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Abstract— Sanur is well-known as morning of the world from Bali, because of the
exotic beauty of morning atmosphere on sloping white sand beach. Such beach
condition is very suitable for family recreation. Sanur also has so many cultural
traditions that are still preserved until today. The problem on this study is how to
implement competitive strategy to improve the competitiveness of tourism in Sanur
tourism area in Bali. The purpose of this study is to point out the importance of
choosing the right competitive strategy and its impact on the change of tourism and
consumption in tourist destination, as well as its benefits toward comprehensive
economic development. Therefore, in order to be competitive, tourist destination
offered to tourists should give superior experience compared to other tourist
destinations. In order to attract potential tourists and to make them choose the right
choice, the development and implementation of competitive strategy for
competitiveness in Sanur-Bali as tourist destination become very important.
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1. INTRODUCTION

The development of tourism in Bali has been improving very rapidly and Bali has been
known as one of the popular tourist destinations among tourists especially foreign
tourists. The combination of the exotic beauty of nature and harmonius lifestyle of its
people that based on Balinese traditions and culture has become strong attraction for
foreign tourists to visit Bali. Statstics has shown that the number of foreign tourists
visiting Bali for the last five years has been increasing, reaching 3,278,598 tourists in
2013 increasing up to 4,927,937 tourists in 2016 [1]. Based on countries, the largest
number of foreign tourists visiting Bali in 2016 were from Australia (1,143,157 tourists),
followed by China (990,771 tourists), Japan (235,009 tourists), Britain (221,521 tourists),
India (187,351 tourists), Malaysia (179.781 tourists), United States of America (170.457
tourists), and other countries [1]. In details, it will be shown in the following Table I:
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Table I. The Best 20 Direct Foreign Tourist Arrivals to Bali in January Desember 2015

Nationality R 2014 Share (%) R 2015 +/- (%) | Share (%)
Australian [ 991,923 26.33 [ 966,869 -2.53 24.16
Chinese 1 586,300 15.57 i 688,469 17.43 17.20
Japanese v 217,402 5.77 I 228,185 4.96 5.70
Malaysian Il 225,572 5.99 v 190,381 | -15.60 4.76
British VIII 127,040 3.37 \Y 167,628 31.95 4.19
South Korean VI 146,088 388 | Vi 152,866 4.64 3.82
Singaporean \Y% 179,719 477 | VI 146,660 | -18.39 3.66
American X 111,640 2.96 | VII 133,763 19.82 3.34
French VIl 128,350 3.41 IX 131,451 2.42 3.28
Taiwanese IX 114,504 3.04 X 124,593 8.81 3.11
German XI 105,471 2.80 XI 120,348 14.11 3.01
Indian Xl 88,074 234 | Xl 118,678 34.75 2.97
Dutch X111 76,082 2.02 | XII 81,678 7.36 2.04
New Zealand XV 62,162 165 | XIV 70,415 13.28 1.76
Russian X1V 72,127 191 | XV 51,805 | -28.18 1.29
Canadian XVI 37,523 1.00 | XVI 44,884 19.62 1.12
Hongkong XVII 35,538 0.94 | XVII 36,936 3.93 0.92
Philipine XVIII 32,737 0.87 | XVIII 34,941 6.73 0.87
Swiss XXI 27,281 0.72 | XIX 34,445 26.26 0.86
Italian XIX 30,713 082 | XX 33,266 8.31 0.83
Total 3,396,246 90.17 3,558,261 4.77 88.92
Other Nationalities 370,392 9.83 443 574 19.76 11.08
Total Arrival 3,766,638 100.00 4,001,835 6.24 100.00

The development of tourism in Bali is not separated from the role of Sanur Tourists

Destination, which is one of the favorite tourist destinations in Bali. Sanur is known as
morning of the world from Bali, because the beauty of morning atmosphere in white sand
beach that stretching sloping as far as 9 km in the east part of Bali [2]. Such beach
condition is suitable for family recreation. Sanur also has so many cultural traditions that
are still preserved until today, for examples, historic sites, local geniuses, and various
traditional ritual celebrations. The number of tourists visiting the place was as many as
835,099 tourists [3].

Sanur is a tourist destination located on the southern island of Bali, exactly on the
eastern part of the city of Denpasar. As a Tourist Destination, Sanur has been growing
since the establishment of Bali Beach Hotel by President Soekarno in 1963. Aside from
its culture, the main attraction is its beach with beautiful natural scenery and white sand
that has attracted foreign tourists from various countries and age.

In Hendrayana in [4], stated that Sanur has an area of 10.57 km with details as follows;
Sanur Kaja with an area of 2.69 km, Sanur village with an area of 4.02 km, and Sanur
Kauh with an area of 3.86 km. The geographical location of Sanur Kaja area is that on the
East is the Strait of Badung, on the West is Renon village, Kesiman is on its North, and
on the South is Sanur. While Sanur village has the following geographical location; on
the East is the Strait of Badung, on west side is Sanur Kauh, north side is Sanur Kaja, and
on the south is the Badung Strait. Sanur Kauh geograpihical location is as follows: on the
eastern side is Sanur village, on the west is Renon village and Sidakarya village, on the
north is Sanur Kaja, and on the south is the Badung Strait. Based on these geographical
locations, Sanur Village is divided into 9 sub-villages: (1) Singgi sub-village, (2) Panti
sub-village, (3) Gulingan sub-village, (4) Taman sub-village, (5) Sindu Kaja sub-village,
(6) Sindu Kelod sub-village, (7) Batujimbar sub-village, (8) Semawang sub-village, (9)
Pasekute sub-village.

Sanur is also designated as a National Strategic Tourism Area by the government, with
its population of 77,742 whose livelihoods are varied from hotel industries, fisheries to
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government sectors [1]. Further, it is expected to bring prosperity to its population using
their own areas as tourism products. This can be seen along Matahari Terbit to Mertasari
Beach where we can note various arrangements have been made to improve and beautify
Sanur as a tourist destination. Of course, the format in governing and improving the
tourism products in Sanur is based on the synchronization and agreement between the
proposal of the Ministry of Tourism team, the Government of Denpasar, and the proposal
from local community. The involvement of various stakeholders on the Sanur
improvement is based on the consideration that its existence as a tourist destination will
continue to grow without leaving the initial characters of the local community. The plan
is this tourist area which is famous for its sunrise will be equipped with gathering places
and special places for fishermen who are also the local people of Sanur which should also
get attention and chance from tourism [5].

With such potential asset, Sanur should be the favorite of tourism in Bali in particular,
and Indonesia in general. Therefore, the government has established Sanur area as
National Strategic Tourism Area. To set Sanur as National Strategic Tourism Area is
expected to increase the number of visitors as well as maintaining the quality of Sanur as
a tourist destination. Law no. 10 of 2009 on Tourism has mandated that tourism is held to
improve economic performance, improve prosperity, conservation of nature and
strengthen the identity of the Indonesian nation. Tourism is organized with the principle
of upholding human rights, cultural diversity and local wisdom, benefiting the welfare of
the people, and fairness, equitability, and proportionality between tourists and local
people in particular. Choosing the right strategy to manage Sanur will guarantee that in
the future.

Based on the background that has been described above, the problem of this study is
how the implementation of competitive strategy to improve tourism competitiveness in
Sanur-Bali as a Tourist Destination. The purpose of this study is to point out the
importance of choosing the right competitive strategy and its impact on the change of
tourism and consumption in tourist destination, as well as its benefits toward
comprehensive economic development.

This paper is organized as follow: Section 2 presents the literature review. Section 3
describes the proposed research method. Section 4 presents result obtained and following
by discussion. Finally, Section 5 concludes this work.

2. LITERATURE REVIEW

According to Ritchie & Crouch in [6] stated that strategic analysis as a key factor in
the process that affects the main destination competition is about the effectiveness of
developing tourist destination. Tourism could respond strongly enough to change various
factors in economics, politics, laws and demography [7]. Regarding the competitiveness
of a region, Poon in [8] explained that in order to be competitive, tourist destination must
follow 4 main principles namely, considering environmental aspects, making tourism as a
major sector, strengthening distribution channels in market and building a dynamic
private sector. d'Hartserre in [9] defines competitiveness as "the ability to determine
market orientation, maintain market position and share and/or improve market position
within specific period of time that has been determined". Kim in [10] defined the
competitiveness of tourist destination as “the ability of destinations to give goods and
services that performed better than other destinations on aspects of tourism experience
that are considered to important for tourists”. Enright & Newton in [11] concluded that
competitive destination can attract and satisfy prospective tourists, and this
competitiveness is determined by both specific and far-wider tourism factors from factors
affecting tourism service providers.

According to Dwyer and Kim in [10], the competitiveness of goals is not the end of
policy-making, but intermediate goal in order to reach regional or national economic
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prosperity. In their research, Dwyer and Kim explained that there are four main elements
of the competitiveness of destination, namely resources, destination management,
condition of demand and situational conditions. Empirical evidence proposed by
Cracolici and Nijkamp in [12] shows that the natural resources and culture of a
destination are merely the comparative advantage of the tourist area. Indeed, this is a
necessary condition but not enough to compete. Therefore, Gomezelj and Mihalic in [13]
stated that competitive advantage can only be created by increasing responses to demand
challenges, which they claimed that it requires a key role in destination management.
Furthermore, explained by Dwyer and Kim in [10] that there are three different sets of
business competition environments: 1) the company and organization competition
environment, 2) the strategy of the company and organization’s goals including the
cooperatives and 3) the ability of the company and the organization of destination. Koh
and Hatten in [14] and Golembski and Olszewski in [15] argued that public sector should
develop the supply of local tourism entrepreneurs by searching opportunities in the
market, creating favorable business atmosphere and attracting investors to a certain area.
In order to focus on the competitive advantage of the destination, macro business
perspective is needed for the entire tourism industry, which means that all stakeholders
should work together by focusing on the general benefits of the destination rather than
individual interests [16].

3. PROPOSED METHOD

This study used literature study approach, which adopted several theories related to
competitiveness strategy to support economic development, which has been stated by
some experts / researchers, associated with the present-day phenomenon happened in
Sanur-Bali as tourist destination area. Variables in this study consist of: 1)
Competitiveness strategy which is combination of tourist destinations and 2)
infrastructures (policy) that were tried to be reached or achieved by tourist destination
based on abilities, strengths and weaknesses in relation to market characteristics and the
ability of destination compared to the strengths and weaknesses of competitors.

The location of this study was Sanur-Bali, a tourist destination. The objects of the
study were competitive strategy for competitiveness and economic development at Sanur-
Bali, a tourist destination. The data were analyzed by two stages, namely: 1) The first
stage focused on searching and collecting theories related to destination competitiveness
strategy at Sanur- Bali, a tourist destination. 2) The second stage was synthesizing the
theories and choosing suitable theories to be used and applied to Sanur- Bali, a tourist
destination. Several authors such as Pernecky & Jamal in [17], Riley & Love in [18], and
Ryan in [19] have encouraged researchers in tourism to use qualitative methodology.
Since the purpose of this study is to increase the understanding of individual small
businesses as contributors to the competitiveness of destination, qualitative approach was
chosen as research methodology. Because of the socially developed tourism space [20],
constructivist paradigm is applied, assuming relativistic ontology and subjectivist
epistemology [21], recognizing that no interpretive truth is existed but there are many
realities.

4. RESULT AND DISCUSSION

Based on the analysis, it can be revealed/explained that competitive assessment
strategy of tourist destination competitiveness became important instrument in
positioning and marketing to analyze strategic tourist destination, because the competitive
advantage can increase market share, create loyal customers, increase visit in tourist
destination and as a result, it can increase income obtained from tourism. Competitive
advantage is the result of the formulation and implementation of strategies for the success
of the competitiveness of tourist destination. The competitiveness or competitive
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advantage of a tourist destination is not determined once for forever and absolute, but it is
a dynamic category that is constantly changing and can be maintained only for a certain
period of time. This is very useful for Sanur-Bali, a tourist destination as reference in
understanding competitive position of the weakest and strongest of a destination and to
anticipate the level of competition which changes very quickly.

The changes occured are related to competitive advantage and must be based on
changes in the legal framework in the area where the tourist destination is located, and
changes that occured in the business environment, the desires, preferences and needs of
tourists, and members in the target group. To respond adequately to the changes occured
in the environment and to maintain a competitive position achieved in relation to other
destinations, demand a change in the competitive strategy that must coordinate with the
current situation and conditions. Dwyer et al. in [22] tested the competitiveness model of
destination of Dwyer and Kim in [10] with stakeholders in the Korean and Australian
tourism industries. Their results showed that respondents do not differenciate between
destination management activities that are the responsibility of the public sector (e.g.
destination image, awareness of international destination), things that become private
sector responsibility (e.g. entrepreneurial quality of tourism business, attitude of
companies co-operation) as well as collaborating the public sector as part of destination
management activities. It does not differenciate between government commitment as a
separate factor including government leadership in tourism development and public
sector commitment toward tourism training, which refers to the need of an active
government role in facilitating the development of destination.

This is in line with some research results conducted by some researchers, like research
conducted by Acep Hidayat in his research entitled "Implementation of Tourism Policy in
Perspective of General Agreement on Trade in Services (GATS): A Study in Bandung"
[23]. This study viewed that tourism development in the past had been too favorable to a
small portion of tourism stakeholders, conglomerates, and big investors. In line with the
era of reformation and regional autonomy, tourism stakeholders, especially the people
around tourist objects and attractions have not felt that the impact of tourism development
currently was in their favor. Thus, the problem of this research was that most of the
aspirations of tourism stakeholders have not yet materialized while the implementation of
trading has begun gradually, which means that the competition of tourism business with
the nomenclature Tourism and Travel Related Services become more difficult. The
research used descriptive method with qualitative approach. The data were obtained from
the informants, beginning with the initial informants, and the data that could not be
provided by the initial informants were continuously pursued through the second
informant and rolled on and on until the required data was sufficient. The data was
gathered through informal and unstructured interviews using interview guidelines as a
reference. For data requiring checking, triangulation of data sources from Cibaduyut shoe
craftsmen, restaurant entrepreneurs, and tourism officials at the provincial level are
conducted. This study highlighted some stakeholders from entrepreneurs, tourism
professional associations, and communities around tourist objects and attractions, who are
the parties governed as consumers of "tourism policy implementation”. The outcome of
that will depend on consumer empowerment is a new thing that enriches the theory of
public policy in particular and kybernology in general. The result of the study showed
that the implementation of tourism policy has not yet been able to formulize the
aspirations of tourism stakeholders because some of the affected (the consumers) are not
involved in the making of various joint programs, making of regional regulations, and the
lack of guidance and unclear tourism development programs. The understanding of
GATS, especially Tourism and Travel Related Services (TTRS) is still weak and not
same among tourism stakeholders. It can be one obstacle in achieving the goal of tourism
development.
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In line with this, Hermana in [24] conducted a research entitled "The Influence of
Tourism Strategic Planning as One of Determinant for Public Management of Tourism
Development of Banten Province". This dissertation of Postgraduate Program of
Padjadjaran University examined the implementation of Indonesian tourism development
which is required to be able to adapt itself to the development of the environment, both on
the national, regional and international scale relating to political, economic and socio-
cultural fields, defense and science and technology. Therefore, the success of Indonesian
tourism development is determined by three things, namely: success in marketing,
success in product development, and success in creating good quality tourism human
resources.

This research used survey method with quantitative approach in Banten province with
research object were the staffs of Department of Culture and Tourism through path
analysis. The result of this research showed 31.7546% epsilon value, it showed that there
were many other factors outside strategic planning that influenced the development of
tourism. The results showed that the strategic planning of tourism had a significant
influence on the development of tourism in Banten Province, although still not optimal.
Similarly, the main expectation factor of internal interest and the main expectation of
outside interests had a significant influence on the development of the development of
tourism. While the data base and coordination factors provided insignificant influence on
the development of tourism, this was defined as a challenge for policy makers to improve
in the future. Furthermore, as new findings, they must be realized because it involved
various things, such as: human resources mastering the tourism field were still very rare
so that the supporting resources became weak; another aspect was the lack of the use of
technology. This should be a consideration for policy makers even though
demandinghigh cost.

Ilyus Wiyadi in [25] also conducted a study entitled: Public Relations Strategy in
Forming Perception, Attitudes and Preferences of Foreign Tourits and Their Influence on
the Positioning of The National Tourism Industry. The research aimed to know (1) the
influence of public relations strategy of national tourism industry to perception, attitude
and preferences of foreign tourists to tourism product in Indonesia; (2) the influence of
perception, attitude and preference on positioning of national tourism industry; (3) the
prospects of the national tourism industry. The data used in this research was based on
cross sectional, using structural equation model (SEM) analysis method. The units of
analysis are tourists from 11 countries that were tourist generating countries visiting 5
major tourist destinations in Indonesia: North Sumatera, West Sumatera, Yogyakarta,
Bali and South Sulawesi. Meanwhile, the observation unit was done to foreign tourists
with 210 samples of tourists (United States, Germany, UK, Netherlands, France, Japan,
Korea Republic, Australia, Malaysia, Singapore and Taiwan). The results of the study
showed: (1) the influence of public relations strategy for each variable on the perception,
attitude and preference of national tourism product was significant; (2) partially influence
of perception, attitude and preference of tourism product on the positioning of national
tourism industry was 50.39%, 10.50%, and 9.34%. Meanwhile, simultanous influence of
perception, attitude and preference of national tourism product was 70.17% and 29.83%
influenced by other factor; (3) the prospect of the national tourism industry faced
considerable opportunities: the tendency of increasing the number of tourists visiting
from 2006 until 2009. This tendency would increase if accompanied by the
implementation of communication efforts, especially public relations strategy formulated
systematically and integrated. Thus, it was expected to restore the impression or image of
foreign tourists to the national tourism industry as provider for tourism products and
objects based on attractions or natural attractions, ancestral cultural heritage, events, and
also commercial attractions. Related to the study that will be conducted that what has
been researched by lyus Wiryadi has more view only on the aspect of tourism marketing
which is one dimension of tourism development that will be the study of reseacher.
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Several studies related to this research with different results and methods have been
done, namely research conducted by Yuri Suryahadi in [26] with the title Analysis of
Perception and Consumer Preference on Kepulauan Seribu National Park Area using
cluster analysis method, Cochran analysis, conjoint analysis, and gap and biplot analysis.
The objectives of this study were: (1) to identify the demographic and psychographic
characteristics of respondents of Kepulauan Seribu National Park Area (2) to analyze
what attributes were considered by the respondents when going on a tour visit to
Kepulauan Seribu National Park area (3) to analyze perceptions of Kepulauan Seribu
National Park Area respondents (4) to analyze the respondent’s preference for Kepulauan
Seribu National Park and the position of Kepulauan Seribu National Park in the eyes of
respondents compared to similar areas (5) to formulate the appropriate managerial
implications for the development of Kepulauan Seribu National Park in terms of
marketing strategy. In this study, the research variables used are (1) tangible (2) reliability
(3) responsiveness (4) assurance (5) empahty. The results of the test using conjoint
analysis with the main attribute of Kepulauan Seribu National Park showed that the most
preferred attribute of the respondents was the wealth of natural resources and ecosystem,
coastal and beach tourism, and information center.

In addition, Lopes in [27] conducted a research entitled Post Hoc Tourist Segmentation
with Conjoint and Cluster Analysis with Conjoint and Cluster Analysis method. The
purposes of this study were (1) to find out the preferences of tourists (category of young
age) (2) to know the segmentation based on the preferences of tourists. The research
variables include: (1) Weather (2) Cultural offer (3) Kind of Destination (4) Leisure Offer
& Night Fun. Based on the results of the test using conjoint analysis, it was known that
the most preferred attribute of the respondents was the sunny weather, the high cultural
attraction offer, the type of beach destination with the high offer of activities at night, the
price with the range of 30 Euros and length of visit about 2 weeks.

Meanwhile, research conducted by Mehmet Mehmetoglu in [28] entitled
"Typologising Nature-based Tourists by Activity-theoritical and Practical Implications"”
showed that many of the existed typologies were theoretical and static (assuming the
tourists did not change the route) so there was a need to work more empirically,
especially related to a tourist activities based approach. The objectives were: (1) to know
the segmentation of nature-based tourists on the basis of travel activities; (2) to find out
whether the segment has different motivations for the current trip, as well as to find out
the further profiles of each segment according to the socio-demographic characteristics of
various trips. This research used cluster and conjoint method, wherein using cluster, there
were 3 segmentation based on travel activities. Among them, segment I: orientation to
culture and activity pleasure, segment II: orientation to nature activity, and segment Il1:
orientation to activities in natural setting. However, the main differences among them
were the tourists with various high activity (active) and those who assessed different
activities as low (passive). The conjoint method was used to find consumers references
based on grouped tourists, tourism activities belonging to the cluster of active tourists
were activities oriented towards culture and nature activities, whereas the only fun-
oriented tourism activity was cluster that classified as passive tourists. As an implication
the other theories, the weak role of demographic and travel characteristics in
distinguishing between different types of travelers, should also be mentioned. Only two
(income and travel mode) of the six demographic and travel features distinguished three
cluster-based activities from each other. In other words, and as noted by some studies,
developing a theoretical model based only on demographic and travel characteristics were
not useful for all contexts. The study also showed that psychographic information was
stronger in understanding tourism behavior.

A study conducted by Mohd Salleh Daim, Ahmad Nazrin Aris Anuar, Norajlin Jaini in
[29] under the title The Practice of Sustainable Tourism in Ecotourism Sites among
Ecotourism Providers explained that ecotourism and sustainable tourism have the same
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goal to link conservation, economic and rural development goals. Ecotourism also offers
a new educational experience for tourists, and it should be developed and managed in a
such way that is environmentally sensitive while protecting the environment. With the
entry of eco-tourism to Malaysia, the number of tourism agencies interested in becoming
ecotourism providers was increasing rapidly. Since there were no specific guidelines in
ecotourism practice, many tourism agencies usually proclaimed themselves as eco-tour
providers and served in the ecotourism industry without any restrictions. This situation
would definitely affect the environment due to lack of proper ecotourism practices.
Therefore, the aim of this study is to find out the current standard of ecotourism practice
among ecotourism providers in Malaysia, and also to determine whether ecotourism
providers follow sustainable tourism practices. This research tried to assist in identifying
best practices for ecotourism in Malaysia towards sustainable tourism. Amiluhur Soeroso
in [30], Green Tourism Development in Kaliurang-Kaliadem, Sleman, Yogyakarta, An
Implementation of Conjoint Analysis, examined the preferences of tourists on the
potential of green tourism in the Kaliadem region and knew the value of the economic
benefits of developing new and efficient tourism resources and plan for its development
strategy. With the method of conjoint analysis, we could get information about
characteristics of tourists visiting kaliadem based on the preferences of tourists as well as
the value of economic benefits and development strategies for that tourist area.

Arida in [31] explained that tourism activities are considered sustainable if they meet
the requirements of ecology, social, culture, and economic. First, ecologically sustainable,
i.e. the development of tourism does not cause negative effects to the local ecosystem.
Secondly, it is socially acceptable based on the ability of the local community so that it
won’t cause social conflict. Thirdly, culturally acceptable, and can be adapted by local
people to different tourist cultures, and. Fourthly, economically benefit and improve the
welfare of society.

Sustainable tourism development could not necessarily be manifested easily where
many obstacles should be encountered. Page in [32] mentioned four reasons why the
manifestation of sustainable tourism development is difficult to implement. First, too
many theories and experts and too few resources, and less time to act. Second, there is a
huge demand from the tourism sector. Third, while there is growing awareness of the
environment but still dominated by the attitude that show-off the pleasure of vacation
rather than responsibility for continuity in the tourist area. Fourth, changing the necessary
paradigm, toward the social and a more harmonious environment lifestyle. Muller
assumed that the implementation of sustainable tourism is a long and difficult way. If we
traced deeper to the definition of tourism based on the [33], it was stated that tourism is a
temporary, short-term movement from one person to an area where he doesn’t work or
live there on daily basis and also not an activity which tourists do everyday. Tourism in
several dimensions, there are two that differenciat; the definition of time and minimum
distance Warpani in [34] defined that tourism is one's travel activity to and reside in other
place outside the neighborhood for less than a year continuously, with the intention of
having fun. Based on the various definitions of tourism, there are four factors underlying
the definition of pure tourism, ie, first, the trip is done for a while, at least 24 hours and
less than a year. Second, the trip is done from one place to another, Third, the trip,
regardless of its form, must always be linked to sightseeing or recreation, and the fourth,
people who do the trip don’t not earn a living at the place they visited and solely as
consumers in that place [35].

Warpani in [34], viewed tourism as a system and categorized it in terms of demand and
supply. The demand component consists of the elements of the person, incited by the
desire of the person to travel and the ability to do it, while the components of the stock
are tourist attractions, as well as transportation, information and promotion and service.
From the eyes of a planner, all elements are important to be paid attention to, both in
terms of human resources, natural resources, as well as the built-in resources. The
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element of tourism is essentially a sector of industrial activity that directly or indirectly
becomes an integral part of all tourism activities.

In the development of tourism, especially tourism, development of tourism supply is
very important to be developed, especially tourist destinations. In this case, tourist
destinations are a complex form of tourism products and services. Based on that, a
destination is not solely one but consists of components that are mixed generally called
destination mix. There are four components that should be considered in tourism offers,
known as 4A, i.e. First, attraction; it is the most important component of the tourism
system because it is the motivation of tourists to visit the tourist destination. Second,
amenities (supporting facilities); that are facilities such as accommodation, food and
beverage, shopping center, sports and entertainment facilities and other facilities. Third
access (transportation), how tourists in the mobility to tourism destination or in tourist’s
destination, not only physical transportation but also related infrastructures, facilities,
operationals and government policies on transportation. Fourth, Ancillary Service; it is a
service provider for the needs of travelers, including tour guides, advertising agencies,
consultants, education and training service providers, and coordinates with local tourism
agencies. The need for supporting tools is ensure the smooth transfer process in line with
the desired time. Factor that is not less important in planning and developing tourism is
related to transportation. The main element of the transportation system consists of
passengers / goods to be moved, vehicles / transportation equipment as a means, road as
infrastructures of transportation, terminals, and organization as a transport manager to
achieve sustainable destination competitiveness. This is also strengthed by the model
developed by Pike & Page in [32]. In his research entitled "Destination Marketing
Organizations and Destination Marketing™ in Figure 1 as follows:

Sustained Destination Competitiveness

Resources Representing Sources of Comparative Effective Destination Management

Advantage " g
- altractive environment
Resource audit: - Pr"‘?'?lh-"‘_”_‘d”s“"ﬁ 1

- positive visitor experiences

- ongoing investments in new product development

Valu
Relative uniqueness - suslmn;hlc community
- Unimitability - supportive host community
= - casc of access
Effective
Organisation
(e.g. DMO)

INTERNAL — Efficient use of internal resources and appropriateness of DMO activities

EXTERNAL - Effectiveness of activities to achieve a leadership market position

Destination Brand Destination Brand Destination Marketing
Identity Development Positioning Performance Measurement

and Tracking

Fig. 1 Destination Marketing Framework

According to Larsen in [36], the tourism experience consists of three parts: the
planning process, the actual mission of the trip, and the memories of the trip. Planning a
pre-trip is part of the initial stage. The next step is the search for consumer information
which is an important part of the travel experience.

Copyright © 2019 NADIA 135



International Journal of Advanced Science and Technology
Vol.130 (2019)

In Sanur tourist destination, there are some sports that become tourism advantage
compared to other tourist destinations in Bali as well as in Indonesia, even the world.
When tourists come to Sanur beach, tourists will be able to see various marine tourism
activities, such as water tourism (banana boat, jet ski, parachute laying, glass bottom
boat), diving tours (free dive, scuba dive, sea walker), water sports (surfing, kite surfing,
wind surfing, wake boarding, standup paddle, fishing) and cruise tours (sailing with
jukung). As Appeared in the following Figure 2:

Fig. 2 Various water sport sctivities in Sanur

Sanur is one of the oldest areas in Bali, and the first area who have resort. Sanur began
to be visited by tourists since the 1930's. The beginning of coastal development of Sanur
happened when it was visited by foreign artists. Among them are the couple who are
dancers and photographers from the United States of America, whose names were
Katharane and Jack Marson. Other famous visitors are Hans and Rolf Neuhaus brothers
from Germany, they both opened an art gallery in Sanur, and the Belgian painter Adrien-
Jean Le Mayeur de Marphes, now some of his works are still stored in Meseum
"Lemayeur" located in Sanur Beach, and the museum still stands there to this day.

In 1963, the first President of the Republic of Indonesia, Ir. Soekarno officially opened
"Grand Bali Beach Hotel" with the number of rooms at that time were 300 rooms and
also still stand tall and firm there until now. The main attractions of sanur are the beauty
of white sand and the spectacular view both the landscape and the underwater beauty. The
existence of this beach is also very important for the sustainability of social activities
such as religion and culture. Besides that, sanur beach is also famous for its sunrise
beauty, which can be seen in the following Figure 3:

Fig. 3 Hotel Bali Beach and sunrise in Sanur

One of the advantages of Sanur Tourist Destinations is that tourists will be able to plan
a tour to Sanur as a tourist destination. The role of Sanur tourist destination information
becomes very important. Through prior trip planning, tourists get some important
information to develop their travel plans. In this case, the information available to the
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tourists can affect various aspects of decision making, especially its decision to visit [37-
39]. Thus, social media helps travelers to search, organize, and share their travel
memories and experiences through blogs (e.g. Blogger and Twitter), online social
networks (e.g. Facebook, RenRen, and Trip Advisor), media sharing sites (e.g. Flickr and
YouTube), social bookmarking sites (e.g. Delicious) and other means [40]. Everyday
millions of people join blogs and travel sites to share travelers' travel experiences.
Therefore, blogging plays an important role in the process of tourism production and
consumption. Furthermore, the web-based platform enables real-time recording and
sharing of travel experiences [41]. Thus, blogs and travel websites are a form of words
communication from mouth to mouth (WOM) that allows travelers to gain insight and
view from other travelers [42].

Modes of transportation also has an important role in transportation process especially
interaction between a region to another region. Marler in [43] mentioned that the
interaction between two different places in the use of its place then one must decide in
what way to connect the two areas. If you can use a telephone and correspondence, there
is no need for a trip, but if someone needs a physical presence in the area, there is a
selection of modes of transportation to be used by the person, whether walking or using a
vehicle.

Transportation network is also an element forming a residence environment for
humans in doing activities. Theory of Ekistics proposed by Doxiadis in [46], stated that
beside transportation, that environment is formed by the nature, man, society, shell (home
/ residence), and the last is the network including transport network. Systematically, these
five ekistic elements form an environment in which humans live. Nature is a place for
human as an individual to live in it and form a community. The formation of humans in
nature constitutes a social group known as society, which of course needs a shelter for
them to live. Shells are growing, becoming larger and more complex, and requiring a
network. Based on that, in principle, a human resident consists of content and place, both
human as an individual and as a society. Winarno in [47] describes the elements of
ekistics as a physical expression of a community that is organically related to each other.

5. CONCLUSION

Based on the description in findings and discussion in the previous chapter, it can be
concluded that with the increasing competition in the international tourism market would
emerge new tourist destinations, and affect the existing tourist destinations, so that the
existing tourist destinations must protect and strengthen their competitive advantage and
this is also a challenge for every tourist destination. Therefore, in order to be competitive,
tourist destinations offered to tourists should provide a superior experience compared to
other tourist destinations. In this way only, the tourist destination will be chosen by
potential tourists as a place to be visited. This can be achieved if we plan it well before. In
order to attract the attention of potential tourists and tourist decisions (destination
advantages over other destinations), the right choice, development and implementation of
successful strategies for specific competitiveness become very important. As a result of
the successful implementation and achievement of the main goal (increasing the visit of
tourists), tourist destination will get significant income from tourism, which its positive
effects will be felt in the entire tourist destination directly or indirectly related to tourism.
Thus, it will lead to faster and greater economic development in tourist destination and
higher quality of life for the residents.

Furthermore, tourism stakeholders need to notice that tourism has been able to develop
and offer leisure activities, awareness of the importance of culture and the exchange of
goods / international economy and provide employment and income in coastal cities.
Other studies have also largely justified the economic impact of tourism in a region that is
generally understood at two different levels: national and local levels. At the national
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level, the impacts of tourism, especially those that meet foreign tourists, can significantly
affect their ability to get income in form foreign exchange, therefore contributing
positively to the country's balance of payments. At the local level, job creation or
unemployment reduction has been identified as one of the most prominent benefits in
tourism development. With these economic benefits, then automatically the standard of
living that citizens will also increase. In order to focus on the advantage of competetive
destinations, a macro business perspective is needed for the entire tourism industry,
which means that all stakeholders should work together by focusing on the general
benefits of the destination rather than individual interests. Social media such as Flickr,
YouTube, Instagram, facebook, twiter also become very effective strategies in developing
and maintaining the level of competition for tourist destination.

This research is very simple because it only uses literature study approach so that it is
affected by the author's assumption and not based on real and specific phenomenon that
exist in certain tourist destination. Further research needs to be done by adding objects
and instruments and also clear subjects to be used or to be studied, so that the results of
the research would be clear and objective, and its usefulness will also be clearer. For
Sanur stakeholders, there are some things that need our attention, in order to strengthen
the Sanur tourist area to become a sustainable tourist destination. Steps that need to be
taken are 1) Improve transportation accessibility to Sanur tourist destination area. 2)
Improve publications and promotion for Sanur tourist destination both domestically and
internationally, 3) Shorten and simplify long process of bureaucracy for investment to be
made at Sanur tourist destination to support tourism in Sanur tourist destination, 4)
Provide education and training for local communities to enable them to participate in
tourism at Sanur tourist destination professionally. 5) Improve the stability of security and
peace of the Sanur tourist destination. 6) Divide the area into the zones based on the
tourism activities on that zone. 7) Establish monitoring posts in areaa that prone to
disaster to accelerate the spread of disaster information.
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