

 

As S2G5 also said,  

"We have toughened our security systems, received more 

security instructions from the central government, installed more 

CCTVS to monitor different tourism regions, increased the 
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number of security officials and tourist polices in many tourism 

locations and increased security in all Indonesian airports."  

 

Another four interviewees mentioned that a wider range of crisis 

management strategies had been employed including public relations 

campaigns, greater participation in exhibitions, reduction in prices and 

arrangement of familiarisation trips.  

 
 
 
 
 
 
 
 
As reported by S2G6, 

"We launched a strong PR campaign in major markets, endorsed 

places using prominent public figures, targeted domestic and 

intra-regional markets, offered special price reductions, 

intensified international media co-operation and networks and 

establish integrated, joint promotion between the government 

and private sector." 

 

Two members mentioned that there was a shift in the focus of its target 

market, from the European to the Asian market as a form of crisis 

management strategy.  

 

S2G1 summed up,  
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"Prior to the 1997 crisis, there had been much focus in gaining 

the European and American markets. After the crisis, more focus 

was put on targeting the Asian Pacific market."  

 

S2G3 said,  

"Since the May 1998 ethnic riots, there was more promotion of 

Indonesia in the Chinese market. This was to encourage the 

perception that there was still a harmonious relationship between 

different ethnic groups in Indonesia."  

 

Another government official, S2G2 said that they had a derivative of 

strategies, based on the crisis management strategies adopted by Egypt 

during the Luxor crisis.  

 

As S2G2 noted, 

“The theories were available for us to learn and implement, but 

we adapted them to suit Bali‟s culture. For example, in Bali, we 

had arranged for inter-religious praying for the victims.” 

 

BT5 mentioned the change in the Balinese way of thinking after the 

bombings, which may ultimately affect the tourism policies  

 
As asserted by BT5, 

“Balinese are encouraged to think philosophically about the crisis 

- to consider developing Bali not exclusively for tourism purposes 

in order to avoid jealousy from others. Also, question whether 
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some of the tourism practices have gone out of control and are 

no longer in line with the traditions of Bali and therefore whether 

they should return to traditional and spiritual values." 

 

Greater use of aggressive promotion 

Greater focus on security issues 

Greater use of different strategies: 

Shift in the focus of target markets 

Shift in thinking among Balinese 

Reference to other destinations’ recovery program such as Luxor’s 

 

Table 7.6 Perceived changes in crisis management strategies  

7.3.4.2 Bali’s specific crisis management strategies 

 

The interviewees were asked about the specific crisis management 

strategies used. A majority believed that specific strategies had been 

implemented whilst a minority did not.  The majority argued that a Bali 

recovery program had been developed and related strategies had been 

adopted. The Bali recovery program included five components; the 

„Inbound Activity‟, „Outbound Activity‟, „Media centre‟, „Local event‟ and 

„Security‟. 

 

Inbound activity 

 

Five interviewees asserted the importance of „Inbound Activity‟. This 

basically involved familiarisation trips as representatives were sent abroad 

to help distribute up-to date reports on Bali‟s situation, and journalists, 
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travel writers and tour operators from different countries were invited to 

come to see Bali's actual condition.  

 

As reported by BT2, 

"The Inbound activity invites media, travel agents, wholesalers 

and diplomats to come to Bali to see the actual condition. This 

familiarisation trip strategy also involves facilitation of travel 

packages with different Airlines in order to increase tourist flows 

into Bali." 

 

Outbound activity and the Media centre 

 

Eight members highlighted the importance of „Outbound Activity‟, 

which included strategies such as promotions, road shows, 

conference participation, and the establishment of media centre. 

 
As BT2 summed up, 

"We developed media centre and every two weeks, we held road 

shows, festivals, press local event conferences and press 

releases. We also updated information on the Bali Tourism Board 

web site." 

 

Four members also stated the importance of promotion.  

 

As BT1 noted, 
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“Promotional activities within the international market had been 

made and tourism institutions in the main international markets 

have been asked to support tourism recovery in Bali. The main 

international markets involved are Europe, Asia, Australia and the 

Middle East.” 

 

S2G2 also said,  

"Brand promotion is a part of the outbound activity and this was 

organised by the Bali Tourism Board, which was quite big in 

scale. We held conferences to subtly promote Bali‟s safety image 

to different international markets."  

Three members stressed greater focus on security issues and 

implementation of security-related strategies. They argued that they have 

tightened security in and around Bali and installed more CCTVs or security 

systems.  

 
 As asserted by BT2,  

"We have encouraged greater co-operation with the police force, 

the military force and other Balinese social structures such as 

local village security forces, the (Banjar) and Pecalang. These 

local security forces are most efficient as they encourage unity 

and group efforts for the benefit of all Balinese." 

 

Some Balinese officials mentioned the use of local events such as shows, 

festivals and carnivals for domestic and foreign visitors. The strategy was 
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used to generate positive international media coverage of these events 

and showed that Bali operates “as usual”.  

 

Furthermore, all Bali tourism Board officials and one government official 

confirmed the importance of the Balinese religious, cultural and 

philosophical outlook in dealing with the crises.  

 

The main religious or cultural concept which emerged from the interviews 

with the Bali tourism Board officials was 'Tri Hita Karana'. The concept 

aimed to encourage respect for fellow human beings, nature and God. 

Two BTB officials also mentioned that this concept has been discussed in 

the World Tourism Organisation (WTO) and United Nations Educational, 

Scientific and Cultural Organization (UNESCO) for its consideration as a 

template for crisis management world-wide. 

 

As declared by BT3, 

"We stress firmly the principles of Tri Hita Karana, which believes 

that we should surrender to God and accept whatever is fair 

punishment for the tragic events. We believe that the bombing is 

one of the bad elements within the system; we should remain 

positive and bear no grudge against anyone. We also respect our 

environment and surrender to nature. These beliefs have helped 

the recovery process without aggression, and this in turn 

supported stability". 
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Four members mentioned the Bali re-branding program.   

 

As noted by BT5, 

"I promoted the Bali brand 'Santhi Santhi Santhi' to encourage 

peace and harmony after the crisis, which was influenced by the 

concept of Tri-Hita Karana; the basic Balinese value that 

provided a guide to a balanced way of life." 

 

Three interviewees confirmed the importance of mass prayer to them, in 

the handling of the tragedies.  

 
As BT5 said, 

"Another religious concept is Tri Mandala, which encouraged 

Balinese to undertake mass prayer aimed at cleansing Bali and 

the World from tragedies."  

 
As S2G2 said,  

"After the 2002 bombing, it was natural for some Balinese to feel 

angry towards certain religious group. We, at the government 

issued a letter to all religious groups to seek their help in keeping 

the Balinese calm. Five days after the 2002 bombing, we 

arranged inter-religious praying ceremonies and rituals." 

 
The interview findings revealed that the concept of „Tri Hita Karana‟ was 

embedded in the Balinese way of thinking. Some Bali tourism officials 
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stressed that the Balinese naturally adopted this concept as a means of 

coping with the tragedies. However, the re-branding of Bali; „Santhi Santhi 

Santhi‟ and the arrangement of mass prayers were undertaken by the 

tourism industry. The idea was that these philosophies and cultural 

strategies were adopted by the Balinese tourism industry to defuse 

attempts by the terrorists to initiate a divisive religious conflict that would 

further damage Bali‟s image. 

 

However, it is interesting to note that two Bali tourism officials believed 

that although some recovery activities had been undertaken to help deal 

with the crisis, there was no specific crisis management strategy guide to 

follow. They argued that the success of Bali's recovery from the crisis had 

more to do with the well-established image of the island since the 1930s, 

and the significant display of sympathy and solidarity from the world.  

 

7.3.4.3 Factors affecting the effectiveness of the crisis management 

strategies implemented 

 

Interviewees were asked for their opinions on the effectiveness of the 

management strategies employed. There was a considerable gap 

between opinions; with the majority of tourism industry members believing 

that the results of the crisis management strategies adopted were 

unsatisfactory, whilst a minority (S2G1, S2G4 and BT1) argued that the 

strategies were effective as evidenced by the recovery of tourist numbers.  
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The majority of interviewees provided a variety of reasons why they 

believed the crisis management program had not been efficient. Five 

answers reflected that the lack of budget was perceived as the main 

constraint. 

As summed up by S2G3, 

"The current programs cannot be implemented effectively. We 

only have 10 Million US dollars budget for countering the 

bombings crisis. Our benchmarks are countries like Thailand, 

Malaysia and Singapore, which have greater promotional 

budgets. With our limited budget, we encountered problems in 

competing with these countries for the main tourism markets."  

The majority of Bali tourism Board (BTB) officials also noted that they were 

heavily dependent on the central government‟s fund. However, after the 

2005 bombings, they had received insufficient funding. IC argued that 

there had been a fraud in the use of the public funds allocated for the Bali 

recovery by the tourism industry members. IC added that there was no 

transparency and no detailed record of where the budget had been spent.  

 

Three members, all Bali tourism officials commented on the lack of co-

ordination of different recovery programs between the Indonesian central 

government, local Balinese government and the Bali Tourism Board. One 

member also stressed the lack of communication with Embassies. 

 

As BT3 stressed,   
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"The current governmental policies are only sixty percent 

effective. There was inadequate co-ordination between the 

central government, Bali regional government and the Bali 

Tourism Board.” 

 

BT4 also argued,  

"There is poor communication between the central government 

and the various Embassies in Indonesia, which limits the 

Embassies' ability to pass on positive and realistic information to 

their citizens."  

 

Three members came to reflect on the difficulty in countering the negative 

image of Bali because of the lack of promotional and public relations 

activities. 

 

As IC argued,  

"The implementation of current policies was not effective. There 

were no decisions made, no campaign and no public relations by 

government officials." 

 

Three members confirmed the difficulty faced by Bali in countering 

negative reporting of the island abroad because of the limited operation of 

the media centre. As S2G5 noted, one of Bali's weaknesses was its 

inability to counter negative issues due to limited operation of the media 

centre, which was attributable to lack of funding.  
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Two members stressed that there was a lack of specific strategies to 

follow. 

 As S2G2 said,  

"We have World Tourism Organisation's crisis guidelines for the 

tourism industry but we have not been encouraged to use it as a 

guide. Although it has to be said that such guidelines may be too 

general and may not be appropriate for us."  

 
As BT5 asserted,  

“There is still a lack of crisis management guidance and we are 

still searching for the ideal recovery plans or guidelines”. 

BT4 mentioned that there should be tougher security legislation in order to 

prevent another attack, but currently this was not in place.  

 
BT4 stated, 

“Indonesia is an emerging, developing country and therefore 

there are no tough National Security Acts or regulations, like in 

the developed countries such as Europe and America.  

 

One Bali tourism official stressed the need for continuous implementation 

of the recovery program after the 2005 bombings to ensure Bali's total 

recovery. BT2 emphasised the importance of undertaking stabilisation, 

expansion and sustainability strategies from the year 2007, but these 

needs have been disregarded by the current policy makers. Therefore, no 

long-term strategies have been adopted to ensure total recovery.  
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A media consultant argued that the Indonesian government officials lacked 

the personal commitment or willingness to learn from the past, with many 

only seeking ways to gain personal advantage.  

 

IC noted, 

“There was no implementation of advises given by the media 

consultant and that every time Indonesia experienced a crisis, 

they started from zero.” 

 
 

 

Whilst one government official, S2G1 said, 

"General crisis management policies are not effective during and 

after crises. Since the reformation, the government has been 

inundated with internal issues and has not properly implemented 

promotional programs, especially to access international 

markets." 

 

7.3.4.4 Guidelines for the development of a future crisis 

management plan 

 

Interviewees were asked what guidelines or strategies for the 

management of tourism crisis and recovery should the government and 

private sectors develop in the future based on lessons learned from the 
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past. Ten out of twelve members emphasised the need for improving 

security conditions.  

  
As S2G6 said, 

"Improving security is vital. In some cases, travel agents have 

insisted that security measures should be established and 

demonstrated, before they would make any contact with their 

counterparts in the international market. They argued that this 

would show that Indonesia has dealt with security issues properly 

and this will increase the international market's confidence in the 

country." 

 

BT2 also argued,  

"We should encourage Banjar to be more vigilant and identify 

people who would be future perpetrators. We should have better 

CCTVs, educate local Balinese that their livelihood is indirectly or 

directly linked to tourism and they therefore should help maintain 

security. We should have vehicle scanners. The best warning or 

security system is human so we should get help from Pecalang, 

Bali security force and local people to maintain security. " 

 

BT5 also said,  

"There should also be a strong body of co-ordination of security, 

which will allow sharing of experiences in how to deal with the 

crisis and for discussion of security issues." 
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Two government officials stressed the need to develop a more positive 

image of Indonesia abroad through aggressive promotion; however, three 

interviewees disagreed with the use of aggressive promotion. For 

example, BT3 argued that they should be careful in making statements 

after a crisis. They should not over-promise the public that 'Bali is safe' or 

that 'We can keep Bali safe'. They should not undertake aggressive 

promotion of any kind abroad because Bali would be doubly discredited if 

some tragic events happen again whilst they were promoting heavily. 

 
 
 
 
 
As IC also noted, 

"We should not aggressively promote Bali's safety condition as 

soon as the tragedy happened. We should take things naturally 

as this will help to regain tourists' confidence more quickly." 

 

Five members stressed the need for the establishment of a better crisis or 

media centre to deal with media representatives. Two added the need to 

maintain such centres in the long-term. 

 

Five members stressed the importance of discussing and developing 

better crisis management guidelines or contingency plans. As BT1 

summarised, the Indonesian government should form a committee 

who would be involved in undertaking discussion using 'What if' 
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scenarios and on why crisis happens, how to deal with such crisis 

situations specifically and what can happen in Indonesia in the future. 

 

As S2G2 argued,  

“We need to develop better image crisis management guidelines. 

We need to adapt WTO image crisis guidelines and develop our 

own regional crisis guidelines that take into account our political 

and cultural system. “ 

 
Two interviewees mentioned the need to undertake in-depth surveys of 

visitors' perception of Indonesia after the crisis.  

 
 
 
IC noted, 

“When it came to image and media management, there is a need 

to identify the real image problems in different countries as 

certain images could exist in one country that would not exist in 

another.  

 
Three members stressed that there should be greater co-operation and 

co-ordination of programs between the central government based in 

Jakarta, the Bali Tourism Board officials and the Bali government.   

 

As stated by BT5, 

"There needs to be greater association between BTB and the 

Balinese Government. The Bali Tourism Board and the 
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government should also set aside some funds, to prepare 

themselves in the event of crisis. The recovery from the 2005 

bombing will be more optimal if we had better support from the 

central government and with more funds for tourism crisis 

management." 

 

Two members stressed the importance of having greater autonomy from 

the central government based in Jakarta, in order to handle the crisis more 

efficiently.  

 

 

 

As BT5 said,  

"The Central government should provide greater regional 

autonomy to allow more efficient and faster handling of crisis in 

the future."  

 

Three members stressed the importance of having greater and better 

international relations as part of image and tourism crisis management 

policies.  

 
As IC said,  

"International image is crucial for any tourism business. 

Therefore media and image management should take place 

before any crisis. Indonesia should make friends with world 
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media leaders and have relationships with public relation 

managers of top media agencies world-wide. They should have 

the same personal trusting relationships at governmental level as 

much as at cocktail parties. They should spend more effort and 

money on public relations.” 

 

One industry member commented that the population in some Indonesian 

regions should be better educated about the nature of tourism to ensure 

greater support for tourism in Indonesia during and post-the crisis periods.  

 

 

 

BT2 said, 

"People in some regions of Indonesia do not understand what 

tourism is. They still think that it is a western way of life, it is not 

moral, it is full of exploitation and it is against the Islamic religion. 

Hence, they should be more educated as in the event of any 

crisis, they will be more supportive in the recovery process.” 

 

Furthermore, IC mentioned the need for greater commitment from the 

Indonesian government officials and Balinese tourism policy makers.  

 

IC said,  

"There should be workshops on media or crisis management 

where the decision-makers must listen. At the moment the 
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decision makers are clueless, isolated and insulated from the 

problems around them." 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

FACTORS WHICH LIMITED THE EFFECTIVENESS OF CRISIS 
MANAGEMENT STRATEGIES IMPLEMENTED 

 Lack of budget 

 Lack of co-ordination of recovery program 

 Lack of decision making on strategies  

 Limited operation of media centre 

 Lack of specific crisis management guidelines 

 Absence of tough security legislation 

 Discontinuation of long-term recovery program 

 Lack of commitment  

 Government‟s preoccupation with internal political issues 

MAIN CRISIS MANAGEMENT STRATEGIES IMPLEMENTED 

 Inbound activity (Familiarisation tours and co-operation with 

different airlines) 

 Outbound activity (International promotion, road shows, 

conference participation) 

 Media centre (Public relations, press conferences, information 

updating on Bali Tourism Board website on Bali‟s condition 

 Security (Increased security measures, co-operation with local and 

regional police forces, local security watch (Banjar)) 

 Local events (local festivals and carnivals for domestic and 

international tourists) 

 Religious and cultural strategies (Tri Hita Karana, Santhi Santhi 

Santhi and Tri Mandala) 
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Figure 7.5 Crisis management strategies, their effectiveness and 

future guidelines 

7.4 Summary 

 

Similarities in Perception  

 

Pre-the Bali bombings and Post-the Bali bombings  

General versus Regional images post the 1997 Indonesian crises:  

General image of Indonesia was negative post-the 1997 crises;   

Bali‟s image was predominantly positive;  

Some positive tourism images of Indonesia and its regions still existed 

Media was the main image formation factor: 

Exaggerated, unspecific and biased media reporting of security events had 

caused a negative security image of Indonesia overall 

Actual and Potential visitors‟ image 

Potential visitors hold a negative security image whilst actual and repeat 

visitors hold a more positive image 

THE WAY THESE FACTORS ARE TO BE MANAGED: FUTURE CRISIS 
MANAGEMENT GUIDELINES BASED ON PAST LESSONS 

 

 Greater focus on security issues: security legislation and measures 

 Use of appropriate level of promotion post-crisis: aggressive versus 
subtle promotional strategies 

 Long-term operation of media or crisis centre 

 Development of „simulation scenarios‟ 

 In-depth image survey of different target markets  

 Greater co-operation between stakeholders: Central government, 
Bali Tourism Board and Bali regional office 

 Greater regional autonomy in handling local crisis 

 Education for local people  

 Greater commitment from different stakeholders 
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Differences in Perception  

 

Pre-the Bali bombings 

International media was largely responsible for Indonesia‟s negative image; 

Actual and potential visitors hold  stereotypical image of security, Actual 

visitors hold a negative image of public services  and potential visitors hold a 

negative image of tourism products 

 
Post-the Bali bombings 

National and international media were partly blamed for Indonesia and Bali‟s 

negative images; 

Actual and potential visitors have stereotypical image of security only, and is 

ultimately dependent on their country of origins 

 

 

General and Regional Images of Indonesia  

 

Pre-the bombings 

Indonesia- The 1997 Political and social crises had caused a general 

negative image; although some positive general tourism image still existed 

Bali – Primarily positive. However, some believed that its image was 

negative at some point during the crises period 

Regional  - Some positive regional tourism images still existed 

 
Post-the bombings 

Indonesia since 1997- Negative image as a consequence of the ongoing 

crises; a terrorism image as a result of the Bali bombings. However, some 

positive image after the 1997 political transformation 

Indonesia after the Bali bombings – Some believed Indonesia‟s negative 

image is sustained in the short term whilst others believed it would remain in 

the long-term 



 263 

Bali during 1997 – Image was not affected and tourism prospered 

Bali after the bombings – A mixed view on the extent of damage on Bali‟s 

image 

Differences in Bali and Indonesia – Bali officials believed that Indonesia may 

be perceived as a terrorist country whilst Bali as a terrorism victim; Indonesia 

was seen as unsafe whilst Bali, still safe 

Regional – Some positive regional tourism images still existed; Bali‟s image 

is particularly unique, separated from the rest 

 

 

 

 

 

 

 

 

 

Similarities in Crisis Management Strategies adopted  

 

Pre-the Bali bombings and Post-the Bali bombings 

Participation in conferences, travel marts and exhibitions, Promotion 

Media centre and Familiarization trips 

 
 

Differences in Crisis Management Strategies adopted  

 

Pre-the Bali bombings 

Internationally-based staff, Cooperation with tourism intermediaries 

 
Post-the Bali bombings 

Various security-related measures, Local events, Road shows and 

Religious and cultural strategies 
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Perceived Constraints to the effectiveness of Crisis Management 

Strategies implemented ‘Pre-the Bali bombings’ and ‘Post-the Bali 

bombings’ 

 

Lack of Budget, Lack of Commitment 

 

Differences in Perceived Constraints to the effectiveness of Crisis 

Management Strategies implemented  

 

Pre-the Bali bombings 

Lack of prioritization, High level of bureaucracy and „Inappropriate‟ 

promotional strategy 

 
Post-the Bali bombings 

Lack of co-ordination and co-operation, Lack of decision making, Limited 

media or crisis centre operation, Lack of specific crisis management 

guidelines, Absence of tough security legislations, Discontinuation of recovery 

program and Pre-occupation with internal issues 

 

 

 

CHAPTER EIGHT: QUESTIONNAIRE RESULTS 

 

8.1 Introduction 

 

This chapter presents the first and second sets of questionnaire results, 

which are based upon the data from printouts of statistical software, 

Statistica (version 7.0). Section 8.2 provides results from the questionnaire 

survey undertaken in 2001, „pre-the Bali bombings‟. Section 8.3 provides 
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results from the questionnaire survey undertaken in 2007, „post-the Bali 

bombings‟.  

 

8.2 Results of survey undertaken in 2001, pre-the Bali bombings 

 

The questionnaire survey conducted in the period between August and 

December 2001 consisted of both structured or closed-ended questions 

(Semantic Differential scales) and three open-ended questions as 

suggested by Echtner and Ritchie (1993). The primary aim was to identify 

the perceptions of UK non-visitors and visitors of Indonesia‟s attributes 

post-the 1997 crises but „pre-the Bali bombings‟. The closed-ended 

questions were designed to explore Indonesia‟s image attributes, the 

sources of information used, the perceived usefulness and reliability of 

different information sources and the social-demographic profiles of 

respondents. The three open-ended questions aimed to determine the 

holistic image of Indonesia were adapted from Echtner and Ritchie (1991, 

1993). These were: (1) What are the characteristics of Indonesia; (2) What 

is the atmosphere to be expected in Indonesia and (3) What are the 

unique characteristics of Indonesia as a holiday destination.  

 

8.2.1 Research sample profile 

 

Table 8.1 summarizes the profile of the respondents. The sample 

comprised of 164 non-visitors (respondents who had not previously visited 

Indonesia) and 105 visitors (respondents who had previously visited 
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Indonesia or were visitors at the time of the survey). Non-visitors 

represented 60% and visitors accounted for 40% of total respondents 

surveyed. There was a slightly higher percentage of men than women in 

both groups. There was a relatively larger percentage of respondents with 

college or university degree than those without in both groups. There was 

a relatively high percentage of non-visitors from the £10,000 - £19,000 

income group; a high percentage of visitors from the £0 - £9,999 income 

group; a relatively high percentage of non-visitors from the 21-30 age 

group and a high percentage of visitors from the 31- 40 age group. 

 

 

 

 

Social-Demographics Non-visitors  (N=164) Visitors   (N= 105) 

Gender:     

 Male 

 Female 

 

59% 

41% 

 

58% 

42% 

Age group :  

  <21 years 

    21-30 

    31-40 

    41-50 

    >50 

 

5% 

35% 

19% 

16% 

25% 

 

1% 

30% 

31% 

12% 

25% 

Income  

    £0-£9.999 

    £10,000-£19,9999 

    £20,000-£29,999 

    £30,000+ 

 

24% 

42% 

21% 

13% 

 

36% 

26% 

12% 

12% 
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Education level  

   Non-college  

   College/university 

 

34% 

66% 

 

30% 

70% 

Table 8.1 Social- Demographic Profile of respondents (n=269) 

 

 

8.2.2 The presentation of the structured or closed-ended questions 

 

8.2.2.1 Indonesia's tourism attributes, post-the 1997 crises 

 

The perception of Indonesia post-the 1997 Indonesian crises, but „pre-the 

Bali bombings‟ based on a number of component attributes was studied. 

Respondents were asked to record their degree of agreement with 

contrasting statements describing Indonesia‟s attributes on a 7-point 

semantic differential scale. Firstly, descriptive statistical analysis was used 

in which visitors and non-visitors‟ median scores were calculated (Table 

8.2a). Secondly, a Mann Whitney test was undertaken to examine if there 

were statistically significant differences in the perception of visitors and 

non-visitors.  

 
          Image Attributes             Median Scores 

 Visitors Non-visitors 

Scenery 7 6 

Cost of holiday 6 5 

Climate 6 6 

Tourist sites 6 6 

Variety of food and drink 6 6 

Accommodation facilities 6 5 

Shopping facilities 5 5 
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Environment 4 5 

Customs and Culture 6 6 

Local people friendliness 6 6 

Security 6 4 

Opportunity to increase knowledge 6 6 

Family orientation 5 5 

Quality of Service 6 5 

Reputation as a holiday destination 6 5 

 

Table 8.2a Median score values for visitors and non-visitors 

 

 The descriptive analysis revealed that visitors had the most positive 

perception of „Scenery‟ and the least positive perception of 

„Environment‟. On the other hand, non-visitors were found to have 

the least positive perception of „Security‟.  

 
Several destination image studies (such as Dann, 1996; Fakeye and  

Crompton, 1991; Milman and  Pizam, 1995) report that people with 

visitation experience have a more positive images of destination. Hence, it 

is proposed that visitors have a more positive perception than non-visitors 

relating to the Indonesian tourism attributes.  

 

Research hypothesis 1: Visitors have significantly more positive 

perception than non-visitors relating to image attributes. The results of 

Mann Whitney test are summarized in table 8.2b.  

 

Tourism attributes Results of test of 
statistical 
significance 

Direction of 
significance 

Scenery *   V 

Cost of Holiday *  V 
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Climate *  V 

Tourist Sites *   V 

Local people friendliness *  V 

Security *   V 

Accommodation facilities *  V 

Shopping facilities *  V 

Quality of Service *  V 

Reputation as a destination *  V 

Family-oriented *   V 

Key: 
*– Statistically significant difference in perception at the 5% level 
V - Visitors had more positive perception than non-visitors 
NV – Non-visitors had more positive perception than visitors 

 
Table 8.2b Differences in perception between visitors and non-

visitors 

 

 The results revealed that there were statistically significant 

differences in the perception between visitors and non-visitors 

relating to the majority of tourism attributes. Visitors were also 

found to have more positive perception than non-visitors relating to 

these attributes. 

8.2.2.2 Sources of information used 

 

In response to being asked what information sources they had used to 

receive information about Indonesia, requiring the respondents to check 

the „yes‟ or „no‟ options, the following results were obtained from visitors 

and non-visitors (see Table 8.3).  

 
 

Sources of information used  Responses 

(Yes) % 

Responses 

(Yes) % 

Sample groups Non-visitors Visitors 

Television news 82% (highest) 49% 
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Newspaper reports 74% 53% 

Magazine articles 63% 59% 

Documentaries 39% 44% 

Travel agents 41% 38% 

Travel guide books 54% 58% 

Brochures and promotional literature 48% 48% 

Other promotional media 52% 37% 

Friends and families 47% 71% 

Personal experiences N/A 79% (highest) 

Others (The Internet, books and etc) 18% (lowest) 25% (lowest) 

Table 8.3 Information sources used by non-visitors and visitors 
 
 

 The majority of non-visitors (82%) obtained information about 

Indonesia through „television news‟ reporting. On the other hand, 

the majority of visitors (74%) obtained information from „previous 

experiences‟. These results are unsurprising as in the absence of 

experiences, potential visitors generally relied on secondary 

information sources for their knowledge of a destination whilst 

actual visitors tended to use past experiences.  

 The findings revealed a low percentage of visitors and non-visitors 

who in 2001 used the Internet as a source of information about 

Indonesia; 18% of non-visitors and 25% of visitors.  

 

8.2.2.3 Perception of the usefulness of information sources 

 

The perception of the usefulness of different information sources was 

examined. Respondents were asked to record their degree of agreement 

with contrasting statements describing the „usefulness‟ of different 
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information sources on a 7-point Semantic Differential scale. Firstly, 

descriptive statistical analysis was used in which visitors and non-visitors‟ 

median image scores were calculated (Table 8.4a).  

 
          Information Sources             Median Scores 

 Visitors Non-visitors 

Television news is useful 5 6 

Newspaper reports are useful 5 6 

Magazine articles are useful 5 6 

Documentaries are useful 6 6 

Travel agents are useful 5 5 

Travel guidebooks are useful 6 6 

Travel brochures and promo literature are useful 5 5 

Promotional media is useful 5 6 

Advice of friends and families is useful 7 6 

Previous holiday experiences are useful 7 6 

Table 8.4a Perception of the usefulness of different information 

sources  

 The results of the descriptive analysis revealed that visitors 

systematically ranked every sources of information lower than 

„Advice of friends and families‟ and „Previous holiday experiences‟. 

This indicates that the UK visitors perceived these two sources of 

information as equally useful and more useful than other sources. 

 

Secondly, Mann-Whitney test was used to examine if there were 

statistically significant differences in the perception of the „usefulness of 

information sources‟ between visitors and non-visitors. For the purpose of 

analyses, „Television news‟ and „Newspaper reports‟ were categorized as 

„Autonomous information sources;  „Magazine articles‟, „Documentaries‟, 
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„Travel agents‟, „Guidebooks‟, „Travel brochures and promotional 

literature‟, „Promotional media‟ were categorized as „Autonomous 

information sources‟ and „Friends and Families‟ Advices‟ and „Previous 

holiday experiences‟ were categorized as “Organic information sources” 

(see Gartner, 1993: 197-205).   Baloglu and McCleary‟s model (1999a) 

proposes that in the absence of actual experiences, information sources 

are one of the major image formation factors. Therefore, it is proposed that 

visitors have more negative perception than non-visitors relating to the 

usefulness of „induced‟ and „autonomous‟ information sources. 

  

Research hypothesis 2a: Visitors have significantly more negative 

perception than non-visitors relating to the usefulness of induced and 

autonomous information sources. The results for one tailed test are shown 

in table 2 in Appendix D. The results are summarized in table 8.4b.  

 Except for the induced information sources of „Travel brochures‟ 

and „Promotional literature‟, there were statistically significant 

differences in the perception of visitors and non-visitors relating to 

the usefulness of „induced‟ and „autonomous‟ information sources.  

 Research hypothesis 2a can be supported by the results; visitors 

had less positive perception than non-visitors relating to the 

usefulness of „induced‟ and „autonomous‟ sources of information. 

This result is unsurprising given that visitors would tend to base 

their image on actual experiences, whilst in the absence of 

experiences, non-visitors would tend to rely on induced or more 

commercialised information sources.  
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Usefulness of induced 
and autonomous 
Information sources 

Results of test of 
significance 

Direction of 
significance 

Television News *  NV  

Newspaper reports * NV  

Magazine articles * NV  

Documentaries *  NV  

Promotional media *  NV  

Travel agents * NV 

Travel guidebooks *   NV  

Key: 
* – Statistically significant difference in perception at the 5% level 
V  - Visitors had more positive perception than non-visitors 
NV  - Non-visitors had more positive perception than visitors 

 
Table 8.4b Differences in perception between visitors and non-

visitors relating to the usefulness of induced and autonomous 

information sources 

 

 

It is proposed that visitors have more positive perception than non-visitors 

relating to the usefulness of „organic information sources‟. Research 

hypothesis 2b: Visitors have significantly more positive perception than 

non-visitors relating to the usefulness of ‘organic information sources’. The 

results are shown in table 2 in Appendix D.  

 

 Mann-Whitney test revealed that there were no statistically 

significant differences in the perception of visitors and non-visitors 

relating to the usefulness of „Friends and families advices‟ and 

„Previous Experiences‟. Therefore research hypothesis 2b cannot 

be accepted.  
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 However, earlier median score analysis revealed that visitors had 

more positive perception than non-visitors relating to the usefulness 

of organic information sources. Therefore, even if there were no 

statistically significant differences in the perception of visitors and 

non-visitors, there may still be a practical implication relating to the 

median score results. The tourism industry needs to consider 

improving the quality of experiences of visitors, to encourage their 

loyalty and positive word of mouth to their friends and families. This 

will be discussed in more detail in chapter 9. 

 

8.2.2.4 Perception of the reliability of information sources 

 

The perception of the „reliability‟ of different sources of information was 

examined using a 7-point Semantic Differential Scale. Firstly, descriptive 

statistical analysis was used in which visitors and non-visitors‟ median 

image scores were calculated (Table 8.5a).  

 
          Information Sources             Median Scores 

 Visitors Non-visitors 

Television news is reliable 5 5 

Newspaper reports are reliable 5 5 

Magazine articles are reliable 5 5 

Documentaries are reliable 5 6 

Travel agents are reliable 5 5 

Travel guidebooks are reliable 5 6 

Travel brochures and promo literature are reliable 5 5 

Promotional media is reliable 4 5 

Advice of friends and families is reliable 7 6 

Previous holiday experiences are reliable 7 7 
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Table 8.5a Perception of the reliability of different information 

sources  

 

 The results of the descriptive analysis revealed that two organic 

information sources; „Advice of friends and families‟ and „Previous 

Holiday Experiences‟ were perceived to be equally reliable and 

more reliable than other sources.  

 However, non-visitors also perceived „Previous Holiday 

Experiences‟ as the most reliable source of information. It is 

reasonable to assume that both visitors and non-visitors recognized 

that „previous experiences‟ is inevitably the most credible source of 

information about a destination. 

 

Next, Mann-Whitney test was conducted to find out if there were 

statistically significant differences in the perception of the „reliability of 

information sources‟ among visitors and non-visitors. It is proposed that 

visitors have more negative perception than non-visitors relating to the 

reliability of „induced‟ and „autonomous‟ information sources.  

 

Research hypothesis 3a is Visitors have significantly more negative 

perception than non-visitors relating to the reliability of induced and 

autonomous information sources. The results are shown in Table 3 in 

appendix D. The statistically significant results are summarised in table 

8.5b.  
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Reliability of Induced and 
autonomous information 
sources 

Results of test of 
significance 

Direction of 
significance 

Television News *  NV  

Newspaper reports * NV  

Documentaries * NV  

Promotional media * NV  

Key: 
* – Statistically significant difference in perception at the 5% level 
V  - Visitors had more positive perception than non-visitors 
NV  - Non-visitors had more positive perception than visitors 

 
Table 8.5b Differences in perception between visitors and non-

visitors relating to the reliability of induced and autonomous 

information sources 

 

 There were statistically significant differences in the perception of 

the reliability of „induced‟ information sources and two „autonomous‟ 

information sources (Documentaries and Promotional media) 

between visitors and non-visitors. 

  Research hypothesis 3a can also be supported as the results 

showed that visitors had a more negative perception than non-

visitors relating to the reliability of „induced‟ and some „autonomous‟ 

information sources. These results are expected as actual visitors 

would tend to find secondary and more commercialised information 

sources less credible than their own experiences at a destination. 

However, in the absence of actual experiences, non-visitors would 

perceive „induced‟ and „autonomous‟ sources of information as 

credible. This was because this was the only way of gaining 

knowledge of a destination, so have no other measure to compare 

it against and no reason not to believe them. 



 277 

 

 
It is proposed visitors have more positive perception than non-visitors 

relating to the reliability of „organic‟ information sources. Research 

hypothesis 3b - Visitors have significantly more positive perception than 

non-visitors relating to the reliability of ‘organic information sources’. The 

results are shown in Table 3 in appendix D.  

 

Reliability of organic 
information sources 

Results of test of 
significance 

Direction of 
significance 

Advice of Friends and Families * V 

Key: 
* – Statistically significant difference in perception at the 5% level 
V  - Visitors had more positive perception than non-visitors 
NV  - Non-visitors had more positive perception than visitors 

 
8.5c Statistically significant differences in perception of the reliability 

of organic information sources 

 

 There were statistically significant differences in the perception 

between visitors and non-visitors of the reliability of „Advice of 

Friends and Families‟ (Table 8.5c). 

  Hypothesis 3b can be supported by the results which indicated that 

visitors had more positive perception than non-visitors relating to 

the reliability of one organic information source, „Advice of friends 

and families‟. This result indicates that „word of mouth‟ is 

considered highly credible. Visitors are likely to be influenced by 

destination images of friends and families who they may regard as 

sharing similar traveling styles or other social-demographic traits.  
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 However, there were no statistical difference in the perception of 

the reliability of „previous experiences‟, between visitors and non-

visitors.  It is reasonable to assume that in a general travel context, 

most individuals would see „past experiences‟ as the most reliable 

source of information about holiday destinations.  

 

8.2.2.5 Experiences of holiday in Indonesia 

 

To ascertain the degree of quality of previous experiences in Indonesia, 

visitors were asked to indicate their opinions on a 5-point Likert scale 

(1=very poor to 5=very good).  The majority of visitors (62%) indicated that 

their experiences were „very good‟. This was followed by 35% of visitors 

who considered their experiences as „good‟. Together, the results revealed 

that the majority of visitors (97%) potentially hold a positive image of 

Indonesia because of their positive experiences. Only 1% of visitors 

indicated that their experiences were „neither good nor poor‟. As few as 

2% of visitors felt that their experiences were „poor‟, indicating a very low 

number of visitors with a negative image of Indonesia. None of the visitors 

have indicated that their experiences were „very poor‟. 

 

8.2.2.6 Image variations by socio-demographic variables (non-

visitors) 

 

Most image formation models have incorporated socio-demographic 

variables such as gender, age, marital status, income, occupation and 

education as elements influencing perceptions of destinations.  However, 
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results from other existing studies revealed different findings. The primary 

research explored the influences of four variables; age, gender, income 

and education in the development of Indonesia‟s images (research 

hypothesis four), using Mann Whitney U and Kruskall Wallis H tests.  

 

Research hypothesis 4a There are statistically significant image 

variations among gender groups. The results for two-tailed tests are 

shown in table 4 in Appendix D. The statistical significant results are 

summarized in table 8.6a.  

 

 There were statistically significant differences in the perception 

between genders of seven tourism attributes; „Tourist sites‟, 

„Customs and Culture‟, „Local people friendliness‟, „Security‟, 

„Opportunity to increase knowledge‟, „Quality of service‟ and 

„Family-oriented‟.   

 The results also indicated that in relation to these attributes, 

females had more positive image than males Some of these results 

were surprising as post-the 1997 Indonesian crises, it is expected 

that female potential travelers might find Indonesia a less friendly, 

less secure and less family-oriented place. It is possible that the 

female respondents perceived that the Indonesian crises had little 

effect on the level of service and the cultural tourism on offer.  

 
 
Research hypothesis 4b: There are statistically significant image 

variations among the age groups. The results for two-tailed tests are 
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shown in table 5 in Appendix D. The statistical significant results are 

summarized in table 8.6a.  

 

 There were statistically significant differences in the perception 

among non-visitors‟ age groups relating to three attributes; 

„Climate‟, „Local people friendliness‟ and „Quality of service‟.  Hence 

research hypothesis 4b can be accepted.  

 Results further indicated that on „Climate‟, the 21-30 had 

significantly less positive perception than the 41-50 and the>50. If 

simple mean score results of different age groups on „Climate‟ are 

taken into consideration (see table 5.b), it appears that in general, 

as age increased, the perception of „Climate‟ became more 

positive. These results highlight the possibility of the importance of 

good „climate‟ to older age group or travelers.  

 On „Quality of Service‟, the 21-30 and the 31-40 had significantly 

less positive perception than the >50. On „Local people 

friendliness‟, the <50 had more positive perception than the <21 

and the 21-30. The results which indicated that the>50 had 

significantly more positive perception on „local people friendliness‟ 

and „quality of service‟ than some of the younger age groups may 

indicate that the younger travelers have a higher expectation of the 

„service‟ elements of a tourism destination or that the older travelers 

perceived that they would receive greater hospitality and service in 

Indonesia. Either way, there are practical implications which are 

discussed in chapter 9.  
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Research hypothesis 4c - There are statistically significant image 

variations among the income groups. The results for two-tailed tests are 

shown in table 6 in Appendix D. The statistical significant results are 

summarized in table 8.6a.  

 

 There was statistically significant difference in the perception of 

„Security‟ among the income groups. Hence research hypothesis 4c 

can be accepted. Results indicated that the income groups £0-

£9999 and £10,000-£19,999 perceived „security‟ more positively 

than the £30,000 group. It is possible that travelers with lower 

income were willing to accept greater risks when traveling and did 

not perceive that there was a security problem in Indonesia, post-

the 1997 Indonesian crises. This has practical implication as 

discussed in chapter 9.  

 

Research hypothesis 4d - There are statistically significant image 

variations among education groups. The results for two-tailed tests are 

shown in table 7 in Appendix D.  

 

 The statistical significant results are summarized in table 8.6a. 

There was statistically significant difference in perception among 

non-visitors with different educational levels relating to „Climate‟, 

„Accommodation facilities‟, „Shopping facilities‟, „Environment‟ and 

„Security‟. Hence the research hypothesis 4d can be accepted.  
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 The results further revealed that non-visitors with no college or 

university background had significantly more positive perception 

than those with college or university background. This has a 

practical implication, discussed in chapter 9. 

 

8.2.2.7 Image variations by socio-demographic variables (visitors) 

 

To find if there were image variations among visitors‟ gender, age, income 

and education groups, Mann-Whitney and Kruskal Wallis tests were used 

(testing of hypothesis five).  

 

Research hypothesis 5a - There are statistically significant image 

variations among gender groups.  The results for two-tailed tests are 

shown in table 8 in Appendix D.  

 The statistical significant results are summarized in table 8.6b. The 

significant differences in perception between gender groups 

occurred in the case of the Indonesian‟s tourism attributes „Climate‟, 

„Tourist sites‟ and „Environment‟. Hence, the research hypothesis 

5a can be accepted.  

 The results also revealed that females had significantly more 

positive perception than males relating to these attributes.  

 

Research hypothesis 5b - There are statistically significant image 

variations among the age groups. The results for two-tailed tests are 
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shown in table 9 in Appendix D. The statistical significant results are 

summarized in table 8.6b.  

 

 There were statistically significant differences in the perception 

among visitors‟ age groups relating to four attributes; „Variety of 

food and drink‟, „Environment‟, „Quality of service‟ and „Reputation‟. 

Hence, the research hypothesis 5b can be accepted.  

 Results further indicated that on „Reputation‟, the 21-30 had 

significantly more positive perception than the 31-40, 41-50 and 

>50. The younger visitors appeared to have a more positive image 

of Indonesia. Hence, the tourism industry needs to have image 

correction techniques to improve the images held by older travelers.  

 On „Environment‟, the 21-30 had significantly more positive 

perception than the 41-50. In Indonesia, the 21-30 visitors are 

generally backpackers and who are believed to have greater 

tolerance towards the environmental condition.  

 Overall, it was found that the 41-50 had less positive perception of 

the „Environment‟, „Quality of Service‟ and „Variety of Food and 

Drink‟, perhaps because of their higher expectation than other age 

groups. It is possible that the younger groups spend less and 

therefore expect less, the >50 are likely to be more experienced 

and are looking for different unique priorities in their holiday. The 

41-50 age group may also be comparing with conditions in the 

developed European holiday resorts. 
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Research hypothesis 5c - There are statistically significant image 

variations among the income groups. The results for the two-tailed tests 

are shown in table 10 in Appendix D. The statistical significant results are 

summarized in table 8.6b.  

 

 There were statistically significant differences in the perception 

among visitors‟ age groups relating to „Tourist sites‟ and 

„Accommodation facilities‟.  Hence, the research hypothesis 5c can 

be accepted.  

 Results indicated that the income group £0-£9999 perceived 

„Accommodation facilities‟ less positively than the £10,000-£19,999. 

It is possible that visitors from the lower income group may have 

stayed in cheaper hotels/ hostels in Indonesia and it is generally 

believed that many of these low-budget Indonesian hotels were 

below expectations.  

 However, the £10,000-£19,000 had a more positive perception than 

the £20,000-£29,999 and the >£30,000 in relation to 

„Accommodation facilities‟. It is reasonable to assume that travelers 

from the higher income groups had a greater expectation of the 

accommodation facilities because they are more used to a higher 

standard of living. Hence they were more likely to be dissatisfied 

with some of the Indonesian accommodation facilities.  

 Results also indicated that the income group £0-£9999 perceived 

„Tourist sites‟ more positively than the £30,000. It is possible to 
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assume that some visitors from the higher income group had 

different expectation of tourism products and hence were less 

satisfied than the visitors from the lower income group with the 

Indonesian tourism sites on offer.  

 

Research hypothesis 5d - There are statistically significant image 

variations among education groups.  

 

 The only significant difference in perception was in the case of the 

„Variety of food and drink‟.  Results revealed that visitors with no 

college or university background had significantly more positive 

perception than those with a college or university background. It is 

assumed that the higher educated travelers had greater 

experience; hence their expectation of the „variety of food and drink‟ 

on offer was higher than the basic expectations of travelers with a 

lower level of education. 

 

 

 Gender Age  Income Education 

Climate - *  - * 

Tourist Sites * - - - 

Accommodation 
facilities 

- - - * 

Shopping facilities - - - * 

Environment - - - *   

Customs and Culture * - - - 

Local people 
friendliness 

*   *  - - 

Security * - * *  

Opportunity to increase 
knowledge 

* - - - 

Family oriented *  - - 
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Quality of Service - * - - 

Key: 
*  – Statistically significant difference in image at the 5% level 
-  – Statistically no significant difference in image 

 
Table 8.6a Image variations among non-visitors, based on socio-

demographic variables 

 

 

 

 

 

 

 

 

 

 

 

 

 

 Gender Age  Income Education 

Climate *   - - - 

Tourist Sites *  - *   - 

Variety of food and 
drink 

- * - * 

Accommodation 
facilities 

- - *   - 

Environment *  *  - - 

Quality of Service - *   - - 

Reputation as a 
destination 

- *  - - 

Key: 
*  – Statistically significant difference in image at the 5% level 
-  – Statistically no significant difference in image 

 
Table 8.6b Image variations among visitors, based on socio-

demographic variables 
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In sum, the hypotheses that gender, age, income and education 

significantly influence the perceived image of attributes can be confirmed 

because of the relationships between these socio-demographic variables 

with some tourism attributes. The theoretical and practical implications of 

these findings are discussed in more detail in chapter 9.                

 

8.2.3 The presentation of the unstructured or open questions 

 

The unstructured or open-ended section of the questionnaire included 

open-ended questions that asked non-visitors and visitors to describe their 

perceptions of the characteristics of Indonesia, the mood(s) that they 

expect to experience while visiting Indonesia and their perception of the 

unique aspects of Indonesia. For research analysis purposes, constant 

comparison method was used (see Data Analysis chapter).  

8.2.3.1 Characteristics evoked when thinking of Indonesia as a 

holiday destination 

 

The purpose of this question was to determine respondents' holistic or 

overall image of the Indonesia as a holiday destination. Table 8.7a 

presents the actual and categorized responses of UK non-visitors. Table 

8.7b presents the actual and grouped responses of UK visitors. 

 
The responses of non-visitors included a range of generic impressions of 

the physical characteristics of Indonesia: 

Image attributes                                                                Responses 

Hot and Good climate 21% 
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Green 13% 

Good Scenery 12% 

Beaches 12% 

Variety of food and drink 8% 

Different culture and tradition 7% 

Cheap 7% 

Exotic flora and fauna 5% 

Distance 4% 

Total 100% 

Others 11% 

Table 8.7a Physical characteristics of Indonesia (non-visitors) 

 

 The results revealed that the main stereotypical impression was 

„hot or good climate‟ (21% responses).  

 A new category named „Green‟ was assigned for responses such 

as „tropical‟, „palm trees‟, „green lush‟ and "rainforest" with 6%, 2%, 

2% and 3%.  

 A new combined category named „Variety of food and drink‟ 

consisted of „Different food and drink‟ and „unusual food and drink‟ 

with 6% and 2% responses respectively.  

 „Cheap holiday‟, „Cheap costs of living‟, „Cheap accommodation‟ 

with responses of 3%, 2% and 2% respectively were grouped under 

the category "Cheap".  

 „Different culture‟ and „diversity of people‟ with responses of 5% and 

2% respectively were categorized under "Different culture and 

traditions".  

 „Exotic nature‟ and „Exotic wildlife‟ with responses of 3% and 2% 

respectively were categorized under „Exotic flora and fauna‟.   
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 Responses such as „Many islands‟, „Colorful‟, „Crafts and Wooden 

items‟, „Temples‟, „Dirty environment‟, „Developing country‟, „Riots‟, 

„Unstable‟, „Poor‟, „Human right abuse‟ and „Agriculture‟ with 

approximately 0.5% - 1% responses each, were grouped together 

under the label "Others"  

 

The findings revealed that the main positive stereotypical images of 

Indonesia among non-visitors were „hot and good climate‟, „good scenery‟ 

and „green‟, which provided an overall tropical country image.  Indonesia 

may also be considered as offering „value for money‟ because it was 

considered a relatively cheap destination to visit. Table 8.7b provides 

responses actually expressed by visitors and those that have been 

grouped together using the „constant comparison‟ method.  

        Image attributes                                         Responses 

Unpleasant contact with tradesman 21% 

Beaches 11% 

Cheap  10% 

Variety of tourist attractions 9% 

Good scenery 9% 

Good food 9% 

Good coastal tourism 9% 

Hot climate/sun 8% 

Wildlife 8% 

Others  6% 

No comments 18% 

Total 100% 

 Table 8.7b Physical characteristics of Indonesia (Actual visitors) 
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 The most positive stereotypical images were „Beaches‟ and 

„Cheap‟. The latter consisted of „Cheap holiday‟ and „cheap 

accommodation‟ (with 7% and 3% responses respectively)  

 „Harassment of tourists‟, Rip-off salesman‟ and „Annoying 

tradesmen‟ with responses of 9%, 9% and 3% respectively were 

categorized under „Unpleasant contacts with tradesmen". This 

category group represented the dominant negative impressions 

among visitors with 21% of responses in total.  

 Other constructs that occurred less frequently were placed under 

the category „Others‟. These were negative responses; „under-

developed‟, „social unrest‟, „social problem‟, „poor‟ and „dirty‟.  

 Overall, 72% of the responses were positive. 

 

8.2.3.2 Descriptions of the atmosphere or mood that respondents 

expect to experience while visiting Indonesia 

 

Table 8.8a presents the responses of non-visitors and table 8.8b presents 

the responses of visitors to the question of what was the mood or 

atmosphere they expect to experience while visiting Indonesia. 

 
Among non-visitors, there were both positive and negative stereotypical 

images of Indonesia (see Table 8.8a).  

 

Atmosphere/ Mood                              Responses (%) 

Negative security issues 22% 

Relaxing/peaceful 17% 
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Cultural 15% 

Friendly people 14% 

Bustling/crowded 7% 

Exciting 6% 

Exotic 3% 

Safe 3% 

Others 13% 

Total Comments 100% 

No comments 13% 

           Table 8.8a Atmosphere or mood (non-visitors) 

 

 Positive responses include „Relaxing/peaceful‟ (17%), „Cultural‟ 

(15%), „Friendly people‟ (14%). 

 However, some non-visitors held a multi-dimensional negative 

security images. For example, responses such as „Political 

complexity‟ (4% responses), „Muslim extremists‟ (4%), „Unsafe‟ (3% 

responses) „Political instability‟ (2% responses), „Social unrest‟ 

(2%), „Christian and Muslim religious clashes‟ (2% responses), 

„Unpleasant‟ (2% responses), „Tension and fear‟ (1% responses), 

„East Timor‟ (1% responses) and „Anti-Americans‟ (1% responses) 

were classified together as „Negative security issues‟. This category 

group represented the dominant negative security impression 

among non-visitors. 

 The category „Others‟ included „Unusual‟, „Poverty‟, „Happy‟, 

„Exploitation‟ and „Dirty‟ (a total of 13% responses). 

 

Like non-visitors, visitors also held positive and negative stereotypical 

images (see Table 8.8b).  
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Atmosphere/mood                                Responses 

Friendly people 18% 

Calm and Peaceful 15% 

Negative security issues 14% 

Exciting 13% 

Exotic 10% 

Secure 10% 

Cultural 8% 

Busy/crowded 3% 

Islamic religion 3% 

Total 100% 

Others  6% 

                 Table 8.8b Atmosphere or mood (Visitors) 

 

 The main positive stereotypical responses were „Hospitable‟ and 

„Friendly‟ with responses of 10% and 8% respectively were grouped 

together under „Friendly people‟ (18%).  

 However, there were also negative stereotypical image of 

Indonesia. These responses; „Insecure‟ (4%), „Pickpockets‟ (6%) 

and „Muslim extremists‟ (4%) were grouped together under the 

category „Negative security issues‟.  

 Constructs such as „Islamic center‟ (1%), „Muslim‟‟ (1%) and 

„Religious people‟ (1%) were categorized under the category 

„Islamic religion‟. However, there was no further analysis into 

whether these responses were positive or negative impressions. 

They could be images of the „religious‟ Indonesia or they could be 

treated as negative impressions of Indonesia, because of the 

associated link between the Islamic religion and terrorism issue. 
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 Responses under the category „Others‟ included „Dirty‟, „Developing 

country‟, „Slow-paced‟ and „Cheap‟ (a total of 6% responses).  

 

8.2.3.3 Unique tourist attractions that apply to Indonesia 

 

The purpose of this question was to determine the special or unique 

characteristics of Indonesia. Table 8.9a presents the non-visitors‟ 

responses and table 8.9b presents the visitors‟ responses.  

 

 

 

Unique characteristics                      Responses (%) 

Bali 17% 

Scenery  16% 

Culture 11% 

Wildlife 10% 

Temples 8% 

Java island 7% 

Ecotourism 7% 

Beaches 6% 

Ancient sites 6% 

Indonesian cities 6% 

Others 9% 

Total 100% 

No comments 37% 

Table 8.9a Unique tourist attractions (non-visitors) 
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 Some non-visitors provided no comments to the final open-ended 

question and expressed their inability to do so because they have 

little knowledge of specific characteristics of the country.  

 Those who responded revealed constructs such as „Bali‟, which 

was the largest category with 17% responses, indicating that Bali is 

believed to be a unique tourist destination within Indonesia for 

some non-visitors. 

 The responses „Natural environment‟ (8%), „Nature‟ (6%) and 

„Mountains and volcanoes‟ (2%) were categorized under „Scenery‟; 

whilst responses such as "Jakarta" (2%) and "Yogyakarta" (4%) 

were categorized under "Indonesian cities".  

 Responses that were categorized under the label „Others‟ included 

„Traditional lives‟, „Exotic places‟, „Rainforest‟, „Handicrafts‟ and 

„Small islands‟ with a total responses of 9%. 

 

Visitors‟ responses - Table 8.9b revealed the responses of visitors 

regarding their perception of the unique characteristics of Indonesia: 

 
Unique Characteristics                  Responses 

Bali 14% 

Lake Toba 12% 

Diving sites 10% 

Lombok 10% 

Different islands 9% 

Ancient tribes 9% 

Religious site – Borobudur 8% 

Prambanan 7% 
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Jakarta 7% 

Volcanoes (Bromo, Merapi) 6% 

Rainforest 2% 

Others 9% 

Total 100% 

No comments 10% 

                 Table 8.9b Unique tourist attractions (Visitors) 

 

 Visitors were able to mention specific Indonesian holiday regions 

such as Java, Bali and Lombok, and the cities of Jakarta, 

Surabaya, Bandung, Malang etc.  

 Most respondents were also able to recall the names of various 

tourist attractions; for example volcanoes sites, such as Bromo and 

Merapi, religious tourist-oriented sites such as the Borobudur and 

Prambanan, and famous Indonesian Lakes such as Lake Toba. 

These findings are discussed in more detail in chapter 9. 

 

8.3 Results of survey undertaken in 2007, ‘Post the Bali bombings’ 

 

The survey was undertaken in the period between September and 

October 2007 and post-the Bali bombings. In 2007, the 2001 image study 

was repeated with some modifications. The 2007 study‟s primary aim was 

to determine the image of Indonesia and Bali „post-the 2002 and 2005 Bali 

bombings‟. A secondary objective was also to determine the relative 

image change, if any, over time for Indonesia. To compare the 2007 study 

results with those obtained in 2001, some questions on the 2001 survey 

were duplicated on the 2007 questionnaire. Additionally, other questions 
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were included to investigate image, media and security issues „post-the 

Bali bombings‟ (see questionnaire design in Appendix B).  

 

8.3.1 Research sample profile 

 

The data is based upon purposive sampling (see Research Methodology 

chapter). The sample, which the results were based upon, comprised 90 

visitors to Bali. The social-demographic profile of the 90 visitors is 

presented in table 8.10. There were relatively more male (58%) than 

female (42%) and more graduates (63%) than non-graduates (37%). 

There were more respondents from the age group 21-30 than from other 

age groups, and more respondents from the income group £10,000 - 

£19,999 than from other income groups. 

Social-Demographics Visitors to Indonesia 

(Responses %) 

Gender  

    Male 

    Female 

 

58% 

42% 

Age group  

    <21 years 

    21-30 

    31-40 

    41-50 

    50-60     

 

6% 

39% 

17% 

21% 

17% 

Income  

    £10,000-19,9999 

    £20,000-£29,999 

    £30,000-£40,000 

 

50% 

26% 

24% 

Education level  

  Non-Graduate 

 

37% 
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  Graduate 63% 

 

Table 8.10 Social-demographic profiles of respondents (n=90) 

 

 

8.3.2 The presentation of the structured or close-ended questions 

 

8.3.2.1 Indonesia and Bali’s image attributes 

 

The UK visitors‟ images of Indonesia and Bali „post-the Bali bombings‟ 

were studied. The visitors were asked to record their degree of agreement 

with contrasting statements describing the attributes of Indonesia and Bali 

separately on 7-point semantic differential scales. Descriptive analysis in 

the form of median score values of Indonesia and Bali‟s attributes was 

considered. The results are presented in Table 8.11.  

 

          Tourism Attributes         Median Scores 

 Indonesia Bali 

Scenery 7 7 

Cost of holiday 6 6 

Climate 6 6 

Tourist sites 6 6 

Variety of food and drink 6 6 

Accommodation facilities 6 7 

Shopping facilities 6 6 

Environment 4 3 

Customs and Culture 7 7 

Local people friendliness 7 7 

Security 5 6 
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Opportunity to increase knowledge 6 6 

Family orientation 6 6 

Quality of Service 6 7 

Reputation as a holiday destination 6 7 

 
Table 8.11 Median score values for Indonesia and Bali 

 

 The results of the descriptive analysis revealed that UK visitors had 

the least positive perception of Indonesia and Bali‟s „Environment‟.  

 The results also indicated that in relation to „Quality of Service‟ and 

„Reputation‟, UK visitors rate these attributes higher for Bali than for 

Indonesia.  

 

 

 

8.3.2.2 Sources of information used 

 

In response to being asked what information sources the respondents had 

used to receive information about Indonesia and which required them to 

provide ticks to different options, the following results were obtained from 

UK visitors (Table 8.12). Respondents were also requested to list any 

other sources of information they had used, which were not included in the 

list. 

 

Sources of information used Responses (Yes) % 

Television news 28% 

Newspaper reports 22% 

Magazine articles 27% 

Independently produced documentaries 26% 
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 Travel agents 32% 

Travel guidebooks 47% 

Other promotional media 19% (lowest) 

Recommendations of friends and families 63% 

Personal experiences 64% (highest) 

Others  21% 

 
Table 8.12 Sources of information used  

 

 Table 8.12 showed that sources of information such as „Personal 

experiences‟ (64%) and „Recommendations of Friends and 

Families‟ (63%) were highly used by the UK visitors.  

 On the other hand, „Other Promotional Media‟ was the least used 

(19%). The lack of reliance on promotional media may suggest that 

visitors to Indonesia in 2007 were repeat visitors who did not feel 

the need for promotional materials. However, the relatively high 

percentage of visitors who used guidebooks (47%) suggests that 

there was still interest in gaining more detailed knowledge about 

Indonesian tourist regions and products among visitors. 

 

8.3.2.3 The importance of safety in international travel decisions 

 

To ascertain the degree of the importance of safety in their international 

travel decision, the UK visitors were asked to indicate their opinion on a 5-

point Likert-type scale (1=very unimportant to 5=very important). The 

results revealed that the majority of visitors (52%) believed that safety was 

„very important‟ and thirty eight percent (38%) of visitors believed that 
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safety was „important‟ in their international travel decision. Together, this 

amounts to 90% of visitors who believed that safety was an important 

factor in their decision to travel internationally.  

 

8.3.2.4 Indonesia’s image variations by socio-demographic 

characteristics  

 

To find if there were image variations of Indonesia among visitors‟ gender, 

age, income and education groups, Mann Whitney and Kruskal-Wallis 

were used (testing of hypothesis seven).  

 

Research hypothesis 7a- There are statistically significant image 

variations among gender groups. The results for two-tailed tests are 

shown in table 12 in Appendix D. The statistically significant results are 

summarized in table 8.13.  

 The only significant difference between gender groups was in the 

case of the Indonesian‟s tourism attribute „Shopping facilities‟. 

Research hypothesis 7a can be supported.  

 The results also revealed that females had a more positive 

perception. The result is unsurprising as females are believed to 

have greater interest in shopping in general.  

 
Research hypothesis 7b - There are statistically significant image 

variations among the age groups. The results for two-tailed tests are 

shown in table 13 in Appendix D.  
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 The results showed that there were no significant differences in 

image of Indonesia among age groups. 

 

Research hypothesis 7c - There are statistically significant image 

variations among the income groups. The results for two-tailed tests are 

shown in table 14 in Appendix D.  

 

 The results showed that there were no significant differences in 

image of Indonesia among income groups. 

 
Research hypothesis 7d - There are statistically significant image 

variations among education groups.  The results for two-tailed tests are 

shown in table 15 in Appendix D.  

 The only significant difference between education groups was in the 

case of the „Opportunity to increase knowledge‟. Results showed 

that visitors with a higher education level had a less positive 

perception than those with a lower education level. It is reasonable 

to assume that visitors with a higher education level had a greater 

interest in learning or increasing knowledge about a destination, 

hence, they had greater expectation from a destination. In this 

case, it appears that Indonesia was perceived to have offered a low 

opportunity of learning. On the other hand, their level of knowledge 

may already be above average and there was little opportunity to 

increase it further. 
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8.3.2.5 Bali’s image variations by socio-demographic characteristics  

 

To find if there were image variations of Bali among visitors‟ gender, age, 

income and education groups, Mann Whitney and Kruskal Wallis tests 

were used (testing of hypothesis eight).  

 

Research hypothesis 8a -There are statistically significant image 

variations among genders. The results for two-tailed tests are shown in 

table 16 in Appendix D. The statistically significant results are summarized 

in table 8.13.  

 

 Significant differences between genders were found in the case of 

Bali‟s tourism attribute „Shopping facilities‟ and „Opportunity to 

increase knowledge‟. Research hypothesis 8a can be supported.  

 The results also revealed that female had a more positive 

perception. This is unsurprising as females are believed to have 

greater interest in shopping in general. Furthermore, it appears that 

females perceived that there was a good opportunity to learn in 

Indonesia. 

 

Research hypothesis 8b - There are statistically significant image 

variations among the age groups. The results for two-tailed tests are 

shown in table 17 in Appendix D.  

 Results showed that there were no significant differences in image 

of Indonesia among age groups. 
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Research hypothesis 8c - There are statistically significant image 

variations among the income groups. The results for two-tailed tests are 

shown in table 18 in Appendix D.  

 

 The results showed that there were significant differences in the 

image of Bali‟s „Custom and Culture‟ and „Opportunity to increase 

knowledge‟ among income groups. Hence hypothesis 8c can be 

supported.  

 The results also revealed that the income group £10,000-£19999 

perceived „Opportunity to increase knowledge‟ and „Customs and 

Culture‟ less positively than the £20,000-£29,999. Furthermore, the 

£20,000-£29,000 had more positive perception than the £30,000-

£40,000 in relation to the same attribute. The results indicated that 

visitors with an income group of £20,000-£29,999 believed that 

Indonesia offered a good opportunity to increase knowledge. It is 

possible that the lowest and the highest income groups did not find 

Indonesia as offering anything beneficial or unique in learning. This 

has a practical implication for the Indonesian tourism industry, 

discussed in chapter 10. 

 

Research hypothesis 8d - There are statistically significant image 

variations among education groups. The results for two-tailed tests are 

shown in table 19 in Appendix D.  
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 Six image attributes; „Shopping facilities‟, „Security‟, „Opportunity to 

increase knowledge‟, „Family-oriented‟, „Quality of Service‟ and 

„Reputation as a destination‟  - were found to be significantly related 

to whether the individual has college/university qualifications or not. 

The results revealed that visitors with a lower education level 

perceived all these attributes more positively than visitors with a 

higher education level. It is possible that visitors with a higher level 

of education have higher expectations from a destination. Hence, 

the results appear to indicate that Indonesia has fallen short of their 

expectations, in terms of what appears to be the safety and quality 

tourism dimensions.  

Table 8.13 provides a summary of the effect of gender, income and 

education on the perceived images of Indonesia and Bali‟s attributes.  

  

Socio-
demographic 
variables 

Indonesia’s attributes Bali’s attributes 

Gender  Shopping 
facilities  

 Shopping facilities 

 Opportunity to 
increase knowledge  

 

Income                 
               - 

 Customs and 
Culture 

 Opportunity to 
increase knowledge 

Education  Opportunity to 
increase 
knowledge 

 Security 

 Opportunity to 
increase knowledge 

 Family oriented 

 Quality of Service 
Reputation as a 
destination 
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Table 8.13 The differences in image attributes of Indonesia and Bali 

based on socio-demographic variables 

 

 

8.3.3 The presentation of the unstructured or open-ended questions  

 

The unstructured section of the questionnaire included open-ended 

questions that asked visitors to describe their perceptions of the 

characteristics of Indonesia, the mood that they expected to experience 

while visiting Indonesia and their perception of the unique aspects of 

Indonesia. These were the same open-ended questions included in the 

survey questionnaire in 2001. However, three more open-ended questions 

were added. These questions asked visitors to describe the impact of the 

Bali bombings on their perception of Bali and Indonesia, their perception of 

the motivations of Bali bombers and their perception of the identity of Bali 

within Indonesia. For research analysis purposes, a constant comparison 

method was used (see Data Analysis chapter 6).  

 

8.3.3.1 Characteristics evoked when thinking of Indonesia as a 

holiday destination 

 

Table 8.14 presents the responses in 2007 of UK actual visitors relating to 

their perceptions of Indonesia as a holiday destination. 

 

Image attributes                             Responses (%) 

Good climate 22% 

Friendly people 14% 
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Different culture 12% 

Beaches 12% 

Green 7% 

Cheap 6% 

Scenery 6% 

Different islands 5% 

Different tourist attractions 3% 

Good food 3% 

Others 10% 

Total comments 100% 

                 Table 8.14 Physical characteristics of Indonesia 

 

 The main positive impressions were „Hot and Good climate‟ with 

22% actual responses, „Friendly people‟ (14%), „Different culture‟ 

(12%), „Beaches‟ (12%), „Scenery‟ (6%) and  „Cheap‟ (6%).  

 A new category „Green‟ was formed and responses „Tropical‟ and 

„Agriculture‟ with 3% and 4% responses respectively, were grouped 

under this category.  

 „Others‟ included the following responses; „Rain‟, „Warm water‟, 

„Transportation‟, „Safe‟, „Beautiful‟, „Trades people‟, „Can be 

dangerous in some areas‟, „Tsunami‟, „Religion‟, „Cheap shopping‟ 

(a total of 10% responses).  

 
 
8.3.3.2 Descriptions of the atmosphere or mood respondents expect 

to experience while visiting Indonesia 
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Table 8.15 presents the responses of the responses of visitors to the 

question of what was the mood or atmosphere they expect to experience 

while visiting Indonesia: 

 
Atmosphere/mood                                                  Responses (%) 

Friendly 26% 

Relaxed/peaceful 21% 

Happy 18% 

Good 10% 

Cultural  5% 

Religious problem/ tension in some parts of 

Indonesia like Java, Lombok 

5% 

Crowded/ hustle and bustle 3% 

Mystical  3% 

Safe 3% 

Others 6% 

Total responses 100% 

Table 8.15 The expected atmosphere or mood in Indonesia 

 The main positive stereotypical images were „Relaxing/peaceful‟ 

(21%), „Friendly people‟ (26%), „Good‟ (10%). These responses can 

be considered as the main positive impressions of the atmosphere 

of Indonesia.  

 The responses „Happy‟ (13%) and „Paradise‟ (5%) were 

categorized under a new category „Blissful‟. These may also be 

considered as main positive impressions. 

 The negative stereotypical impression was „Religious tension‟ (5%).  

 „Hustle and bustle‟ (1%) and „Crowded‟ (2%) were categorized 

under a new category „Crowded‟ and these may also be considered 

negative impressions.  
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 Responses that occurred less frequently were categorized under 

"Others" and these included „Ethnic‟, „Artificial‟, „Naiveté‟, „Family-

oriented‟, „Interesting‟, „Electric‟, „Unique‟ and „Adventurous‟ (a total 

of 6% responses). 

 

8.3.3.3 Unique tourist attractions that apply to Indonesia 

 

Table 8.17 presents the visitors‟ perception of the unique characteristics of 

Indonesia as a holiday destination.  

 

 

 

 

Unique characteristics                 Responses 

Culture and tradition 44% 

Beaches 7% 

Bali 7% 

Nature 5% 

People are friendly 5% 

Historical sites 3% 

Flora and Fauna 3% 

Good nightlife 3% 

Cheap 3% 

Many islands 3% 

Ethnic groups 3% 

Food and drink 3% 

Others  11% 

Total responses 100% 
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                 Table 8.16 Unique characteristics of Indonesia 

 

 The responses „Culture‟ (20%), „Barong traditional dances‟ (5%), 

„Temples‟ (5%), „Arts and crafts‟ (4%), „Unique way of life‟ (4%), 

„Ceremonies‟ (3%), „Traditions‟ (3%) were grouped together under 

the category „Culture and Tradition‟.  This category has a total of 

44% responses and represented a main positive perception of 

Indonesia in cultural terms.  

 Other main positive responses were „Bali‟ (7%) and „Beaches‟ (7%), 

„Nature‟ (5%), „People are friendly‟ (5% responses) 

 The following responses: „Scenery‟, „Freedom to do what you want‟, 

„Welcoming‟, „Not commercialized‟, „Architecture‟, „Abundance‟, „Not 

too distant‟, „Komodo island‟, „Flower offerings‟, „Unique clothing‟, 

„Tea-farming‟ were grouped together under the category „Others‟ 

(with a total of 11% of responses). 

 

8.3.3.4 The impact of the Bali bombings on the images of Bali and 

Indonesia 

 

The results of the impact of Bali bombings on Bali and Indonesia‟s images 

are presented in Tables 8.18a and 8.18b respectively. 

  
  Impact on Bali's image                                              Responses 

No image problem 32% 

Shock and Sympathy for Bali and the Balinese 15% 

Normal, can happen anywhere else 12% 

Negative tourism image  10% 
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Great impact before but not anymore today 9% 

Less safe than before 8% 

More determined to return to provide support 5% 

Impact on Bali's tourism businesses 3% 

Still safe but be more vigilant when traveling 3% 

Victim of terrorism 3% 

Total responses 100% 

Table 8.17a The impact of the Bali bombings on Bali’s images 

 

There were mixed findings relating to the impact of Bali bombings on 

visitors‟ image of Indonesia:  

 As many as 32% of visitors did not have an image problem. This 

means that a proportion of visitors still hold a neutral image of Bali 

after the two bombings. 

 Around 12% of visitors believed that Bali bombings were normal 

and could happen anywhere. This shows that these visitors may be 

increasingly accustomed to terrorism threats and acts. 

 There were visitors who had a sympathetic view of Bali and a 

supportive attitude (23%)   

 There were visitors who had a relatively negative security image of 

Bali (10%).   

 However, 9% of visitors believed that the Bali bombings had no 

impact on their image by 2007 and 3% of visitors believed that Bali 

was largely safe but vigilance was still needed when travelling to 

the area. For these visitors, it appeared that the negative image 

existed after the bombings but whose image had become more 

neutral by 2007. The theoretical and practical implications of these 
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results are discussed in chapter 9. 

 

There were also mixed findings relating to the impact of the Bali bombings 

on Indonesia‟s image (see Table 8.18b). 

 

 The majority of visitors (38%) believed that the Bali bombings had 

no impact on their image of Indonesia. This represents a certain 

proportion of visitors who had a neutral image of Bali, „post-the Bali 

bombings‟. 

 Around 8% of visitors said that such event was normal and could 

happen anywhere else.  

 

 

Impact on Indonesia’s image                             Responses 

No image problem 38% 

Less safe than before in some parts  14% 

Negative tourism image 10% 

Normal, can happen anywhere else 8% 

Terrorist images 8% 

Sympathy for Indonesia 5% 

Travel warnings indicated danger 5% 

Still safe, be more vigilant when traveling 4% 

Serious impact on tourism economy 3% 

Negative impact before but not anymore 3% 

Will continue to visit to provide support 2% 

No comment 4% 

Total responses 100% 

 
           Table 8.17b The impact of the Bali bombings on Indonesia’s  

                                 image 
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 There were visitors who had a sympathetic image of and attitude 

towards Indonesia (7%).  

 On the other hand, there were visitors who held a negative security 

image of Indonesia, albeit in varying degree; 14% of visitors 

believed that the Bali bombings have caused some parts of 

Indonesia to become less safer than before, 10% of visitors 

believed that Indonesia's overall security condition was negative, 

8% believed that Indonesia was a terrorist country and 5% of 

visitors indicated that the travel warning has increased their risks 

perception.  

 However, 3% of visitors believed that the bombings no longer have 

affected their image and 4% still thought of Indonesia as a generally 

safe country although some vigilance was needed when travelling 

to the country. Therefore, negative image of Indonesia have ceased 

to exist by 2007.  

 

8.3.3.5 The perceptions of the motivations for the Bali bombings 

 

Table 8.18 presents the results of the perceived motivations for the Bali 

bombings.  

 
Perceived motivations                                                    Responses 

Religious fanatics and extremists 18% 

Attacks against the West 14% 

Unsure/ not understandable 13% 

To cause chaos and disruption 9% 
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Stupidity and insanity 8% 

Terrorism acts 6% 

Attacks against tourists 6% 

The need for publicity 6% 

To create World anxiety/fear 6% 

Political  5% 

Attack against most popular island in the world 3% 

Narrow-minded people 3% 

Cultural intolerance 2% 

Inflict pain and suffering 1% 

   
          Table 8.18 The perceived motivations for the Bali bombings 

 

 The main responses were „Religious fanatics or Extremists‟ (18%)  

 The following responses: „Attacks against Westerners‟ (10%) and 

„Attacks against the Western governments‟ (4%) were grouped 

together under „Attacks against the West‟. This represents one of 

the general impressions of the reasons behind the bombings 

 It is interesting to note that 13% of UK visitors were „Unsure of the 

motivations‟. 

 Other main responses were „To cause chaos and disruption‟ (9%), 

„Stupidity and insanity‟ (8%), „Attacks against tourists‟ (6%), 

„Terrorism acts‟ (6%), „To create publicity‟ (6%), „To create world 

anxiety‟ (6%) and „Political‟ (5%).  

 

8.3.3.6 Bali's identity within Indonesia 

 

Table 8.19 presents the findings relating to the perception of visitors of 

Bali's identity within Indonesia, „post-the Bali bombings‟. 
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 Findings revealed that 26% of visitors believed that Bali was 

„culturally unique and separated from the rest of Indonesia‟. This 

represented the largest category.  

 However, findings also revealed that 25% of visitors were „unsure of 

the identity of Bali within Indonesia‟ for various reasons; some have 

indicated that they were „unsure of Bali‟s identity within Indonesia‟ 

because they have not visited other parts of Indonesia and others 

indicated that they did not recognize Bali as a part of Indonesia.  

 On the other hand, a total of 49% of visitors recognized Bali as a 

part of Indonesia. Approximately 15% said that Bali was very much 

part of Indonesia, Despite this recognition, 10% of visitors still 

believed that Bali was a better Indonesian tourist destination, 6% 

believed that Bali was an icon, 5% said that Bali was more peaceful 

than the rest of Indonesia and 5% indicated that the island was 

safer and than the rest of Indonesia. These represent the perceived 

positive aspects of Bali‟s identity. 

 However, a more negative perception of Bali‟s identity within 

Indonesia was also revealed: Around 5% of visitors believed that 

Bali was more “westernized” and “commercial” than the rest of 

Indonesia and 3% believed that Bali was “more vulnerable than the 

rest of the country” because of the two bombings.   

 

Identity of Bali                                                                      Responses 

Very different/unique, separated from the rest of    26% 
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Indonesia 

Unsure of Bali's identity within Indonesia    25% 

Very much part of Indonesia    15% 

Bali is part of Indonesia but a better tourist island than 

others 

   10% 

Represents Indonesia, an icon     6% 

Bali is part of Indonesia but more westernized/ 

commercial/ touristic 

    5% 

Part of Indonesia, but more peaceful and safer than the 

rest 

    5% 

Part of Indonesia, but less hostile than the rest of 

Indonesia 

    5% 

Bali is part of Indonesia but more vulnerable than others    3% 

Total comments    100% 

 
Table 8.19 The perceived identity of Bali  

 

8.4 Image change in Indonesia 

 
 
First, median ratings of each attribute for the initial survey (2001) and the 

subsequent survey (2007) as perceived by visitors were considered (see 

Table 8.20a).  

 

 The results showed that in 2001, the strongest single attribute was 

„Scenery‟. Whilst in 2007, the strongest attributes were „Scenery‟, 

but in addition, „Customs and Culture‟ and „Local people 

friendliness‟ were also considered as the strongest attributes. 

These findings show that scenery may be Indonesia‟s enduring 

positive tourism attribute.  

         Indonesia’s Attributes             Median Scores 
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 Visitors (2001) Visitors (2007) 

Scenery 7 7 

Cost of holiday 6 6 

Climate 6 6 

Tourist sites 6 6 

Variety of food and drink 6 6 

Accommodation facilities 6 6 

Shopping facilities 5 6 

Environment 4 4 

Customs and Culture 6 7 

Local people friendliness 6 7 

Security 6 5 

Opportunity to increase knowledge 6 6 

Family orientation 5 6 

Quality of Service 6 6 

Reputation as a holiday destination 6 6 

 
Table 8.20a The median scores of visitors in 2001 and 2007 

 The least popular image item in 2001 was „Environment‟ and in 

2007, this image item is still perceived to be the least popular with a 

median score of 4. This indicates that the perceived problem with 

cleanliness in Indonesia from the visitors‟ perspective has not been 

tackled effectively. 

 

Hypothesis nine proposes that there is significant change in image over 

the period of 2001-2007. Mann-Whitney test was used to test if there was 

any statistically significant image change over the 7-year period (2001-

2007). The test results are shown in table 20 in Appendix D. The results 

are summarized in Table 8.20b.  
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Tourism attributes Results of test of 
significance 

More positive 
perception 

Climate * Pre 

Customs and Culture * Post 

Local people‟s friendliness * Post 

Quality of Service * Post 

Reputation * Post 

Key: 
*   -      Statistically significant differences in perception at the 5% level 
Pre   - Visitors „pre-the Bali bombings‟ had more positive perception than 
visitors   „post-the Bali bombings‟ 
Post  - Visitors „post-the Bali bombings‟ had more positive perception than 
visitors   „pre-the Bali bombings‟ 
 

Table 8.20b Indonesia's image change 

 

 Hypothesis 9 can be supported as there were statistically significant 

image changes relating to „Climate‟, „Customs and Culture‟, „Local 

people friendliness‟ and „Reputation‟.  

 Table 8.21b revealed that Indonesia‟s image for the attribute 

„Climate‟ was more positive in 2001 than in 2007. This suggests 

that the image for these attributes has declined overtime. It is 

reasonable to assume that the negative perception of „climate‟ may 

have been influenced by the natural disasters that occurred in 

Indonesia since 1998; such as the 1998 forest fires, the 2002 

flooding and the 2004 Tsunami which were all widely represented in 

the international media. 

 On the other hand, the images of „Custom and Culture‟, „People‟s 

friendliness‟, „Quality of service‟ and „Reputation‟ were more 

positive in 2007 than in 2001, which suggested that the images of 

these attributes have improved over time. It is possible that 

Indonesia has made significant effort to improve the „service‟ 
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element of their tourism offering after different crises to entice 

potential tourists.  

 There was no statistically significant change in the images of other 

tourism attributes overtime. This has practical implication, which is 

discussed in chapter 9. 

 
 

 

 

 

 

 

 

 

8.5 Summary 

 

Summary of the differences by visitors and non-visitors, surveyed „Pre-the 

Bali bombings‟ 

 
Indonesia‟s tourism image attributes -  Visitors had significantly more 

positive perception than non-visitors, relating to the majority of tourism 

attributes; 

Median score analyses revealed that visitors had the least positive 

perception of „Environment‟ and non-visitors had the least positive 

perception of „Security‟ 

 
Sources of information used -  The majority of visitors obtained information 

about Indonesia from „previous experiences‟, whilst the majority of non-

visitors obtained information through „television news report‟; 

 
Perceived Usefulness and Reliability of different information sources- 
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Median score analysis revealed that visitors perceived „advice of friends 

and families‟ and „previous experiences‟ (a) equally useful and reliable and 

b) more useful and reliable than other information sources;  

Median score analysis revealed that non-visitors perceived „previous 

experiences as more reliable than other information sources and „travel 

agents‟ and „promotional literature‟ as less useful than other information 

sources; 

Visitors had less positive perception than non-visitors of the usefulness of 

„induced‟ and „autonomous‟ sources; 

Visitors had significantly more positive perception than non-visitors relating 

to the reliability of „advice of friends and families‟ 

 
Influences of socio-demographic factors- Gender, age, income and 

education significantly influenced visitors and non-visitors‟ images of some 

attributes 

 

Perceived physical characteristics of Indonesia – Visitors‟ positive 

impressions were „beaches‟ and „inexpensive holiday‟ and their dominant 

negative image was „unpleasant contact with tradesmen‟; 

Non-visitors‟ stereotypical images were „hot/good climate‟, „good scenery‟, 

and „green‟ 

 
Perceived atmosphere or mood in Indonesia – Visitors‟ positive 

stereotypical impressions were „friendly people‟, „calm and peaceful‟ and 

„exciting‟ and there was a main negative security image relating to „petty 

crimes‟; 

Non-visitors‟ positive stereotypical impressions were „relaxing‟ and „friendly 

people‟ and there were negative security images relating to „political 

problem‟ and „religious problem‟ 

 
Perceived unique tourist attractions of Indonesia- Visitors were able to 

mention specific tourist attractions and different Indonesian regions and 

cities, religious sites and lakes were considered unique; 
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Around 37% of non-visitors provided no comments and others provided 

general vague responses. However, Bali was perceived to be a unique 

attraction of Indonesia by some non-visitors 

 

 

 

 

Summary of the images of Indonesia and Bali „post-the Bali bombings‟ 

 
Tourism image attributes –  

Median score analyses revealed that visitors had the least perception of 

Indonesia‟s and Bali‟s „environment‟; 

In relation to „Quality of Service‟ and „Reputation‟, visitors rated these 

higher for Bali than for Indonesia 

Sources of information used –  

The majority of visitors used „previous experiences‟ and „recommendations 

of friends and families‟ as sources of information. The least used 

information source appeared to be the „promotional media‟. 

 
Image variations by socio-demographic factors-  

Gender and education significantly influenced the perceived image of 

some Indonesian attributes; 

Gender, income and education significantly influenced the perceived 

image of some Bali‟s attributes 

 
Bali‟s identity within Indonesia after the bombings-  

Bali was seen as separated from Indonesia by 51% of visitors 

Bali was seen as part of Indonesia by 49% of visitors 

However, even among those who saw Bali as part of Indonesia, Bali was 

perceived as unique or different for various reasons 

 
Image change in Indonesia- 
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Median score comparison revealed that in 2001, the strongest single 

attribute was „scenery‟, whilst in 2007, the strongest attributes were 

„scenery‟, „customs and culture‟ and „local people friendliness‟. 

Median score comparison revealed that in 2001, the least popular image 

attribute was „environment‟. In 2007, the least positive attribute was also 

the „environment‟; 

 

The attribute „Climate‟ was perceived as more positive in 2001 than in 

2007; 

The attributes „Custom and Culture‟, „People‟s friendliness‟, „Quality of 

Service‟ and „Reputation‟ were more positive in 2007 than in 2001. 

 

 

 

 

Summary of the differences in findings  

 
Pre-the Bali bombings 

Influence of Socio-demographic factors – 

The socio-demographic factors that significantly influenced the images of 

some Indonesian attributes were: 

 Gender, Age, Income, Education  
 
Physical characteristics, atmosphere and unique attractions of Indonesia 

The stereotypical impressions were „beaches‟ and „inexpensive holiday‟;   

„Unpleasant contact with tradesmen‟ represents the dominant negative 

impression; 

There was a negative security image relating to petty crimes; 

The perceived unique traits were „Indonesian regions‟ and „religious sites‟ 

 

Post-the Bali bombings 
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Influence of Socio-demographic factors-  

The socio-demographic factors that significantly influenced the images of 

some Indonesian attributes were: 

 Gender and Education 

The socio-demographic factors that significantly influenced the images of 

some Bali attributes were 

 Gender, Income and Education  

Results showed no influence of age on the images of Indonesia and Bali 

 
Physical characteristics, atmosphere and unique attractions of Indonesia 

The stereotypical impressions were „good climate‟ and „friendly people‟; 

There was a negative security image relating to „religious issues‟; 

The perceived unique traits were more related to Indonesia and Bali‟s 

„cultural offerings‟ 

 

 

 

 

 

CHAPTER NINE: DISCUSSION OF FINDINGS 

 

9.1 Introduction 

 

This chapter concentrates on addressing the four research aims: (1) To 

investigate the tourism images (including the security image) of Indonesia, 

(2) To investigate the factors affecting the development of Indonesia‟s 

images, including the role of media representation (3) To examine image 

change between the period of 2000 and 2007 and (4) To examine the 
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crisis management strategies adopted by the Indonesian tourism industry.  

 

This chapter discusses the findings of interviews and surveys conducted in 

2001 and 2007, in the wider context of the existing research into tourist 

destination image, image formation, image change, tourism crisis, and 

crisis management strategies. It will identify where the research links to or 

builds on current work or where it addresses the gaps. The implications 

and contribution to knowledge is discussed in chapter ten (conclusions). 

 

 

 

 

 

9.2 The images of Indonesia   

 

The following themes are considered important in the discussion of 

Indonesia‟s images: general and regional images, potential and actual 

visitors‟ images, the effect of terrorism attacks, Bali‟s identity and the 

„attribute/holistic, functional/psychological, common-unique‟ image 

dimensions.  

 

General versus Regional images   

 

The results of the „pre-the Bali bombings‟ interview revealed mixed views 

on Indonesia‟s images during the 1997 crises. The majority of government 

officials believed that Indonesia had both country and regional images. 
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However, the majority of travel agents believed that apart from Bali, 

Indonesia‟s overall image was negative because of the adverse and 

unspecific media reporting.  

 

The primary research findings also suggested that both a „generalisation 

effect‟ (Mansfeld, 1996) and a „spill-over effect‟ had taken place in 

Indonesia. The former refers to the condition where potential visitors who 

perceived a security threat in one Indonesian region assumed that the 

whole country was also risky and the latter refers to the condition where a 

region such as Bali benefits from the crises that took place in other parts 

of Indonesia.  

 

 

Potential and actual visitors’ images  

 

The results of the „pre-the Bali bombings‟ survey demonstrated that in 

relation to security, actual visitors had a more positive perception than 

potential visitors. It is argued that potential visitors tended to hold a 

negative image because they were affected by adverse media reporting 

whilst actual visitors were able to observe the real security conditions and 

did not perceive a major security issue. These findings support Hall and 

Oehlers‟s (2000) argument that the media acts as an image filter and 

mediator, influencing the images of political stability and security.  

 

In addition, a majority of tourism industry members interviewed „post-the 

Bali bombings‟ added that the perceived security risks among potential 
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visitors ultimately differed according to their countries of origin, which 

supported the views held by Cook and McCleary (1983); D'Amore and 

Anuza (1986); Hurley (1988); Tremblay (1989); Wall (1996). The primary 

research findings revealed that potential visitors from Japan were most 

fearful of the security condition in Indonesia. The findings further 

suggested the different risk perceptions of Russians, Europeans, 

Australians and Chinese nationals, and those who treated Indonesia as a 

„second home‟.  

 

The „pre-the Bali bombings‟ images of UK visitors and non-visitors were 

also determined using a list of 15 tourism attributes. The survey results 

indicated that there were statistically significant differences between the 

perceptions of visitors and non-visitors for the majority of Indonesian 

tourism attributes. These survey results provide support for Baloglu and 

McCleary‟s (1999a) assertion that there are inevitable differences between 

visitors‟ and non-visitors‟ perceptions of countries because non-visitors 

develop their perceptions on the basis of secondary information, while 

visitors can include direct impressions gathered during their time at the 

destination.  The survey findings also revealed that visitors had a more 

positive perception than non-visitors of these attributes. This supports the 

majority of previous studies revolving around familiarity (direct 

experience), which found a positive relationship between previous 

experiences and destination image (Chon, 1990; Dann, 1996; Fakeye and  

Crompton, 1991; Milman and  Pizam, 1995; Baloglu, 2001). 
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The research also uncovered that visitors had a less positive perception 

than non-visitors relating to the attribute „Environment‟ (level of cleanliness 

in Indonesia). It can be argued that potential visitors generally lacked 

information about Indonesia‟s environment and held a more idealised 

image of Indonesia‟s level of cleanliness. On the other hand, actual 

visitors had a less positive image of the environment because of actual 

observation.  

 

The images of Indonesia and Bali held by UK visitors „post-the Bali 

bombings‟ were also determined using the same list of 15 tourism 

attributes. The descriptive results revealed that these UK visitors also had 

the least positive perception of both Indonesia and Bali‟s „Environment‟. In 

relation to „Quality of Service‟ and „Reputation‟, the UK visitors rated these 

attributes higher for Bali than for Indonesia. It is reasonable to assume that 

after the Bali bombings, Bali had undertaken significant efforts to improve 

the level of service, in its attempt to increase satisfaction among actual 

visitors and to entice potential visitors.  

 

The effect of terrorism attacks on Indonesia’s image  

 

Nguyen and Ritcher (2003:1) also argued, "For those who read or watch 

news about it, the name Indonesia connotes …a place of religious and 

ethnic conflicts, a country of radical Muslims and a haven for Al Qaeda-

linked terrorists".  
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The „post-the Bali bombings‟ interview results indicated that a few 

Indonesian tourism industry members also believed that Indonesia had 

sustained an image associated with terrorism. Interestingly, the view that 

Indonesia may sustain a terrorism image had already been expressed 

earlier; by a tourism industry member interviewed „pre-the Bali bombings‟. 

In a discussion on the effect of the 2001 terrorist attacks on the World 

Trade Centre in the US, the interviewee concerned, stressed that the 

terrorism issue had become associated with the religion of Islam. Hence, 

in tourism markets which are pre-dominantly Christian, any terrorism 

attacks would automatically create a fundamental image problem for 

Indonesia, which is predominantly Muslim. The interviewee also stressed 

that Indonesia would be even more negatively affected if it was also seen 

as politically and socially unstable. However, this research argues that 

stable Islamic countries such as Malaysia and Brunei were not 

automatically associated with terrorism. Hence, it was the perception of 

political and social unrest within Indonesia which reinforced the 

association with Islamic terrorism.  

 

Bali's identity within Indonesia 

 

Bali Update (January 2003) reported that despite being viewed as “the 

exception,” Bali also had the seemingly contradictory role as the 

barometer of outside perceptions of Indonesia. The findings of the „post-

the Bali bombings‟ interviews also revealed a common view among the 
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Indonesian tourism industry members that Bali was a part of Indonesia 

and an icon of Indonesia's tourism.   

 

The Bali Update (January 2003) also reported that after the 2002 

bombings, it was likely that Bali‟s image – for better or for worse – will be 

more closely associated with greater events throughout Indonesia. This 

view was certainly supported by the majority of the interviewees (half of 

the government officials and all the Bali Tourism Board officials). However, 

this view was not supported by the „post-the Bali bombings‟ survey 

findings. The survey findings revealed that only 49% of visitors perceived 

Bali as part of Indonesia. 

 

 

The three dimensions of Indonesia’s image ‘pre-the Bali bombings’ 

and ‘post-the Bali bombings’ 

 

The primary research used both close-ended and open-ended questions 

to elaborate on different aspects of Indonesia‟s image. To help put the 

responses into context, the most frequent answers to the three open-

ended questions (responses given by 5 or more percent of respondents 

which may be regarded as „stereotypical‟ images) and the attribute-based 

statements with a median of 4.0 or higher were placed on Echtner and 

Ritchie's (1993) three-dimensional model of destination image (see 

Rezende-Parker, Morrison and Ismail, 2002; O‟Leary and Deegan, 2003).  
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Figures 9.1a to 9.1f refer to the results of the „pre-the Bali bombings‟ 

survey; Figures 9.1a, 9.1b and 9.1c present the results relating to non-

visitors. Figures 9.1d, 9.1e and 9.1f present the results relating to visitors.  

 

Figures 9.1g to 9.1l refers to results of the „post-the Bali bombings‟ survey; 

Figures 9.1g, 9.1h and 9.1i present the results relating to Indonesia‟s 

image from the perspectives of visitors. Figures 9.1j, 9.1k and 9.1l present 

the results of Bali's image from the perspectives of visitors.  

 

 

 

 

 

The three dimensions of Indonesia’s image ‘pre -the Bali bombings’ 

                                       FUNCTIONAL CHARACTERISTICS 
 
                    Good Scenery (16%) 
Customs and culture (6)            Good Coastal tourism (9%) 
Scenery (6)                                                                    Eco-tourism (7%) 
Climate (6)                                      Exotic flora and fauna (5%) 
Tourist sites (6)                           
Variety of food and drink (6)            
Accommodation facilities (5)    
Shopping facilities (5)     
Cost of Holiday (5)       
Environment (5)       
Hot and good climate (21%) 
Beaches (18%) 
Greenery (13%) 
Good scenery (12%) 
Exotic wildlife (10%) 
Variety of food and drink (8%) 
Cheap (7%) 
 
ATTRIBUTES                         
HOLISTIC 
                                                               
 
                                                                  Relaxing and peaceful (17%) 
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Opportunity to increase knowledge (6)                             Cultural (15%) 
Friendliness (6)                  Exciting (6%) 
Quality of Service (5)                                     Exotic (6%) 
Reputation (5)     
Family-oriented (5) 
Security (4)                                                             
Negative security issues (26%)       
Friendly people (14%) 
Bustling/crowded (7%)                                              
         
   PSYCHOLOGICAL CHARACTERISTICS  
 

 
Figure 9.1a The attribute/holistic and functional/psychological 

components of Indonesia's image (non-visitors) 

 

Overall, the main functional-attribute imagery of Indonesia was positive 

(median over 4 for all attributes). Open-ended questions also revealed 

positive main impressions such as „Hot and Good climate‟, „Beaches‟, 

„Scenery‟ and „Greenery‟. Therefore, these main impressions revealed a 

„tropical paradise‟ view of Indonesia among UK non-visitors.  

                                   FUNCTIONAL CHARACTERISTICS 

Customs and Culture (6) 
Scenery (6)       Bali (17%)    
Climate (6)       Scenery (16%) 
Tourist sites (6)                    Cultural (11%) 
        Good coastal tourism (9%) 
Variety of food and drink (6)     Exotic wildlife (8%) 
Accommodation facilities (5)     Temples (8%) 
Shopping facilities (5)           Eco-tourism (7%) 
Environment (5)                             Java island (7%) 
Cost of holiday (5)      Exotic flora and fauna (5%) 
Hot and Climate (21%)      Ancient sites (5%) 
Beaches (18%)                                  Indonesian cities (5%)                                     
Greenery (13%)       
Good food/drink (8%)        
Cheap (7%)       
  
COMMON                        
UNIQUE 
                                                               
            
Friendliness (6)                    Cultural (11%) 
Opportunity to increase knowledge   Exotic (6%) 
    (6)    
Quality of Service (5)     
Reputation (5)  
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Family-oriented (5)  
Security (4)    
Negative security issues (22%) 
Relaxing (17%)      
Friendly (14%)      
Bustling/crowded (7%)     
Exciting (6%)                             
                           
             PSYCHOLOGICAL CHARACTERISTIS  

 
Figure 9.1b    The functional/psychological and common/unique 

components of Indonesia's image (non-visitors) 

 
Close-ended questions revealed that non-visitors held a neutral perception 

of „security‟ in Indonesia (median of 4). Open-ended questions further 

revealed different security concerns such as „political complexity‟, „Muslim 

extremists‟ and „Christian and Muslim clashes‟. Hence, the negative 

security image of Indonesia was multi-dimensional. However, positive 

attitude towards Indonesia also existed among some non-visitors with 

responses such as „relaxing‟ and „friendly‟.                                                     

                                                       COMMON 

Scenery (6)        Relaxing and peaceful (17%) 
Cost of Holiday (5)        
Climate (6)        Bustling/crowded (5%) 
Tourist sites (6)                     Exciting (6%) 
Variety of Food and Drink (6)  
Friendliness (6)    
Customs and Culture (6) 
Opportunity to increase knowledge   
    (6) 
Accommodation facilities (5)    
Shopping facilities (5)     
Cost of holiday (5) 
Environment (5) 
Quality of Service (5) 
Reputation (5) 
Family-oriented (5) 
Security (5) 
                   
Negative security issues (24%) 
Hot climate (21%) 
Beaches (18%)  
Friendly people (14%) 
Good scenery (12%) 
Good food/drink (8%)           
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ATTRIBUTES        HOLISTIC 
                                                               
 
Bali (17%)                    Scenery (16%)  
Java island (7%)          Cultural (11%) 
Temples (8%)        Exotic wildlife (10%) 
Ancient sites (6%)       Good coastal tourism (9%)  
Indonesian cities (6%)       Eco-tourism (7%) 
                                         
              
  
          
                                        UNIQUE  

 
Fig 9.1c The attribute/holistic and common/unique components of 

Indonesia's image (non-visitors) 

 

The findings indicated that for some non-visitors, the main stereotypical 

image of the unique traits of Indonesia was more specific and related to its 

tourist regions. Whilst for others, Indonesia‟s unique traits were related to 

its natural environment, eco-tourism and culture and these impressions 

were more general.  

FUNCTIONAL CHARACTERISTICS 
 
Scenery (7)     Diving (10%) 
Customs and Culture (6)                                      Good Scenery (9%) 
Cost of Holiday (6)    Many islands (9%) 
Climate (6)     Good coastal tourism (9%) 
Tourist sites (6)     Exotic Wildlife (8%) 
Variety of food and drink (6)    
Accommodation facilities (6)    
Shopping facilities (5)     
Environment (4)  
Beaches (11%)  
Cheap holiday (10%)     
Variety of tourist attractions (9%)       
  
Good food (9%)     
Hot climate (8%) 
 
ATTRIBUTES        HOLISTIC 
                                                               
Friendliness (6)      
Opportunity to increase knowledge   
           (6)      Exciting (13%) 
Family-oriented (5)           Exotic (10%) 
Reputation (6)    
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Security (6)                                                 Cultural (8%)     
Quality of Service (6) 
Unpleasant contact with tradesman (21%)    
Friendly people (18%) 
Calm and relaxing (15%) 
Negative security images (14%)    
Secure (10%) 
 
                             PSYCHOLOGICAL CHARACTERICTIS  

 
Figure 9.1d The attribute/holistic and functional/psychological 

components of Indonesia's image (visitors) 

 
 

Overall, the main functional-attribute imagery of Indonesia among visitors 

was positive. Close-ended questions revealed positive images (median 

over 4) for the majority of attributes, with the main positive impression 

being „Scenery‟. However, UK visitors held a neutral perception of 

„environment‟. Furthermore, like non-visitors, visitors had a „tropical 

paradise‟ view of Indonesia. In addition, a perception of „value for money‟ 

was held by UK visitors holidaying in Indonesia. 

FUNCTIONAL CHARACTERISTICS 
 
Scenery (7)      
Cost of holiday (6)     
Climate (6)  
Customs and Culture (6)     
Tourist sites (6)      
Variety of food and drink (6)   Bali (14%) 
Accommodation facilities (6)   Lake Toba (12%) 
Shopping facilities (5)                 Lombok (10%) 
      Diving (10%) 
Environment (4)                 Many different islands (9%) 
Beaches (11%)      Ancient tribes (9%) 
Cheap holiday (10%)    Borobudur (8%) 
Climate (9%)     Prambanan (7%) 
Good food/drink (9%)    Jakarta (7%) 
      Volcanoes - Bromo (6%) 
       
COMMON                             
UNIQUE 
                                                               
            
Friendliness (6)      
Opportunity to increase knowledge (6)    
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Security (6)      
Family-oriented (6)     
Quality of Service (6)    Cultural (8%) 
Reputation (6)      
Unpleasant contact (21%)  
Friendliness (18%)    
Peace and calm (15%) 
Exciting (13%) 
    
                                  PSYCHOLOGICAL CHARACTERICTIS  

 
 

Figure 9.1e  The functional/psychological and common/unique 

components of Indonesia's image (visitors) 

 

The main negative psychological image was related to local tradesmen 

(some visitors believed that they were harassed by local sellers).  

Approximately 14% of visitors also expressed negative security issues 

related to „terrorism‟ and „petty crime‟. However, the close-ended question 

revealed that in general, there was a relatively positive image of the 

security condition in Indonesia (a median of 6). Moreover, there were other 

positive impressions such as „Friendliness‟ and „Peace and Calm‟  

                                                    COMMON 
 
  
Scenery (7)      Friendly (18%)    
Cost of Holiday (6)                 calm (15%) 
Climate (6)      
Tourist sites (6)      
Variety of Food and Drink (6)    
Accommodation facilities (6) 
Reputation (6)          
Shopping facilities (5)     
Friendliness (6)                                     
Opportunity to increase knowledge (6)                                                           
Security (6) 
Quality of service () 
Family oriented (5) 
Environment (4) 
Unpleasant contact (21%) 
Negative security issues (14%) 
Beaches (11%)              
Cheap holiday (10%)                                                                  
Hot climate (8%)         
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ATTRIBUTES        HOLISTIC 
                                                               
   Bali (14%)                             Diving (10%) 
   Lake Toba (12%)                Exotic wildlife (8%)  
  
   Lombok (10%)                                                                Culture and customs (8%) 
   Borobudur (8%)     Many islands (9%) 
   Prambanan (7%)     Ancient tribes (9%) 
   Jakarta (7%) 
   Volcano Bromo (6%) 
 
                                UNIQUE  

 
Figure 9.1f The attribute/holistic and common/unique components of 

Indonesia's image (visitors) 

 

The findings indicated that visitors were able to mention specific tourism 

places and attractions, by name. Furthermore, the high number of 

common attributes with a median of 6 or higher indicated that a very 

positive image was held by visitors. The findings also suggested that 

visitors generally explored most of the tourist attractions appearing in 

Indonesian-produced promotional literature.   

 

The three dimensions of Indonesia’s image ‘post-the Bali bombings’ 

                                              
                                         FUNCTIONAL CHARACTERISTICS 
 
                           
Customs and culture (7)     
Scenery (7)                                                                     
Climate (6)                                       
Tourist sites (6)                           
Variety of food and drink (6)            
Accommodation facilities (6)    
Shopping facilities (6)     
Cost of Holiday (6)       
Environment (4)       
Hot climate (22%) 
Beaches (12%) 
Greenery (7%) 
Good scenery (6%) 
Cheap (6%) 
Different islands (5%) 
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ATTRIBUTES                         
HOLISTIC 
                                                               
 
                                                                   
Friendliness (7)                     
Opportunity to increase knowledge (6)                           Relaxed, peaceful (21%)  
Quality of Service (6)                                     Happy/blissful (18%) 
Reputation (6)   Different culture (18%)  
Family-oriented (6)     Good (10%) 
Security (5)                                                       
Friendly people (40%) 
Religious tensions (5%) 
         
   PSYCHOLOGICAL CHARACTERISTICS  
 

 
Figure 9.1g The attribute/holistic and functional/psychological 

components of Indonesia's image (visitors) 

  

Open-ended questions also revealed the main positive impressions as 

„Hot and good climate‟, „Different culture‟ and „Beaches‟. Hence, visitors 

held a tropical paradise view of Indonesia and perceived the cost of the 

holiday as being cheap. It is possible that these represented the main 

factors which determined the visitors‟ decision to travel to Indonesia, as 

these themes were also identified in the „pre-the Bali bombings‟ survey. 

                                        FUNCTIONAL CHARACTERISTICS 
 
Customs and Culture (7) 
Scenery (7)           
Climate (6)        
Tourist sites (6)                    Bali (7%) 
        Different islands (5%) 
Variety of food and drink (6)     Historical sites (5%) 
Accommodation facilities (6)     Nature (5%) 
Shopping facilities (6)            
Environment (4)                              
Cost of holiday (6)       
Hot Climate (22%)       
Beaches (12%)                                                                       
Greenery (7%)       
    
Cheap (6%)       
  
COMMON                        
UNIQUE 
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Friendliness (7)                     
Opportunity to increase knowledge  Customs and Culture (44%) 
    (6)  Different culture (18%)  
Quality of Service (6)     
Reputation (6)  
Family-oriented (6)  
Security (5)    
Friendly (40%) 
Relaxing (21%)      
Religious tensions (6%)                              
                           
             PSYCHOLOGICAL CHARACTERISTIS  

 
Figure 9.1h The functional/psychological and common/unique 

components of Indonesia's image (visitors) 

 
 
The main positive common psychological images of Indonesia were 

“Friendly‟ (40%) and „Relaxed and peaceful‟ (21%). The close-ended 

questions also revealed a positive perception of „Local people‟s 

friendliness‟ (with a high median of 7). This represented a high perception 

of the friendliness of the local people, even after the Bali bombings. Open 

ended questions revealed „Customs and Culture‟ as the main unique, 

psychological trait (a total of 44% responses).  

                                                       COMMON 

Scenery (7)        Relaxing and peaceful (21%) 
Cost of Holiday (6)       Happy (18%) 
Climate (6)        Good (10%) 
Tourist sites (6)                      
Variety of Food and Drink (6)  
Friendliness (6)    
Customs and Culture (6) 
Opportunity to increase knowledge   
    (6) 
Accommodation facilities (6)    
Shopping facilities (6)     
Cost of holiday (6) 
Environment (4) 
Quality of Service (6) 
Reputation (6) 
Family-oriented (6) 
Security (6) 
Friendly people (40%) 
Hot climate (22%) 
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Beaches (12%)  
Greenery (7%) 
Good scenery (6%) 
Cheap (6%) 
                                 
ATTRIBUTES        HOLISTIC 
                                                               
 
Bali (7%)                    Customs and Culture (44%) 
Different islands (5%)          Different culture (18%) 
Historical sites (5%)            
Nature (5%)        
                                         
              
  
        UNIQUE  

 
Fig 9.1i The attribute/holistic and common/unique components of 

Indonesia's image (visitors) 

 

 

The unique place images included specific tourist regions such as „Bali‟, 

„Different Islands‟ and „Historical sites‟, whilst the dominant unique holistic 

imagery was „Culture‟.  

 

 

The three dimensions of Bali’s image ‘post-the Bali bombings’ 

 
FUNCTIONAL CHARACTERISTICS 

 
Scenery (7) 
Customs and Culture (7)                                       
Cost of Holiday (6)     
Climate (6)      
Tourist sites (6)      
Variety of food and drink (6)    
Accommodation facilities (7)    
Shopping facilities (6)     
Environment (3) 
 
ATTRIBUTES        HOLISTIC 
                                                               
Friendliness (7)      
Opportunity to increase knowledge   
           (6)       
Family-oriented (6)            
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Quality of Service (7) 
Reputation (7)    
Security (6) 
                              
                                      PSYCHOLOGICAL CHARACTERICTIS  

 
 

Figure 9.1j The attribute/holistic and functional/psychological 

components of Bali's image (visitors) 

 

 

The main functional-attribute imagery of Bali was positive. Close-ended 

questions revealed the main positive impressions were „Scenery‟, „Custom 

and Culture‟ and „Accommodation facilities‟ (with high median scores of 7). 

Although other attributes were also perceived positively, it was clear that 

these three attributes were the key positive facets of Bali‟s image among 

the UK visitors. Visitors‟ perception of Bali‟s „Environment‟ based on the 

close-ended question about the general cleanliness of Bali was negative, 

with a median score of 3. Therefore, cleanliness was an issue that 

required attention from the Bali local government. 

 FUNCTIONAL CHARACTERISTICS 
 
Scenery (7)      
Cost of holiday (6)     
Climate (6)  
Customs and Culture (7)      
Tourist sites (6)      
Variety of food and drink (6)    
Accommodation facilities (7)    
Shopping facilities (6)                         
     
                                
   
COMMON                             
UNIQUE 
                                                               
            
Friendliness (7)     Customs and Culture (44%) 
Opportunity to increase knowledge (6)    
Security (6)      
Family-oriented (6)     
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Quality of Service (7)     
Reputation (7)      
    
                                   
                                                       PSYCHOLOGICAL CHARACTERICTIS  

 
 
Figure 9.1k The functional/psychological and common/unique 

components of Bali’s image (visitors) 

 
 
Close-ended questions revealed that UK visitors held positive perceptions 

of Bali‟s „Quality of service‟, „Reputation‟ and „Local people friendliness‟ 

(each with a high median of 7). Therefore, the main responses to the 

close-ended questions relating to Bali‟s atmosphere provided positive 

psychological-holistic imagery, even after the Bali bombings. Open ended 

questions revealed „Customs and Culture‟ as the main unique, 

psychological trait (a total of 44% responses).  These attributes can be 

described as the stereotypical images of Bali „pre-the Bali bombings‟ and 

„post-the Bali bombings‟, indicating that these impressions had not been 

tainted even after the crises. 

                                                       COMMON 
   
 
Scenery (7)      
Cost of Holiday (6)     
Climate (6)      
Tourist sites (6)      
Variety of Food and Drink (6)    
Accommodation facilities (7) 
Reputation (7)      
Shopping facilities (6)     
Friendliness (7)      
Opportunity to increase knowledge (6)                                                           
Security (7) 
Quality of service (7) 
Family oriented (6) 
         
 
ATTRIBUTES        HOLISTIC 
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      Customs and Culture (44%) 
                                 
 
 
 
 
                                                                     
                                                                     UNIQUE  

 
Figure 9.1l The attribute/holistic and common/unique components of 

Bali’s image (visitors) 

 

„Customs and Culture‟ was the main unique component of Bali‟s image. 

The related open-ended responses included Bali-specific cultural tourist 

attractions such as „Barong traditional dances‟, „Bali ceremonies‟ and 

„Bali‟s temples‟  These responses revealed the importance of Bali‟s culture 

and Hindu religion in terms of its unique tourism-related images among UK 

visitors. The positive cultural images should be maintained as O‟Leary and 

Deegan (2003) found that a destination‟s cultural attributes were related to 

destination choice, suggesting that cultural factors are important in 

influencing destination choice. 

An interesting aspect of the „pre-the Bali bombings‟ survey was that some 

of the results support and other results contradict MacKay and 

Fesenmaier‟s (1997) assertion that individuals „familiar‟ (experiential and 

self-rating familiarities) with a destination hold images closer to the 

„holistic, psychological and unique‟ ends of the image dimension 

continuum, and individuals „not familiar‟ with a destination are more likely 

to have images closer to the „attribute, functional and common‟ ends of the 

continuum.  
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The majority of non-visitors „pre-the Bali bombings‟ expressed their 

generic impressions when asked to identify the physical characteristics of 

Indonesia. When asked to indicate what they considered as unique, many 

were unable to respond or provide specific answers. On the other hand, 

most visitors surveyed „pre-the Bali bombings‟ and „post-the Bali 

bombings‟ were able to indicate the specific unique characteristics of 

Indonesia. Some also had a detailed impression of the physical 

characteristics of Indonesia. These findings support MacKay and 

Fesenmaier‟s (1997) assertion mentioned above.  

 

However, some „pre-the Bali bombings‟ survey results contradict Mackay 

and Fesenmaier‟s (1997) assertion that only “familiar” individuals hold 

destination images closer to the holistic, psychological and unique ends of 

the image dimension continua. Results indicated that non-visitors held a 

negative psychological and holistic view of Indonesia. A minority, however, 

were also able to mention aspects that they considered unique to 

Indonesia. A possible explanation for these findings is that media 

representations of Indonesia in general and during the Indonesian crises 

may have resulted in the development of positive and negative holistic, 

psychological and unique images of Indonesia among non-visitors.  

 

9.3 Destination security images 

 

In the discussion of Indonesia‟s security images, the following themes are 

considered important: the significance of security among international 
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travellers, the impact of the 1997 crisis and Bali bombings on image, the 

perceived motivations behind the Bali bombings and the perceived 

terrorism threats in Indonesia. These are discussed as follows: 

 

The importance of security  

 

Wall (1996) argued that the importance of safety in travel decision making 

appears not to have been studied in great detail, particularly in the 

terrorism context. The primary research findings can help shed some light 

on this issue. The findings of the „post-the Bali bombings‟ interviews 

revealed a common view among the tourism industry members of the 

importance of safety in tourists‟ travel decisions. Survey findings also 

revealed that 90% of UK visitors believed that safety was an important 

factor in their decision whether to travel internationally. However, although 

Bali Tourism Board officials agreed that security image was important 

following increasing terrorism threats, they also believed that travellers 

had become more resilient.  

 

The impact of the 1997 crisis on Indonesia and Bali’s security image 

 

The negative effect of the political and social crises on Indonesia‟s security 

image was a view strongly supported by all the tourism industry members. 

However, there were mixed views on the effect of the Indonesian crises on 

Bali‟s image. Some tourism industry members held the view that Bali‟s 

image had not been tainted, whilst others believed that Bali‟s tourism 
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image was also affected like the rest of Indonesia.  

 

The impact of the 2002 and 2005 Bali bombings on Indonesia’s 

security images 

 

The „post-the Bali bombings‟ interviews revealed different views among 

the Indonesian tourism industry members regarding the impact of the Bali 

bombings on Indonesia‟s security image. The majority believed that the 

2002 Bali bombings had resulted in Indonesia's negative security image 

because of its severity.  

 

Interestingly, despite the 2005 bombings being the second terrorist attack 

on the Indonesian island of Bali, the majority of tourism industry members 

perceived that Indonesia had only sustained a negative security image in 

the short-term. In contrast, a minority of industry members believed that 

the 2005 Bali bombings would result in a long-term negative impact on 

Indonesia's image because the bombings were a repeat attack.  

The findings from the „post-the Bali bombings‟ survey with UK visitors, also 

revealed mixed views. The majority of visitors (63%) still held a neutral or 

positive image after the Bali bombings. The findings suggest that these 

visitors may have become more accustomed to terrorism acts and threats 

resulting in a high degree of resilience. This finding may provide support to 

the view expressed by the Bali Tourism Board officials that international 

travellers have become increasingly resilient. Other visitors believed that 

the impact of the bombings on Indonesia‟s security image had decreased 
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today.  This latter finding supports the theory of „issue-attention-cycle‟ as 

discussed by Hall (2002), in that any destination that suffered a severe 

security incident would go through its issue-attention cycle until the issue 

gradually faded from the centre of public attention and the destination 

would then gradually regain its image and its tourists.  

 

Impact of the Bali bombings on Bali's security image 

 

Pizam and Fleischer (2002) argued that despite the suggestion that both 

the severity and frequency of events affected demand, there is no known 

evidence as to which of the two has a greater negative effect. The findings 

of the „post-the Bali bombings‟ interviews revealed mixed views on 

whether the „severity‟ of the 2002 Bali bombings or the „repeat‟ bombings 

in 2005 had caused a greater negative impact on Bali‟s image.  

 

The interview findings suggested that both „severity‟ and „frequency‟ of the 

events were perceived to have had a similarly significant impact on 

Indonesia‟s security image in the short-term. The results also suggested 

that the number of Western victims involved determined the extent of the 

impact of the crisis on Indonesia and Bali‟s images. On the other hand, the 

survey findings of visitors supported the view that neither the „severity‟ nor 

the „frequency‟ of the bombings had affected the visitors‟ perception, as 

interestingly, the majority of UK visitors in 2007 still held either positive or 

neutral security images of Indonesia and Bali.  
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Perceived motivations behind the Bali bombings 

 

The interview research suggested that the prime motivation behind the 

attacks was perceived as ideological.  The majority of tourism industry 

members (eight) contended that the attacks were to „declare war against 

the West. Kedaulatan Rakyat (2002) reported that Amrozi, who assembled 

the bombs, regretted that many Australians became the victims of the 

bombings as his target was USA citizens. However, an Indonesian media 

channel Liputan 6 (11 November 2005) broadcasted a recording that 

showed the suspected bomber, Noordin M Top, warning that the bombs 

were retaliation against the USA and its alliance. This research concludes 

that the Bali bombings‟ main target was the Americans. However, in 

general the Western nationals were also the targets.  

 

This research also identified the different motivations of terrorists as 

perceived by UK visitors. The survey findings revealed that UK visitors had 

varied perceptions of the motivations behind the bombings. The findings 

indicated that visitors did not have a very clear idea of the motivations 

behind the attacks. Hence, despite the many acts of terrorism across the 

world and on two occasions in Bali, it appears that the terrorists have 

failed to communicate their objectives clearly and their actions are more 

likely to be perceived as acts of violence against civilians, for no clear 

reason. 

 

Terrorism threats in Indonesia 
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Hitchcock and Darma Putra (2005:63) contend that of all crises, one of the 

most significant and least understood is the impact of the terrorism threat 

on tourism. The primary research findings help shed some light on this 

issue. The majority of tourism industry members believed that the threat of 

terrorism still existed in Indonesia, but they also pointed out that there 

were similar terrorism threats in other parts of the world. However, one 

tourism industry member argued strongly that the terrorism threat was 

particularly high in Indonesia as the country provided a base for terrorism 

activities, which suggested that tourism demand in Indonesia may 

particularly be at risk.  

 

In contrast to this view, a minority of tourism industry members argued that 

the threat of terrorism was low because of tightened security in Indonesia. 

Interestingly, another tourism industry member also argued that terrorist 

attacks in Indonesia today would be very difficult because prior to the 2002 

Bali bombings, the Muslims in Indonesia, although not belonging to any 

fundamentalist groups or extremists, were still sympathetic to the causes 

of religious people. After the bombings, Muslims in Indonesia perceived 

that terrorists were criminals who betrayed God and religion for the 

purpose of gaining power for their groups.  

 

9.4 Image formation factors  
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The two most important factors in the development of Indonesia‟s image 

were media and socio-demographic characteristics. Other factors that are 

also considered important include: terrorism attacks, travel warnings, level 

of co-operation between stakeholders, level of local people‟s support for 

tourism and holiday experiences.  

 

Media  

 

Specifically, the interview results revealed the critical role of „autonomous‟ 

information sources (Gartner, 1993) in Indonesia‟s image formation. As 

such, a detailed discussion of its role in the formation of Indonesia‟s 

images is provided in section 9.4. However, the importance of 

„autonomous‟, „induced‟ and „organic‟ sources of information (Gunn, 1988; 

Gartner, 1993) for UK visitors and non-visitors is discussed below: 

 

The „pre-the Bali bombings‟ survey results suggested that „organic‟ 

information sources were perceived as more important, useful and reliable 

by visitors than by non-visitors. The „post-the Bali bombings‟ survey 

findings also revealed the importance of „organic‟ information sources to 

visitors. Therefore, it is important for the tourism industry to improve 

experiences to encourage repeat visitations and positive word of mouth as 

these are perceived as the most credible forms of endorsement among 

visitors. Furthermore, the findings of the „pre-the Bali bombings‟ survey 

also revealed the importance of „promotional media‟ to visitors. These 

findings have practical implications, as discussed in section 10.9 
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The primary survey findings also suggested that visitors used guidebooks 

as a way of gaining information about Indonesia. A study of the influence 

of information sources on the development of Australia‟s image by Hanlan 

and Kelly (2005) and Beerli and Martin (2004a) also suggested the 

importance of guidebooks in the formation of image among visitors.  

Therefore, the importance of guidebooks as a source of information 

among UK visitors needs to be more widely recognized as a valuable tool 

that the tourism industry members could use to change negative 

perceptions or reinforce positive images.  

 

However, the survey findings revealed a low level of internet usage. Only 

21% of visitors surveyed „post-the Bali bombings‟, and 18% of non-visitors 

and 25% of visitors surveyed „pre-the Bali bombings‟ indicated that they 

used the internet as a source of information about Indonesia. The low level 

of internet usage concurs with the study by Hanlan and Kelly (2005). 

However, these authors suggest that their finding contradicts much of the 

tourism literature relating to internet use for travel research and purchase.  

Personal characteristics  

 

Researchers have discussed and investigated the role of socio-

demographic and economic characteristics.  However, the results have 

been divergent (Tasci and Gartner, 2007).  The findings of the „pre-the Bali 

bombings‟ survey revealed that the perception of some of the Indonesian 

tourism attributes among non-visitors and visitors, varied significantly 
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based on gender, age, income and education. However, the findings of  

the „post-the Bali bombings‟ survey revealed that the perception of some 

Indonesian tourism attributes varied significantly based on gender and 

education only, whilst the perception of some Bali tourism attributes varied 

significantly based on gender, income and education. However, there was 

no significant image variation, based on age for the tourism attributes of 

Indonesia and Bali. The implications of these findings are discussed in 

chapter 10. 

 

Terrorism attacks 

 

The issue of terrorism was perceived by many of the Indonesian tourism 

industry members as an important factor in the development of 

Indonesia‟s image. The „post-the Bali bombings‟ interview results revealed 

a view that Indonesia had sustained an image associated with terrorism. 

The „pre-the Bali bombings‟ interview results also revealed a view that the 

World Trade Centre attack had a particularly bad impact on the image of a 

predominantly Muslim country like Indonesia (see section 9.2 for detailed 

discussion). 

 

Travel Warnings 

 

A minority of travel agents interviewed „pre-the Bali bombings‟ and one 

tourism industry member interviewed „post-the Bali bombings‟ believed 

that the travel warnings issued by different countries during the crises had 
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also contributed to the negative perceptions of security in Indonesia.  The 

respondents were convinced that the travel warnings had unnecessarily 

increased risk perception and hindered the tourism recovery process. The 

findings support Hall‟s (2002) view that the Western media‟s acceptance 

of travel advisories against developing countries had exacerbated the 

negative effect of these advisories on the images of these countries. 

 

Co-operation between stakeholders 

 

The majority of government officials and two travel agents interviewed 

„pre-the Bali bombings‟ and three tourism industry members interviewed 

„post-the Bali bombings‟ believed that greater co-operation between 

stakeholders would allow a more effective development of Indonesia‟s 

image. For example, the development of image is subject to several 

factors, including efforts by the Indonesian tourism industry to improve the 

holiday experiences, the Indonesian Defence Ministry‟s resolve to 

maintain security conditions and the public and private tourism sectors‟ 

attempts to improve the quality of tourism offerings.  The perception was 

that these factors needed a more focused approach and to become more 

effective would require greater co-operation between the stakeholders. 

 

Local people’s support for tourism  

 

A minority of the tourism industry members interviewed „pre-the Bali 

bombings‟ argued that local people in some Indonesian holiday regions 
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may not understand the significance of tourism to Indonesia‟s economy. 

Hence, the level of friendliness towards tourists varies from region to 

region. A tourism industry member interviewed „post-the Bali bombings‟ 

specifically argued for the need of education for local Indonesian people in 

some regions to help support tourism post-the crisis periods.  

 

Holiday experiences  

 

A minority of tourism industry members interviewed „pre-the Bali 

bombings‟ suggested that  the image of Indonesia held by visitors might 

be influenced by the more common aspects of their holiday experiences 

such as comfort, quality of service, facilities and level of cleanliness. 

However, visitors‟ image might also be influenced by the less obvious 

factors or factors that may not necessarily be considered in the travel 

decision making process such as the accessibility of travel to Indonesia, 

the attitudes of immigration officers, public servants and local tradesmen.  
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Figure 9.2 A model of destination image formation factors 

 

 

9.5 Media and destination image 

 

The „autonomous‟ information source (broadcasted and printed media) 

was considered the most important factor in the development of 

Indonesia‟s images. This is discussed as follows: 

 

Autonomous media representation 

 

In a discussion on media and the creation of an image of political stability, 

Hall and O'Sullivan (1996) also argued that the media has most influence 

in the development of the image of political conditions in a destination. 

This view can be supported by the findings from „pre-the Bali bombings‟ 

interviews. There was agreement that in the development of Indonesia's 

images during and after the 1997 crises, the nature of the (foreign) media 

representation of the crises had aggravated the perception of Indonesia‟s 

security condition.  
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The extent to which media shapes tourism images in the context of 

terrorism is not widely represented in the literature (Valentin, 2003). The 

results of the „post-the Bali bombings‟ interviews may shed some light on 

this issue. The findings from the „post-the Bali bombings‟ interviews 

revealed that different kinds of media representation had different effects 

on the security image and tourism demand. Within the terrorism context, 

the findings suggested that the media not only plays a significant role in 

developing the perception of the relative safety of travel to a destination 

but also in encouraging or discouraging travel to the destination affected 

by a crisis. Sympathetic media representation or direct appeal by media 

representatives have the potential to encourage international solidarity and 

sympathy, which in turn may encourage visitation to the destination 

affected by terrorism attacks.  

 

9.6 Image change in Indonesia between the period of 2001 and 2007 

 

There is a need for more longitudinal studies in which destination image is 

explored and monitored periodically to better understand the image 

formation and change process (Tasci et al. 2007). The primary research 

contributes in this area by providing findings that showed how Indonesia‟s 

image had changed since 1997 from the perspectives of the Indonesian 

tourism industry and UK visitors.  

 

The majority of tourism industry members noted that Indonesia's image 

had not improved since 1997. They expressed the view that the 
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Indonesian political and social crises in 1997 had resulted in enduring 

memories that lasted longer than the duration of the actual crises. This 

supported the view that the long-term effect of a political event on a 

destination image is possible (Scott, 1988; Hall, 1994). However, this view 

was not evident in the findings of the „post-the Bali bombings‟ survey, 

indicating that by 2007, the 1997 political and social crises were no longer 

considered an issue by UK visitors. Furthermore, a minority of tourism 

industry members did not believe that the 1997 political crisis had resulted 

in a wholly negative image. They contend that Indonesia was now seen to 

be more democratic and stable after the political transformation. 

 

There was also a belief among a minority of tourism industry members 

that Indonesia had provided a base for terrorism movement after the Bali 

bombings, whilst a few government officials believed that Indonesia was 

perceived as a victim of terrorism. Furthermore, half of the tourism industry 

members believed that Indonesia‟s image had been adversely affected by 

the 2004 Tsunami, earthquake and Avian flu. Interestingly, the majority of 

Bali tourism officials argued that the images of Indonesia and Bali since 

the Bali bombings were still different; Indonesia was perceived as unsafe 

whilst Bali was seen as safe, furthermore Indonesia had a terrorism image 

whilst Bali was seen as a terrorism victim.  

 

The study of „image change‟ among the UK visitors to Indonesia over a 

period of six years (2001-2007) revealed that the attribute rated lowest in 

2001 was „Environment‟ and in 2007, this attribute was still perceived as 
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most negative.  However, the survey results revealed that the images of 

„Custom and Culture‟, „People‟s friendliness‟ and „Quality of Service‟ have 

improved over time. It is reasonable to attribute these changes to the 

concerted promotional programs and recovery strategies that were 

introduced to entice visitors back after the Bali bombings, which have also 

successfully managed to increase tourist numbers beyond previous levels.  

 

9.7 Crisis management strategies 

 

The results of the primary interviews relating to the Indonesian tourism 

industry‟s crisis management strategies add to current knowledge in the 

research area of government‟s disaster or crisis management policies, 

which is currently limited. The interview results were analysed and 

discussed, using Ritchie‟s (2004) framework. The framework was chosen 

because it (1) fulfilled the three basic elements of crisis management 

framework which are pre-event, the event and post-event (2) is a well-

developed (includes the most common attributes involved in crisis 

management), and a holistic and strategic crisis management framework, 

and (3) it has not been tested in a series of serious tourism crisis contexts. 

Therefore, it not only allowed the analysis of the Indonesian Ministry‟s 

crisis management plan but also an opportunity for the research to provide 

suggestions for modification to the framework to make it more adaptable in 

certain contexts.  

 



 357 

Firstly, in section 9.7.1, a general outline of the characteristics of Ritchie‟s 

(2004) crisis management framework was used to determine if the 

Indonesian tourism industry had established a proper crisis management 

plan (table 9.1). Secondly, detailed discussions on each of the crisis 

management phases were undertaken in relation to the primary research 

results. Section 9.7.2 provides a discussion of the perceived effectiveness 

of the crisis management strategies adopted by the Indonesian tourism 

industry. Section 9.7.3 considers the perceived factors that affected the 

implementation of the crisis management strategies. Section 9.7.4 

provides a discussion of the lessons learned from past crises and their 

implication on Indonesia‟s crisis management strategies. The difference in 

the nature of the responses of the Indonesian tourism industry members is 

discussed in section 9.7.5. 

 

 

 

 

 

 

9.7.1 Indonesian Crisis Management Framework 

Phases 
number 

Detailed phases The 1997-
2000 crises 
(pre-the Bali 
bombings) 

The 2002 and 
2005 bombings 
(post-the Bali 
bombings) 

1 Proactive planning and 
strategy formulation (e.g. 
scenario planning; strategic 
forecasting, risk analysis) 

 
          - 

 
       - 
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2 Scanning to Planning (e.g. 

contingency and emergency 
planning) 

 
          - 

 
       - 

3 Strategy evaluation and 
strategic control (e.g. 
development, evaluation and 
selection of strategies; effective 
decisions; control of crisis) 

 
          +/- 

 
       +/- 

4 Crisis communication and 
control (e.g. crisis 

communication strategies; 
appointment of spokesperson, 
short vs. long-term strategies) 

 
          +/- 

 
        +/- 

5 Resource management (e.g. 

generation of resources, 
leadership styles and employee 
empowerment) 

 
           +/- 

 
        +/- 

6 Understanding and 
collaborating with 
stakeholders (internal and 

external) 

           +/-         +/- 

7 Resolution and normality 

(e.g. restoration of destination 
to pre-crisis situation; re-
investment strategies) 

 
           +/- 

    
        +/- 

8 Organisational learning and 
feedback 
(e.g. evaluating effectiveness of 
strategies, feedback to pre-
event planning, learning) 

 
             - 

 
        +/- 

Key: 
„+‟  -  activities undertaken 
„- „  -   activities not undertaken 
„+/-„ -  activities undertaken but not optimal 

 
Table 9.1 Indonesia’s crisis management framework 

 
Source: Based on Ritchie, B. (2004: 674) 
Proactive planning and strategy formulation  

 

As can be observed from the first two rows in table 9.1, none of the data 

was found to indicate any presence of crisis prevention and planning 

during and post the 1997 Indonesian crises. There were no environmental 
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scanning, scenarios planning, strategic forecasting and risk analysis which 

are important in the crisis/disaster prevention and planning stage. The 

majority of the tourism industry members generally believed that the 

tourism crisis was unforeseen and was a result of the 1997 economic 

crisis. The results of the „post-the Bali bombings‟ interviews also revealed 

that there was no contingency planning prior to the 2002 Bali bombings.  

 

Furthermore, the results of the „post-the Bali bombings‟ interviews also 

revealed that in spite of the 2002 attacks, there was still no existence of  

forecasting and contingency planning prior to the 2005 Bali bombings. 

This research argues that given that bombings had taken place in Bali in 

2002, there should have been more consideration on risk assessment, 

scenarios planning, and developing actions to prevent the same kind of 

attack from happening again or to limit damage in the event another attack 

could not be prevented.  

 

Strategic implementation phase 

 

The Indonesian Ministry of Culture and Tourism (MCTRI) is the central 

government department that is responsible for tourism matters. The „pre-

the Bali bombings‟ findings revealed that the MCTRI had the World 

Tourism Organisation (WTO) crisis management guidebook as reference. 

However, one government official acknowledged that in reality, there was 

no development of a specific crisis management framework or the 

adoption of the WTO proposed strategies. Indeed, the interview findings 
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revealed that the formulation and implementation of different strategies 

were undertaken, but haphazardly. The strategies adopted are discussed 

below: 

 

The majority of tourism industry members noted that participation in 

various travel conferences was undertaken and was the most important 

strategy. In relation to media management, the media centre was 

perceived to be important and was established to help crisis 

communication. Six industry members confirmed that heavy promotion 

was also an important strategy. However, the effectiveness of this 

aggressive promotion during the Indonesian crisis period was considered 

debatable by some industry members (see section 9.7.2). Two 

government officials mentioned that the use of staff based abroad as 

information providers for potential visitors was used and that they were 

considered effective. Furthermore, familiarisation trips were used whereby 

travel writers and media representatives were invited to Indonesia to see 

the real condition. FAM trips were believed by some to be a cost-effective 

way of dealing with the crisis, although others did not agree with this view.  

 

In relation to resource and its management, there was obvious 

dissatisfaction among some tourism industry members. It was revealed 

that the Indonesian Tourism Promotion Board (ITPB) had amassed great 

debts and reduced its budget during the 1998/1999 period. It was believed 

by two government officials that the limited budget had restricted 

promotional and marketing activities in international markets. A few 
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members also argued that there was difficulty in the allocation of budget 

among the many Indonesian tourism products.  

 

After the 2002 bombings, the National Recovery Plan was developed by 

the Indonesian government (MCTRI, 2004). The plan was developed, 

based on the Word Tourism Organisation (WTO) framework. It consisted 

of a „Rescue phase‟ which focused on evacuation of victims, expression of 

condolences, development of media centre, intelligence action, enlistment 

of international help and co-operation and arrangement of mass prayers; a 

„Rehabilitation phase‟ which focused on crisis management recovery, 

improvement of security, intensification of promotions, development of 

media campaign and expansion of domestic tourism; a „Normalisation 

phase‟ which focused on intensification of promotion, introduction of Visa 

on Arrival (VOA), increase of overseas Indonesian embassies‟ role in the 

promotion of Indonesia‟s images; and an „Expansion phase‟ which focused 

on the intensification of international promotion, development of 

Indonesia‟s brand, diversification of products, improvement of services 

quality and enhancement of international co-operation (MCTRI, 2004: 17).  

However, the interview findings revealed that in reality, the crisis 

management framework was never applied. One government official 

acknowledged that they had a crisis management framework in theory 

only, but they were not encouraged to use it. Again, different strategies 

had been adopted haphazardly. 
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Bali Tourism Board report 2005-2006 (12 February 2007) revealed that a 

recovery plan was developed to manage the 2005 bombings. It consisted 

of four phases: Recovery; Stabilisation; Expansion and Sustainability. The 

Bali Tourism Board played a major role in the development and 

implementation of the recovery program 

 

The „Recovery phase‟ consisted of five major components: the „Media 

Centre‟; „Inbound activity‟ „Outbound activity‟, „Local event‟ and „Security‟. 

The media centre was responsible for media management. This involved 

co-ordination of publications, arrangement of press conferences and press 

releases, and providing up-to date information on Bali‟s condition on the 

Bali Tourism Board website. The „Inbound activity‟ involved the 

arrangement of FAM trips whereby media and travel representatives, and 

diplomats were invited to see actual conditions in Bali and the recovery 

measures undertaken. It also facilitated travel packages with different 

airlines to encourage travel to Bali.  

 

The „Outbound activity‟ entailed international promotion, enlistment of 

international co-operation to help Bali‟s recovery and collection of recovery 

funds. The „Local event‟ involved the arrangement of local events or 

festivals designed to attract positive media representation. „Security 

development‟ engaged in the development of public opinion and the 

enlistment of the public to maintain security conditions, co-operation with 

national, regional and local security forces to maintain security, and 

arrangement of seminars, focus groups and meetings where discussions 
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on specific security measures could be undertaken and which could 

subsequently be adopted.  

 

The results from the „post-the Bali bombings‟ interviews revealed a 

common view that media management was crucial for the correction of 

„wrong‟ representation, for the projection of a more positive image, and the 

communication of realistic and reliable information. Therefore, the 

establishment and importance of a „media centre‟ was confirmed by all the 

tourism industry members.  

 

The interview findings also revealed three strategies associated with 

„Outbound activity‟ had been undertaken. These were promotions, road 

shows and participation in travel exhibitions and conferences. The 

importance of these strategies was supported by Klem and Parkinson 

(2001). Furthermore, the interview findings also revealed that „local events‟ 

were undertaken. There were a total of 11 local events arranged between 

June and December 2006. The activities included „International Legong 

festival‟, „Bali tourism festival‟, „Writers and Readers festival‟ and „Bali 

international Film festival‟ (Bali Tourist Board 2005-2006 report, 2007). 

The importance of local events to divert attention from a security incident 

is proposed by Wahab (1996) and Witt and Moore (1992).  

 

The importance of „Security‟ was also stressed. After the Bali bombings, 

both the Indonesian government and the Bali Tourism Board recognised 

that increased security measures needed to be introduced. The interview 
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findings revealed that tightened security at hotels, increased co-operation 

with security forces, increased numbers of CCTV, increased use of 

„Village Banjar’ and „Pecalang‟ in Bali to help monitor security conditions, 

and increased discussions and implementations of anti-terrorism 

strategies were made. However, regardless of these measures, Gurtner 

(2007) argued that there were still concerns that the numerous strategies 

adopted to enhance safety and security were inadequate. 

 

The interview findings also provided an interesting insight into further crisis 

management strategies that were culturally specific to Bali. It was clear 

that crisis management strategies adopted by the Bali tourism industry 

had to some extent been positioned within the context of the local Bali 

environment. As Cushnahan (2004) argued, such a contextualisation of 

crisis management is crucial. The findings revealed that the concept of 'Tri 

Hita Karana' had been influential in the way the Balinese coped with the 

crises. This concept is found to be embedded in the Balinese way of 

thinking. Other religious and cultural strategies (such as mass prayers) 

were encouraged by the Bali tourism industry, with the aim to encourage 

Balinese from different faiths to remain harmonious, peaceful and united in 

dealing with the crisis.  

 

Resolution, evaluation and feedback phase  

 

The Bali Tourist Board report 2005-2006 (2007) proposed three further 

phases following the recovery phase. The „Stabilisation‟ phase which 
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focused on public relations, image development, local events, promotion, 

and development and revitalisation of products; the „Expansion‟ phase 

which focused on public relations, branding, distribution of product 

information, destination event and product development; „Sustainability‟ 

which focused on community development and the activities associated 

with the other two phases. However, the interview findings revealed that 

no further action was taken to implement these three phases. One Bali 

tourism official, BT2 noted that the need to undertake these phases had 

been proposed but was disregarded by the current policy makers. 

 

The interview results revealed that there was a change in the crisis 

management strategy.  Two industry members interviewed „post-the Bali 

bombings‟ revealed that there was a shift in the focus of target markets, 

from the European and American to the Asian markets after the 1997 

crises. However, it appears that there was no organisational learning 

involving a detailed consideration of either the effectiveness of the 

different strategies employed, or whether any lessons were learned 

following the 1997 Indonesian crises.  

Interestingly, the interview results indicated that some lessons had been 

learned after the Bali bombings. The results relating to the changes in the 

adoption of crisis management strategies since 1997 provided some 

confirmation of this. For example, there was recognition of the need for 

more aggressive promotion, there were some changes in governmental 

and regional security policies, greater security measures were put in place 

and a wider range of crisis management strategies have been used. 
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Interestingly, one Bali tourism official believed that the Balinese should be 

encouraged to question whether there was a need for them to return to 

more traditional and spiritual values as some of the tourism practices had 

gone out of control. Indeed, Hitchcock and Darma Putra (2007) argued 

that following the 2002 and 2005 bombings, there was criticism of the 

tourism industry for discrediting Balinese cultural values through its 

toleration of some of the less acceptable practices associated with 

tourism.  

 

Furthermore, the interview results also indicated that some lessons 

learned from the 1997 Indonesian crises and the Bali bombings would 

form the basis for the development of a future crisis management 

framework. The results of the „post-the Bali bombings‟ interviews revealed 

the acknowledgement of issues such as the need for greater focus on 

security issues, the importance of image surveys, the need for greater 

conference participation, the need for greater co-operation and co-

ordination between stakeholders and greater regional autonomy (see 

section 9.7.4 for a detailed discussion of the different issues). However, 

the primary research argues that the lack of crisis preparedness, 

commitment and planning in the past, means that it remains to be seen 

whether a proper crisis management framework will be developed or 

appropriate use of funds will be made in the future. As one tourism 

industry member, IC commented, the Indonesian government officials 

lacked the personal commitment or willingness to learn from the past, with 

many only seeking ways to gain personal advantage. For example, IC 
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contended that “Some tourism industry members used crisis management 

funds to indulge themselves in luxury hotels abroad whilst undertaking 

their promotional activities”.  

 

9.7.2 The effectiveness of the crisis management strategies 

implemented  

 

Study of the perceived effectiveness of different crisis management 

strategies as proposed by the tourism literature, in real crisis situations is 

still limited. The primary research contributes to the current knowledge in 

this research area by studying the effectiveness of the different strategies 

implemented as perceived by the Indonesian tourism industry members 

„pre-the Bali bombings‟ and „post-the Bali bombings‟. 

 

Heavy promotion – The findings of the „post-the Bali bombings‟ 

interviews revealed that the effectiveness of heavy or aggressive 

promotion of safety image was debatable. For example, BT3 argued that 

they should be careful in making statements after a crisis as the tourism 

industry should not over-promise the public that 'Bali is safe' or that that 

they can keep Bali safe when such an assertion could easily be proved 

worthless by further attacks.  

 

One government official interviewed „pre-the Bali bombings‟ also argued 

that no amount of promotional activity would be effective in dealing with 

the 1997 crisis, as Indonesia was not politically stable. This view is 
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supported by a comparative case study between Thailand and Indonesia 

which revealed that crisis recovery can be enhanced by strong, good 

infrastructure and aggressive marketing (i.e. Thailand) while additional 

problems such as social and political instability (i.e. Indonesia) had the 

opposite effect (Henderson, 1999). The primary research also uncovered 

the need to prioritise which key image attributes to promote when 

developing a crisis management strategy, with the support of all 

stakeholders. Promotion of random tourism attributes would make 

unnecessary use of limited budget resources and may not be effective. 

 

The use of the same media - Wahab (1996) argued that destination 

marketers could use the same medium that projects a negative image of a 

destination, to promote better images of the destination concerned. 

However, a minority of tourism industry members interviewed „post-the 

Bali bombings‟ believed that to use the same broadcasting media, such as 

CNN, which had projected a negative image of Indonesia, to subsequently 

promote positive images would not be effective because the media would 

not be seen as credible by potential visitors. However, Ritchie et al. (2004) 

also argue that responding quickly to the media which cover a crisis is a 

crucial key to the success of marketing recovery because the media has 

deadlines for the coverage and will need rapid answers to their questions. 

Therefore, the early adoption of such a cynical attitude on the part of some 

Indonesian tourism industry members could lead to a missed opportunity 

to use the media strategically.  

 



 369 

The selective promotion of safety image - Three government officials 

mentioned that the promotional program designed to raise the safety and 

positive images of Indonesia as a whole, was not a good strategy. They 

drew attention to the importance of promoting  Bali and other individual 

regions that were still considered „safe‟ and therefore were still 'sellable', 

and these should then be followed by subtle or soft promotion of other 

areas nearer to such regions. This finding highlighted the importance of 

selectively promoting a positive security image for key regions during a 

crisis, as this is more likely to be perceived as credible.   

 

Local crisis management strategies- The effectiveness of local crisis 

management strategies (cultural and religious strategies adopted in Bali) 

was agreed by the majority of Bali tourism officials. Hitchcock and Darma 

Putra (2007:184) suggest that the Balinese model of crisis management, 

which is a continuous reiteration of their hope for peace, joint prayers with 

other religious groups, media control and involvement of opinion leaders 

may have wider applications in coping with the impacts of terrorism and 

conflict within the tourism context. However, this research argues that the 

extent to which the local crisis management strategies adopted in one 

destination can be implemented successfully elsewhere requires further 

research, as the factors that contribute to the success of the strategies 

adopted in a particular location may not exist in another. 

 

Selective Familiarisation (FAM) trips – A few tourism industry members 

interviewed „pre-the Bali bombings‟ argued that FAM trips were a cost-
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effective crisis management strategy. However, two industry members 

believed that only co-operative and sympathetic travel writers and media 

representatives would help in the distribution of positive information. The 

tourism industry members‟ comments suggest that non-selective 

familiarisation trips were perceived as ineffective in achieving the goal of 

positive information dissemination. The tourism industry members argued 

that the use of some familiarisation trips in the past has not resulted in 

positive publicity. This research argues that there is a need for the 

selective use of travel writers or media representatives to ensure that the 

limited budget used to finance FAM trips always results in positive 

publicity.  

 

9.7.3 Perception of factors affecting the implementation of crisis 

management strategies 

 

There is limited academic analysis of the factors (practical problems) 

affecting the implementation of a crisis management plan particularly in 

developing countries such as Indonesia. The interview results help to 

contribute to the knowledge in this research area. 

 

Lack of funds - The findings of the „pre-the Bali bombings‟ and „post-the 

Bali bombings interviews revealed concerns about the availability of 

financial resources and effective resource management. Five industry 

members interviewed „post-the Bali bombings‟ complained of a lack of 

budget and delay in obtaining the funds, which affected the effectiveness 
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of the crisis management programs. Indeed, it is reported that after the 

2002 Bali bombings, the Chairman of the Balinese Industry Chamber 

revealed that the central government had provided minimal funding for the 

„Bali for the World’ program. The same problem also arose after the 

second bombings. In a Bali travel blog, Why Go Bali (10 August 2006), it 

was reported that there was a delay in the disbursement of funds from the 

Ministry of Tourism and Culture, apparently due to government inefficiency 

and excessive red tape.  

 

Poor co-ordination between the Indonesian central government, local 

Balinese government and the Bali Tourism Board in undertaking the 

recovery program was also voiced by three Bali Tourism Board officials. 

The importance of joint efforts between public and private sectors in 

tourism recovery is a view held by Beirman (2003), Pizam (1999) and 

Sonmez et al. (1999). However, the interview results clearly revealed that 

collaboration, co-operation and communication between stakeholders 

involved in managing the Bali bombings were not considered satisfactory. 

Failure to commit -. Lack of commitment was another serious concern for 

Indonesia as this issue was highlighted in both the 2001 and 2007 

interview findings. It is argued that unless the respective negative events 

are recognised as crises by the Indonesian tourism industry members, 

energy and resources cannot be effectively devoted to their management.  

 

High level of bureaucracy - One travel agent interviewed „pre-the Bali 

bombings‟ argued that the high level of bureaucracy in Indonesia led to the 



 372 

tourism industry being slow to initiate and implement promotional activities 

during the Indonesian crises. Three industry members interviewed „post-

the Bali bombings‟ also noted the same problem. It is widely accepted in 

the Western crisis management literature that a timely response to a crisis 

is important. Hence, it is reasonable to assume that the highly 

bureaucratic nature of the Indonesian tourism industry resulted in the 

perceived lack of decision making.  

 

Poor co-ordination – The results of the „post-the Bali bombings‟ 

interviews revealed that a majority of Bali tourism board officials believed 

that there was poor co-ordination of the recovery programs by the  

stakeholders; the central government based in Jakarta, the local 

government and the Bali Tourism Board based in Bali. The Bali officials 

argued that this had a negative impact on the effectiveness of the recovery 

programs in Bali and in other Indonesian regions. The importance of co-

ordination and collaboration between key stakeholders in the effective 

management of a crisis situation has been proposed by McKercher and 

Chon (2004)  

 

Limited regional autonomy – The results of the „post-the Bali bombings‟ 

interviews revealed that two Bali tourism officials were concerned about 

the limited regional autonomy in handling the crisis. It was believed that a 

strong centralised power may constitute a barrier to the implementation of 

a fast and effective recovery program at the regional level. Indeed, the 

central government in Indonesia retains its control over Bali‟s tourism 
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development because of the government‟s great interest in Bali. 

Therefore, it is not surprising that in the implementation of a crisis 

management plan, the decision was also centralised.  

 

No specific guidelines - A minority of industry members interviewed 

„post-the Bali bombings‟ did not believe that there were any specific crisis 

management guidelines to follow. Indeed, Sönmez, Apostolopoulos and 

Tarlow (1999) argue that there are limited references for the tourism 

industry to turn to for guidance and it is even more difficult to find crisis 

management strategies adapted for terrorism or political violence. 

 

Absence of tough security legislation – One Bali tourism official, BT4 

mentioned that there should be tougher security legislation in order to 

prevent another attack, but currently this was not in place. BT4 stated that 

Indonesia is an emerging, developing country and therefore there were no 

tough National Security Acts or regulations, as seen in the developed 

countries such as Europe and America. It is argued that the absence of 

security measures or legislation makes the prevention of terrorism acts or 

management of security risks, a more difficult task.  

 

Short-sighted approaches – The results of the „post-the Bali bombings‟ 

interviews revealed a Bali tourism official‟s concern about the need for 

continuous implementation of the recovery program after the 2005 

bombings to ensure Bali's total recovery. However, this issue had been 

disregarded by the current policy makers. Three industry members also 
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raised concerns over the discontinuation of the media centre, rendering a 

long-term crisis communication plan inactive. The short-sighted approach 

adopted by the Indonesian tourism industry may be linked to its culture of 

indifference towards long-term crisis management.  

 

It is apparent from the analysis that the crisis management framework 

proposed by Ritchie (2004) offers a range of capabilities which are not 

currently evident in the Indonesian government and tourism industry. A 

few suggestions in the modification of the framework for the use of 

destinations such as Indonesia include the following: 

 

The pre-event stage needs expansion to include identification of local or 

regional sector policy responses. Different Indonesian regions may have 

preferred local ways of coping with crises and due to local knowledge, the 

strategies may prove more effective than one developed by the central 

government. For example, the findings from the „post-the Bali bombings‟ 

interviews revealed that the inter-religious prayer ceremonies undertaken 

in Bali were considered as an effective crisis coping mechanism. 

 

The crisis/disaster prevention and planning phase requires expansion 

to include (1) the establishment of a joint private and public, and regional 

and government crisis co-ordination committee, to develop, plan and 

monitor the efforts and progress of all sectors involved in the crisis 

response through to the resolution phase; (2) Consideration of financial 

resources and management. Points (1) and (2) are important to reduce the 
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problems associated with decision making in a highly bureaucratic 

Indonesian tourism Ministry and to encourage transparency of efforts. (3) 

Establishment of a long-term media control centre, (4) Education of the 

local population regarding the importance of tourism and how they could 

help manage the local crisis. This is important to gain their support to 

ensure a rapid recovery after the tourism crisis. (5) Co-operation between 

security forces and the national and regional governments was also 

needed.  

 

The strategic implementation phase should include prioritisation of 

selected tourism locations and products to promote during the crisis, as 

the results of the „pre-the Bali bombings‟ interviews revealed that there 

was confusion regarding which tourism regions and products should be 

focused on during the Indonesian crises. This issue is particularly 

important for countries with limited budget.  

 

The resolution, evaluation and feedback phase needs to consider the 

implementation of image surveys of major markets. Understanding these 

images can aid in the development of effective programs targeted at 

different markets. It is also important to identify those market segments 

that are more resilient to the crisis, as they offer a way of maintaining 

stable tourism demand during a crisis. This may play an important role in a 

destination‟s crisis management strategy. 
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The resolution phase also requires consideration of stabilisation and 

expansion elements. The 2005-2006 Bali Tourism Board report proposed 

„stabilisation‟ and „expansion‟ strategies, which include public relations, 

implementation of technologies to promote tourism products, promotion, 

product development, community development and distribution of product 

information. These strategies were not adopted by the Indonesian 

government. However, this research argues that such propositions can 

help in restoring normality and ensure the sustainability of a destination.  

 

9.7.4 Future crisis management strategies to develop based on 

lessons learned from the 1997 Indonesian crises and Bali bombings 

 

Security condition – The results of the „post-the Bali bombings‟ 

interviews revealed concerns about the need to improve security 

conditions in Bali and Indonesia as a whole. A majority of government 

officials argued that there should be tougher security regulations and 

measures, increased co-operation between the public, government 

authorities and the security forces and a need to share information to 

maintain public safety. A majority of Bali Tourism Board officials also 

argued that there should be a greater integrated security system, greater 

hotel co-operation, investment in vehicle scanners, recruitment of more 

security officials, wider use of Bali Banjar (Balinese network of village sub-

groups or wards) and Pecalang (Balinese village security services), to 

maintain security conditions.  
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Participation in travel conferences and events - Some industry 

members were convinced that the different conferences, festivals and 

important events that were held in Bali and visits by some world leaders to 

the island had attracted the attention of the international media to the 

improved conditions in Bali. This form of crisis management strategy was 

believed to have played an important part in Bali‟s tourism recovery 

because it allowed the world to understand that Bali had returned to some 

kind of normality.  

 

Long-term communication strategies - Some tourism industry members 

stressed that continuous maintenance of good contact with national and 

international media representatives would help to ensure that 

representations about Indonesia would at most times be balanced, 

accurate and up to date. Such a long-term communication strategy was 

also deemed necessary so that a destination‟s image would not be easily 

tarnished during the crisis period. 

 

‘What if’ Scenarios – There was a strong belief among five industry 

members of the need for greater discussions on issues such as 'what if' 

scenarios, why crises take place, what might happen in the future. 

Furthermore, the development of a regional crisis plan and transparency in 

all plans and efforts in all sectors were stressed.  

 

In-depth image survey - A minority of tourism industry members believed 

that there was a need for in-depth image surveys of tourists from different 
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countries. As one interviewee, IC said, "When it comes to image and 

media management, there was a need to identify the real image problems 

that existed in different countries. This was because a crisis at a 

destination triggered different image problems in different countries.  

 

Greater regional autonomy - Some industry members argued that there 

should be greater regional autonomy to allow different regions such as 

Bali to undertake a rapid response to a crisis. Hitchcock and Darma Putra 

(2005) also noted that there was increasing sentiment in Bali that the local 

stakeholders should have more authority over its recovery programme. 

 

Greater co-operation, commitment and co-ordination - A minority of 

Bali Tourism Board officials revealed that there should be greater co-

operation and co-ordination of recovery programs between the central 

government, Bali Tourism Board and Bali local government, and greater 

alliances with different airlines to improve tourism flow during and in the 

aftermath of a crisis.  

Development of a more effective relationship with international 

counterparts - Three interviewees stressed the importance of having 

greater and better international relations. As IC said, Indonesia should 

make friends with world leaders and international media representatives. 

Personal trusting relationships should be made through formal and 

informal networks. 
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Education for the local population - A minority of industry members 

interviewed „pre-the Bali bombings‟ and one interviewee interviewed „post-

the Bali bombings‟ commented that the population in some Indonesian 

regions should be better educated about the nature of tourism to ensure 

greater support for tourism in Indonesia during and post-the crisis periods. 

  

9.7.5 Nature of officials  

 

The interviews were conducted with the Indonesian tourism industry 

members operating in the public and private sectors comprising 

government officials based at the Indonesian Ministry of Culture and 

Tourism in Jakarta (public sector), a Bali Tourism Authority official (public 

sector), a media consultant and Bali Tourism Board officials (private 

sector). Section 9.7.5.1 details the relationship between the Ministry of 

Culture and Tourism (central authority) and the other tourism 

stakeholders. Section 9.7.5.2 discusses the nature of the responses of the 

officials interviewed. 

 

The Indonesian tourism industry 

 

The Ministry of Culture and Tourism (Kementerian Kebudayaan dan 

Pariwisata, formerly known as Departemen Kebudayaan dan Pariwisata) 

is the ministry in Indonesia concerned with the administration of national 

tourism and culture. It is headed by a minister and is under the authority of 

the President. The Ministry of Culture and Tourism‟s organizational 
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structure can be seen in Appendix E. The Ministry established central 

authority in Jakarta, but each province has a regional tourism office (Dinas 

Pariwisata Propinsi) which has a certain degree of freedom to develop 

regional tourism. In Bali, this is called the Bali Tourism Authority (BTA).   

 

The Indonesian tourism industry also has different stakeholders (see 

Appendix E). The „Tourism Association‟ (which Bali Tourism Board is a 

part of) is one of the main stakeholders and operates in the private sector. 

As a stakeholder, BTB undertook many of the responsibilities associated 

with the Bali recovery programs, however, it relied on the government 

recovery fund to finance these programs. The Indonesian government has 

always retained a centralised authority over Bali‟s tourism industry 

because of the central government‟s vast interest in Bali. This centralised 

authority by the Ministry of Culture and Tourism was maintained in the 

execution of the Bali crisis management programs.  The media consultant 

interviewed, was a foreign advisor to the Indonesian Ministry of Culture 

and Tourism and played an important role in the management of various 

Indonesian crises, including the Bali bombings.  

9.7.5.2 Nature of officials’ responses 

 

In essence, the differences in the tourism industry members‟ opinions 

highlight the gaps between (1) what the public sector did and what the 

private sector expected and observed (2) the different (political, religious 

and cultural) backgrounds of the Indonesian government officials and Bali 

tourism Board (BTB) officials, 3) the different tourism backgrounds of the 
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interviewees. All these factors have contributed to the differing opinions on 

some tourism issues, although it has to be noted that there were also 

agreements in opinions on certain issues.  

 

In the discussion of Bali‟s identity within Indonesia, there was a common 

view among public and private sectors‟ officials that Bali was a part of 

Indonesia and an icon of the Indonesian tourism. The apparent agreement 

between the government and Bali Tourism Board (BTB) officials needs to 

be viewed from two perspectives. The central government officials were 

keen to portray Bali as an icon of Indonesia as it would imply that Bali was 

successful because it was a part of Indonesia and as a result of the 

efficient central government‟s tourism management. On the other hand, 

the BTB officials were also keen to say that Bali was an Indonesian icon 

because they were proud of Bali‟s relative success compared to other 

Indonesian regions. They may have also expressed such opinion because 

they were motivated by the prospective funding from the central 

government that would be required to maintain its position as an 

Indonesian icon.  

However, the BTB officials were also keen to point out that the images of 

Indonesia and Bali had been different since 1997. They argued that the 

security image of Indonesia was predominantly negative after the 1997 

Indonesian crises, whilst the security image of Bali was mainly positive. 

The BTB officials genuinely believed that Bali‟s image was untainted by 

the 1997 Indonesian crises.  
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Some BTB officials further argued that after the Bali bombings, Indonesia 

was seen as a country that provided a base for terrorism movements 

whilst Bali was seen as a victim of terrorism.  There was an understanding 

among the BTB officials that the bombings were carried out on the „Hindu‟ 

island of Bali by „Muslim‟ perpetrators originating from other Indonesian 

regions. The BTB officials were also eager to point out that Bali has a 

distinct image based on its Hindu religion and culture and a few had 

strongly stressed the need for Bali to be treated separately from the rest of 

Indonesia. From the research‟s observations and findings, it was clear that 

the BTB officials, who were Hindu, viewed themselves as different from 

the Indonesian central government officials who were predominantly 

Muslim. Undoubtedly, this sense of identity held by the BTB officials has 

had an impact on their perceptions of Indonesia and Bali‟s images, and 

resulted in a tendency to be favourably biased towards Bali.  

 

The gaps in opinions between the government officials and BTB officials 

also highlighted the differences between what the public sector did and 

what the private sector expected and observed. Some of the interviews‟ 

results highlight the dissatisfaction of the BTB officials with the Indonesian 

central governments crisis management efforts. For example, these were 

related to lack of resources, delay in funding, poor co-ordination, 

communication and commitment, short-sighted approaches and limited 

regional autonomy.  However, it was observed that there was also 

difference in nature among the Bali tourism officials, perhaps as a result of 

some rivalry and resentment.  One Bali-based official argued that the long-
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term recovery program proposed by the previous Bali policy makers has 

been disregarded by the current BTB policy makers, and therefore the 

recovery program was possibly not as effective as it could have been.  

 

The most specific and trenchant opinions was provided by the media 

consultant (IC). The government officials‟ responses were to a certain 

extent, limited by the Ministry of Culture and Tourism‟s protocols and the 

BTB officials‟ responses were bounded by their own organisation‟s 

unspoken code of behaviour. However, the media consultant, unrestricted 

by any organisation‟s set of rules and frustrated by past experiences 

dealing with the Indonesian tourism industry, was more encouraged to 

provide responses that were „different‟ from others.  

 

IC was critical about the Indonesian central government‟s way of handling 

the Bali crises. For example, IC stressed strongly that the Indonesian 

government did not have any media management and allowed crises to 

happen, and that no lessons were learned from past crises. IC was the 

only interviewee who noted that there had been a fraud in the use of public 

funds allocated for the Bali‟s recovery program and that there was a lack 

of transparency in efforts within the industry. IC also voiced dissatisfaction 

towards some wealthy Bali stakeholders who were less willing to use their 

own resources, instead relying heavily on the central government‟s fund, 

to support Bali‟s recovery.  
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In conclusion, the interviewees‟ background (nationality, tourism 

knowledge, past experiences, religion and the existence or lack of 

organisational protocols), expectations and observations resulted in the 

differing nature of interviewees and kind of responses they provided.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

9.8 Summary 

 

Both „generalisation‟ and „spill-over‟ effects have taken place within 

Indonesia during the 1997 Indonesian crises.  

 

Bali‟s identity within the minds of the Indonesian tourism industry members 

and UK visitors was complex and for some, unclear.  
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Risk perceptions was believed to be dependent on past experiences and 

visitors‟ nationality, the magnitude of the disaster, the number of (foreign) 

victims involved and the historical relationship between the host and the 

tourist generating countries. The media and socio-demographic 

characteristics were considered as the most important factors in the 

development of Indonesia‟s image.  

 

On one hand, travellers perceived security as an increasingly important 

issue, on another, they have also become more accustomed to terrorism 

acts. Both the severity and frequency of terrorism acts in Bali was believed 

to have a significant impact on Indonesia‟s image and demand.  

 

The research has identified various factors affecting the implementation of 

a crisis management plan, the effectiveness of different crisis 

management strategies in real crisis situations, and the lessons learned 

from past crises. Some suggestions have also been made, for the 

modification of Ritchie‟s (2004) crisis management framework to suit 

large-scale crises and destinations such as Indonesia. 

 

 

 

CHAPTER TEN: CONCLUSIONS 

 

10.1 Introduction 
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This chapter concludes the research on the exploration of Indonesia‟s 

image after the 1997 financial crisis but before the Bali bombings and after 

the Bali bombings as perceived by the Indonesian tourism industry 

members and the UK residents, „pre-the Bali bombings‟ and „post- the Bali 

bombings‟. Section 10.2 presents a recapitulation of the research 

objectives. Section 10.3 offers a review of the relevant literature. Section 

10.4 presents a recapitulation of the research aims and where they are 

addressed. The key findings of the „pre-the Bali bombings‟ and „post-the 

Bali bombings‟ research are presented in section 10.5. Section 10.6 

provides a reflection on the Indonesian tourism industry. 10.7 puts forward 

the limitations of the primary research. Section 10.8 summarizes the main 

contribution of the research. Section 10.9 provides a reflection on crisis 

management strategies. The main theoretical and practical implications of 

the primary research findings are discussed in section 10.10. Section 

10.11 discusses the influences of changing media technology and 

possible implications. Section 10.12 concludes the chapter with 

recommendations for future research. 

 

10.2 Research Aims and Objectives 

 

Before the presentation of summary and conclusions, it is considered 

appropriate to re-state the research objectives of this primary research. 

 

The main research aim is: 

To investigate the tourism images of Indonesia from the perspectives of 
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the Indonesian tourism industry members and UK residents, „pre-the Bali 

bombings‟ and „post-the Bali bombings‟ 

 
Specific research objectives: 

 To examine the tourism images of Indonesia (including the security 

image); 

 To examine the factors affecting the images of Indonesia (including 

variations by socio-demographic variables and media) and 

 To examine image change in the period between 2000 and 2007 

 

Other research aim is: 

To examine the crisis management strategies adopted by the Indonesian 

tourism industry, „pre-the Bali bombings‟ and „post-the Bali bombings‟ 

 

Specific research objectives: 

 To examine crisis management strategies, the factors affecting their 

implementation and the lessons learned. 

 

 
 

10.3 Review of the key literature 

 

Chapter Two asserted that image is a critical factor in the destination 

selection process (Bramwell and Rawding, 1996; Chon, 1991; Dann, 

1996; Echtner and Ritchie, 1993; Gartner, 1993). However, there has 

been a lack of a theoretically based conceptual framework and incomplete 

operationalisation (Echtner and Ritchie, 1991; Fakeye and Crompton, 
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1991; Gartner, 1993; Selwyn; 1996; Young, 1999 and White, 2005).  

Nevertheless, attempts have been made for a wider conceptualisation and 

measurement of image notably by Echtner and Ritchie (1993) and by 

Gallarza et al. (2002). The literature also reveals that there is little shift in 

the trend towards a greater use of qualitative or mixed-method 

approaches. The primary research used a mixed-methods approach to 

address the limitations that the use of a single, purely quantitative or 

qualitative, approach would impose. In doing so, it is hoped that the results 

confirm the efficacy of the mixed methods approach in image research 

with complementary objectives.  

 

Furthermore, it also appears that neither Echtner and Ritchie‟s (1993) nor 

Gallarza et al.‟s (2002) frameworks have been used in the study of image 

within a tourism crisis context. Tasci et al. (2007) argue that „Test of 

theories or concepts‟ needs more attention in the study of destination 

image. Therefore, this research has designed specific close-ended 

questions and adapted for use in the study of Indonesia‟s images after the 

1997 crises and Bali bombings, the three open-ended questions proposed 

by Echtner and Ritchie‟s (1993) framework. The research findings are 

intended to provide implication on the suitability of Echtner and Ritchie‟s 

(1993) framework within the tourism crisis context and to add to current 

knowledge relating to destination image dimensions. 

 

Chapter Two also considers the image formation framework debate. 

Basically, there are two approaches to the destination image formation 
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process. The first approach is considered static in nature and investigates 

the relationship between destination image and tourist behaviour and 

satisfaction (For e.g. Gunn, 1972; Fakeye and Crompton, 1991). The 

second approach is considered dynamic in nature as it studies the 

influence on the structure and formation of destination image itself (For 

e.g. Stabler, 1990; Baloglu and McCleary, 1999a; Beerli and Martin, 

2004a; Tasci and Gartner, 2007). To date, the study of image formation 

processes has been undertaken using structured methods and within a 

general tourism context. This research adopted a mixed-methods 

approach in the study of Indonesia‟s image formation process within a 

tourism crisis context.    

 

Chapter Two highlighted that periodic monitoring of image is an idea that 

has not received much attention (Tasci and Holecek, 2006). This research 

addresses the need for more studies in which destination image is 

periodically monitored to better understand the image formation and 

change process. Arguably, this is the first longitudinal study of destination 

image within a tourism crisis context, from the perspectives of tourism 

industry members and consumers. 

 

Chapter Three asserts the importance of the safety element as one of the 

factors that form destination image and its impact on visitation intention. 

The chapter also reviews the two types of tourism crises which were most 

relevant to the primary research; political instability and terrorism. 

However, there is limited literature on the impacts of disasters and crisis 
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on the local tourism industry (Santana, 1999; Faulkner, 2001). This 

research adds to the current knowledge in this research area by studying 

the perceived impact of the 1997 crises and the 2002 and 2005 terrorism 

crises on Indonesia‟s images from the perspectives of the Indonesian 

tourism industry members and consumers.  

 

There has also been limited literature critically examining government 

crisis and disaster policies (Prideaux, Faulkner and Laws, 2003) and 

organisational learning (Ritchie, 2004). This research involved the study of 

the Indonesian tourism industry‟s crisis management policies and learning 

process to add knowledge to this research area. This research also 

addresses the need for more study of the perceived effectiveness of 

different crisis management strategies as proposed by the tourism 

literature in real crisis situations and of the factors affecting the 

implementation of a crisis management plan.  

  

Pizam and Fleischer (2002) argue that there is no known evidence as to 

whether crisis severity or frequency has a greater negative effect. This 

research adds to current knowledge by providing implication from the 

findings on the effects of „severity‟ and „frequency‟ on the image of 

Indonesia and on its demand as a tourism destination. Furthermore, this 

research was involved in the examination of the likely impact of previous 

experiences and nationality on security image, as perceived by the 

Indonesian tourism industry members. 
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The literature review in Chapter Three also revealed that crises and the 

media's portrayals of same, caused changes in perceptions that affected 

people‟s intentions to travel (see Seddighi et al. 2001; Floyd et al. 2004). 

However, despite the recognition of the role of media in influencing tourist 

and destination images, the extent to which media shapes tourism images 

in the context of terrorism is relatively under-represented in the literature 

(Valentin, 2003). This research addresses the limited research by 

examining the effects that media representations of the Bali bombings had 

on Indonesia‟s images from the perspectives of the Indonesian tourism 

industry members.   

 

Chapter Four provides a discussion on the general background of 

Indonesia; its geographical reference and regional context. It also 

investigates the 1997 Indonesian crises context and the 2002 and 2005 

Bali bombings in terms of their impact on the tourism industry. A review of 

the national and international media representation of the 1997 Indonesian 

crises and the Bali bombings and their impact on Indonesia‟s security 

image was also made.  

Chapter Five discusses the methodological approach used in addressing 

the primary research aims and objectives. There has been limited 

application of the mixed methods approach to destination image study 

(see chapter two) and this research aims to address this limitation. A 

„parallel mixed methods design‟ and a „parallel mixed data analysis‟ were 

undertaken at two stages (pre-the Bali bombings and post-the Bali 

bombings). This approach can be considered as a novel way of studying 
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destination image issues. The specific design, analysis and interpretation 

process is discussed in chapter 5.  

 

10.4 Research aims and where they are addressed 

 

Research Aims: Addressed in Chapters and Pages: 

 

Research Aim One: To 

investigate the tourism 

images of Indonesia 

Specific objectives: 

1. Indonesia‟s tourism 

Images (including 

the security image)  

 

 

 

 

 

 

 

 

2. Indonesia‟s image 

formation factors 

(including the roles 

of media and socio-

demographic traits) 

 

 

 

 

 

 

 

 

 Chapter 7 – pages 171-178 (Pre-

bombings) 

 Chapter 7 – pages 199-213,  216-223 

(Post-bombings) 

 Chapter 8 – pages 264-268, 286-295 

(Pre-bombings) 

 Chapter 8 – pages 295-297, 304-314, 

(Post-bombings) 

 Chapter 9 – pages 323-347 

(Discussion) 

 Chapter 10 – pages 413 (Conclusion) 

 

 Chapter 7 – pages 179-188 (Pre-

bombings) 

 Chapter 7 – pages 229-240 (Post-

bombings) 

 Chapter 8 – pages 269-286 (Pre-

bombings) 

 Chapter 8 – pages 298-304 (Post-

bombings) 
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3. Image change 

(2001-2007) 

 

 Chapter 9 – pages 347-353 

(Discussion) 

 Chapter 10 – pages 413-414 

(Conclusions) 

 Chapter 7 – pages 199-203 

 Chapter 8 – pages 315-317 

 Chapter 9 – pages 353- 355 

 Chapter 10 – pages 414-417 

(Conclusion) 

 

 

Research Aim Two: To 

investigate Indonesian 

tourism industry‟s crisis 

management strategies 

 

 

 Chapter 7 – pages 189-198 (Pre-

bombings) 

 Chapter 7 – pages 241-260 (Post-

bombings) 

 Chapter 9 – pages 355-378 

(Discussion) 

 Chapter 10 – pages 417-419, 421-423 

(Conclusions) 

 

Table 10.1 Research Aims and Where They are Addressed 

 

 

10.5 Summary of Key Findings and Conclusions 

 

Section 10.5.1 focuses on the key findings of the post-the 1997 

Indonesian crises but „pre-the Bali bombings‟ research undertaken in 

2001. Section 10.5.2 focuses on the key findings of the „post-the Bali 

bombings‟‟ research undertaken in 2007. Section 10.5.3 focuses on the 

key findings of the „pre-the Bali bombings‟ and „post-the Bali bombings‟ 
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10.5.1 Key findings of the ‘pre-the Bali bombings’ research 

 

The first research aim concerned the identification of the different aspects 

of Indonesia‟s images. Primary interview findings revealed the perception 

that exaggerated and non-specific media reporting had caused a 

'generalisation effect' in Indonesia. At the same time, a „spill-over effect‟ 

had also taken place, in which the Indonesian island of Bali experienced a 

tourism influx as a result of tourists‟ avoidance of other parts of Indonesia. 

The findings suggested that both effects can take place within the same 

country if a country has a weak general image and stronger (unique) 

regional images. This has practical implication, as discussed in section 

10.9.2. 

 

The second main finding was that the security images of actual visitors 

and non-visitors are different during a tourism crisis; actual visitors have a 

more positive image than non-visitors. Open ended survey questions also 

revealed the multi-dimensional security aspects of the images held by 

visitors and non-visitors.  

 

Visitors Dimensions 

Petty crimes Rip off salesman 

 Annoying tradesmen 

 Harassment of tourists 

 Pickpockets 

Political/ terrorism Muslim extremists 

 

Non-visitors Dimensions 

Political/ terrorism Political instability and complexity 
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 Muslim extremists 

 Unsafe 

 Social unrest 

 Christian and Muslim Clashes 

 Tension and Fear 

 East Timor 

 Anti-Americans 

 Exploitation 
 
Table 10.2 Multi-dimensional images of security 

 

In relation to visitors‟ security image, it would appear that most of the 

dimensions of security image were related to local petty crimes as a result 

of negative actual experiences. On the other hand, all the dimensions of 

security image of non-visitors were related to political/ terrorism issues as 

projected by autonomous information sources. These findings offer 

support to the literature which proposes that security image is multi-

dimensional. It extends the literature on the security image by identifying 

the different security attributes/issues considered as relevant by visitors 

and non-visitors. The findings indicate that in assessing security image, 

there is a need to identify the specific security issues/ images held by 

visitors and non-visitors in relation to a particular destination.  This would 

then allow the development of a focused program to correct the negative 

security image dimensions identified for that destination. 

 

The interviews also revealed a view that the issue of terrorism had 

become increasingly linked to the religion of Islam. Any terrorist attack in 

the world by Muslim religious extremists would create a fundamental 

image problem within largely Christian countries, for a pre-dominantly 
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Muslim country such as Indonesia. However, the findings also suggest a 

view that the degree of the effect of terrorism on a destination‟s image is 

linked to the political-social contexts within which the destination operates.  

 

Another destination image issue relates to the findings of the 

attribute/holistic, functional/psychological and common-unique images of 

Indonesia. The survey results revealed that some UK non-visitors could 

name specific or unique Indonesian places and others held negative 

psychological and holistic views of Indonesia. Therefore, these findings 

are at variance with MacKay and Fesenmaier‟s (1997) assertion that 

individuals „familiar‟ with a destination hold images closer to the „holistic, 

psychological and unique‟ ends of the image dimension continuum. The 

research findings also highlight the significant influence of induced and 

autonomous information sources in the development of specific, unique, 

psychological and holistic images of non-visitors. The theoretical 

implication of this is discussed in section 10.9.1. 

 

The second research aim was concerned with the image formation factors 

of Indonesia. The literature proposes that the image formation process is 

affected by factors such as socio-demographic factors, information 

sources, previous experiences, situational factors and culture (nationality). 

The interview findings also provided confirmation of the influence of these 

factors on Indonesia‟s images. Furthermore, the findings suggest that the 

9/11 WTC attack in 2001, travel warnings, autonomous media 
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representation and the perceived link between terrorism and the Islamic 

religion were also believed to be important image formation factors.   

 

The interview findings further suggest that personal experience of the 

factors that influence image formation and those actively received, 

reflected subjective values and could be perceived either positively or 

negatively according to the individual‟s personal values. Prominent 

examples were socio-demographic factors, previous experiences, word-of 

mouth, the level of local people‟s support for tourism, accessibility of 

travelling, promotional media used and the level of the public and private 

sectors‟ efforts.  However, the passive factors (autonomous information 

sources), involved negative events, namely media representation of the 

9/11 WTC attacks and travel warnings to Indonesia and Bali, indicating 

that these were perceived as credible and generally accepted without 

question.  

 

 

 

10.5.2 Key findings of the ‘post-the Bali bombings’ research  

 

The first aim was concerned with the identification of Indonesia‟s images. 

The findings revealed an interesting and complex perceived identity of Bali 

within Indonesia from the perspectives of the Indonesian tourism industry 

and UK visitors. Overall, the findings suggested that Bali had a strong 

unique image and this has allowed its tourism to continue and survive pre- 
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and post-the crisis period, either acknowledged or unacknowledged as 

part of Indonesia.  

 

Another finding concerned the importance of safety or security images. 

The interview findings revealed an interesting insight into the complex 

attitude of international travellers; on one hand, safety was perceived to be 

an increasingly important factor in international travel decisions following 

the rising number of terrorism attacks and threats. On the other hand, 

international travellers were also believed to have become more 

accustomed to random terrorism events. The findings suggested a 

changing attitude towards terrorism risks, and that terrorism attacks and 

threats may not necessarily act as deterrents to travel, as in the past.  

 

It was noted in Chapter Three that there is no known evidence as to 

whether the „frequency‟ or „severity‟ of security event, has a greater 

negative effect (Pizam and Fleischer, 2000).  The primary research 

findings suggested that both the „frequency‟ and „severity‟ of the Bali 

bombings had an effect on Indonesia‟s tourism image and demand in the 

short-term. However, despite a minority of the Indonesian tourism industry 

members‟ belief that the „severity‟ of the 2002 bombings and the „repeated‟ 

effect of the 2005 bombings would have a long-term effect, the 2007 

survey findings appeared to suggest that both these events had little long 

term impact on visitors‟ images.  
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The second research aim was concerned with image formation factors. 

The literature suggests that the security images of potential and actual 

visitors are ultimately dependent on their previous experiences and 

nationalities (see Cook and McCleary, 1983; D'Amore and Anuza, 1986; 

Hurley 1988; Tremblay, 1989; Wall, 1996; Seddighi et al. 2001). The 

interview research findings added to the current knowledge in this 

research area by revealing that a) visitors who treated Indonesia as a 

„second home‟ were most likely to have a positive image because of their 

greater familiarity with the reality of life in Indonesia and the different 

regions; b) the image of a particular tourism generating country would be 

more negative if a high number of tourists from that country became 

victims of a security incident; c) the image of Australian nationals may 

depend on the historical relationship between Australia and Indonesia; d) 

the images of Indonesia held by potential visitors of Chinese ethnicity 

differ from one another; e) tourists from Eastern Europe and Germany are 

considered the most resilient.  

 

Another important finding in relation to the image formation factor was the 

role of the media in the development of Indonesia‟s image. The interview 

findings suggested that both negative and positive media representation 

had a significant role in the development of safety images and on travel 

demand to affected destinations, by direct suggestion. As a result, the 

media may play an important role in gaining international support, 

sympathy and solidarity for a destination affected by terrorism, and in 

stimulating the destination‟s recovery process. 
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It was noted in chapter three that there was some consensus among 

tourism researchers, on the three different terrorism objectives: 

ideological, tactical and strategic. The primary interview findings 

suggested that the main perceived aim of the Bali attacks was ideological; 

a way of declaring war against the West. On the other hand, survey 

findings revealed that visitors had vague and ambiguous ideas of the 

motivations behind the attacks. The primary research findings revealed 

that the motives of terrorism were clearer in the minds of the Indonesian 

tourism industry members than in the minds of UK visitors.  

 

The fourth research aim was related to the crisis management issues. The 

effectiveness of the strategies proposed in the tourism literature in real 

crisis situations has not received much attention. The interview findings 

suggest that: 1) the use of aggressive promotion may not be effective - 

care needed to be taken regarding the extent of the promotional program 

undertaken and the nature of the promotional messages projected (how 

realistic they were) in light of the actual security condition and the political 

stability of a destination; b) use of the same or certain media (such as 

CNN) that has projected a negative image to subsequently promote 

positive images of a destination, may not be effective. Potential visitors 

may be unlikely to find direct promotion or positive representations by 

Indonesia through such media as credible; c) the promotion of the safety 

image of the whole country was not effective - it was suggested that the 

promotion of safety image should focus on selected regions that were still 
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considered „safe‟ and „sellable‟; d) the use of selected FAM trips is more 

effective - it was suggested that only selective FAM trips (with sympathetic 

and competent travel writers) would help in achieving the goal of positive 

information distribution abroad. Furthermore, study of the perceived 

factors affecting crisis management strategies, particularly in developing 

countries is also limited. Current literature suggests that leadership type 

and resources are two important factors affecting crisis management 

strategies. The primary interview findings extended the knowledge by 

suggesting that 1) inadequate commitment and co-ordination between 

stakeholders, 2) high levels of bureaucracy, 3) limited regional authority, 4) 

absence of tough security legislation and measures, 5) a lack of specific 

crisis management guidelines to follow and 6) the culture of adopting a 

short-sighted approach to crisis management were the perceived factors 

affecting crisis management in Indonesia.  

 

 

 

10.5.3 Key findings of the ‘pre-the Bali bombings’ and ‘post-the Bali 

bombings’ research 

 
The second research aim was to identify the image formation factors of 

Indonesia. The survey results suggested the importance to visitors of 

„organic‟ information sources (holiday experiences and advice of friends 

and families) and for non-visitors, the importance of many „induced‟ and 

„autonomous‟ information sources. Descriptive results also suggested that 
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there needs to be a greater recognition of the importance to actual visitors 

of guidebooks as a means of gathering information about a destination.  

 

The third research aim was concerned with the examination of image 

change between the period of 2001 and 2007.  The primary research 

findings suggested that (a) depending on the nature of the crisis, the effect 

on a destination‟s image may not be wholly negative; (b) a destination 

operating within complex and turbulent conditions has a multi-faceted 

crisis image. However, the perceived long-term effect of various crises on 

the destination‟s image was subjective; (c) There was scant evidence to 

suggest that the different tourism crises had a long-term effect on visitors‟ 

images; (d) following a crisis, the perceived image of certain attributes 

does not remain tainted, but may improve over time.  This is dependent on 

the efforts undertaken by the destination affected by the crisis to identify 

and reverse the negatively perceived attributes, in terms of tangible 

improvements made to the quality of its tourism offerings and the strength 

of the induced advertising.   

Destination images 

Key findings      Pre-the Bali bombings      Post-the Bali bombings 

Images of 
Indonesia 
and Bali 

Bali‟s image was largely 
unaffected during the 
1997 Indonesian crises. 
 

Bali‟s image was affected 
after the Bali bombings in the 
short-term, but not in the long-
term. 
 

Images of 
actual and 
potential 
visitors 

The security images of 
actual and potential 
visitors differed, based on 
previous experiences and 
media exposure. 
 

The security images of actual 
and potential visitors were 
dependent on their country of 
origin, previous experiences. 
For Australian visitors, the 
historical relationship between 
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Some actual visitors may 
hold a negative image of 
public services, whilst 
some potential visitors 
may hold a negative 
image of tourism 
products 
 

Indonesia and Australia, 
whilst for the Chinese, their 
ethnicities. The number of 
victims involved also affected 
perception.  
 
 

Effect of 
terrorism 

The World Trade Centre 
tragedy may have had a 
significant impact on 
Indonesia‟s image 
because Indonesia is 
perceived to be a 
„Muslim‟ country and 
politically and socially 
unstable 
 

The Bali bombings had a 
negative effect on Indonesia‟s 
image; some believed that 
Indonesia was seen as a 
country that offered a base for 
terrorism movements. 
However, Bali may be seen 
as a victim of terrorism 
 

Effect of 
security 
image on 
demand 

Security image is very 
important for travellers 
and negative image acts 
as a travel deterrent to a 
destination affected by a 
crisis 

Security image is important, 
but travellers are also 
increasingly resilient. Acts of 
terrorism and threats may not 
be as strong a travel deterrent 
as previously believed. 
 

 
Table 10.3 Main findings of the ‘pre-the Bali bombings’ and ‘post-the 

Bali bombings’ primary research 

 

 

Image formation factors 

Key findings          Pre-the Bali bombings          Post-the Bali bombings 

Socio-
demographic 
influences 

Influences among 
visitors and non-visitors 

 Gender, Age, 
Income, 
Education  

 

Indonesia‟s images were 
influenced by  

 Gender, Education. 
 
Bali‟s images were influenced 
by 

 Gender, Income, 
Education 

 

Other factors 9/11 World Trade Centre 
attacks,  

Mixed media representation 
and travel warnings 
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mainly negative foreign 
media representation 
and travel warnings 

 
Crisis Management strategies issues 
 

Main strategies Internationally based 
staff and use of media 
centre. 
 

Security measures, Media 
centre, participation in travel 
marts, cultural strategies 

Factors affecting 
effectiveness of 
strategies 

Lack of prioritisation, 
High level of 
bureaucracy, 
„inappropriate‟ 
promotional strategy. 

Lack of co-ordination 
between stakeholders, lack of 
decision making, limited 
media centre operation, 
absence of tough security 
legislation, lack of 
commitment, lack of specific 
crisis management 
guidelines, government‟s pre-
occupation with internal and 
external political issues 
 

Organisational 
learning 

Non-existent Some lessons were learned 
after, however these were not 
formalised procedures but 
rather tacit knowledge, based 
on previously used measures 
that were perceived as 
effective.   
 

 

Table 10.3 Main findings between the ‘pre-the Bali bombings’ and 

‘post-the Bali bombings’ primary research 

10.6 Reflections on the Indonesian tourism industry  

 

This section provides an analysis of the truth value and depth of the 

interview responses which may provide some indication of the knowledge, 

competence and motives of the Indonesian tourism industry members 

interviewed.  

 



 405 

‘Pre-the Bali Bombings’ interviews were conducted with Central 

government officials based on Jakarta and selected travel agents based in 

Jakarta, Bali and Yogyakarta.  The interview findings revealed that none of 

the interviewees recognised the connection between the economic, 

political and social relationships. The economic crisis was directly 

responsible for the massively increased costs of basic daily commodities 

which in turn led to the political and social crises.  The fact that the 

economic crisis was not perceived as a contributory factor to the 

subsequent drop in tourist arrivals indicates that, unless lessons are 

learned, adverse economic indicators in the future are unlikely to be 

considered as an early warning to the tourism Industry.   

 

The majority of the Indonesian Ministry of Tourism and Culture members 

interviewed held the view that Indonesia possessed both a national and 

regional images during the crisis, in marked contrast to the views held by 

the travel agents. The finding suggests that while the government have 

made substantial efforts to promote the different regional images of 

Indonesia they appear to have an unrealistic view of the success of their 

campaigns.  

 

The primary interview findings suggested that there was a strong blame 

culture. The majority of government officials blamed the foreign media for 

the overall negative image of Indonesia. Indeed, many image studies have 

indicated that media plays a major role in the development of a 

destination‟s negative security image during crisis. However, instead of 
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blaming the foreign media, there should have been more introspection and 

critical analysis of the Indonesian Ministry‟s promotional and media 

management efforts. This is because a minority of government officials 

and travel agents argued that the existence of an overall negative image 

and the lack of regional images were due to the Indonesian Ministry‟s 

ineffectiveness in educating potential visitors of Indonesia‟s vast 

geographical location. Furthermore, there was recognition of the lack of 

co-operation and co-ordination between public and private sectors; 

however it appears that the ministry understood that they had little power 

to deal with this problem as they might have wished.  

 

The „pre-the Bali bombings‟ interview findings suggested that the 

government officials were genuine in their responses and recognised 

some of the problems and constraints. However, they also over-estimated 

the efficacy of their efforts and lacked understanding of some internal and 

external problems.  

 

‘Post-the Bali bombings’ interviews were conducted with central 

government officials based at the Ministry of Tourism and Culture, Bali 

Tourism Board (BTB) officials, Bali regional government official, and an 

independent media consultant.  

 

Taken at face value, the interview findings suggested that the BTB officials 

accept that Bali is part of Indonesia.  On the other hand, however, the BTB 

was keen to emphasise that Bali is a Hindu island, with its own cultural 
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traditions and identity. Furthermore, comments made by BTB officials 

asserting that Bali was a victim of terrorism whilst Indonesia was seen as 

a place that supports terrorism, their criticism of the building of a Mosque 

next to Bali‟s airport and their resentment of the Indonesian governments 

presentation of Bali as part of Indonesia, all indicate a rather reluctant 

acceptance of the political reality.   

 

A problem which was highlighted by this research was that some of the 

staff members who were involved in the 1997 crisis management at the 

Ministry of Tourism and Culture were no longer there. There was no 

documentation of the strategies used and why, nor was there any 

assessment of the effectiveness of these strategies.  In other words, the 

knowledge that should have been shared and learned from by 

existing/replacement staff members has been lost. Even if documentation 

had existed, it is doubtful whether any learning would have taken place. As 

the primary interview findings reveal, little or no organisational learning 

has taken place. To some extent this may be due to the existence of a 

„blame culture‟ - a tendency to blame others rather than to take 

responsibility and learn from experiences.  

 

Certainly, the lack of funding should be tackled. Although many 

destinations face this problem, it is particularly acute in a developing 

country such as Indonesia, where resources are limited. This has 

implications on Indonesia‟s ability to maintain a pro-active crisis 

management plan, which requires significant resources. However, there 
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are other related issues that are also of concern. The interview findings 

suggest delays in funding and allegations of misuse of the national 

recovery fund. Indeed, the Indonesian government rarely provides 

financial accountability and transparency to the general public (Gurtner, 

2007). Self-interest within the Indonesian tourism industry was also 

observed, both in the public and private sectors.  

 

A minority of BTB officials interviewed „post-the Bali bombings‟ believed 

that there should be greater regional autonomy. This research reveals that 

after the second Bali bombings, the BTB did in fact have greater regional 

autonomy for crisis management. Recovery plans were developed and 

implemented by the BTB. However, regional autonomy cannot help 

regions to implement crisis management activities more effectively unless 

the central government genuinely undertakes the role of legislator, 

motivator and co-ordinator.  The interview findings suggest that there was 

inefficient co-ordination between central government and Balinese 

officials, an absence of motivation and commitment among the 

government officials and inefficient fund allocation. This limited 

commitment was one of the serious problems highlighted by a media 

consultant interviewed „post-the Bali bombings‟ and this view was 

supported by the literature. Australian tourism crisis management 

specialist John King was contracted by the Indonesian government to help 

develop a marketing recovery plan to deal with the 2002 bombings. His 

eventual conclusion was that the Indonesian government demonstrated 
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minimal commitment to implementing the advice provided by him, his 

colleagues or any other foreign experts.  

 

Furthermore, the Indonesian tourism industry appeared unable to 

undertake effective crisis communication procedures. Pacific Asia Travel 

Association (PATA, 2003) reported that the conduct of press conferences 

and public statements after the 2002 Bali bombings remained 

uncoordinated. This research also reveals the view that the media centre 

was not efficient because of its limited operation and that it was 

discontinued immediately after the crisis.  

 

Regarding the perceived threat of further terrorism attacks, only one BTB 

official felt that there was a high risk of more terrorism attacks, whilst the 

others believed the threat was low or that terrorism could happen 

anywhere.  Considering that any further attack on Bali would receive 

massive media coverage, thereby realising one of the main objectives of 

the terrorists, these views seem extremely naïve and seem to display a 

defeatist attitude to crisis management which may account for the 

complete lack of any type of contingency planning.        

 

Therefore, in general, it appears that tacit knowledge takes the place of 

any explicit formal written plans and the tourism industry tends to tackle 

each crisis on an ad hoc basis, with the general response for any crisis 

being a more intensified program of normal promotional activities. Despite 

the perceived ineffectiveness of the tourism industry‟s handling of the 
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crises and the different problems it faced, Bali‟s promotional and recovery 

strategies appear to have achieved some degree of success. The primary 

interview findings revealed that the perception of Indonesia‟s tourism 

service has improved over time.  

 

The interview findings suggested that some success has been achieved 

by Bali in recovering from the crisis and this is also supported by statistical 

reports showing increased numbers of visitors to the island.  However, it is 

possible that other factors such as Bali‟s long established image and the 

increasing resilience of tourists etc have combined with the crisis 

management efforts to improve perceptions. These factors, rather than 

Bali‟s recovery program alone, have also contributed to the increased 

numbers of tourist. Hence, arguably it is difficult for any research to 

determine the specific contribution of each factor in improving tourist 

arrivals.   

 

This research concludes that crisis management planning and 

implementation is not an issue to be overlooked, even though both Bali 

and Indonesia as a whole appear to have recovered from different crises 

in the short-term.  This is because Indonesia‟s inability to effectively 

prepare for possible numerous crises in the future may lead to irreversible 

negative image and a fall in demand in the long-term, particularly if this 

failure becomes widely perceived. The study of Indonesia reveals that it is 

still vulnerable to different crises in the future. It faces persistent instability 

rooted in economic, social and political conditions. These factors interact 
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to create a wide range of image problems that can lead to crises for the 

tourism industry.  The popular destination of Bali is also vulnerable to 

further terrorism attacks, because of its unique identity as a high profile 

holiday destination within the international market. Therefore, the 

problems associated with the crisis management planning and 

implementation, as highlighted by this research, need to be considered 

and dealt with.  

 

10.7 Research limitations  

 

The primary research has provided some valuable insights into a number 

of destination image and crisis management issues. However the primary 

research findings were and should be interpreted in the light of its 

limitations: 

 

 The „pre-the Bali bombings‟ sample of the UK visitors was limited to 

only a few Indonesian regions such as Bali, Jakarta, Yogyakarta 

and Lombok. The choice was made after taking into account the 

accessibility of different regions, the time and budget available to 

the researcher. However, it is recognised that greater insights may 

have been gained if more regions were surveyed.  

 

 The „pre-the Bali bombings‟ survey was conducted with a sample of 

the UK visitors in Indonesia and non-visitors at Heathrow airport. 

However, the „post-the Bali bombings‟ survey was conducted only 

with a sample of the UK visitors in Indonesia. Survey with the UK 
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non-visitors at Heathrow airport was not feasible as a result of 

tightened security following terrorism attacks in different parts of the 

world and in particular after the London bombings in 2006. Hence, 

comparison of image results between non-visitors and actual 

visitors „post-the Bali bombings‟ was not possible. Furthermore, no 

study of image change could be undertaken for non-visitors „pre-the 

Bali bombings‟ and „post-the Bali bombings‟. It is recognised that if 

the perceptions of non-visitors „post-the Bali bombings‟ had been 

obtained, further insights may be achieved.  

 

 The sample study of UK visitors „pre-the Bali bombings‟ was low 

because of the low number of UK visitors at the time. This was due 

to two important reasons: 1) Indonesia, apart from the island of Bali 

was not so popular with the UK visitors, but was frequented more 

by tourists from Australia and America; 2) although the crises in 

Indonesia were known as the „1997 Asian Financial crisis‟, the 

effects of the crises did, in fact, last for more than three years. 

When the primary research was conducted in 2001, Indonesia‟s 

security condition was still not perceived as conducive for 

international travellers and this resulted in fewer visitors from the 

UK. Arguably, if a higher sample had been surveyed, the results 

would be more reliable and greater insights would have been 

achieved.  
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 There may also be some limitations relating to the sampling method 

employed to recruit respondents for the quantitative research. The 

sampling method was purposive (Patton, 1980). It implies that the 

results cannot be easily generalised to the wider travelling 

population. Hence, generalisations can only be made to a specific 

travelling population as identified by the sampling frame in chapter 

five. 

 

10.8 Summary of contribution to knowledge 

 
 
This research demonstrated hat close-ended questions specifically 

designed for studying different image issues and open-ended questions 

adapted from Echtner and Ritchie (1993) revealed findings that contribute 

to the research areas of destination (security) image, image formation 

factors, image change and crisis management strategies. These are 

detailed as follows: 

 

Destination (security) image 

 

The literature review indicates that the majority of studies that have 

adapted Echtner and Ritchie‟s (1993) framework have used it to study the 

images of destinations operating within stable or general tourism contexts. 

This research adapted the framework to study Indonesia‟s images within 

political and terrorism contexts. The „pre-the Bali bombings‟ survey which 

consisted of three open ended questions adapted from Echtner and 
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Ritchie (1993) have highlighted the role of information sources in the 

development of psychological, holistic and unique images of destination 

among non-visitors, which is in contrast with earlier findings and 

suggestions by MacKay and Fesenmaier (1997). The survey generated 

different security concerns for non-visitors and visitors. Therefore, within a 

tourism crisis context, the findings contribute to the study of the role of 

information sources in the development of image dimensions and the 

different security concerns of visitors and non-visitors  

 

Image formation factors  

 

Gallarza et al. (2002) proposed that image is complex, multiple, relativistic 

and dynamic. Their model reveals the need for greater diversity of 

statistical methodologies in measuring some image dimensions. Their 

model also appears to imply that qualitative methods are more suitable for 

the preliminary stage in consumer research (Guthrie, 2007). However, this 

research shows that qualitative methods can help to gain a greater 

understanding of certain image dimensions.  

 

In relation to image formation factors, the interviews with the Indonesian 

tourism industry members reveal that the a) perceived link between 

terrorism and the Islamic religion, b) travel warnings, c) destination‟s 

unique characteristics, d) local people‟s support for tourism and e) public 

and private sectors‟ efforts can all affect destination image within a tourism 

crisis context. It also suggests that factors which are personal or those 
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which reflected subjective values such as socio-demographic variables 

could have positive or negative impact on image, whilst passive factors 

such as media representation are more likely to have negative impact on 

image during the crisis. These findings demonstrate that qualitative 

methods can help to gain a greater understanding of the image formation 

process, particularly within a tourism crisis context.  

 

Image change 

 

The study of Indonesia‟s image change from the perspectives of tourism 

practitioners and consumers contrasts with the traditional study of image 

change from the perspective of consumers only. The use of an 

unstructured method to study perceived image change from the 

perspective of the Indonesian tourism industry members specifically 

addresses the lack of research on why and how image changes. The 

interview findings show that since 1997, different crises were perceived to 

have impacted on Indonesia‟s images; the 1997 political and social crises, 

the Bali bombings, Avian flu in Bali, the Tsunami in Aceh and the Jakarta 

flooding. These are the main factors identified as contributing to why 

Indonesia‟s perceived image has changed. The direction of image change 

in terms of whether it was positive and/or negative (how) is also revealed 

by the interview findings. On the other hand, the comparison of median 

scores of different image attributes in 2001 with the median scores of 

image attributes in 2007 revealed the significant changes in the perception 

of certain attributes and the direction of these changes among the UK 
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visitors. This approach was effective in revealing the direction of a strong 

positive image change for certain attributes, in this case the services-

related attributes, as a result of measures undertaken by the Tourism 

industry in response to the crisis or crises. 

 

This research contributes to the study of image change by suggesting that 

a) depending on the nature of the crisis, the effect on a destination‟s 

image may not be wholly negative; (b) a destination operating within 

complex and turbulent conditions has a multi-faceted crisis image. 

However, the perceived long-term effect of various crises on the 

destination‟s image was subjective; (c) Different tourism crises may not 

have a long-term effect on visitors‟ images; (d) following a crisis, the 

perceived image of certain attributes may improve over time.   

 

The survey findings, however, also reveal the danger of relying on a 

simple structured approach to measure image change, for two reasons. 

First, the determination of a comprehensive list of destination attributes to 

be included in a questionnaire is difficult when a destination has 

experienced different crises (e.g. natural disasters, political crisis, 

terrorism etc). This is because many relevant attributes that may need to 

be studied cannot be easily identified or incorporated. Secondly, it is 

difficult to identify or separate the effects of different factors (crisis events) 

on the images of different attributes. Hence, the findings raise the question 

as to whether a structured method is sufficient to embrace the 

measurement of image change for destinations such as Indonesia which 
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experience multiple crises. The survey findings reveal that the structured 

method is more effective in measuring destination image changes 

resulting from a single or specific events occurring within short period of 

time. However, the method is not sophisticated enough to accurately 

measure image changes resulting from many, different security events 

over a fairly long duration.  

 

Therefore, this research also contributes to the research area of image 

change by suggesting an alternative approach to studying image change 

in destinations that experience multiple crises. It suggests that both 

structured and unstructured methods of studying image change are 

important for understanding the long-term image changes that take place 

in such destinations.  On one hand, the structured method helps to 

understand the general trend in image change (how) relating to different 

destination attributes (what). On the other, the unstructured approach 

helps researchers to understand the different reasons or crisis factors 

which affect image changes (why), it enhances understanding of the 

general trend in image change (how) by providing greater detail, some of 

which may later be incorporated into a structured approach, it can identify 

the specific crisis events that affect certain attributes (what) and also the 

extent of the impact on the crisis on such attributes.  

 

Crisis management  
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The „pre-the Bali bombings‟ interview results revealed a view that political 

and social unrest within the country was the catalyst which reinforced the 

association of Indonesia with Islamic terrorism and this is the real issue 

that needs to be addressed. As a media consultant interviewed in this 

research observed, terrorists feed on the discontented. Therefore, this 

research proposes that in crisis prevention and management, the 

government has an important role to maintain political and social stability 

and for the tourism industry to educate the local population of the 

economic benefits of tourism. These are considered vital strategies for an 

unstable and developing country, affected by terrorism.  Educating the 

local population about the benefits of tourism and involving them in 

tourism activities can help eradicate poverty, which could divert potential 

support for terrorism activities, help to reduce social unrest, and lower the 

perceived association of Indonesia with Islamic terrorism.  

 

As noted in Chapter Three, the adaptability and inbuilt flexibility of 

Ritchie‟s (2004) framework in specific contexts, is not known to have been 

previously tested. This research has adapted Ritchie‟s (2004) crisis 

management framework for the study of the Indonesian tourism industry‟s 

crisis management plan and suggested some modifications to the 

framework for use in political and terrorism contexts (see page 382). This 

research contributes to current crisis management framework theories 

which are more relevant to or have only been tested within the Western 

context. It is suggested that the modified framework is more relevant 
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within a terrorism context and for use in developing countries such as 

Indonesia operating within specific social cultural and political conditions. 

 

Ritchie (2004) argued that the issues concerned with organisational 

learning, often required at the end of a crisis, have not received significant 

attention in the literature to date. The interview findings suggest that 

different lessons were learned by the Indonesian tourism industry from 

past crises such as the need for improved security measures, the adoption 

of long-term communication strategies and so forth (see pages 382-384). 

These findings contributes to the research area of organisational learning 

by suggesting several areas that were perceived to be of importance for 

future strategies. 

 

There has also been limited study, in real crisis situations, of the 

effectiveness of the strategies proposed in the tourism literature. For 

example, interview findings revealed that care needs to be taken regarding 

the extent of promotional programs undertaken and the nature of the 

promotional messages, giving due consideration to the actual security 

conditions (see pages 372-375 for detailed discussion). This research also 

identified factors (practical problems) that were perceived to have an effect 

on the effectiveness of different crisis management strategies 

implemented by developing countries such as Indonesia (see pages 376-

379 for detailed discussions). 
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Therefore, this research contributes to the study of crisis management 

strategies by  

 Identifying certain strategies proposed by the tourism literature that 

may or may not be effective when applied in a developing country 

and in specific political, social-cultural contexts.  

 Suggesting „logical incrementalism‟ and „knowledge management‟ 

as an alternative approach towards developing an effective crisis 

management plan (see section 10.8).  

 

Research methodology 

 

This research adopted a „mixed-methods‟ approach to overcome the 

limitations of a single research method. Qualitative interviews were 

conducted with Indonesian tourism industry members and survey 

questionnaires (which included a combination of open and close-ended 

questions) were undertaken with UK visitors and non-visitors. The 

research findings contribute to the discussion of what stands to be gained 

by adopting a „mixed-methods‟ approach over the more traditional 

(quantitative or structured) approach. The use of structured and 

unstructured methods allowed a more comprehensive assessment of the 

different research issues.  

 

Specifically, the mixed methods approach enabled this research to gain 

greater understanding of: 
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 The different image dimensions as proposed by Echtner and 

Ritchie (1993) and Gallarza et al. (2002) within a crisis context. 

 The overall perception of security and the different security image 

dimensions/ problems held by UK visitors and non-visitors  

 The image formation factors of Indonesia within political crises and 

terrorism contexts.  

 How and why Indonesia‟s images have changed since 1997  

 The effect of „passive‟ and „active‟ reception of media 

representations on the development of security images of Indonesia 

and its associated tourism demand  

 The (similar or differing) motivations of terrorism attacks as 

perceived by consumers and tourism industry members, that may 

be useful in the development of crisis prevention and management 

program  

 

The research findings also suggest that the paradigm debate is not 

necessary within destination image research with similar or 

complementary research aims. The primary research findings reveal that 

the theoretical benefits of using a „mixed methods‟ approach can be 

achieved in practice. For example, observations obtained from the 

interviews and open ended questions confirmed and added to the findings 

obtained using close ended questions, achieving both complementarity 

and expansion. Both methods also allow contrasting findings to be 

gathered, to add to current knowledge. Comparing image perceptions from 
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different perspectives and using different methods also provided an 

opportunity to identify the relative advantages and disadvantages that 

each method had to offer in the study of different image issues.     

 

10.9 Reflections on crisis management strategies 

 

Quinn (1980) coined the term „logical incrementalism‟ which suggests an 

incremental process of strategy development and implementation as a 

way of achieving effective strategic management.  This research argues 

that such a concept is beneficial for the development and implementation 

of a tourism crisis management plan. The primary research findings reveal 

that the assumption that formally prescribed strategies are applicable or 

effective in all contexts is not true. The interview findings revealed the 

perception that in particular contexts, certain strategies were less effective. 

For example the effectiveness of aggressive promotion in a politically 

unstable context was debated by a minority of Indonesian tourism industry 

members. Such views are also supported by Henderson (1999).  

 

The prescription by tourism researchers of strategies which are untested 

in context may mean that they prove less reliable in practice. Arguably, 

strategies can only be tested in a crisis context. Therefore, the most 

effective strategies would gradually emerge in the course of an iterative 

process, whereby a destination learns from a series of incremental 

commitments rather than through the formulation and rigid implementation 

of entire strategies. This process is both logical and incremental and best 
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suited for tourism destinations which operate within unique conditions that 

may impact differently on the effectiveness of the strategies implemented. 

Furthermore, every destination operates within changing social, political 

and economic contexts and rigid adherence to prescribed strategies or 

execution of a grand plan would not be beneficial. With so many 

uncertainties involved, no destination can predict the effectiveness of each 

strategy implemented; much less the way the whole set of strategies will 

interact to create a certain image. Hence, the crisis management goal is to 

constantly improve strategies, abandoning the use of those that seem 

ineffective and adopting those perceived to be effective.  

 

„Logical incrementalism‟ also facilitates organisational learning which is 

still limited in many destinations. Inevitably, this means that „knowledge 

management‟ will play an important role. This involves developing a range 

of strategies and practices for use in the tourism industry to identify, 

create, distribute and adopt insights and experiences. Although 

Knowledge Management efforts overlap with organizational learning, it 

may be differentiated from that by its larger focus on the management of 

information as a tactical skill and a focus on the sharing of knowledge. A 

learning organization actively promotes, facilitates, and rewards collective 

learning. This learning is particularly important in Indonesia, where the 

research has clearly shown an absence of organizational learning. The 

Indonesian tourism industry is highly bureaucratic and strongly motivated 

by incentives. If individual or group learning is recognized and rewarded, 

organizational learning would present less of a challenge. Knowledge 
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management and organizational learning also allows tourism destinations 

to transfer and reuse „useful‟ knowledge and leads to the understanding of 

strategies that actually work in practice or within certain contexts.  

 

10.10 Implications of the primary research results  

 

The results of the primary research raised the following theoretical and 

practical implications. 

 

10.10.1 Theoretical implications  

 

 The survey research findings revealed that non-visitors held unique, 

psychological and holistic perceptions of Indonesia through 

exposure to (autonomous) media. This finding supports the concept 

of „informational familiarity‟ as proposed by Baloglu (2001). 

However, the implication is that further study is needed to 

understand the impact of nationality or „proximate familiarity' and 

personal educational involvement or „educational familiarity‟ (as 

proposed by Prentice, 2004) in the development of a destination‟s 

image dimensions.  

 Primary research findings relating to the effect of socio-

demographic variables were mixed. The research findings suggest 

that the differences in results may be due to the different time 

periods in which the studies were carried out (in 2001 and in 2007), 

and the different tourism crisis contexts („pre-the Bali bombings‟ 

and „post-the Bali bombings‟). Future studies need to take into 
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account a) the destination‟s (unique) characteristics, b) the time 

period, and c) the situational context within which the destination 

operates in (in a general or crisis context).  

 

10.10.2  Practical implications  

 

When attempting to predict the vulnerability of a tourism destination to 

terrorism, some important questions can be asked; Does the site have a 

potential for mass casualties? Does the tourist site provide an opportunity 

for mass publicity? Would an attack at this site result in huge economic 

damage? Is the site, or does it contain, a national icon, which if attacked 

would provoke national anger, depression, of fear? (Tarlow, 2006:89). 

Based on the primary research results relating to the perceived 

motivations of the Bali bombings and Bali‟s perceived identity within 

Indonesia, it can be argued that there are positive responses to all of 

these questions, suggesting strongly that Bali is still vulnerable to terrorism 

attacks. Hence, greater attention should be paid by the Indonesian tourism 

industry to the development of a crisis management plan, focusing 

particularly on security issues in the pre-event stage.  

 

This study involved measurement of image change over a seven-year 

period (2000-2007). Comparison of the results from the 2000 study with 

the 2007 study revealed the negative, positive and constant image trends 

for different tourism attributes. The findings enable the Indonesian tourism 

industry to focus on improving the images of tourism attributes which have 
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deteriorated, and maintaining positive images of other attributes. The 

findings of „pre-the Bali bombings‟ and „post-the Bali bombings‟ surveys 

particularly highlight the image problem relating to „environment‟ or the 

cleanliness of Indonesia and Bali among the UK visitors. This issue needs 

special consideration by the Indonesian tourism industry. 

 

Interview findings showed that both „generalisation‟ and „spill-over‟ effects 

have taken place in Indonesia during the Indonesian crises. The findings 

revealed that a region such as Bali with a strong and unique image had 

the capability to survive the Indonesian crisis effectively. Therefore, the 

Indonesian tourism industry needs to understand the importance of 

developing strong images for different Indonesian regions to ensure that a 

„generalisation effect‟ would not take place during a crisis period. This 

strategy is particularly important for Indonesia as it consists of many 

tourism regions and is vulnerable to crises. Whether other Indonesian 

regions could ever achieve an image as strong and unique as that of Bali 

is questionable, however, the main objective is that they can be 

recognised by travellers as having an exclusive identity and thereby avoid 

being perceived as Indonesia generally. 

 

Different security issues were raised in the 2001 study (in the aftermath of 

the Indonesian crises and the September 11 World Trade Centre attacks), 

however some of the image concerns such as „Christian and Muslim 

clashes‟ and „Muslim extremists‟ are still relevant today. Therefore, the 

Indonesian tourism industry should consider how best to deal with the 



 427 

lasting aspects of negative security image that continue to cause concern 

today. The tourism industry also needs to identify the factors that cause 

the different negative security images held by visitors and non-visitors, to 

enable the development of a more focused image program that can 

address the concerns of each group.  

 

The survey results suggest that any kind of broadcasted promotion should 

be aimed primarily at potential visitors because of its greater influence in 

the development of their images rather than those of visitors‟ images. 

However, printed promotional literature can still be effective when targeted 

at both visitors and non-visitors. 

 

10.10.3 Specific practical implications for the Indonesian tourism 

industry 

 

The perception of some tourism attributes was dependent on socio-

demographic factors. The results revealed that image promotional 

programs need to be developed to maintain, reinforce and improve the 

images of particular attributes among certain groups of gender, age, 

income and education ( see below for detailed discussion) 

 

Pre-the Bali bombings  

 

Gender- Within the non-visitors group, females had a more positive 

perception than males relating to tourist sites, opportunity to increase 

knowledge and customs and culture. The findings suggest that there is an 
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opportunity to emphasise different tourist sites and the culture of Indonesia 

to prospective female travellers. Within the visitors group, it also appeared 

that females had a more positive perception than males relating to 

Indonesia‟s tourist sites. Further research into this issue, would help sites 

to design and target the most appropriate products to female potential 

travellers. 

 

Age- Within the non-visitors group, it was found that as age increased, the 

perception of „climate‟ became more positive. It is possible that good 

climate is important to the older age group of potential travellers. 

Therefore there is an opportunity to promote good climate to older 

potential travellers. In addition, the >50 appeared to have a more positive 

perception of „quality of service‟ and „local friendliness‟. Within the visitors 

group, the >30 had less positive perceptions of Indonesia‟s reputation as a 

holiday destination. Hence further study is needed to identify the image 

problem. 

Income- Within the non-visitors group, it was found that the £0- £9,999 

and the £10,000 - £19,999 perceived „security‟ more positively than the 

£30,000 group. These findings imply that the lower-income groups were 

more willing to take greater risks and did not see a major security problem 

after the 1997 crises. As a crisis management strategy, promotion may be 

more effective when targeted at these groups than at the higher income 

group. Within the visitors group, the £0- £9,999 viewed accommodation 

facilities least favourably. It is assumed that this market segment may 

have stayed in cheaper hotels/ hostels in Indonesia and it is believed that 
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many of the low-budget hotels were below expectations. Whilst the 

>£20,000 had less positive perceptions of the accommodation facilities 

than the £10,000- £19,999. The practical implication is that the hotels 

should improve their facilities to match the expectations of their target 

markets. However, the feasibility of making such improvements is an 

issue, depending on the resources and capabilities of the hotels 

concerned. 

 

Education- Within the non-visitors group, it was found that those with no 

college or university qualifications had a more positive perception, in 

relation to climate, facilities, environment and security, than those with 

qualifications. The implication is that after a crisis, it may be more effective 

to target this market segment rather than those with college or university 

qualifications. Within the visitors group, there were no significant 

differences in perception between those with qualifications and those with 

no qualifications, in relation to many attributes, except for „food and drink‟. 

This finding may not receive much consideration by government tourism 

officials as it would be difficult to effectively target this particular market 

segment. 

 

Post-the Bali bombings  

 

Gender– For Indonesia and Bali, females had more positive perceptions 

than males relating to shopping facilities. In addition, females also had 

more positive perceptions relating to „opportunity to increase knowledge‟.  
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Income- For Bali, the £20,000 - £29,999 group believed that Indonesia 

offered the opportunity to increase knowledge. The implication is that the 

lowest and the highest income groups did not find Indonesia as offering 

any beneficial or unique opportunities for learning. The findings indicate a 

need for further research, before appropriate practical actions can be 

taken. For example, there is a need to understand what the lowest and 

highest income groups‟ expectations are and then to undertake necessary 

improvements in the offerings and more effective promotion. 

 

Education- For Indonesia, visitors with qualifications had a less positive 

perception of the opportunity to increase knowledge in Indonesia. It is 

reasonable to assume that those with higher educational levels were more 

interested in learning and increasing their knowledge about a destination, 

and hence had greater expectations than could be met by Indonesia as a 

destination. Alternatively, their knowledge may already be above average 

and there was little opportunity to increase it further. Particularly for repeat 

visitors who may perceive that they already possess sufficient knowledge 

and are merely interested in enjoying the experiences rather than in 

gaining more knowledge. This area requires further research. For Bali, 

those with qualifications had less positive perceptions regarding the 

opportunity to increase knowledge, security, shopping facilities, family-

oriented, quality of service and reputation.  
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Overall, taking into account the pre-the Bali bombings and post-the Bali 

bombings findings, gender and education were found to have consistently 

affected the image of Indonesia among visitors. However, where age and 

income were shown to have influenced image, the related findings 

provided important practical implications. The main issues are: 

 

 To identify what can be improved, taking into account the existing 

capabilities and resources; 

 Some findings have practical implications for tourism crisis 

management whilst others are appropriate for general tourism 

situations; 

 Certain findings provided more important implications than others  

 Others indicate the need for further research before appropriate 

actions can be taken. 

 

 

 

10.11 The influences of changing media technology and possible 

implications 

 

Media technology changes - During the course of the primary research, 

there has been a substantial growth in the adoption of new technology, 

particularly the growing popularity of the Internet. It is reasonable to 

assume that with the development of the Internet, the quantity and quality 

of information accessible by potential and actual visitors has increased 
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considerably, and this undoubtedly has the potential to affect the image 

formation process. As Cho and Fesenmaeir (2000:352) noted, the internet 

“offers the potential to provide an extremely rich perceptual and cognitive 

environment”.  

 

Since 2002, blogs have also gained increasing notice for their role in 

covering and breaking news. A blog is a kind of website or part of a 

website, usually kept by a person with regular entries of commentary, 

depictions of events with/without pictures or videos and with links to other 

blogs. Within the tourism context, travel blogs are likely to have increasing 

influence on „Word of Mouth Communication‟ (Chaffey et al. 2000). For 

example, Douglas and Mills (2006) found a high level of agreement 

between the authors on a particular travel blog site in terms of their 

images of the Middle East and North Africa as tourist destinations.  

 

Furthermore, since its creation in 2006, Twitter has gained acceptance 

and popularity worldwide. Twitter is a social networking and 

„microblogging‟ (shorter blogs) service that allows its users to send and 

read other user messages called „tweets‟ (short text-based posts 

displayed on the author‟s profile page) via the Twitter website. Research 

reported in the New Scientists (2 May 2008) found that blogs, maps and 

photo sites and instant messaging systems like Twitter did a better job of 

getting information out during emergencies than either the traditional news 

media or government emergency services.  
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Implications on current and future research - The growing popularity of the 

Internet is recognized by the primary research. In both the „pre-the 

bombings‟ and „post-the bombings‟ questionnaires (see Appendix A-3 and 

A-5), respondents were asked to specify which other sources of 

information they used to gain information about Indonesia. The results 

show that a relatively low percentage of respondents used the Internet as 

a source of information about Indonesia.  

 

The low level of internet usage concurs with the study by Hanlan and Kelly 

(2005). However, it contradicts much of the tourism literature relating to 

Internet use for travel research and purchase. A possible explanation for 

this is that there is an increasing use of the Internet for general travel 

purposes, particularly for cost comparisons and availability, but the 

importance of the Internet as a source of information about a specific 

destination and its role in the destination‟s image making and subsequent 

travel decision varies with destinations and travel segments.  

 

In the primary research, the influence of blogs was not mentioned 

specifically. However, the questionnaires allowed respondents to specify 

which other sources of information they had used. Given that the survey 

results revealed that a low percentage of respondents used the Internet as 

a source of information, it is reasonable to assume that web blogs also 

had little influence on the respondents‟ images of Indonesia in 2001 and 

2007. However, this research recognises that blogs can be seen as a 

powerful information source among certain market segments. This is 
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because the influence of travel blogs may seen to be dependent on the 

extent to which readers and authors share common demographic and 

psychographic characteristics (Rak, 2005). Therefore, future research 

needs to take into account the increasing popularity of travel blogs within 

certain travel segments and assesses the potential impact of this source 

on the destination images of these segments.  

 

A study of the influence of Twitter on Indonesia‟s image was not 

conducted because when the primary research began in 2001, Twitter had 

not been established. In 2007, Twitter had only just started to gain 

popularity, mainly in the US. This research argues that the influence of 

Twitter or travel blogs on a destination‟s image is not to be underestimated 

but at the same time not to be overestimated, for the following reasons.  

 

1) A destination‟s image is constructed and re-constructed by various 

factors. The Internet (including websites, travel blogs and the use of 

Twitter) represents only one of the many different sources of information 

that could have a potential effect on a destination‟s image. It is reasonable 

to assume that the study of the influence of different information sources 

such as previous experiences, travel operators, television news and so 

forth on a destination‟s image will continue to be important within a 

destination image study. An important aspect to consider is the breadth, 

the usefulness and credibility of all factors in the image formation process. 

This has already been considered by the primary research in the design of 

the questions for the study of Indonesia‟s image formation process. Future 
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study needs to take into account the possible increasing influence of 

internet-based sources of information on a destination‟s image making 

process, but in combination with other sources.  

 

2) Wikipedia (2010) noted that bloggers sometimes lead the way in 

bringing key information to public light, with mainstream media following 

their lead. More often, however, news blog tend to react to material 

already published by the mainstream media. Therefore, in terms of 

dissemination of information, it is reasonable to assume that the 

mainstream media will continue to play an important role and its influence 

on image making still needs to be recognised.  

 

3) In August 2009, a San-Antonio based market research firm, Pear 

Analytics analysed 2000 tweets over a 2 week period and identified that 

one of the major category of tweets content is „pointless babble‟ (Ryan, 

2009). Furthermore, many people drop the service after just a month, so 

the site may potentially reach only about 10% of all internet users 

(Reuters, 29 April 2009). This indicates that the use of Twitter is still 

limited in terms of audience reach and adoption. The implication is that 

there is a need for future in-depth study of the true influence of Twitter on 

the destination image process. 

  

4) Commercial microblogs exist to promote websites, services and/or 

products. This offers the tourism industry an additional source for 

distributing positive information about a destination or maintaining better 
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collaboration with tourism organisations in key markets to enhance a 

destination image. The primary research results, however, do not appear 

to indicate the use or importance of such blogs in the dissemination of 

information by the Indonesian tourism industry members. However, it is 

recommended that future research should be undertaken to explore the 

potential use of such information sources for the tourism industry. 

 

5) During a tourism crisis, it is possible for visitors at a destination to 

provide commentary or images (blogs) linked to a crisis through the 

Twitter service or the Internet. These would allow an updated report on the 

crisis situation and could result in favourable or adverse recommendations 

to other visitors. The primary research results in 2001 and 2007 indicated 

the limited influence of the Internet at the time. However, there is further 

need for in-depth study of the role of the Internet (including travel blogs 

and Twitter) – what information is being distributed, by whom, and how 

this may affect a destination‟s image and tourism demand. This is 

particularly relevant during periods of political instability and within the 

terrorism context, as these are still currently under-researched. However, 

it is important to note that the most important blogs to monitor would be 

those written by travel writers or representatives of key markets.  

 

6) The Twitter service could be used to assist in the co-ordination of 

government‟s efforts during a crisis. This information might be particularly 

useful in Indonesia, to help improve co-ordination between central 
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government and regional offices in the management of regional crises. 

This issue warrants future research.  

 

7) Furthermore, given that some Indonesian tourism industry members 

revealed the importance of selective FAM trips, it is necessary for the 

tourism industry to target a certain population of travel blog authors who 

are more relevant to Indonesia.  FAM trips could arrange for these travel 

writers to encourage them to provide positive information about Indonesia 

in general and to promote unaffected regions during a tourism crisis. In 

conclusion, the use of online travel blogs and Twitter did not specifically 

form part of the primary research and their particular study is beyond the 

scope of the research. However, the study of the Internet-based 

communication service is considered a useful area for future tourism 

research. It is important to note that destination image is a highly complex 

field, requiring significant additional research in different areas.  

 

 

 

 

10.12 Suggestions and Directions for future research  

 

The survey conducted „pre-the Bali bombings‟ was conducted at Heathrow 

airport. A similar study could be conducted using more locations. This may 

help resolve the question „Would the results of this research have been 

more reliable and insightful if the data collection had been conducted at 

other locations?‟  
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The primary research findings revealed that both the severity and 

frequency of terrorism attacks had a significant impact on tourist 

destination image and demand in the short term. However, the effect on 

visitors‟ image in the long-term requires further research. Moreover, such 

issues should also be studied from the perspectives of non-visitors, as this 

was not undertaken by the current research. Factors such as the number 

of foreign or western victims involved and the reputation or characteristics 

of the destination need to be taken into account when studying such 

issues.  

 

This research identified that the attitude of tourists towards risk varied 

between the Japanese, Australians, Russians, Chinese ethnics and 

Europeans nationals. Further study needs to be undertaken to determine 

the effect of different nationalities or cultures on the perceived security 

image of a destination, in order to build upon the current findings.  

 

 

Appendix A 

 

A-1 Pilot questionnaire One 

 
WHICH OF THE FOLLOWING CHARACTERISTICS DO YOU 
CONSIDER IMPORTANT WHEN DECIDING TO VISIT A COUNTRY 
SUCH AS INDONESIA FOR HOLIDAY?  
 
PLEASE TICK 15 MOST IMPORTANT TO YOU. PLEASE ALSO 
INDICATE OTHER FACTORS THAT YOU CONSIDER IMPORTANT BUT 
ARE NOT INCLUDED IN THE LIST BELOW 
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 Scenery/natural attractions 

 Costs/Price Levels 

 Climate 

 Variety of tourist sites/activities 

 Entertainment and night life 

 Customs/culture 

 Cuisine/food and drink 

 Local transportation 

 Architecture/buildings 

 Beaches  

 Accommodation facilities 

 Shopping facilities 

 Cleanliness 

 Economic development/affluence 

 Hospitality/friendliness/receptiveness 

 Safe place to visit and political stability 

 Atmosphere(familiar versus exotic) 

 Opportunity for adventure 

 Opportunity to increase knowledge 

 Family or adult oriented 

 Quality of service 

 Fame/reputation 

 Political stability 

 Others----------------------------------------------------------------------------------- 

 -------------------------------------------------------------------------------------------- 

 -------------------------------------------------------------------------------------------- 
 

 

A2 – Pilot Questionnaire Two (pre-the Bali bombings) 
 
 

SECTION ONE - IMAGES OF INDONESIA'S ATTRIBUTES 

 

1. In the table below tick the relevant box that most closely matches your 

image or opinion of INDONESIA as a holiday destination. (This question is 

to be completed by BOTH Visitors and Non-visitors) 

 

Columns: 0  = Neither 

                 1  = Mildly agree 

                 2  = Agree 

                 3  = Strongly agree 
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 3 2 1 0 1 2 3  

Good Scenery        Scenery is not good 

Cheap for holiday        Expensive for holiday 

Good Climate        Poor climate 

Wide variety of tourist 

sites 

       Restricted variety of tourist 

sites 

Good variety of Food 

and Drink 

       Poor variety of food and 

Drink 

Good accommodation 

facilities 

       Poor accommodation 

facilities 

Good Shopping 

facilities 

       Poor Shopping facilities 

Clean        Dirty 

Interesting customs 

and Culture 

       Not interesting Culture and 

Customs 

People are friendly 

towards tourists 

       People are unfriendly 

towards tourists 

Safe to visit        Unsafe to visit 

Great Opportunity to 

increase knowledge 

       Poor Opportunity to increase 

knowledge 

Family oriented        Not family oriented 

Good Quality of 

service 

       Poor quality of service 

Famous/Good 

reputation as a holiday 

destination 

       Not famous/ Poor reputation 

as a holiday destination 

 
 
 
 
 
 
 
2 BEFORE YOUR VISIT, WHICH OF THE FOLLOWING FACTORS 

SHAPED YOUR IMAGES/IMPRESSIONS OF HOLIDAY REGIONS IN 

INDONESIA?  

 Television news 

 Newspaper reports  

 Magazine articles  

 Independently produced articles or documentaries of the country 

 Travel agents 

 Travel guides 

 Travel brochure or other promotional literature 

 Other promotional media such as radio, television etc 

 Advice of friends and families 
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 Previous holiday experiences 

 Others, please specify --------------------------------------------------------------- 

 

3.   PLEASE INDICATE FROM THE ABOVE LISTS 

A) THREE (3) SOURCES OF INFORMATION THAT HAD THE MOST 

EFFECT ON YOUR IMAGES OR IDEAS OF INDONESIA (STARTING 

WITH THE ONE, WHICH YOU BELIEVE, INFLUENCED YOU THE 

MOST) 

B) STATE WHETHER YOU WERE ACTIVELY SEEKING THIS 

INFORMATION.  

---------------------------------------------------------------------------------------------------

---------------------------------------------------------------------------------------------------

--------------------------------------------------------------------------------------------------- 

 

4. WHICH OF THE FOLLOWING FACTORS AFFECTED YOUR FINAL 

DECISION TO GO TO THE HOLIDAY REGION(S) IN INDONESIA THAT 

YOU RECENTLY VISITED? (This question to be completed by visitors only) 

and (Please rank in order of importance) 

 

 Television news 

 Newspaper reports  

 Magazine articles 

 Independently produced articles or documentaries of the country 

 Travel agents/Tour operators 

 Travel guides 

 Travel brochure or other promotional literature 

 Other promotional media such as radio, television etc 

 Television travel programme  

 Advice of friends and families  

 Previous holiday experiences 

 Others, please specify --------------------------------------------------------------- 

5. APART FROM PREVIOUS PERSONAL EXPERIENCE DO YOU 

BELIEVE THAT IT IS POSSIBLE TO OBTAIN RELIABLE INFORMATION 

ABOUT A HOLIDAY LOCATION FROM ALL OF THE ABOVE 

INFORMATION SOURCES? 

                                                                                          Yes                       No 

6. IF NO, WHICH SOURCE WOULD YOU BE LESS LIKELY TO BELIEVE? 

(Please tick) 

 

 Television news 

 Newspaper reports  

 Magazine articles 

 Independently produced articles or documentaries of the country 

 Travel agents/Tour operators 
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 Travel guides 

 Travel brochure or other promotional literature 

 Other promotional media such as radio, television etc 

 Television travel programme  

 Advice of friends and families  

 Previous holiday experiences 

 Others, please specify --------------------------------------------------------------- 

 

7. IN WHAT WAY DID THE HOLIDAY DESTINATION DIFFER IN 

REALITY? (Only visitors need to complete this question and please tick as 

appropriate) 

 

Much worse than expected  

Similar  

Much better  

   .                                  

 

SECTION 2 - HOLISTIC IMAGES 

 

What images or characteristics come to mind when you think of Indonesia as a 

holiday destination? ---------------------------------------------------------------------

----------------------------------------------------------------------------------------------

----------------------------------------------------------------------------------------------

-------------------------------------------------------------------------------------------- 

 

 

How would you describe the atmosphere or mood that you would expect to 

experience while visiting Indonesia? -------------------------------------------------

----------------------------------------------------------------------------------------------

----------------------------------------------------------------------------------------------

----------------------------------------------------------------------------------------------

---------------------------------------------------------------------------------------------- 

3. Please list any distinctive or unique tourist attractions that you can think of in 

Indonesia? ------------------------------------------------------------------------------------

---------------------------------------------------------------------------------------------------

---------------------------------------------------------------------------------------------------

---------------------------------------------------------------------------------------------------

--------------------------------------------------------------------------------------------------- 
 
 

SECTION 3 

 

 

1. GENDER                                  Female             Male 

 

2. AGE GROUP    <21       21-30        31-40        41-50       51-60       >60 
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3. OCCUPATION 

 

4. FINAL EDUCATION  

 

5. IS THIS YOUR FIRST VISIT TO INDONESIA?             Yes           No   

 

 

6. IF NO, PLEASE STATE HOW MANY PREVIOUS VISITS AND WHEN 

 

Destinations in Indonesia                                                                 Year 

------------------------------------------------------------------------------------------------------- 

------------------------------------------------------------------------------------------------------- 

------------------------------------------------------------------------------------------------------- 

 

7. IS THIS YOUR FIRST VISIT TO THIS CITY/HOLIDAY REGION?   

8. WHAT IS THE PURPOSE OF YOUR VISIT?     Business          Holiday 

 

9. IN GENERAL, WOULD YOU DESCRIBE YOUR VISIT AS 

Excellent           Very Good           Good           Average          Poor        Very 

Poor     

 

10. WOULD YOU RETURN TO INDONESIA AGAIN FOR A HOLIDAY? 

 

Yes        

No          

Unsure       

 
 
 
 
 
 
 
A – 3 Final Questionnaire One (pre-the Bali bombings) 
 
 

SECTION ONE  

 

 

 

1. IN THE TABLE BELOW, TICK THE RELEVANT BOX THAT MOST 

CLOSELY MATCHES YOUR IMAGES OR OPINIONS OF INDONESIA 

AS A HOLIDAY DESTINATION. (PLEASE TICK ONE BOX FOR EACH 

LINE) 

 

Example: a tick in column headed 7 on line 1 would mean that you "strongly 

agree" that Indonesia has a good scenery whereas a tick under column 1 on line 

1 would mean that you "strongly agree" that the scenery is bad. 



 444 

                                         

 7 6 5 4 3 2 1  

  

 

 

 

      

Good Scenery        Scenery is poor 

Cheap for holiday        Expensive for holiday 

Good Climate        Poor climate 

Wide variety of tourist 

sites 

       Restricted variety of tourist sites 

Good variety of Food 

and Drink 

       Poor variety of food and Drink 

Good accommodation 

facilities 

       Poor accommodation facilities 

Good Shopping 

facilities 

       Poor Shopping facilities 

Clean environment        Dirty environment 

Interesting customs and 

Culture 

       Uninteresting Culture and 

Customs 

People are friendly 

towards tourists 

       People are unfriendly towards 

tourists 

Safe to visit        Unsafe to visit 

Great Opportunity to 

increase knowledge 

       Poor Opportunity to increase 

knowledge 

Family oriented        Not family oriented 

Good Quality of service        Poor quality of service 

Good reputation as a 

holiday destination 

       Poor reputation as a holiday 

destination 

 2. FROM WHICH SOURCES DO YOU GET YOUR  INFORMATION 

ABOUT INDONESIA? (PLEASE TICK EITHER YES OR NO FOR EACH 

LINE) 

                                                                                                                  YES    NO                                         

Television news 

Newspaper reports  

Magazine articles  

Independently produced articles or documentaries of the country 

Travel agents 

Travel guides 

Travel brochure or other promotional literature 

Other promotional media such as radio, television etc 

Advice of friends and families 

Previous holiday experiences 

Others, please specify -----------------------------------------------------------------
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--------------------------------------------------------------------------------------------- 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

3. PLEASE INDICATE HOW USEFUL YOU FIND THE FOLLOWING 

INFORMATION SOURCES (PLEASE TICK IN ONE COLUMN FOR 

EACH LINE) 

 

Example: a tick in column headed 7 on line 1 would mean that you "strongly 

agree" that Television news is useful 

 7 6 5 4 3 2 1  

  

 

 

 

      

Television news is        Television news is not 
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useful useful 

Newspaper reports 

are  useful 

       Newspaper reports are not 

useful 

Magazine articles are 

useful 

       Magazine articles are not 

useful 

Independently-

produced articles or 

documentaries of the 

country are useful 

       Independently produced 

articles are not useful  

Travel agents are 

useful 

       Travel agents are not useful 

Travel guides are 

useful 

       Travel guides are not useful 

Travel brochures or 

other promotional 

literature is useful 

       Travel brochures/other 

promotional literature are 

not useful 

Other promotional 

media such as radio, 

television etc is 

useful 

       Other promotional media 

such as radio, television is 

not useful 

Advice of friends 

and families is useful 

       Advice of friends and 

families is not useful 

Previous holiday 

experience is useful 

       Previous holiday 

experience is not useful 

 

 

 

 

 

 

 

 

4. PLEASE INDICATE HOW RELIABLE YOU FIND THE FOLLOWING 

INFORMATION SOURCES (PLEASE TICK IN ONE COLUMN FOR 

EACH LINE) 

 

Example: a tick in column headed 1 on line 1 would mean that you "strongly 

agree" that Television news is not reliable 

 7 6 5 4 3 2 1  

  

 

 

 

      



 447 

Television news is 

reliable 

       Television news is not 

reliable 

Newspaper reports are 

reliable 

       Newspaper reports are not 

reliable 

Magazine articles are 

reliable 

       Magazine articles are not 

reliable 

Independently-

produced articles or 

documentaries of the 

country are reliable 

       Independently produced 

articles are not reliable  

Travel agents are 

reliable 

       Travel agents are not 

reliable 

Travel guides are 

reliable 

       Travel guides are not 

reliable 

Travel brochures or 

other promotional 

literature is reliable 

       Travel brochures/other 

promotional literature are 

not reliable 

Other promotional 

media such as radio, 

television etc is 

reliable 

       Other promotional media 

such as radio, television is 

not reliable 

Advice of friends and 

families is reliable 

       Advice of friends and 

families is not reliable 

Previous holiday 

experience is reliable 

       Previous holiday 

experience is not reliable 

 

 

 

 

SECTION 2   (PLEASE BRIEFLY WRITE YOUR THOUGHTS ) 

 

1. What characteristics come to mind when you think of Indonesia as a holiday 

destination?  

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________ 

 

2. How would you describe the atmosphere or mood that you would expect to 

experience while visiting Indonesia?  

__________________________________________________________________

__________________________________________________________________
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__________________________________________________________________

__________________________________________________________________

__________________________________________________________________ 

 

Please list any special or unique tourist attractions you can think of that apply 

to Indonesia?  

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________ 

 

SECTION 3 - About yourself:- 

 

Gender                         Female                                                    Male 

 

Age Group      <21            21-30               31-40               41-50                >50 

 

Income          £0- £9999       £10,000 - £19,999       £20,000 - £29,999             

>£30,000  

 

Final education      

________________________________________________________ 

 

Have you been to INDONESIA recently?                              Yes             No 

 

6 Would you consider visiting Indonesia in next 2-5 years? 
        Yes (Briefly specify why___________________  

           No (Briefly specify why not)___________________  

Unsure _________________________ 

 

7. In general, would you describe your visit as: 

Excellent      Very good           Good             Average           Poor               Very 

Poor 

A-4 Pilot questionnaire three (post-the Bali bombings) 
 
 

SECTION ONE  

 

Please read the statements carefully, as some questions are concerned with 

INDONESIA as a whole, others are concerned with BALI only whilst some 

are concerned with INDONESIA but excluding BALI. 

 

1. IN THE TABLE BELOW, TICK THE RELEVANT BOX THAT MOST 

CLOSELY MATCHES YOUR IMAGES OR OPINIONS OF INDONESIA 

(excluding BALI). 
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Example: a tick in column headed 7 on line 1 would mean that you agree that 

Indonesia has good scenery whereas a tick under column 1 on line 1 would mean 

that you agree that the scenery is poor. A tick under column 4 on line 1 would 

mean that you neither agree nor disagree that the scenery is good or poor. 

Please note that not all the statements on the left-hand side of the table could 

be considered positive 

 

 

 7 6 5 4 3 2 1  

Good scenery        Poor scenery  

Cheap for holiday        Expensive for holiday 

Poor climate        Good climate 

Wide variety of tourist 

sites 

       Restricted variety of 

tourist sites 

Good variety of food/ 

Drink 

       Poor variety of 

food/Drink 

Good accommodation 

facilities 

       Poor accommodation 

facilities 

Good shopping 

facilities 

       Poor shopping facilities 

Dirty environment        Clean environment 

Interesting culture        Uninteresting culture  

Local people are 

friendly towards 

tourists 

       Local people are 

unfriendly towards 

tourists 

Unsafe to visit        Safe to visit 

Good opportunity to 

increase knowledge 

       Poor Opportunity to 

increase knowledge 

Family oriented        Not family oriented 

Good quality of service        Poor quality of service 

Good reputation as a 

holiday destination 

       Poor reputation as a 

holiday destination 

 

2. IN THE TABLE BELOW, TICK THE RELEVANT BOX THAT MOST 

CLOSELY MATCHES YOUR IMAGES OR OPINIONS OF BALI. 

 

 7 6 5 4 3 2 1  

Good scenery        Poor scenery  

Cheap for holiday        Expensive for holiday 

Poor climate        Good climate 

Wide variety of 

tourist sites 

       Restricted variety of 

tourist sites 

Good variety of food/ 

Drink 

       Poor variety of food 

/Drink 

Good accommodation        Poor accommodation 
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facilities facilities 

Good shopping 

facilities 

       Poor shopping facilities 

Dirty environment        Clean environment 

Interesting culture        Uninteresting culture  

Local people are 

friendly towards 

tourists 

       Local people are 

unfriendly towards 

tourists 

Unsafe to visit        Safe to visit 

Good opportunity to 

increase knowledge 

       Poor Opportunity to 

increase knowledge 

Family oriented        Not family oriented 

Good quality of 

service 

       Poor quality of service 

Good reputation as a 

holiday destination 

       Poor reputation as a 

holiday destination 

 

3. FROM WHICH SOURCES DO YOU GET YOUR INFORMATION 

ABOUT INDONESIA (including Bali)?  

 

      

   Television news      

    Newspaper reports           

    Magazine articles           

    Documentaries 

    Travel agents         

    Travel guidebooks   

    Promotional media (TV, Radio)        

    Families/friends           

    Previous experiences 

    Others (please specify)____________________ 

 

 

4. PLEASE RATE THE FOLLOWING (PLEASE TICK IN ONE COLUMN 

FOR EACH LINE). Example: a tick in column headed 7 on line 1 would mean 

that you "strongly agree" that there is a "high risk of political instability" 

whilst a tick in column 1 on line 1 would mean that you "strongly agree" that 

there is a "low risk of political instability". A tick on column 4 would mean that 

you have "neither agree nor disagree"  

 
 

 7 6 5 4 3 2 1  
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There is a high risk of 

political instability  

       There is a low risk of 

political instability 

There is a high risk of 

terrorism in Indonesia 

       There is a low risk of 

terrorism in Indonesia 

There is a high risk of 

terrorism in Bali 

       There is a low risk of 

terrorism in Bali 

There is a high risk of 

crime such as thefts in 

Indonesia 

       There is a low risk of 

crime such as thefts in 

Indonesia 

There is a high risk of 

crime such as thefts in 

Bali 

       There is a low risk of 

crime such as thefts in 

Bali 

There is a high risk of 

natural disasters  

       There is a low risk of 

natural disasters  

There is a high risk of 

health problem or 

diseases  

       There is a low risk of 

health problem or diseases  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

5. PLEASE RATE THE IMPACT THE FOLLOWING SOURCES OF 

INFORMATION HAD ON YOUR VIEW OF INDONESIA AND BALI’S 

LEVEL OF RISKS (PLEASE TICK IN ONE COLUMN FOR EACH LINE) 

 

Example: a tick in column 7 on line 1 would mean that you "strongly agree" 

that Television news is influential in your perception of risks in Indonesia 

(including Bali). A tick in column 1 on line 1 would mean that you "strongly 

agree" that Television news is not influential. A tick in column 4 on line 1 

would mean that you "neither agree nor disagree" 
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 7 6 5 4 3 2 1  

  

 

 

 

      

National Television 

news is influential 

       National Television news is 

not influential 

National Newspaper 

reports is influential 

       National Newspaper reports 

are not influential 

Magazine articles are 

influential 

       Magazine articles are not 

influential 

Documentaries of the 

country are influential 

       Documentaries of the country 

are not influential 

Travel agents are 

influential 

       Travel agents are not 

influential 

Travel guidebooks are 

influential 

       Travel guidebooks are not 

influential 

Travel brochures are 

influential 

       Travel brochures are not 

influential 

Radio and television 

advertising is influential 

       Radio, television advertising is 

not influential 

Advice of friends and 

families is influential 

       Advice of friends and families 

is not influential 

Previous holiday 

experience is influential 

       Previous holiday experience is 

not influential 

Internet is influential        Internet is not influential 

 

 

 

 

 

 

 

SECTION 2   (PLEASE BRIEFLY WRITE YOUR THOUGHTS ) 

 

1. What characteristics come to mind when you think of Indonesia as a holiday 

destination?  

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________ 
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2. How would you describe the atmosphere or mood that you would expect to 

experience while visiting Indonesia? 

_______________________________________________________________ 

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________ 

 

Please list any special or unique features in relation to Indonesian tourism?  

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________ 

 

4. How would you rate the importance of safety in your international travel 

decision? 

Very important       Important           Neither important nor unimportant                    

Unimportant            Very unimportant 

 

5.What impact does the 2002 and 2005 Bali bombings have on your images of 

Bali______________________________________________________________

__________________________________________________________________

__________________________________________________________________

Indonesia_________________________________________________________

__________________________________________________________________

__________________________________________________________________    

 

 

6. What do you think are the motivations of those who committed the Bali 

bombings? 

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________ 

 

 

7. How much is Bali a part of Indonesia? (How similar or different is Bali to 

rest of Indonesia)? 

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________ 

 

SECTION 3 - About yourself:- 

 

1. Gender                         Female                                   Male 

 

Age Group         <20          21-30       31-40        41-50         50 - 60           >70 
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Individual Income      £10,000 - £19,999      £20,000 - £29,999       £30,000 - 

£40,000   

 

4.  Highest qualification            Non-graduate             Graduate 

 

5. How were your previous experiences? 

Very good            Good                 Neither good nor bad         Poor           Very 

poor 

 

 

6. Would you consider visiting Indonesia in next 2-5 years? (Briefly specify 

why) 
      Yes __________________________________________ 

      No __________________________________________ 

 

      Unsure _______________________________________ 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
A-5 Final Questionnaire Two (Post-the Bali bombings) 
 

SECTION ONE  
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Please read the statements carefully, as some questions are concerned with 

INDONESIA as a whole, others are concerned with BALI only whilst some 

are concerned with INDONESIA but excluding BALI. 

 

1. IN THE TABLE BELOW, TICK THE RELEVANT BOX THAT MOST 

CLOSELY MATCHES YOUR IMAGES OR OPINIONS OF INDONESIA 

(excluding BALI). 

 

Example: a tick in column headed 7 on line 1 would mean that you agree that 

Indonesia has good scenery whereas a tick under column 1 on line 1 would mean 

that you agree that the scenery is poor. A tick under column 4 on line 1 would 

mean that you neither agree nor disagree that the scenery is good or poor. 

Please note that not all the statements on the left-hand side of the table could 

be considered positive 

 

 

 7 6 5 4 3 2 1  

Good scenery        Poor scenery  

Cheap for holiday        Expensive for holiday 

Poor climate        Good climate 

Wide variety of tourist 

sites 

       Restricted variety of 

tourist sites 

Good variety of food/ 

Drink 

       Poor variety of 

food/Drink 

Good accommodation 

facilities 

       Poor accommodation 

facilities 

Good shopping 

facilities 

       Poor shopping facilities 

Dirty environment        Clean environment 

Interesting culture        Uninteresting culture  

Local people are 

friendly towards 

tourists 

       Local people are 

unfriendly towards 

tourists 

Unsafe to visit        Safe to visit 

Good opportunity to 

increase knowledge 

       Poor Opportunity to 

increase knowledge 

Family oriented        Not family oriented 

Good quality of service        Poor quality of service 

Good reputation as a 

holiday destination 

       Poor reputation as a 

holiday destination 

 

2. IN THE TABLE BELOW, TICK THE RELEVANT BOX THAT MOST 

CLOSELY MATCHES YOUR IMAGES OR OPINIONS OF BALI. 

 

 7 6 5 4 3 2 1  

Good scenery        Poor scenery  
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Cheap for holiday        Expensive for holiday 

Poor climate        Good climate 

Wide variety of 

tourist sites 

       Restricted variety of 

tourist sites 

Good variety of food/ 

Drink 

       Poor variety of food 

/Drink 

Good accommodation 

facilities 

       Poor accommodation 

facilities 

Good shopping 

facilities 

       Poor shopping facilities 

Dirty environment        Clean environment 

Interesting culture        Uninteresting culture  

Local people are 

friendly towards 

tourists 

       Local people are 

unfriendly towards 

tourists 

Unsafe to visit        Safe to visit 

Good opportunity to 

increase knowledge 

       Poor Opportunity to 

increase knowledge 

Family oriented        Not family oriented 

Good quality of 

service 

       Poor quality of service 

Good reputation as a 

holiday destination 

       Poor reputation as a 

holiday destination 

 

3. FROM WHICH SOURCES DO YOU GET YOUR INFORMATION 

ABOUT INDONESIA (including Bali)?  

 

      

   Television news      

    Newspaper reports           

    Magazine articles           

    Documentaries 

    Travel agents         

    Travel guidebooks   

    Promotional media (TV, Radio)        

    Families/friends           

    Previous experiences 

    Others (please specify)____________________ 

 

 

SECTION 2   (PLEASE BRIEFLY WRITE YOUR THOUGHTS ) 

 

1. What characteristics come to mind when you think of Indonesia as a holiday 

destination?  

__________________________________________________________________
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__________________________________________________________________

__________________________________________________________________ 

 

 

2. How would you describe the atmosphere or mood that you would expect to 

experience while visiting Indonesia? 

_______________________________________________________________ 

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________ 

 

3. Please list any special or unique features in relation to Indonesian tourism?  

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________ 

 

4. How would you rate the importance of safety in your international travel 

decision? 

Very important       Important           Neither important nor unimportant                    

Unimportant            Very unimportant 

 

5. What impact does the 2002 and 2005 Bali bombings have on your images of 

Bali______________________________________________________________

__________________________________________________________________

__________________________________________________________________

Indonesia_________________________________________________________

__________________________________________________________________

__________________________________________________________________    

 

 

6. What do you think are the motivations of those who committed the Bali 

bombings? 

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________ 

 

 

7. How much is Bali a part of Indonesia? (How similar or different is Bali to 

rest of Indonesia)? 

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________ 

 

SECTION 3 - About yourself:- 

 

1. Gender                         Female                                   Male 
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2. Age Group         <20          21-30       31-40        41-50         50 - 60           >70 

 

 

3. Individual Income      £10,000 - £19,999      £20,000 - £29,999       £30,000 - 

£40,000   

 

Highest qualification            Non-graduate             Graduate 

 

5. How were your previous experiences? 

Very good            Good                 Neither good nor bad         Poor           Very 

poor 

 

 

6. Would you consider visiting Indonesia in next 2-5 years? (Briefly specify 

why) 

      Yes __________________________________________ 

      No __________________________________________ 

 

      Unsure _______________________________________ 

 

 

 

 

 

 

 

 

 

 

 

 

A-6 Cover letter One 
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Dear Sir/Madam 

 

I am writing to you to request your co-operation in a survey of images of 

Indonesia as a holiday destination. The survey is to form part of my 

studies for a Ph.D. at Bedfordshire University in England, United Kingdom. 

I would be extremely grateful if you could take 8-10 minutes to complete 

the enclosed questionnaire.  

 

Thank you for your co-operation and assistance.  

 

 

Yours faithfully, 

 

 

 

Weiping 

 

 

 

 

 

 

A -7 Cover letter Two 
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Dear Sir/Madam 

 

I am writing to you to request your co-operation in a survey of images of 

Indonesia as a holiday destination. The survey is to form part of my 

studies for a Ph.D. at Bedfordshire University in England, United Kingdom. 

I would be extremely grateful if you could take 8-10 minutes to complete 

the enclosed questionnaire.  

 

It does not matter if you have not visited any holiday regions in Indonesia 

or feel you do not have any factual knowledge of the holiday places or 

country in general; I am interested in your general feelings, opinions and 

images.  

 

Thank you for your co-operation and assistance.  

 

 

 

Yours faithfully, 

 

 

Weiping 

 

 

A-8 Cover letter Three  
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Dear Mr/Madam 

 

My name is Weiping. I am a Ph.D. student at the University of 

Bedfordshire in England, United Kingdom. I am undertaking research into 

images of Indonesia and the factors that influence UK tourists to visit 

holiday regions in Indonesia.   As your Hotel is the preferred choice of 

many UK tourists, I would like to enlist your help to obtain information that 

is relevant to my research and which would also be beneficial to you in 

your desire to provide greater satisfaction to your guests.   To obtain 

information about their images of holiday regions in Indonesia, would you 

kindly distribute the questionnaire to your UK guests. 

 

The results will be analysed and used to develop a marketing strategy that 

could positively elevate Indonesia as a tourist destination. In addition to 

participating in the collection of valuable research material, the results will 

be communicated to you and could assist your hotel to identify and 

promote activities perceived by your guests as incentives to visit. 

 

Thank you, in advance, for your kind co-operation. 

 

Yours faithfully 

 

Weiping       

Appendix B – 1 ‘Pre-the Bali bombings’ interview questions 
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1. What are the images of Indonesia after the 1997 Indonesian crises? 

 

2. What are the different factors that affect the images of Indonesia? 

 

3. What is the role of media in the development of Indonesia‟s 

images? 

 

4. What are the Indonesian crisis management strategies? 

 

5. How effective are the crisis management strategies implemented? 

 

6. What are the factors affecting the effectiveness of the strategies 

implemented? 

 

 

 

 

 

 

 

 

 

Appendix B-2 ‘Post-the Bali bombings’ interview questions 
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1. How have images of Indonesia and Bali changed since the 1998 

crises? 

 

2. What is the identity of Bali within the context of Indonesia, after the 

bombings? 

 

3. What is the impact of Bali's 2002 and 2005 bombings on Indonesia's 

images? 

 

4. What is the impact of Bali's 2002 and 2005 bombings on Bali's image 

itself? 

 

5. What are the images of Indonesia? 

 

6. Do you think that there is still a threat of terrorism in Indonesia and 

Bali? Explain 

 

7. What do you think were the main motivations of bombings in Bali? 

 

8. What were the Indonesian media representation of 2002 and 2005 Bali 

bombings? 

 

9. What was the international media representation of Bali bombings? 

 

10. How important is media representation on a destination's images 

during/post crises? 

 

11. What were the media management strategies adopted post-the Bali 

bombings? 

 

12. Based on the Indonesian and Bali crises, what guidelines should be 

developed on how to manage tourism crisis and recovery? 
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13. How effective are the media management policies taken in the 

management of the 2002 and 2005 bombings? 

 

14. How important is the image of security for international travellers 

today? 

 

15. How successful was Bali in preserving its tourism industry during/post 

1998 crisis? 

 

16. How successful was Bali in preserving its tourism industry during/post 

bombings? 

 

17. What are the specific sets of crisis management of the Balinese policy 

makers during and post crisis? 

 

18. How has Bali's Hindu religion and culture helped in Bali's management 

of crisis? 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Appendix C  
 
Cronbach-Alpha results 
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Pre-the Bali bombings 
 
 
 
1. Cronbach alpha for Indonesia’s attributes 

Reliability Statistics

,857 15

Cronbach's

Alpha N of Items

 
 

Item-Total Statistics

74,26 115,454 ,412 ,853

75,27 108,861 ,360 ,859

74,42 113,975 ,478 ,850

74,77 113,956 ,410 ,853

74,86 110,818 ,503 ,848

75,11 107,432 ,600 ,843

75,48 107,736 ,535 ,846

76,07 109,279 ,381 ,856

74,33 114,410 ,415 ,852

74,85 106,801 ,614 ,842

75,67 101,236 ,613 ,841

74,70 111,578 ,465 ,850

75,62 106,094 ,533 ,846

75,41 103,735 ,685 ,838

75,45 106,039 ,516 ,847

Scenery

Cost of Holiday

climate

tourist sites

variety of food and drink

accomodation facil ities

shopping facili ties

environment

customs and culture

local people friendliness

security

opportunity to increase

knowledge

family oriented

quality of service

reputation as a holiday

destination

Scale Mean if

Item Deleted

Scale

Variance if

Item Deleted

Corrected

Item-Total

Correlation

Cronbach's

Alpha if Item

Deleted

 
 
 

2. Cronbach alpha for the ‘perception of the usefulness of 
information source’ 

 
 

Reliability Statistics

,813 10

Cronbach's

Alpha N of Items
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Item-Total Statistics

48,93 51,279 ,586 ,785

48,86 53,231 ,570 ,787

48,84 54,533 ,577 ,787

48,72 54,478 ,575 ,788

49,29 55,026 ,463 ,800

48,63 56,942 ,504 ,796

49,12 54,824 ,540 ,791

49,23 51,654 ,687 ,774

48,00 63,347 ,181 ,823

48,06 62,993 ,190 ,823

televis ion news is  useful

newspaper reports  are

useful

magazine articles are

useful

documentaries are useful

travel agents are useful

travel guides are useful

travel brochures and

promo literature are

useful

promotional media is

useful

advice of friends and

families is  useful

previous holiday

experiences is  useful

Scale Mean if

Item Deleted

Scale

Variance if

Item Deleted

Corrected

Item-Total

Correlation

Cronbach's

Alpha if Item

Deleted

 
 
 
3. Cronbach alpha for the perception of the reliability of information 
sources 
 

Item-Total Statistics

46,58 47,320 ,600 ,804

46,68 48,487 ,573 ,807

46,53 50,511 ,601 ,805

46,29 50,571 ,593 ,806

46,79 49,151 ,527 ,812

46,25 50,111 ,561 ,808

46,79 48,600 ,557 ,809

46,73 47,392 ,672 ,796

45,29 57,192 ,249 ,834

45,23 57,911 ,170 ,840

televis ion news is  reliable

newspaper reports  are

reliable

magazine articles are

reliable

documentaries are

reliable

travel agents are reliable

travel guides are reliable

travel brochures and other

promo lit are reliable

prom media

advice of friends and

families reliable

holiday experience is

reliable

Scale Mean if

Item Deleted

Scale

Variance if

Item Deleted

Corrected

Item-Total

Correlation

Cronbach's

Alpha if Item

Deleted

 
 
 

Reliability Statistics

,828 10

Cronbach's

Alpha N of Items
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Post-the Bali bombings 
 
 
1.Cronbach alpha for Indonesia’s attributes 

 
 
 

Reliability Statistics 

Cronbach's Alpha N of Items 

.829 15 

 
 
 
 

Item-Total Statistics 

 

Scale Mean if 

Item Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's 

Alpha if Item 

Deleted 

Scenery 78.07 100.973 .612 .811 

Cost of Holiday 78.45 100.773 .495 .816 

climate 78.70 100.236 .383 .825 

tourist sites 78.48 101.571 .498 .816 

variety of food and drink 78.38 101.125 .554 .813 

accomodation facilities 78.45 100.250 .563 .812 

shopping facilities 78.57 100.588 .524 .814 

environment  80.49 112.071 .048 .846 

customs and culture 77.81 104.611 .533 .816 

local people friendliness 77.87 101.823 .607 .812 

security 79.29 100.027 .340 .831 

opportunity to increase knowledge 78.62 102.534 .442 .819 

family oriented 78.87 101.209 .421 .821 

quality of service 78.39 102.150 .523 .815 

reputation as a holiday destination 78.39 100.446 .506 .815 
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2. Cronbach alpha for Bali’s attributes 
 
 

Reliability Statistics 

Cronbach's Alpha N of Items 

.726 15 

 
 

Item-Total Statistics 

 

Scale Mean if Item 

Deleted 

Scale Variance 

if Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's 

Alpha if Item 

Deleted 

Scenery 82.13 71.038 .369 .712 

Cost of Holiday 82.80 66.027 .309 .716 

climate 83.21 59.786 .429 .701 

tourist sites 82.79 67.090 .359 .709 

variety of food and drink 82.56 69.845 .268 .718 

accomodation facilities 82.32 68.108 .536 .699 

shopping facilities 82.63 69.718 .340 .712 

environment  84.87 67.083 .273 .720 

customs and culture 82.14 71.788 .335 .715 

local people friendliness 82.03 70.482 .453 .708 

security 83.57 64.248 .266 .729 

opportunity to increase 

knowledge 

82.82 67.653 .331 .712 

family oriented 82.94 69.806 .222 .724 

quality of service 82.37 68.752 .461 .704 

reputation as a holiday 

destination 

82.30 67.898 .426 .704 
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Appendix D 
 

Table 1 Differences in perception between visitors and non-visitors, 

of Indonesian tourism attributes at the 5% significant level 

 
 
Table 2 Differences in perception between visitors and non-visitors in 

relation to the usefulness of different information sources 

                                   Attribute 
Mann- 

Whitney 
U 

Z 
p-

value 

Scenery 6445.5 3.8354* 0.0001 

Cost of Holiday 4154.5 7.3663* 0.0000 

Climate 6649.5 3.3949* 0.0007 

Tourist sites 7006.0 2.7586* 0.0058 

Variety of food and drink 8005.5 1.0231 0.3063 

Accommodation facilities 5640.0 4.9306* 0.0000 

Shopping facilities 6412.0 3.6246* 0.0003 

Environment 7115.0 -2.4472 0.0144 

Customs and culture 8564.5 0.0787 0.9373 

Local people friendliness 6006.0 4.3639* 0.0000 

Security 5317.5 5.3920* 0.0000 

Opportunity to increase knowledge 8143.0 -0.7881 0.4306 

Family oriented 7476.0 1.8709* 0.0614 

Quality of service 6795.0 3.0147* 0.0026 

Reputation as a holiday destination 6523.0 3.4346* 0.0006 

* significant at the 5% level     

Sources of Information Used 
Mann- 
Whitney 
U 

Z 
p-
value 

Television news is useful 5563.0 -5.0575* 0.0000 

Newspaper reports are useful 5504.0 -5.1934* 0.0000 

Magazine articles are useful 6923.0 -2.8405* 0.0045 

Documentaries are useful 6197.5 -4.0997* 0.0000 

Travel agents are useful 7526.5 -1.7847* 0.0743 

Travel guidebooks are useful 7432.5 -1.9979* 0.0457 

Travel brochures and promo literature are useful 8033.5 -0.9548 0.3397 

Promotional media is useful 6418.5 -3.6274* 0.0003 

Advice of friends and families is useful 7888.0 1.2620 0.2070 

Previous holiday experiences is useful 7818.0 1.3753 0.1690 

* significant at the 5% level     
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Table 3. Differences in perception between visitors and non-visitors 

in relation to the reliability of different information sources 

 

Information Sources 
Mann- 

Whitney U 
Z p-value 

Television news is reliable 5371.0 -5.3583* 0.0000 

Newspaper reports are reliable 6240.5 -3.9479* 0.0001 

Magazine articles are reliable 7744.0 -1.4687 0.1419 

Documentaries are reliable 6583.5 -3.4555* 0.0005 

Travel agents are reliable 8246.5 -0.6010 0.5479 

Travel guidebooks are reliable 8434.5 -0.2968 0.7667 

Travel brochures and other promo lit are 
reliable 

8483.0 0.2101 0.8336 

Prom media 6276.5 -3.8668* 0.0001 

Advice of friends and families reliable 7443.0 2.0170* 0.0437 

Previous holiday experience is reliable 8210.5 0.7022 0.4826 

* significant at 5% level     

 
 
 
Table 4 Effect of non-visitors’ gender on image attributes of 

Indonesia 

 

Image Attribute 
Mann- 

Whitney U 
Z p-value 

Scenery    2,905.5  1.3177 0.1876 

Cost of Holiday    3,228.5  0.1210 0.9037 

Climate    2,997.0  0.9605 0.3368 

Tourist sites    2,364.5  3.1746* 0.0015 

Variety of food and drink    2,989.5  0.9641 0.3350 

Accommodation facilities    2,977.0  0.9923 0.3211 

Shopping facilities    3,061.5  0.7037 0.4816 

Environment    3,156.0  0.3702 0.7112 

Customs and culture    2,511.5  2.6921* 0.0071 

Local people friendliness    2,578.5  2.3878* 0.0170 

Security    2,202.0  3.6041* 0.0003 

Opportunity to increase knowledge    2,406.5  3.0137* 0.0026 

Family oriented    2,443.5  2.8155* 0.0049 

Quality of service    2,748.0  1.7925 0.0731 

Reputation as a holiday destination    2,922.5  1.1654 0.2438 

* significant at 5% level     
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Table 5a Effect of non-visitors’ age on Indonesia’s image 

 

Image Attribute 
Kruskall-

Wallis     H 
p-value 

Scenery     1.6268       0.8040  

Cost of Holiday     2.8818       0.5778  

Climate  10.6742*       0.0305  

Tourist sites     1.5414       0.8193  

Variety of food and drink     2.2786       0.6847  

Accommodation facilities     1.1265       0.8901  

Shopping facilities     5.3938       0.2492  

Environment     7.8054       0.0990  

Customs and culture     3.3983       0.4935  

Local people friendliness  11.8701*       0.0183  

Security     1.4548       0.8346  

Opportunity to increase knowledge     2.9841       0.5605  

Family oriented     2.4333       0.6566  

Quality of service  10.6807*       0.0304  

Reputation as a holiday destination     9.2205       0.0558  

* significant at the 5% level    
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Table 6 Effect of non-visitors’ income on Indonesia’s image 
 

Image Attribute Kruskall-Wallis     H p-value 

Scenery 0.4859 0.9220 

Cost of Holiday 2.0126 0.5698 

Climate 1.9544 0.5819 

Tourist sites 1.7628 0.6231 

Variety of food and drink 2.6784 0.4439 

Accommodation facilities 4.5001 0.2123 

Shopping facilities 3.5704 0.3118 

Environment 1.6700 0.6436 

Customs and culture 0.7762 0.8552 

Local people friendliness 1.7026 0.6364 

Security 8.3942* 0.0385 

Opportunity to increase knowledge 2.0853 0.5549 

Family oriented 1.8470 0.6048 

Quality of service 1.4085 0.7036 

Reputation as a holiday destination 5.5047 0.1384 

* significant at the 5% level    
 
 
Table 7 Effect of non-visitors’ Education on Indonesia’s image 
 

Image Attribute 
Mann- Whitney 

U 
Z p-value 

Scenery    2,856.5  -0.6396 0.5224 

Cost of Holiday    2,640.0  -1.3597 0.1739 

Climate    2,296.5  -2.7191** 0.0065 

Tourist sites    2,872.5  0.5555 0.5786 

Variety of food and drink    2,608.5  -1.5161 0.1295 

Accommodation facilities    2,197.0  -2.9706** 0.0030 

Shopping facilities    2,314.5  -2.5615* 0.0104 

Environment    2,384.0  -2.2794* 0.0226 

Customs and culture    2,809.5  -0.7973 0.4253 

Local people friendliness    2,624.5  -1.4457 0.1483 

Security    2,337.0  -2.4222* 0.0154 

Opportunity to increase knowledge    2,762.0  0.9567 0.3387 

Family oriented    2,598.0  -1.5187 0.1288 

Quality of service    2,781.0  -0.8770 0.3805 

Reputation as a holiday destination    2,480.5  -1.9270 0.0540 

* significant at the 5% level     
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Table 8 Effect of visitors’ gender on Indonesia’s image 
 

Attribute 
Mann- 

Whitney U 
Z p-value 

Scenery 1319.0 -0.1691 0.8657 

Cost of Holiday 1278.5 -0.4435 0.6574 

Climate 988.0 -2.5139* 0.0119 

Tourist sites 1063.5 -1.9927* 0.0463 

Variety of food and drink 1305.5 0.2503 0.8023 

Accomodation facilities 1295.5 0.3163 0.7518 

Shopping facilities 1310.5 -0.2097 0.8339 

Environment 1044.5 -1.9598* 0.0500 

Customs and culture 1180.0 -1.1413 0.2538 

Local people friendliness 1322.0 0.1383 0.8900 

Security 1234.0 -0.7298 0.4655 

Opportunity to increase knowledge 1277.0 0.4425 0.6581 

Family oriented 1285.0 0.3800 0.7039 

Quality of service 1202.5 0.9446 0.3448 

Reputation as a holiday destination 1218.5 -0.8312 0.4058 

* significant at 5% level     

 
 
 
Table 9 Effect of visitors’ Age on Indonesia’s image 
 

Attribute Kruskall-Wallis     H p-value 

Scenery 5.5226 0.2378 

Cost of Holiday 1.6755 0.7952 

Climate 6.7849 0.1477 

Tourist sites 8.5271 0.0741 

Variety of food and drink 13.4858** 0.0091 

Accommodation facilities 8.4032 0.0779 

Shopping facilities 5.2519 0.2624 

Environment 9.9196* 0.0418 

Customs and culture 6.0574 0.1949 

Local people friendliness 7.0304 0.1343 

Security 8.0872 0.0884 

Opportunity to increase knowledge 7.4751 0.1128 

Family oriented 2.7377 0.6026 

Quality of service 10.0940* 0.0389 

Reputation as a holiday destination 9.4931* 0.0499 

* significant at 5% level    
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Table 10 Effect of visitors’ Income on Indonesia’s image 
 

Attribute Kruskall-Wallis     H p-value 

Scenery     1.3972       0.7062  

Cost of Holiday     0.7905       0.8517  

Climate     4.8865       0.1803  

Tourist sites  8.6902*       0.0337  

Variety of food and drink     1.3880       0.7083  

Accommodation facilities  10.3548*       0.0158  

Shopping facilities     5.4556       0.1413  

Environment     2.7537       0.4312  

Customs and culture     2.5604       0.4645  

Local people friendliness     6.0869       0.1075  

Security     4.6349       0.2006  

Opportunity to increase knowledge     7.1373       0.0677  

Family oriented     0.8543       0.8364  

Quality of service     5.2850       0.1521  

Reputation as a holiday destination     0.9914       0.8033  

* significant at 5% level    

 
 
 
Table 11 Effect of visitors’ Education on Indonesia’s image 
 

Attribute 
Mann- 

Whitney U 
Z p-value 

Scenery 1076.5 -0.7213 0.4708 

Cost of Holiday 936.0 -1.7368 0.0824 

Climate 1002.5 -1.2598 0.2077 

Tourist sites 1002.0 -1.2731 0.2030 

Variety of food and drink 814.5 -2.5990* 0.0094 

Accommodation facilities 1056.5 -0.8129 0.4162 

Shopping facilities 1163.5 -0.0321 0.9744 

Environment 1133.0 -0.2471 0.8048 

Customs and culture 1003.0 1.2460 0.2128 

Local people friendliness 1024.0 1.0676 0.2857 

Security 970.5 -1.4306 0.1525 

Opportunity to increase knowledge 1072.5 0.6968 0.4859 

Family oriented 1160.5 0.0536 0.9573 

Quality of service 1097.5 -0.5117 0.6088 

Reputation as a holiday destination 1167.5 0.0036 0.9971 

* significant at 5% level     
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Post-the Bali bombings 
 
 
Table 12 Effect of gender on Indonesia’s image 

Attribute 
Mann- 

Whitney 
U 

Z p-value 

Scenery       963.0  0.22252 0.8239 

Cost of Holiday       839.0  1.26931 0.2043 

Climate       970.5  0.14898 0.8816 

Tourist sites       915.5  0.61765 0.5368 

Variety of food and drink       827.5  1.36962 0.1708 

Accommodation facilities       846.0  1.21599 0.2240 

Shopping facilities       710.0  2.3509* 0.0187 

Environment       986.0  0.01678 0.9866 

Customs and culture       979.0  -0.08572 0.9317 

Local people friendliness       942.0  -0.44049 0.6596 

Security       924.0  -0.53490 0.5927 

Opportunity to increase knowledge       811.5  1.48736 0.1369 

Family oriented       921.0  0.56179 0.5743 

Quality of service       918.5  -0.59264 0.5534 

Reputation as a holiday destination       952.0  0.30908 0.7573 

* significant at 5% level   

 
 
Table 13 Effect of Age on Indonesia’s image 

Attribute 
Kruskall-

Wallis     
H 

p-value 

Scenery     6.6026      0.1584  

Cost of Holiday     0.9772      0.9132  

Climate     2.2442      0.6910  

Tourist sites     4.6678      0.3231  

Variety of food and drink     3.0960      0.5419  

Accommodation facilities     6.3164      0.1767  

Shopping facilities     2.5752      0.6312  

Environment     8.8047      0.0662  

Customs and culture     4.8944      0.2983  

Local people friendliness     2.0578      0.7251  

Security     4.7823      0.3104  

Opportunity to increase knowledge     4.8252      0.3057  

Family oriented     7.5518      0.1094  

Quality of service     2.3543      0.6709  

Reputation as a holiday destination     4.8861      0.2992  

* significant at 5% level   
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Table 14 Effect of Income on Indonesia’s image 

Attribute Kruskall-Wallis     H p-value 

Scenery     1.1020      0.5764  

Cost of Holiday     0.1532      0.9263  

Climate     1.6751      0.4328  

Tourist sites     0.1142      0.9445  

Variety of food and drink     0.2161      0.8976  

Accommodation facilities     1.7641      0.4139  

Shopping facilities     0.8033      0.6692  

Environment     4.6121      0.0997  

Customs and culture     1.4224      0.4911  

Local people friendliness     0.1588      0.9237  

Security     1.1244      0.5699  

Opportunity to increase knowledge     3.4035      0.1824  

Family oriented     0.3232      0.8508  

Quality of service     2.1844      0.3355  

Reputation as a holiday destination     2.2099      0.3312  

* significant at 5% level   

 
 
 
Table 15 Effect of Education Indonesia’s image 
 

Attribute 
Mann- 

Whitney U 
Z p-value 

Scenery       742.5  -1.8063 0.0709 

Cost of Holiday       939.0  -0.01310 0.9896 

Climate       831.0  -0.95545 0.3394 

Tourist sites       926.0  0.12661 0.8992 

Variety of food and drink       940.0  -0.00437 0.9965 

Accommodation facilities       784.5  -1.36919 0.1709 

Shopping facilities       872.5  -0.58939 0.5556 

Environment       866.0  -0.64048 0.5219 

Customs and culture       847.0  -0.91272 0.3614 

Local people friendliness       897.0  -0.42694 0.6694 

Security       876.5  -0.54824 0.5835 

Opportunity to increase knowledge       660.5  -2.4184* 0.0156 

Family oriented       786.5  -1.32348 0.1857 

Quality of service       727.0  -1.866 0.0620 

Reputation as a holiday destination       775.0  -1.45637 0.1453 

* significant at 5% level    
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Table 16 Effect of Gender on Bali’s image 

Attribute 
Mann- 

Whitney U 
Z p-value 

Scenery       966.0  -0.2149 0.8298 

Cost of Holiday       818.0  1.4922 0.1357 

Climate       826.5  1.3951 0.1630 

Tourist sites       956.0  -0.2763 0.7823 

Variety of food and drink       798.5  1.6779 0.0934 

Accommodation facilities       805.0  1.6706 0.0948 

Shopping facilities       718.5  2.3357* 0.0195 

Environment       952.5  -0.2983 0.7655 

Customs and culture       963.0  0.2422 0.8086 

Local people friendliness       873.5  1.2455 0.2129 

Security       827.5  -1.3489 0.1774 

Opportunity to increase knowledge       694.5  2.5288* 0.0114 

Family oriented       866.5  1.0375 0.2995 

Quality of service       926.0  0.5590 0.5762 

Reputation as a holiday destination       827.0  1.5733 0.1157 

* significant at 5% level    

 
 
Table 17 Effect of Age on Bali’s image 
 

Attribute Kruskall-Wallis     H p-value 

Scenery     1.6931      0.7920  

Cost of Holiday     3.1550      0.5322  

Climate     4.0857      0.3945  

Tourist sites     0.3403      0.9871  

Variety of food and drink     3.1281      0.5366  

Accommodation facilities     4.8267      0.3055  

Shopping facilities     4.7002      0.3195  

Environment     3.2952      0.5097  

Customs and culture     5.6599      0.2260  

Local people friendliness     3.3639      0.4989  

Security     1.3022      0.8610  

Opportunity to increase knowledge     3.3230      0.5053  

Family oriented     7.1854      0.1264  

Quality of service     6.4241      0.1696  

Reputation as a holiday destination     2.3472      0.6722  

* significant at 5% level   
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Table 18 Effect of Income on Bali’s image 
 

Attribute Kruskall-Wallis     H p-value 

Scenery     1.8025      0.4061  

Cost of Holiday     0.3943      0.8211  

Climate     0.6711      0.7150  

Tourist sites     0.1199      0.9418  

Variety of food and drink     0.7835      0.6759  

Accommodation facilities     3.7337      0.1546  

Shopping facilities     0.8202      0.6636  

Environment     3.9513      0.1387  

Customs and culture  6.8726*      0.0322  

Local people friendliness     1.8927      0.3882  

Security     1.6750      0.4328  

Opportunity to increase knowledge  7.5538*      0.0229  

Family oriented     1.6386      0.4408  

Quality of service     1.5738      0.4553  

Reputation as a holiday destination     0.3192      0.8525  

* significant at 5% level    

 
 
Table 19 Effect of Education on Bali’s image 
 

Attribute 
Mann- 

Whitney 
U 

Z p-value 

Scenery       892.5  -0.4807 0.6308 

Cost of Holiday       850.0  -0.8142 0.4156 

Climate       845.5  -0.8411 0.4003 

Tourist sites       938.5  0.0177 0.9859 

Variety of food and drink       869.0  0.6489 0.5164 

Accommodation facilities       808.0  -1.2398 0.2151 

Shopping facilities       633.5  -2.7271** 0.0064 

Environment       874.5  -0.5684 0.5698 

Customs and culture       901.5  -0.3873 0.6985 

Local people friendliness       839.5  -1.1261 0.2601 

Security       707.0  -2.0113* 0.0443 

Opportunity to increase knowledge       612.5  -2.8966** 0.0038 

Family oriented       676.0  -2.3149* 0.0206 

Quality of service       630.0  -2.8694** 0.0041 

Reputation as a holiday destination       734.5  -2.0632* 0.0391 

* significant at 5% level    

 
 
 



 479 

Table 20 Image change (pre-the Bali bombings and post-the Bali 

bombings) 

 
 

Attribute Mann- Whitney U Z p-value 

Scenery 4280.500 -1.24819 0.211963 

Cost of Holiday 4217.500 -1.36337 0.172766 

Climate 3794.000 -2.51251* 0.011988 

Tourist sites 4539.000 -0.49617 0.619772 

Variety of food and drink 4264.000 1.22399 0.220957 

Accommodation facilities 4646.000 0.20935 0.834178 

Shopping facilities 4100.000 1.63612 0.101816 

Environment 4119.000 -1.56656 0.117219 

Customs and culture 3748.500 2.72262* 0.006477 

Local people friendliness 3666.000 2.90982* 0.003617 

Security 4066.500 -1.72221 0.085032 

Opportunity to increase knowledge 4513.500 -0.55810 0.576774 

Family oriented 4105.000 1.61799 0.105666 

Quality of service 3839.500 2.33023* 0.019795 

Reputation as a holiday destination 3775.000 2.50015* 0.012415 

* significant at 5% level    
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Appendix E   Indonesian tourism industry stakeholders 

 

A. Tourism associations 

 

1. Indonesian Tourism Community 

2. Secretariat of Indonesia Hotel and Restaurant Association (IHRA),  

3. Association of the Indonesia Tours and Travel Agents,  

4. Association of the Indonesia Tour and Travel Agent Jakarta 

5. Association of the Indonesia Tours & Travel Agencies, South Sulawesi 

Chapter 

6. Indonesia Congress and Convention Association  

7. Indonesia White Ribbon Alliance for Safe Motherhood),  

8. Indonesia Hotelier Association  

9. North Sumatera Tourism Board 

10. The Indonesian Institute for Social Ecology and Ecotourism  

11. Indonesia Tourism Study 

12. Riau Tourism Board (RTB)   

13. Bali Tourism Board (BTB)  

14. Indonesian Marine Tourism (GAHAWISRI) 

15. Indonesian National Air Carrier Association (INACA) 

 

B. Foreign embassies in Indonesia 

 

 



 481 

C. International organisations in Indonesia 

 

1. Association of South East Asian Nations  

2. United Nations Information Centre (UNIC) 

3. United Development Programme (UNDP) 

4. United Nations Educational Scientific Cultural Organisation 

(UNESCO) 

5. Economic and Social Commission For Asia and the Pacific (ESCAP 

CGPRT CENTER) 

6. Asian Development Bank (ADB) 

 

D. Mass Media 

 

1. The Jakarta Post 

2. National Geographic 

3. Tempo 

 

E. Travel writers 

 

F. Tourist Information Centres (TIC) 

 

1. Semarang's Tourist Information Center 

2. Bandung's Tourist Information Center 

3. Batam's Tourist Information Center 

4. Yogyakarta's Tourism Promotion Board 



 482 

5. Bali Tourist Information Centre 

6. Lampung Tourist Information Centre 

7. Central Sulawesi's Tourist Information Centre 

8. Gorontalo's Tourist Information Office 

9. East Kalimantan's Tourist Information Office 

10. South Kalimantan's Tourist Information Office 

11. East Nusa Tenggara's Tourist Information Office 

12. North Sumatera's Tourist Information Centre 

13. North Sulawesi's Tourist Information Office 

14. Bengkulu's Tourist Information Centre 

15. Maluku's Tourist Information Service 

16. Jambi's Tourist Information Office 

17. Pontianak's Tourist Information Office 

18. Tourist Information Gateway to Indonesia 

19. Tourist Information & Communication Center 
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The Indonesian Ministry of Culture and Tourism’s organisational 

structure 

 

 

 

 

 

 

 

 

 

 

Source: Ministry of Culture and Tourism (2006) 
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Appendix F 

 

Stage One Interviewees 
 
POSITION AND ORGANISATION INTERVIEW 

CODING 
 

Head of Human Resources 
Ministry of Culture and Tourism 
 

S1G1 

Chief of Statistics and Data information 
Ministry of Culture and Tourism 
 

S1G2 

Head of International Marketing strategy 
Ministry of Culture and Tourism 
 

S1G3 

Director of Marketing 
Ministry of Culture and Tourism 
 

S1G4 

Deputy for Tourism Affairs 
Ministry of Culture and Tourism 
 

S1G5 

Deputy Director for Technical Co-operation 
Ministry of Culture and Tourism 
 

S1G6 

Inbound Manager 
Dwi Daya Tour (Yogyakarta) 
 

T1 

Product Development Manager  
TourTravel (Jakarta) 
 

T2 

General Manager 
Vaya Tour (Bali) 
 

T3 

Inbound Manager 
Dwi Daya Tour (Bali) 
 

T4 

Marketing Manager 
Pan Travel (Jakarta) 
 

T5 
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Stage Two Interviewees 

 
POSITION AND ORGANISATION INTERVIEW 

CODING 
 

Senior Tourism Researcher 
Ministry of Culture and Tourism 
 

S2G1 

Director of International Promotion 
Ministry of Culture and Tourism 
 

S2G2 

Director of Tourism Development 
Ministry of Culture and Tourism 
 

S2G3 

Head of Human Resources 
Ministry of Culture and Tourism 
 

S2G4 

Head of European Promotion 
Ministry of Culture and Tourism 
 

S2G5 

Chief Spokesman for the Deputy Director of Indonesian 
Ministry of Culture and Tourism 
Ministry of Culture and Tourism 
 

S2G6 

Executive Director of Bali Hotel Association  
Bali Tourism Board 
 

BT1 

Former Chairman of Bali Tourism Board 
Bali 
 

BT2 

Head of Marketing team for Bali Recovery program (2006-
2007) and Chairman of PATA Indonesian chapter 
 

IC 

Chief Spokesman for Indonesian Hotel and Restaurant 
Association  
Bali Tourism Board 
 

BT4 
 

Chairman of Bali Tourism Board 
Bali Tourism Board 
 

BT5 

Head of Bali Tourism Office 
Bali Tourism Agency 
 

BT6 
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