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Abstract 

Several kinds of agro-tourism are managed by the community and by the private sector. However, if 

agro-tourism is managed by the community, can it give satisfaction to the visitors? This study aims to 

determine the level of customer satisfaction by Customer Satisfaction Index (CSI) and to investigate 

what marketing mix attributes should be improved by IPA-Kano integration analysis. The research 

method used was a quantitative research on community-based Salak (Salacca zalacca) Agro-tourism in 

each category of tourism village, namely ’growing’, ‘developing’ and ‘independent’ tourism village 

categories. The measurement of visitor satisfaction used the marketing mix attributes of 7Ps (price, 

place, product, promotion, process, people and physical evidence). Based on the results of CSI, the 

services provided by the community-based salak agro-tourism manager are considered ‘Satisfied’ in the 

Growing and Developing agro-tourisms and ‘Very Satisfied’ in the Independent agro-tourism. Priority 

attributes that should be improved are attributes included in the ‘Fatal’ category. Priority attributes in 

‘growing’ agro-tourism are the marketing activities (publicity), availability and cleanliness toilet. 

Priority attributes in ‘developing’ agro-tourism are marketing activities (promotion), availability and 

cleanliness of toilets. Priority attributes in ‘independent’ agro-tourism are availability and cleanliness of 

toilets. 

Keywords: agro-tourism development; consumer satisfaction; IPA-kano integration; marketing mix 

 

Cite this as: Indrayanti, T., Jamhari, Mulyo, J. H., & Masyhuri. (2020). The Customer Satisfaction Analysis of 

Community based Agrotourism in Yogyakarta. Caraka Tani: Journal of Sustainable Agriculture, 35(1), 33-43. 

doi: http://dx.doi.org/10.20961/carakatani.v35i1.29336  

 

 

INTRODUCTION  

Tourism is an industry that is widely 

developed by either developed or developing 

countries to increase state revenue in the form of 

foreign exchange. The tourism industry is widely 

developed in many countries for some reasons. 

They are: 1) traveling has become human basic 

need, 2) tourism is considered as a low-waste and 

relatively clean industry if compared to other 

industries, 3) tourism gives a positive impact on 

the expansion of employment opportunities in 

business so that it can increase the community 

income and 4) tourism is a place for socio-cultural 
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interaction, at both national and international 

levels (Yoeti, 2008).  

One of the tourism sectors in Indonesia that has 

a potency for development is agro-tourism. It 

offers visitors an opportunity to experience rural 

lifestyle, allow them to be in a close contact with 

nature and to be involved directly in agricultural 

activities such as animal feeding, pick-your-own, 

participation in manufacturing process, etc. 

(Ezung, 2012). Sznajder et al. (2009) emphasizes 

that agro-tourism provides an opportunity to the 

tourists to be involved in a recreational activity in 

the rural area to extend their knowledge, as well 

as to get a recreational experience and a business 
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relationship in the agricultural sector. Past studies 

have shown that agro-tourism is an efficient 

economic driver against rural underdevelopment 

and depopulation, which is used as an important 

element of regional development strategy 

(Niedziółka and Brzozowska, 2009; Malkanthi 

and Routry, 2011; Hurst and Niehm, 2012).  

In the real practices, the development of agro-

tourism cannot be separated from the community 

around the agro-tourism area. Local communities 

play a key role in the success of an agro-tourism. 

An effort to involve the community in developing 

agro-tourism takes form an idea to develop pro-

community tourism, known as Community-Based 

Tourism (CBT). CBT can be identified as a 

community development strategy through self-

reliance, empowerment, sustainability, conser-

vation and cultural development to improve 

livelihoods in the community (Diharto et al., 

2018). Society occupies a position as an integral 

part that participate as both subject and object. 

Community participation is the main instrument 

due to the capacity for reinforcing the 

development of tourism businesses, particularly 

agro-tourism. 

Salak (Salacca zalacca) agro-tourism 

managers have recognized that they have to 

compete with similar businesses, and thus, they 

need to improve their services. Agro-tourism 

development is related to the presence of visitors. 

Marketing plays a role in attracting and increasing 

the number of visitors. Market research and 

understanding of visitor expectations when 

visiting a CBT are highly significant in enhancing 

the success of CBT development (Mtapuri et al., 

2015). Kayat (2014) argued that efficient 

marketing is compulsory to raise awareness about 

their offerings and inform potential visitors as 

they choose destinations, as well as ensure 

sustainability.  

To reach the planned visiting level, a manager 

develop a marketing mix strategy. The marketing 

mix is a combination of a number of controlled 

marketing variables and is used by the business as 

a tool to achieve the targets set by the business. 

According to (Wilson et al., 2009), marketing 

generally has a role in providing value to 

customers. The basic dimensions of providing 

value are defined in terms of the "Four Ps" 

framework, namely, product, promotion, price 

and placement (Perrault and McCarthy, 2002). 

Field conditions continue to grow and the 

marketing mix is expanded to be more effective in 

accordance with the condition in which the 

company operates. The culmination of this effort 

couples with the movement towards a service-

oriented economy, resulting in a marketing mix 

consisting of three unique dimensions which 

broaden the four Ps, namely the dimensions of 

physical evidence, people and processes. Salak 

Agro-tourism marketing strategy emphasizes 

seven marketing variables, commonly known as 

7Ps, including product, place, price, promotion, 

people, physical evidence, process. 

Customer satisfaction is an essential parameter 

of sustainable business. The increasingly 

aggressive competition has demanded a service 

provider to always pamper consumers by 

providing the best service. Service quality is an 

important component in consumer perception and 

in its influence on customer satisfaction. The 

better the quality of services provided is, the better 

the image of customers will be. Ooi et al. (2011) 

defined customer satisfaction as the level of one's 

feelings as a result of a comparison between 

reality and expectations received from a product 

or service. When product performance is lower 

than the expectations of customers, buyers are not 

satisfied. If performance matches expectations or 

exceeds expectations, buyers feel satisfied or feel 

highly contented. Satisfied customers will 

repurchase and tell others about good experiences 

about the product. The key is to integrate 

customer expectations with company perfor-

mance. Smart companies have the goal of making 

customers happy by promising only what they can 

give, then giving more than they promise. 

Therefore, the purpose of this study was to 

determine the level of satisfaction of visitors of 

community-based salak agro-tourism in the 

Special Region of Yogyakarta and to identify the 

attributes that must be improved to upsurge 

customer satisfaction. 

MATERIALS AND METHOD 

Research on the satisfaction of visitors in 

community-based salak agro-tourism was carried 

out in Turi Sub-district, Sleman Regency, 

Yogyakarta, the center of development for the 

salak commodity. The research was conducted 

from November 2017 to April 2018. This study 

uses a quantitative research.  

The business sampling method was done with 

purposive sampling, a deliberate sampling 

technique based on certain criteria or consi-
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derations. The sample taken in this study was 

community-based salak agro-tourism and 

represented each category of tourism villages; 

they are Pulesari Tourism Village representing 

‘independent’ agro-tourism, Pancoh Tourism 

Village representing ‘developing’ agro-tourism, 

and Ledok Nongko Tourism Village representing 

‘growing’ agro-tourism. The Sleman Regency 

Tourism Office (2016) divided CBT (tourism 

village) into three categories, namely the 

‘growing’, ‘developing’ and ‘independent’. The 

visitor sample taking was performed with 

purposive sampling technique. Respondents who 

chosen the salak agro-tourism tour package in 

addition to other tour packages. There were 30 

visitors in each designated salak agro-tourism. 

Data were collected through a questionnaire by 

providing a list of questions to tourists visiting 

salak agro-tourism as respondents and a five point 

Likert scale, embedded in a structured 

questionnaire, to explore the level of importance 

and the level of performance, and function and 

dysfunction services. 

The analytical tool used to determine the level 

of customer satisfaction was the Importance-

Performance Analysis (IPA) by calculating the 

Customer Satisfaction Index (CSI). The first step 

to measure CSI was the determination of the Mean 

Importance Score (MIS) and Mean Satisfaction 

Score (MSS). This value comes from the average 

level of importance and performance of each 

attribute, with the formula: 

 

𝑀𝐼𝑆 =  
∑ 𝑌𝑖𝑛

𝑖=𝑙

𝑛
 

 

𝑀𝑆𝑆 =  
∑ 𝑋𝑖𝑛

𝑖=𝑙

𝑛
 

 

Here, n is the number of respondent, Yi is 

importance value of attribute at-i and Xi is 

performance value of attribute at-i. The second 

step was the calculation of the Weight Factors 

(WF) that is the percentage of MIS values per 

attribute against the total MIS of all attributes. 

 

𝑊𝐹𝑖 =  
𝑀𝐼𝑆𝑖

∑ 𝑀𝐼𝑆𝑖
𝑝
𝑖=𝑙

𝑥 100% 

 

Here, p is the number of attributes of interest 

and i is attribute at-i. The third step was the 

calculation of the Weight Score (WS) that is the 

multiplication of WF with the average level of 

satisfaction (MSS). 

 

𝑊𝑆𝑖 = 𝑊𝐹𝑖 𝑥 𝑀𝑆𝑆𝑖 
 

The last step was the calculation of CSI with 

the formula: 

 

𝐶𝑆𝐼 =  
∑ 𝑊𝑆𝑖𝑝

𝑖−𝑙

5
𝑥 100% 

 

The overall level of satisfaction of respondents 

can be seen from the visitor satisfaction criteria 

listed in Table 1. 

 

Table 1. Visitor satisfaction criteria 

CSI value CSI criteria 

081 – 100 

066 – 800 

051 – 650 

035 – 500 

000 – 340 

Very satisfied 

Satisfied 

Satisfied enough 

Less satisfied 

Dissatisfied   
Source: (Chandrawatisma and Sukardi, 2006) 

 

Service attributes that must be improved to 

increase customer satisfaction can be determined 

using the IPA-Kano Integration Analysis. The 

IPA-Kano Integration Analysis is an analysis that 

combines the results of the IPA analysis and the 

results of Kano analysis, which can later 

determine the service attributes included in the 

priority of improvement. The first step is to 

identify service attributes with IPA by analyzing 

and classifying attributes into “Concentrate 

Here”, “Keep up the Good Work”, “Low Priority” 

and “Possible Overkill” (Figure 1). 

The next step is the identification of attributes 

with the Kano Model by classifying attributes into 

Kano categories namely Questionable (Q), 

Reverse (R), Attractive (A), Indifferent (I), One 

dimensional (O) and Must be (M). The ‘M’ occurs 

if the customer feels dissatisfied when the 

performance of product attributes (goods or 

services) is low, but customer satisfaction does 

not increase beyond the neutral area even though 

the performance of product attributes is high. The 

‘O’ occurs if customer satisfaction has a linear 

function with the performance of product 

attributes. High product attribute performance 

also results in high customer satisfaction. The ‘A’ 

occurs if customer satisfaction increases multiple 

times as attribute performance increases, but the 
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decrease in performance of this attribute does not 

cause a decrease in the level of customer 

satisfaction. The ‘I’ occurs if the presence or 

absence of attributes in this category does not 

affect the service user satisfaction. The ‘Q’ occurs 

if service users feel satisfied or dissatisfied with 

the existence of attributes in this category, so there 

is no clarity whether the attributes in this category 

are expected or not. The ‘R’ occurs if service users 

are satisfied if the attributes in this category do not 

exist or in other words service users do not feel 

satisfied if there are attributes in this category 

(Kano et al., 1984).  

 

 
Figure 1. Quadrant of IPA (Martilla and James, 1977) 

 

After the analysis of IPA and Kano model, the 

attributes that are included in the priority of 

improvement can be determined with several 

indicators (Kuo et al., 2012). 

1. These attributes are attributes that include 

IPA I quadrant. The reason for choosing 

quadrant I is that it has a large level of 

importance but service user satisfaction is still 

lacking. 

2. The Kano category that is chosen for 

improvement is in accordance with the rules 

M> O> A> I (Figure 2). 

 

 
Figure 2. IPA-Kano model 

Source: (Kuo et al., 2012) 

RESULTS AND DISCUSSION 

Consumer satisfaction can only be achieved  

by providing good quality services to consumers.

Good services are often valued by consumers 

directly. Therefore, an effort is needed to improve 

the quality of services provided in order to fulfill 

the desires and increase the customer satisfaction. 

Thus, service quality is an important aspect that 

must be considered by the company in order to 

achieve customer satisfaction. The level of 

customer satisfaction of community-based salak 

agro-tourism in each tourist village category can 

be seen in Table 2. The results of the IPA-Kano 

Analysis are presented in Table 3. 

 

Table 2. Community-based salak agro-tourism 

customer satisfaction at each category of 

tourism village 

No. Agro-tourism CSI Score 

1. Growing  73.14 Satisfied 

2. Developing  73.51 Satisfied 

3. Independent  84.00 Very satisfied 

 

‘Growing’ agro-tourism 

Ledok Nongko Tourism Village is a tourist 

village that is included in the ‘Growing’ category. 

The attractions offered in this tourist village only 

specialize in educational and training activities in 

organic salak cultivation for students, university 

students and the common people from society. 

Other tourism activities have not yet been 

developed. Salak in Ledok Nongko Tourism 

Village is organic and certified in quality (Organic 

Persada and IMO International Organic). 
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Table 3. Service attributes included in priority improvement based on IPA-Kano integration analysis 

Agro-tourism Service attribute category Service attribute 

Growing  

(Ledok Nongko 

Tourism Village) 

Fatal  

(quadrant I – must be) 
- Publicity 

- Toilet 

Defenseless strategic point  

(quadrant I – one dimensional) 
- Variation of tourist attraction 

- Quality of tourist attractions  

- Means of transportation 

- Infrastructure 

- Accommodation facilities 

- Restaurant 

- Garbage bin 

- Meeting room 

- Responses to criticism and suggestions 

- Shop of product sales 

Dusty diamond  

(quadrant I – attractive) 
- Tourist attraction innovation 

- Advertising 

- Promotion 

- Number of employee 

- Layout and design  

Developing  

(Pancoh Tourism 

Village) 

Fatal  

(quadrant I – must be) 

- Promotion 

- Toilet  

Defenseless strategic point 

(quadrant I – one dimensional) 
- Variation of tourist attraction  

- Tourist attraction innovation 

- Means of transportation 

- Accommodation facilities 

- Meeting room 

- Shop of product sales 

Independent  

(Pulesari Tourism 

Village) 

Fatal  

(quadrant I – must be) 
- Toilet 

Defenseless strategic point 

(quadrant I – one dimensional) 
- Means of transportation 

- Accommodation facilities 

- Shop of product sales 

 

The result of CSI measurements in Ledok 

Nongko Tourism Village is 73.14 which means 

that consumers (visitors) felt satisfied with the 

services provided by the management of Ledok 

Nongko Tourism Village. However, based on the 

results of the IPA-Kano Integration analysis, there 

are attributes of service that fell into ‘Fatal’ 

category and must be improved by the 

management of Ledok Nongko Tourism Village 

because it would cause high dissatisfaction to the 

users of the service. The attributes are marketing 

activities (publicity), toilet availability and 

cleanliness. Ledok Nongko Tourism Village has 

not optimally conducted marketing activities. This 

is due to limited human resources, in which most 

of them are at old age, so they only rely on 

relations from local travel agents. The majority of 

young people (productive) work outside the 

village. Maneenetr et al. (2014) said that to 

promote local community participation in the 

development of agro-tourism, several strategies 

have to be made: 1) promoting agro-tourism 

through advertising 2) improving local facilities to 

respond tourists’ needs and expectation, 3) 

establishing a local agricultural learning center 4) 

building agro-tourism networks and 5) promoting 

the roles of the young members of the community 

in agro-tourism. Moreover, the tourist village does 

not have public toilets, so the visitors must use 

villagers’ toilets. 

Ledok Nongko Tourism Village must also 

improve service attributes that are in the 

Defenseless Strategic Point category, which can 

increase visitor satisfaction, including variations 

in tourist attractions, quality of tourist attractions, 

means of transportation, infrastructure, accommo-
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dation facilities, restaurants, garbage bin, meeting 

rooms, responses to criticism and suggestions and 

product sales shops. This village does not have a 

variety of tourist attractions offered to visitors. 

The manager only offers an organic salak 

education package and salak fruit harvesting. 

There are no other tourist attractions like those 

offered by other tourism villages. This is due to 

limited space for additional attractions and this 

can happen because there is no space or land in 

the village that is donated for facility and activity, 

for example, the absence of rivers for river flow 

activities, the absence of open fields for outbound 

activities or areas for meetings, product sales 

shops and art shows. This resulted in the condition 

that the majority of visitors can only feel the 

sensation of harvesting and enjoy organic salak 

fruit directly with little point of education from the 

manager regarding their cultivation. Visitors 

cannot linger in the tourist village for a longer 

duration. The availability of homestays in the 

tourist area in common is only used for students 

who are in Field Work Practice. Tourist visitors 

rarely use the facility because of the limited tourist 

attractions offered.  

Therefore, it is necessary to provide facilities 

that make visitors feel at home or comfortable to 

stay longer such as lodging facilities (accommo-

dation) and providing more attractive tour 

packages. The provision of a salak education tour 

package does not only provide education for 

organic salak cultivation but also can educate 

various processed foods or snacks from salak. 

This facility supports the achievement of 

increasing the added value of agro-tourism 

products perceived by consumers. It also focuses 

on the quality of agricultural product and places 

consideration on providing healthful food for 

consumers (Hjelmar, 2011). Transferring to 

organic agriculture increases the income of the 

local community and creates image of an organic 

agriculture destination for tourists. At present, 

many tourists visit village to experience the fresh 

atmosphere of the destination and learn about 

organic farm processes. This enables the local 

community to gain additional income from agro-

tourism activities (Maneenetr et al., 2014).  

The manager of Ledok Nongko Tourism 

Village has also not provided an optimal response 

to criticisms and suggestions from visitors 

because the manager feels and admits the 

limitations they have. This has led to the passive 

existence of the Ledok Nongko Tourism Village, 

which has even decreased the quality of tourism. 

Umar (2003) stated that managers must have the 

ability to communicate to convey information to 

customers or obtain input from customers and 

understand customers about their needs and 

desires. Lin et al. (2018) also stated that tourists' 

perceptions of service quality are significantly 

influenced by professional competence (pro-

fessional attitude, professional knowledge and 

professional skills) of tour guides. A positive 

professional attitude can bridge the gap between 

tourists, tour guides and tourism managers. In 

addition, employee service can influence 

consumer satisfaction that comes from shopping 

experience (Lovelock and Wirtz, 2011). Engeset 

and Heggem (2015) also states that an important 

strategy in agro-tourism product development is 

personal contact with consumers. Managers can 

confirm orders by contacting guests for a second 

time, either by email or by call. Thus, the manager 

can find out the shortcomings of the business 

being run, so that it can improve the quality of 

service.  

Improvements in service attributes included in 

the Dusty Diamond category also need to be 

carried out by the management of Ledok Nongko 

Tourism Village. There are tourist attraction 

innovations, advertising, promotions, increasing 

number of employees and design and layout of 

locations. Fixed attributes can attract the attention 

of visitors to come in the Ledok Nongko Tourism 

Village. The tourist attraction innovation needs to 

be provided by the manager to improve variety of 

attractions offered, so that visitors do not only 

learn about the cultivation of salak fruit, but they 

can also enjoy the other tourist attractions offered, 

for example, arts events or local customs. Wang 

et al. (2012) revealed other major factors effecting 

tourist experience; they are resource conditions, 

recreational activities, tourism facilities, inte-

grated management, related personnel and the 

quality of service that is considered a main 

determinant factor of customers’ experience. 

Tung and Ritchie (2011) emphasize the necessity 

of several conditions required for the process of 

creating memorable tourist experiences. The first 

important thing is qualified human resources, in 

particular skilled tour guides; second, stimulating 

interaction between tourists and the local 

community; and, last, the creation of a surprising 

element as a driver of high levels of customer 

satisfaction. 
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‘Developing’ agro-tourism 

Pancoh tourist village is a tourist village that is 

included in the developing category. The number 

of visitors in the Pancoh Tourism Village is 

increasing from year to year. The tourism 

organizations are capable of serving the number 

of tourists by increasing the supporting facilities 

and other tourist facilities. The facilities that are 

already complete include homestay (with 

bathroom facilities, clean water and electricity), 

public toilets already available at camping and 

“joglo” locations, stage shows and supporting 

tools for artistic activities. Pancoh Tourism 

Village has the potential of a tourist attraction 

with the concept of ecotourism. There are rivers, 

ponds, organic farming, livestock raising and 

biogas processing and salak plantations. The 

attractions offered include river tracking, 

outbound, picking of salak and organic vegetables 

and art activities (“Wiwit”, “Nyadran”, 

“Njenangi” and “Mitoni”) 

The result of CSI measurements in Pancoh 

Tourism Village was 73.51, which means that 

visitors felt satisfied with the services provided by 

the manager of the Pancoh Tourism Village. 

Based on the results of the analysis of the 

Integration of IPA-Kano, there are still service 

attributes included in the Fatal category and must 

be improved by the manager of the Pancoh 

Tourism Village, which are marketing activities 

(promotion), availability and cleanliness of 

toilets. The management still needs to do more 

intensive marketing activities to attract visitors, 

not only in the region of Yogyakarta but also out 

of the region of Yogyakarta. Pancoh Tourism 

Village can carry out promotional activities 

through electronic mass media such as on local 

television stations in the city of Yogyakarta and 

its surroundings. Television has become one of 

the most popular media among the public. 

Television has the advantage of being very 

effective (powerful) in conveying information 

visually to the public. According to data from the 

2015 Central Statistics Agency, 91.47 percent of 

the population over the age of 10 still uses 

television as the main access to information.  

The thing that is often complained about by 

visitor every time they come to the Pancoh 

Tourism Village is the availability and cleanliness 

of the toilet. This is because the average visitors 

in Pancoh Tourism Village come from big cities 

and they want to enjoy the rural atmosphere. The 

level of cleanliness of the people of the city and 

the village community is different. The toilets 

available in the tourism village do not meet the 

standards of visitors from cities.  

Service attributes that are in the Defenseless 

Strategic Point category that must be repaired by 

the manager of the Pancoh Tourism Village are 

the variations and innovations of attractions 

offered, accommodation facilities, meeting 

rooms, transportation equipment and product 

sales shop. The facilities are available in the 

tourist area, but they are simple and limited, and 

therefore, they need improvement to help increase 

visitor satisfaction. The Pancoh Tourism Village 

does not have a permanent area of product sales 

shop. Availability of product sales shop is 

necessary to sell the typical products and 

souvenirs of the tourist village community that 

visitors can purchase. Umar (2003) revealed that 

if the facilities needed by consumers in tourist 

attractions are available, the level of customer 

satisfaction would increase. 

‘Independent’ agro-tourism 

Pulesari Tourism Village is a tourist village 

that is included in the Independent category since 

its inception in 2012. Pulesari village has a high 

level of development, especially seen from the 

high number of visitors. The service facilities, 

tourist attractions and human resources can serve 

tourists in large numbers. The tourist village has a 

good managerial organization. Most people are 

involved in every tourism activity. The attractions 

offered by Pulesari Tourism Village are salak 

tourism, Outbound and River Tracking, Art 

(“Salak” Dance, “Kubro Siswo”, “Bergodo”, 

“Kleting Sari”, “Hadroh”, “Jathilan”, 

“Dayakan”), Processed food (“Dodol Salak”, 

“Geplak Salak”, “Enting-enting Salak”, “Jenang 

Salak”, “Wingko Salak”, “Wajik Salak”, “Bakpia 

Salak”). 

The result of CSI measurement in Pulesari 

Tourism Village was 84.00, which mean that 

visitors felt very satisfied with the services 

provided by Pulesari Tourism Village managers. 

Pulesari Tourism Village is one of the tourism 

villages that has been independent in its 

management and the Sleman Regency 

government prepares Pulesari Tourism Village as 

a competitive tourism village. The managers are 

able to serve visitors in large numbers every day 

and provide good services supported by sufficient 

facilities. However, based on the analysis of the 

Integration of IPA-Kano, there are still a number 
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of aspects that must be improved by the 

management included in the fatal category, which 

are the availability and cleanliness of toilet. The 

availability and cleanliness of the toilets have not 

met the standard conditions of the visitors' needs, 

which on average come from urban areas, so there 

are still complaints from visitors regarding the 

availability of toilets. 

Other service attributes in the Defenseless 

Strategic Point category that must be improved 

are the accommodation facilities, product sales 

shops and means of transportation. If these three 

attributes can be managed properly by the 

manager, visitor satisfaction and the level of 

visitor can be enhanced. 

Satisfaction can be measured from tourists’ 

expectations as well as their actual formation of 

positive feeling to reach tourist destinations 

during or after the process of tourism 

consumption (del Bosque and Martín, 2008). Al-

Ababneh (2013) said that service quality directly 

impacted tourist satisfaction throughout 

destination facilities, destination accessibility and 

destination attraction. Sugandini et al. (2017) 

stated that community that can satisfy the tourists 

have an impact on the willingness of tourists to 

visit tourist destination and improve word of 

mouth communication (Dyah et al., 2017; 

Haryono et al., 2017). However, increasing 

customer satisfaction by enhancing the tourist 

experience requires a better understanding of 

customer needs and their individual preferences 

(Hurst and Niehm, 2012). 

Based on CSI analysis, each agro-tourism has 

given satisfaction to consumers. However, most 

visitors cannot be dependable on this agro-

tourism. They only come once to enjoy the 

provided agro-tourism service. In the research by 

Sugandini et al. (2018), the primary data analysis 

shows that tourism destination quality, 

satisfaction, and image according to the visitor 

perception are good, but these are not in line with 

the visitors’ level of loyalty. Most of the tourists 

visit Special Region of Yogyakarta just once and 

they merely consider this area as a transit 

destination.  

In general, community-based salak agro 

tourism in Sleman Regency (Ledok Nongko 

Tourism Village, Pancoh Tourism Village, 

Pulesari Tourism Village and other tourist 

villages) encounter the identical problems, 

namely accommodation facilities that have not 

met the standards of visitor needs, availability of 

toilets that has not reached to the level of 

cleanliness of the urban community and the 

limited availability of public transportation to the 

location of tourist villages.  

Complaints about the availability of homestays 

and toilets are often made by visitors coming from 

big cities outside Yogyakarta because of the 

different standard of living between rural 

communities in Yogyakarta and other big city 

communities. Choo et al. (2017) said in their 

research that the factors of price and cleanliness 

are the most salient for rural accommodation 

selection criteria. In addition, the unavailability of 

public transportation to the location of tourist 

villages makes it difficult for visitors who want to 

come individually or in small groups. During this 

time, the village tourism manager cooperates with 

travel agents with their fleets to bring visitors to 

the tourist village location. Bagi and Reeder 

(2012) said that public access to the farm for 

recreation has the greatest positive impact, followed 

by farms near central cities. Therefore, there is a 

need for partnerships that can help in overcoming 

these problems by the collaboration between 

village tourism and travel agents so it is expected 

to ease visitors who plan to come to the tourist 

village. According to Budiasa and Ambarawati 

(2014), The conditions might be due to limited 

capacity of local community in agro-tourism, 

inadequate budget to provide many standardized 

agro-tourism facilities, lack of adequate 

promotion, and limited agro-tourism landscaping.  

The existence of agro-tourism is expected to 

give enhanced contribution to the future of 

Indonesian regional tourisms in general. To 

advance agro-tourism development and 

contribution to sustainable, appropriate capacity 

building programs on agro-tourism for local 

community, supported by government budget 

and/or corporate social responsibility programs, 

will be helpful and useful (Budiasa and 

Ambarawati, 2014). Jensen et al. (2014) add that 

agro-tourism can serve as a means for farmers to 

diversify their operations to add to farm income, 

even on small farms. These farmers are moving 

towards alternative forms of economic activities 

such as organic farming and provision of farm 

house accommodation (Flanigan et al., 2014; Olya 

et al., 2014). Hamilpurka (2012) indicated that 

agro-tourism in Karnataka in India, has improved 

farmers’ income and contributed to educating the 

tourists and local communities on sustainable 

agriculture. Finally, human resources as a major 
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asset in an organization also need to be upgraded 

since capabilities, skills and knowledge of tourism 

service providers have significant roles in the 

success of agro-tourism (Handriana and Ambara, 

2016). 

CONCLUSIONS 

Based on the calculation of the CSI, the 

services provided by the community-based salak 

agro-tourism manager are considered Satisfied in 

the ‘Growing’ and ‘Developing’ agro-tourism 

category and considered Very Satisfied in the 

‘Independent’ Tourism Village category. Priority 

attributes that should be improved are attributes 

included in the ‘Fatal’ category. Priority attributes 

in ‘growing’ agro-tourism are the marketing 

activities (publicity), availability and cleanliness 

toilet. Priority attributes in ‘developing’ agro-

tourism are marketing activities (promotion), 

availability and cleanliness of toilets. Priority 

attributes in ‘independent’ agro-tourism are 

availability and cleanliness of toilets. 
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