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Abstract 
This study aims to determine the factors considered by tourists on spiritual trips 
in Tirta Empul Tampaksiring-Gianyar and the dominant factor as a consideration 
for tourists on spiritual trips in Tirta Empul Tampaksiring - Gianyar. Based on 
the results of the analysis obtained it can be seen that the factors considered by 
tourists on spiritual travel in Tirta Empul Tampaksiring - Gianyar include 
Physical Needs Factors which consist of a large parking area, Art Shop quality, 
spiritual attractions, health, information, previous experience. Cultural factors 
consist of Balinese architecture, the name Tirta Empul is well-known, love to 
travel spiritually. Psychological factors consist of tourists always remembering 
Tirta Empul when they want to do purification ceremony, there is a pancoran 
pool as a place to shower, believed to be able to increase positive energy within. 
Infrastructure consists of roads leading to Tirta Empulin good condition, there 
are directions available to Tirta Empul. The dominant factor considered by 
tourists on a spiritual tour in Tirta Empul Tampaksiring Gianyar is the Physical 
Need Factor. This factor was chosen because it has the greatest eigenvalue at 
7.191 and a contribution of variance of 51.634%. Implications for tourism 
managers to always maintain the quality of the products sold at the art shop in 
the area of tourist attractions, comfortable and safe parking arrangements, the 
image of Tirta Empul tourism objects are always maintained, information about 
the attractions of Tirta Empul must be accurate and precise, and always provide 
socialization to the public about the importance of spiritual traveling. 
Keywords: Tourism Products, Brand Image, Consumer Behavior, Spiritual 
Tourism 
 
Introduction 
The natural of beauty, hospitality of the population, as well as the unique 
Balinese culture are the main assets of the tourism management. Bali is known as 
The Island of Thousand Temple, The Island of Paradise, and The Island of God. 
The term is a force for Bali to develop tourism, especially spiritual. Spiritual 
tourism according to Smith & Kelly (2006) is any type of activity and/or 
treatment aimed at developing, caring for, and improving body, mind and spirit. 
The statement shows that spiritual tourism can build positive energy in tourists. 
In Bali there are many spiritual tourism objects, some of which are located in 
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Gianyar Regency. These attractions are not only visited by the people of Bali, but 
also by domestic and international tourists. The following is the data of tourist 
visits to the attractions of Tirta Empul, Sebatu and Pura Mengening: 
 

TABLE 1.1 
DATA NUMBER OF TOURISTS VISITED TOURISTS 

SPIRITUAL TOURISM OBJECT IN GIANYAR, 2013 - 2017 
Tahun Tirta Empul Sebatu Pura Mengening 
2013 445.502 35.963 110.435 
2014 443.883 31.661 140.326 
2015 524.647 35.657 139.012 
2016 450.120 34.877 123.415 
2017 642.669 40.879 148.753 

                 Data source: Central Statistics Agency of Gianyar Regency 
 

Based on Table 1.1, it can be explained that the visit data of the three 
spiritual tourism objects in Gianyar tends to fluctuate. However, from the three 
spiritual tourism objects, Tirta Empul spiritual tourism objects ranks highest. 
This provides evidence that the name Tirta Empul is well known by tourists. 
Tirta Empul is a spiritual tourist attraction that also has a high historical value 
because the location of Tirta Empul is very close to the First Presidential Palace 
of the Republic of Indonesia. In addition, Tirta Empulhas the most number of 
pancorans, as many as 22 pancorans that are used to paint (self-cleaning). The 
entry of tourism aspects into Tirta Empul is utilized by the surrounding 
community as an economic supporter, encouraging productivity and creativity of 
the local community in achieving a better standard of living. 

Tirta Empul is one of the attractions for tourists who want to spend their 
vacation time with a spiritual tour. According to Kotler and Keller (2012), brand 
image is a name, term, sign, symbol, design, or combination of all that is 
intended to identify an item or service from one seller or group of sellers and to 
distinguish it from other competitors. The brand also has a role in identifying the 
source or manufacturer of the product that allows consumers to evaluate similar 
products differently depending on how the brand itself. Evaluation of the product 
itself can be done from the past experience of consumers on the use of the 
product and how the seller's marketing whether or not it meets the needs of 
consumers. Middleton (2001), states that tourism products are considered a 
mixture of three main components, namely attractiveness, facilities and 
accessibility in Tourist Destinations. 
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From the above explanation it can be interpreted that tourism products 
are considered to include three main components, namely attractions, destination 
facilities and destination accessibility. Tirta Empul is a complete tourist 
attraction because it includes three components of tourism products. Tirta Empul 
is a temple that has a pancoran pool which is used to purify (self cleaning) is also 
one of the spiritual tourism activities. For the majority of Balinese residents who 
visit Tirta Empul, performing lukewarm rituals is considered a form of worship 
that cannot be compared to other tourist trips. 

Kotler& Keller (2012) suggested that consumer behavior is the study of 
individuals, groups, and organizations in choosing, buying, using goods, 
services, ideas, or experiences to satisfy the needs and desires of consumers. 
Consumers who travel to a tourist attraction are called tourists. Tourists often 
look for information about tourist objects to go to before going on a tour. 

Based on the description that has been presented previously, researchers 
are interested in conducting research in Tirta Empul Tourism Object to find out 
the factors considered by tourists on spiritual trips in Tirta Empul. 

 
Literature review 

According to Yoeti (2009), Tourism is a trip that is carried out for a 
while, which is held from one place to another, with the intention not to work or 
make a living in the place visited, but to enjoy the journey of life that is 
sightseeing and recreation or fulfilling desires various. 
Tourism products as one of the bidding objects in tourism marketing have the 
main elements consisting of 3 parts (Oka A. Yoeti, 2002), namely the 
attractiveness of tourist destinations including the imagery imagined by tourists, 
facilities owned by tourist destination areas which include accommodation, food 
processing business, parking, transportation, recreation and others as well as ease 
to reach the tourist destination. 
The components of tourism products, (Mason, 2000) and (Poerwanto, 1998) 

namely; 
1. Attractions, namely natural, cultural and man-made tourist attractions such as 

festivals or arts performances. 
2. Accessibility, namely the ease in obtaining or reaching tourist destinations 

such as tourism organizations (travel agents). 
3. Amenities are facilities to get pleasure. In this case it can take the form of 

accommodation, cleanliness and hospitality. 
4. Networking, which is a network of collaboration relating to products offered 

both locally, nationally and internationally. 
Tourist attraction or tourist attraction, a term that is more often used, that 

is, everything that becomes an attraction for people to visit a certain area (Yoeti, 
1985). Tourist attraction as everything that is interesting and valuable to visit and 
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see (Pendit, 1994). From some of these meanings it can be concluded that tourist 
attraction is anything that has an attraction, uniqueness and high value, which is 
the destination of tourists coming to a certain area. 

Spiritual tourism according to Smith & Kelly (2006) is any type of 
activity and/or treatment aimed at developing, caring for, enhancing, body, mind 
and spirit. Kotler& Keller (2009) defines marketing management as the art and 
science of choosing target markets and reaching, retaining, and growing 
customers by creating, delivering and communicating superior customer value. 
Brand image is a collection of associations organized into a meaningful one. 
Brand image based on consumer memory about a product, as a result of what is 
felt by someone against the brand (Roslina, 2010). Destination brand image is a 
collection of beliefs and impressions of destinations based on information 
processed from various sources (Zang, et al. In Chiu, et al., 2016). Destination 
imagery generally consists of two elements, namely cognitive image (cognitive 
image) and affective image (affective image) (Puh, 2014). Cognitive imagery is 
an image obtained by consumers from the results of rational judgments based on 
beliefs and information a person has about a destination (Coban, 2012). Affective 
imagery is an emotional assessment created by tourists based on how they feel 
about a destination (Coban, 2012). 

Kotler& Keller (2012) suggested that consumer behavior is the study of 
individuals, groups, and organizations in choosing, buying, using goods, 
services, ideas, or experiences to satisfy the needs and desires of consumers. 
According to Daryanto (2011), consumer behavior is influenced by 4 (four) main 
factors namely; Cultural Factors, Social Factors, Personal Factors, and 
Psychological Factors. Kotler& Keller (2013), states the purchase decision is a 
stage where consumers have a choice and are ready to make a purchase or 
exchange between money and a promise to pay with ownership rights or use of 
an item or service. 

Eka Juliantara, 2016 the results of research on Factors Considered 
Travellers Visit Lovina Tourism Object Buleleng, Bali is a factor of excellence 
and supporting factors. The dominant factor is the factor of excellence because it 
has the largest eigenvalue of 7.118 with the percentage variance value being 
considered at 54.752%. Rizkiah Isnaini, 2018 in a study on the Influence of 
Destination Brand Image on Visiting Decisions and Visitor Satisfaction and Its 
Impact on Visit Interests (Survey on Batu City Selecta Recreational Park Visitors 
belonging to the Millennial Generation Category). Thereare influence of 
destination brand image on the interest of millennial generation visitors. 
According to the special staff of the Ministry of Tourism, Judi Rifajantoro, the 
millennial generation has a habit of showing their existence through social 
media, especially on Instagram with feeds that are arranged so that they look 
attractive. These habits will make the millennial generation feel like visiting 
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different destinations and feel enough when the destination has existed on their 
respective social media. 
 
Methodology 
 The design of this study uses a quantitative approach with research variables are 
factors that are considered by tourists to travel Spiritualy in Tirta Empul 
Tampaksiring, Gianyar namely, Factors of Tourism Products with indicators of 
attractions, amenities, and accessibility. Also Brand Image Factors with 
indicators of brand identity, brand personality, brand attitude and behavior as 
well as brand benefits and advantages. Consumer Behavior Factors with Cultural, 
Social, Psychological, and Personal indicators. The sample used was 128 
respondents with the criteria of tourists who were at least 17 years old and had 
visited and purificated. The analysis technique used is factor analysis to 
determine the factors considered by tourists traveling spiritual to the attractions 
of Tirta Empul Tampaksiring, Gianyar. This analysis is used to reduce, 
summarize the many variables into one or several factors from a collection of 
existing variables (Widayat, 2004). 
 
Results and Discussion 
 Based on the results of the analysis of the characteristics of respondents who 
travelled Spiritual attractions in Tirta Empul Tampaksiring, Gianyar, who were 
male as many as 81 people or by 63.3% and those who were female as many as 
47 people or by 36.6%. Characteristics of respondents aged 17-26 years old were 
11 people or 8.6%, aged 27-36 years old were 69 people or 53.9%, aged 37-46 
were 18 people or 14.4% and those aged over 46 years old are 30 people or 
23.4%. Characteristics of respondents based on nationality, namely from 94 
Indonesian citizens or 73.4% and 34 foreign nationals or 26.6%. The validity test 
results can be explained that of the 16 research instruments, there were 14 
instruments declared valid and 2 others were not. This is because instruments 
that are declared valid and reliable must have coefficients above 0.3 and 0.6. So 
that the instruments X1 and X15 must be set aside and other instruments can be 
used in the next analysis. In the reliability test that has been done shows that all 
statements are declared reliable because the value of the reliability coefficient is 
greater than 0.6 that is equal to 0.908 meaning the research instrument used is 
considered reliable. There are 14 variables tested using the KMO (Keizer Meyer-
Olkin) value, the Bartlett ofSphericity test and the MSA (Measure of Sampling 
Adequacy) test. The test results are presented in table 2 as follows: 
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TABLE 2 
VALUE OF MEYER OLKIN (KMO) MEASURE OF SAMPLING 

ADEQUACY, BARTLETT'S TEST OF SPHERICITY AND FEASIBILITY OF 
RESEARCH VARIABLES 

 Source: attachment 1 
 
 The factors chosen for further analysis in a model are based on the limitation of 
factors that have an eigenvalue> 1. Table 3 is a factor that has an eigenvalue> 1. 
 

TABLE 3 
DETERMINATION OF NUMBER OF FACTORS 

 
 Source: attachment 2 
The factor naming process produces four new factor names. The first factor is 
called the Physical Need Factor. This factor is formed by the physical factors of 
tourist objects and the physical needs of tourists for spiritual tourism. The second 
factor is named Cultural Factor because it is related to tourist habits and the 

Variable KMO Bartlett of Sphericity MSA Description 
X2 

0,805 

  
  
  
  

1847,319  
(Significant 0,000)  

  
  
  
  

0,849 Feasible 
X3 0,926 Feasible 
X4 0,735 Feasible 
X5 0,661 Feasible 
X6 0,631 Feasible 
X7 0,830 Feasible 
X8 0,844 Feasible 
X9 0,901 Feasible 

X10 0,861 Feasible 
X11 0,930 Feasible 
X12 0,861 Feasible 
X13 0,753 Feasible 
X14 0,737 Feasible 
X16 0,979 Feasible 

Factor Eigenvalue Percentage of 
Variance (%) 

Percentage of 
Comulative (%) 

1 7,191 51,364 51,364 
2 1,739 12,420 63,784 
3 1,471 10,122 73,906 
4 1,307 9,344 83,241 
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image of the tourist attraction. The third factor is named Psychological Factor 
because this factor is formed by visitors' beliefs about spiritual tourism that has a 
positive impact on individual tourists. The fourth factor is named the Tourism 
Infrastructure Factor because this factor is formed from factors related to 
accessibility to TirtaEmpulTampaksiring, Gianyar. Based on the analysis of the 
factors carried out, four new factors are formed which are factors that are 
considered by travelers on Spiritual tours in TirtaEmpul, Tampaksiring, Gianyar. 
These factors can be explained as follows: 
 Physical Needs Factor, this factor has an eigenvalue of 7.191 and with the 
percentage of variance considered by tourists traveling Spiritual tours in Tirta 
Empul Tampaksiring, Gianyar by 51.384%. Cultural Factors, this factor has an 
eigenvalue of 1.739 with a variance value that is considered by tourists to take 
Spiritual tours in TirtaEmpulTampaksiring, Gianyar by 12.420%. Psychological 
Factors, this factor has an eigenvalue of 1.471 with the value of the variance 
considered by tourists traveling Spiritual in Tirta  Empul Tampaksiring, Gianyar 
by 10.122%. Tourist Infrastructure Factor, this factor has an eigenvalue of 1,307 
with the value of the variance considered by tourists traveling Spiritual tours in 
Tirta Empul Tampaksiring, Gianyar by 9,344%. The most dominant factor 
considered by tourists traveling Spiritual in Tirta Empul Tampaksiring, Gianyar 
is the Factor of Physical Needs. This factor has the highest eigenvalue of 7.191 
and with the percentage of variance considered by tourists traveling Spiritual 
tours in Tirta Empul Tampaksiring, Gianyar by 51.384%. From the results of the 
analysis conducted in this study, the suggestions that can be submitted to the 
manager of the Tirual Empul Tampaksiring, Gianyar tourist attraction, namely to 
always maintain the quality of the products sold at the Art shop in the area of 
tourist attractions, comfortable parking arrangements and safe, the image of the 
Tirta Empul tourist attraction is always maintained, information about the Tirta 
Empul tourist attraction must be accurate and precise and always provide 
information to the public about the importance of spiritual travel. For further 
research, it can be assessed from other variables not included in this study such 
as marketing variables on promotion and price indicators. 
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