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ABSTRACT 

	This study aims to identify and analyze the characteristics and motivations of tourists visiting Taman Mini Indonesia Indah (TMII), focusing on demographic, geographic, psychographic, and travel pattern dimensions, as well as the dominant motivational factors influencing their visit. A quantitative descriptive research design was used, and the research was conducted during the on-site survey period from April to Juny 2025 at Taman Mini Indonesia Indah (TMII), Jakarta, Indonesia. Data were collected through structured questionnaires distributed to 100 respondents who met the criteria of being at least 17 years old and having spent a minimum of two hours at TMII. A 5-point Likert scale was used to measure motivational attributes. The sampling technique applied was stratified random sampling to reflect the heterogeneity of TMII visitors and to enhance the representativeness of the sample. Data were analyzed using descriptive statistics, including frequency distributions, percentages, and mean scores, were used to analyze visitor profiles and motivation patterns. The results show that 58% of visitors are young adults aged 20–30, with students (42%) and private employees (27%) forming the dominant occupational groups. Geographically, most visitors come from Jakarta (34%) and West Java (20%). The majority (70%) use private vehicles, 81% visit on weekends, and the typical length of visit ranges from 1 to 2 hours. Motivational results indicate that hedonic enjoyment, memory-making, relaxation, novelty-seeking, and information-seeking are the strongest drivers influencing visits, while social expansion is the least influential. The motivational pattern reflects a combination of push factors (internal needs for enjoyment, relaxation, novelty) and pull factors (TMII’s cultural attractions). This study contributes to tourism research by strengthening the understanding of motivational patterns in cultural theme parks and offering comparative value for similar destinations in the region.
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1. INTRODUCTION 

Indonesia’s tourism sector recorded its highest revenue in 2019, with projections of up to 20 million visitors for 2020 before the pandemic (Yusra et al., 2022). This rapid growth highlights an urgent need for professionalization and standardized service quality, particularly as Indonesia leverages digital technologies to promote its cultural and natural attractions and enhance its global standing (Susilo & Chen, 2023). With the increasing number of domestic and international travelers, continuous innovation is essential, particularly in developing sustainable, high-quality, and culturally immersive experiences.

Taman Mini Indonesia Indah (TMII), established in 1975, is Indonesia’s premier cultural theme park, encapsulating the nation’s cultural diversity in one site (Wulandari & Ruki, 2018; Lestari et al., 2019). Conceptualized by Tien Suharto, TMII serves as a cultural microcosm, showcasing traditional houses, regional pavilions, and exhibitions featuring attire, dances, and customs (Ricardianto et al., 2017). Its persistent popularity among local and foreign visitors underscores its vital role in highlighting Indonesia’s cultural richness (Sebastian et al., 2013). TMII is a leading family attraction and a dynamic platform for marketing cultural products through digital storytelling strategies (Darmawan, 2023; Lily Anita & Sukma Lestari, 2020), that extend promotional reach and deepen visitors’ cultural engagement. This approach reflects global tourism trends that emphasize the increasing importance of digital marketing (Baysha et al., 2024).

TMII occupies approximately 150 hectares. It functions as both a cultural repository and a recreational space. The park offers a diverse range of attractions, including natural landscapes and constructed facilities, as well as various performances and interactive activities (Iswidyamarsha & Dewantara, 2020). This combination of recreation and education transforms cultural assets into living, participatory experiences, not static exhibitions (Mandarani et al., 2025). Despite its long-standing operation, questions remain about TMII’s adherence to the UNWTO's standards for accessible tourism. This highlights an important area for improvement to accommodate a broader range of visitors (Lestari et al., 2019).

Tourist behavior encompasses the decisions and actions of individuals during their travel experiences, ranging from destination selection to post-visit reflections (Rani et al., 2019. This field of study frequently examines how various motivations, perceptions, and demographic characteristics influence travel choices and on-site engagement (Tamaratika et al., 2021). A comprehensive understanding of tourist behavior is essential for developing effective tourism strategies, particularly in destinations that blend cultural heritage with recreational opportunities (Su & Rahman, 2025). Recent scholarship emphasizes that factors such as customer satisfaction, loyalty, and price perception are crucial for a destination's success, necessitating a deeper understanding of customer engagement strategies to accurately predict visitor behavior (Bergel et al., 2019).

Tourist motivation is key to understanding why people travel. The push–pull theory explains that people are influenced by both inner needs (push factors) and attractive features of a destination (pull factors) (Dann, 1981; Crompton, 1979). For cultural tourism, motivations such as learning, experiencing new cultures, curiosity, and seeking genuine experiences are often the most important (McKercher & Du Cros, 2002). These motivations depend on various personal and lifestyle factors, highlighting the importance of understanding who the visitors are to comprehend how groups connect with cultural sites (Plog, 2001).

Previous studies on cultural theme parks highlight that visitor satisfaction and destination choice are significantly influenced by four key factors: educational value, entertainment, cultural representation, and facility quality (Timothy & Boyd, 2015). Indonesian research specifically identifies cultural display authenticity, accessibility, and digital media integration as growing motivators for visits, especially among younger and tech-savvy tourists (Darmawan, 2023). For Taman Mini Indonesia Indah, dominant pull factors include its wide array of cultural exhibits, traditional houses, museums, recreational spaces, and family-friendly amenities (Wulandari & Ruki, 2018; Ricardianto et al., 2017). Nonetheless, concerns about accessibility and modernization signal the importance of continually evaluating visitor expectations against global tourism standards (Lestari et al., 2019). Thus, understanding what motivates and characterizes tourists is vital to ensuring TMII's continued relevance, competitiveness, and ability to provide meaningful cultural experiences in an evolving tourism landscape.

A deeper exploration of visitor motivations and characteristics is crucial for enhancing accessibility and optimizing the tourist experience at TMII (Lestari et al., 2019). Cultural tourism experiences are shaped not only by motivation but also by perceived value, experience quality, and emotional engagement, all of which influence satisfaction and future behavioral intentions (Chen & Chen, 2010; Packer & Ballantyne, 2002). This study directly connects tourist motivations and profiles to strategic adaptation in a digitalizing tourism setting, offering specific insights for TMII. These insights inform targeted marketing, focused management, and sustained competitiveness as a man-made cultural destination (Darmawan, 2023). Additionally, understanding visitor dynamics guides the improvement of exhibition design in traditional houses and pavilions, supporting the founder’s mission of delivering meaningful experiences with curated collections (Wulandari & Ruki, 2018). In sum, this analysis reinforces TMII’s dual role, preserving heritage while innovating for contemporary needs, ensuring long-term relevance in a competitive global market (Widayanto & Supardal, 2025; Susi & Sugiyanto, 2025).


2. methodology 

The present study employed a quantitative descriptive research design to systematically examine the motivations and characteristics of visitors to Taman Mini Indonesia Indah (Hatapayo et al., 2025). Descriptive quantitative approaches are commonly used to map visitor characteristics and analyze motivational patterns through Likert-scale measurements, allowing for systematic interpretation of tourist perceptions. Data were collected using structured questionnaires designed to obtain comprehensive information on demographic profiles, travel behaviors, and the specific factors influencing tourists’ decisions to visit this cultural theme park. The target population consisted of all individuals visiting Taman Mini Indonesia Indah during the data collection period, encompassing both first-time and repeat visitors (Bergel et al., 2019). To ensure adequate representation across diverse visitor groups, a stratified random sampling technique was utilized. The strata were determined based on key visitor characteristics such as marital status, domicile, and type of visitors. These categories were selected to reflect the heterogeneity of TMII visitors and to enhance the representativeness of the sample. A total of 100 respondents participated in the study, each meeting the inclusion criteria of being at least 17 years old and having spent a minimum of two hours at the site. These criteria were implemented to ensure respondents possessed sufficient experience to provide meaningful evaluations of the research variables. The questionnaire was developed using a 5-point Likert scale, following the continuum principle, which ranges from the lowest to the highest levels of agreement. This structure enabled the collection of nuanced responses regarding visitor perceptions and experiences. Data collection was conducted during the survey period from April to June 2025 at Taman Mini Indonesia Indah (TMII), Jakarta, Indonesia, and administered primarily online using Google Forms, targeting individuals with prior experience visiting tourist destinations to ensure their ability to offer relevant insights into tourist behaviors and preferences (Hatapayo et al., 2025). The collected data were analyzed using descriptive statistics, including frequency distributions and mean scores.




3. results and discussion

1) Tourist Characteristics

Table 1 presents the demographic, geographic, psychographic, and travel-pattern characteristics of tourists visiting Taman Mini Indonesia Indah (TMII). These characteristics provide an overview of the visitors’ profiles, including their age distribution, occupation, education level, income range, place of residence, travel behavior, and mode of transportation. Understanding these attributes is essential for interpreting visitor patterns and identifying the key segments that contribute to TMII’s tourist population.

Table 1.Tourist Characteristics
	Characteristics
	Frequency
	Percentage (%)

	Gender

	Male
Female
	44
56
	44.0
56.0

	Age

	< 20 years
20–30 years
31–40 years
>40 years
	9
58
23
10
	9.0
58.0
23.0
10.0

	Occupation

	Housewife
Private Employee
Student/College Student
Farmer
Civil Servant/Police/Military
Entrepreneur
	11
27
42
3
3
14
	11.0
27.0
42.0
3.0
3.0
14.0

	Last Education

	Diploma
Bachelor
Master
Doctorate
Senior High School
Junior High School
	17
29
3
1
46
4
	17.0
29.0
3.0
1.0
46.0
4.0

	Monthly Income

	< Rp 1,000,000
Rp 1,000,000 – Rp 3,000,000
Rp 3,000,001 – Rp 6,000,000
> Rp 6,000,000
	26
29
29
16
	260.
29.0
29.0
16.0

	Companion During Visit

	Tourist Group
Family
Alone
Friends
	12
46
5
37
	12.0
46.0
5.0
37.0

	Domicile

	Banten
Yogyakarta
DKI Jakarta
West Java 
Central Java 
East Java 
Outside Java
	15
5
34
20
14
7
5
	15.0
5.0
34.0
20.0
14.0
7.0
5.0

	Travel Time to TMII

	< 1 hour
	6
	6.0

	1–3 hours
	33
	33.0

	4–6 hours
	22
	22.0

	> 6 hours
	39
	39.0

	Length of Visit

	< 1 hour
	5
	5.0

	1–2 hours
	44
	44.0

	2–3 hours
	30
	30.0

	> 3 hours
	21
	21.0

	Vehicle Type Used

	Large Bus
	10
	10.0

	Minibus/Microbus
	7
	7.0

	Car
	73
	73.0

	Motorcycle
	10
	10.0

	Visiting Time

	Weekdays
	25
	25.0

	Weekends
	41
	41.0

	Public Holidays
	34
	34.0

	Mode of Transportation

	Public Transportation
	8
	8.0

	Private Vehicle
	70
	70.0

	Rental Vehicle
	22
	22.0



The socio-economic profile indicates that TMII is predominantly visited by young adults, with the 20–30 age group representing more than half of all visitors. Students and young professionals also make up the largest occupational segments. This demographic pattern aligns with recent tourism literature, which shows that younger tourists tend to engage more actively in urban leisure and short-duration recreational trips (Mihai et al., 2023). Their generally lower income levels further support the interpretation that TMII attracts a price-sensitive audience that is highly responsive to affordable and accessible tourism offerings.

The distribution of educational attainment, dominated by high-school and bachelor’s degree holders, suggests that the site appeals to relatively well-educated visitors. Prior studies have demonstrated a positive association between education and cultural interest, leisure participation, and environmental awareness (Kronenberg & Fuchs, 2022). Therefore, these socio-economic indicators suggest that TMII may benefit from offering educational and interpretation-based experiences, which are commonly preferred by more educated tourists. The gender distribution was relatively balanced, with females slightly outnumbering males, a trend also reported in comparable studies on urban-park and cultural-heritage visitation (Li et al., 2024).

The geographic profile reveals that the majority of visitors originate from Jakarta, West Java, and Banten. This emphasizes TMII’s role as a regional leisure destination rather than a national or international attraction. Literature consistently finds that proximity is strongly correlated with visitation frequency, travel mode, and length of stay (Oklevik et al., 2021). Local and regional visitors typically engage in day trips, travel independently, and stay for shorter durations, patterns that align with the results of this study.

Moreover, the smaller portion of visitors coming from outside Java indicates that TMII has limited pull as a long-distance destination. This pattern has implications for destination marketing: rather than promoting TMII primarily as a long-haul attraction, management may benefit from focusing on strengthening its appeal as a metropolitan recreational hub. This may include collaborating with regional governments and transport providers to develop integrated leisure packages for residents of Greater Jakarta and surrounding provinces.
 
Psychographic attributes, particularly those related to transportation choice and visitation time, provide further insights into tourist preferences. The overwhelming use of private vehicles, particularly cars, highlights visitors’ preference for convenience, autonomy, and flexibility. Such preferences are strongly associated with psychographic segments that value comfort and control over their travel experience (Bhati, 2021). The low use of public transportation may indicate perceived inconveniences, insufficient connectivity, or a lack of awareness of available transit options. This pattern also contributes to congestion and environmental pressure, a concern commonly emphasized in the sustainable tourism literature (Li et al., 2024).

Visitation timing is similarly revealing. The predominance of weekend and holiday visits suggests that TMII is primarily positioned as a leisure-oriented destination. This behaviour is typical among tourists whose motivations are social, family-oriented, or recreational, consistent with the high proportion of visitors traveling with family or friends. Psychographic segmentation theory argues that motivations and lifestyle orientations drive temporal preferences and group composition (Bhati, 2021). Thus, TMII’s visitor base appears to be strongly motivated by leisure and social experiences rather than work-related or educational obligations.

Travel pattern data demonstrate that while many visitors originate from nearby regions, a significant portion report travel times exceeding six hours. This may reflect heavy urban congestion, group-organized travel, or visitors from more distant provinces. Regardless of origin, the relatively short length of stay, commonly one to two hours, supports the conclusion that the site functions largely as a short-visit destination.

The literature indicates that length of stay is influenced by transportation convenience, trip purpose, perceived attractiveness, and available activities (Gokovali et al., 2007; Oklevik et al., 2021).The brief duration observed in this study suggests that, although TMII offers a variety of attractions, many visitors choose only selected zones or limit their time on site due to schedule constraints or travel fatigue. This finding highlights an opportunity for TMII to develop more immersive, time-lengthening experiences, such as scheduled performances, thematic tours, or bundled multi-site passes, to increase visitor retention and spending.

2) Tourist Motivation

Table 2 presents the motivational factors influencing tourists’ decisions to visit Taman Mini Indonesia Indah (TMII). The table summarizes the mean scores of various motivation items, reflecting both psychological (push) and destination-based (pull) drivers. These motivations include cultural interest, social interaction, personal enjoyment, novelty-seeking, relaxation, and information-seeking. Understanding these motivational patterns helps explain visitors’ behavioral tendencies and provides insights for developing strategies to enhance the tourism experience at TMII.

Table 2.Tourist Motivation
	Item
	Mean Score
	Interpretation

	Visit TMII to see Indonesian culture
	3.96
	Cultural learning / curiosity

	Visit TMII to see Indonesian traditions
	3.80
	Cultural authenticity interest

	Obtain information from media
	4.16
	Information-seeking

	Keep in touch with friends & family
	3.67
	Family bonding

	Share happiness with friends & family
	4.15
	Social sharing

	Receive friendliness from others
	3.79
	Interpersonal warmth

	Make new friends
	3.31
	Social expansion

	Pursue a personal hobby
	3.74
	Hobby / leisure

	Find things they like
	4.13
	Personal interest-seeking

	Seek freedom
	4.00
	Autonomy

	Seek new experiences (novelty)
	4.15
	Novelty / stimulation

	Enjoy tranquility
	4.27
	Relaxation

	Create new memories
	4.30
	Memory-making

	Seek pleasure / fun
	4.44
	Hedonic enjoyment



The highest-rated motivations identified in the dataset are hedonic enjoyment (4.44), creating memories (4.30), and tranquility/relaxation (4.27). These findings indicate that experiential and emotion-driven motives dominate the visitor experience at TMII, consistent with its role as an experience- and culture-based attraction. In addition, relatively high ratings for information-seeking (4.16) and novelty (4.15) reflect strong cognitive and curiosity-based drivers, suggesting that visitors not only seek emotional gratification but also meaningful knowledge acquisition and exploration. Conversely, the lowest score, making new friends (3.31), suggests that social expansion is less prominent, whereas visitors place greater emphasis on bonding with existing social networks (e.g., sharing happiness and joy).

From the perspective of Push–Pull Motivation Theory, the results illustrate a distinctive blend of internal and external motivators. Push factors, such as hedonic enjoyment, novelty, relaxation, and the desire to build memories, represent internal psychological needs that prompt travel intentions. These are complemented by pull factors such as TMII’s cultural attributes (e.g., traditional houses, cultural exhibits), which externally attract tourists by offering tangible cultural stimuli. This mixed pattern aligns with contemporary refinements of push–pull theory, which conceptualize tourist motives as hierarchical and sometimes reflective/formative, wherein internal psychological drives are activated in response to, and interact with, destination attributes (Joseph & Gillariose, 2025).

The strong novelty-seeking score further reinforces established findings in the tourism literature, which identify novelty as a central mechanism underlying tourist enjoyment and experiential satisfaction. Novelty has been shown to enhance travel pleasure, predict destination satisfaction, and strengthen revisit intentions, particularly within cultural and domestic tourism contexts. At TMII, novelty appears to operate alongside hedonic enjoyment and relaxation, suggesting that visitors value a balance between familiar cultural representations and new, stimulating experiences. Such outcomes align with recommendations by Mitas & Bastiaansen (2018), emphasizing the need for tourism managers to integrate both routine cultural displays and more dynamic experiential elements (e.g., rotating exhibitions, interactive cultural performances).

Furthermore, recent scholarship conceptualizes tourist motivation as a complex adaptive system, wherein multiple motives, cognitive, affective, social, and intrinsic, interact synergistically rather than operating independently (Khalilzadeh et al., 2024). The TMII motivation profile supports this perspective: visitors demonstrating high hedonic, novelty, and cultural motives are also those who engage in social sharing and cultural exploration. Consequently, managerial strategies should adopt integrated, multi-dimensional intervention approaches that simultaneously address emotional enjoyment, cognitive enrichment, and social bonding opportunities to maximize visitor satisfaction and behavioral intentions.


4. Conclusion

This study concludes that tourists visiting Taman Mini Indonesia Indah are primarily driven by enjoyment, cultural curiosity, novelty-seeking, and the desire to create meaningful memories. Their demographic and psychographic profiles show that TMII predominantly attracts regional visitors who are young, relatively well-educated, and interested in short recreational experiences. While TMII’s cultural assets continue to serve as strong pull factors, the brief duration of visits and the heavy reliance on private transportation indicate several areas requiring improvement. Enhancing accessibility, diversifying attractions, and introducing more interactive and immersive programs are key strategies for increasing visitor engagement and satisfaction. Addressing these aspects will enable TMII to maintain its relevance, strengthen its competitive position, and better meet the expectations of contemporary tourists. It is important to note that these findings represent only the surveyed sample and cannot be generalized to the entire visitor population.
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