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INTRODUCTION 

The Government of Indonesia in the National Medium-Term Development Plan (Rencana 

Pembangunan Jangka Menengah Nasional, RPJMN) 2015 to 2019, has set a number of objectives to 

increase the role of tourism in the Indonesian economy. Between 2015 and 2019, its goals together 

with the Ministry of Tourismõs goals are to increase:  

¶ international visitors from 9 million to 20 million;  

¶ domestic visits from 250 million to 275 million;  

¶ the tourism contribution to GDP from 4 percent to 8 percent;  

¶ tourism foreign exchange revenues from IDR120 trillion to IDR240 trillion;  

¶ Indonesiaõs Travel and Tourism Competitiveness Index ranking from 70th to 30th place; and  

¶ tourism sector employment from 11 million to 13 million workers.   

To achieve these goals President Joko Widodo urged his cabinet to accelerate the development of 10 

priority tourism destinations (Figure 1): 

¶ Borobudur (Jogjakarta, Solo, Semarang: Central Java)  

¶ Lake Toba (North Sumatra)  

¶ Mandalika (Lombok)  

¶ Bromo, Tengger, Semeru (East Java) 

¶ Labuan Bajo (Flores)  

¶ Wakatobi (South East Sulawesi) 

¶ Pulau Seribu / Kota Tua (DKI Jakarta) 

¶ Morotai (North Maluku) 

¶ Tanjung Lesung (Banten)  

¶ Tanjung Kelayang (Bangka Belitung) 

The 3 destinations in bold are considered high priority destinations with additional effort being 

expended to encourage and develop tourism.  

The World Bank has been requested by the Government of Indonesia to support, through financing, 

advisory support, and analytics, the Governmentõs efforts to accelerate tourism development in the 

10 priority destinations. As part of this support, in August 2016, the World Bank engaged Horwath 

HTL (HHTL) and Surbana Jurong to conduct a market analysis and demand assessment for the 10 

priority destinations, with a focus on Lombok, Borobudur and Lake Toba.  
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FIGURE 1 ð LOCATION  OF 10 PRIORITY TOURI SM DESTINATIONS IN I NDONESIA  

 
Source: Google Maps, Surbana Jurong 

The key objective of the Assessment is to assist the Government of Indonesia in identifying and 

prioritising infrastructure, skill and SME development, planning and other tourism-related 

expenditures to accelerate the development of the 10 priority tourism destinations. The scope 

comprises of (1) market demand and supply analysis, plus investment analysis and (2) demand 

assessment (projections) and investment needs (including infrastructure). The findings are expected 

to inform the governmentõs integrated tourism master plans for these destinations. 

 

To this end, the following key tasks were undertaken:  

 

Task 1: Understanding governmental decentralization & its effect on decision making plus 

preliminary information gathering.  

Task 2:  Collection and analysis of the governmentõs statistical data.  

Task 3:  Survey of international and domestic tourism stakeholders for collection of public and 

private sector information.  

Task 4:  Survey of tour-operators in selected key markets.  

Task 5:  Secondary research on tourism supply and demand.  

Task 6:  Analysis of the image of Indonesia and the 10 priority destinations.  

Task 7:  Future market demand analysis.  

Task 8:  Investment and infrastructure needs assessment. 

Task 9:  SMEs and skills assessment and needs.  

 

Appendix IV contains a list of interviews undertaken with both the public and private sectors to gather 

primary research that was used to supplement secondary research. The list includes the number of 

interviews, the organisation (where appropriate) and the location.  
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This Report is part of a series of reports:  

¶ report for Indonesia, country level; 

¶ reports for the 3 high priority destinations (Lombok, Borobudur, and Lake Toba); and, 

¶ reports for the 7 other priority destinations (Bromo/Tengger/Semeru, Labuan Bajo, Wakatobi, 

Pulau Seribu/Kota Tua, Morotai, Tanjung Lesung and Tanjung Kelayang). 

Assessment of the Destination and Key Tourism Areas  

The 3As terminology (Attraction, Amenities and Accessibility) can help explain how the supply and 

demand analysis and needs assessment was carried out for the destination with respect to the 

destination boundary and the key tourism areas.   

¶ Attractions : attractions specifically focussed on engaging and drawing visitors to the destination. 

The destination is defined by its attractions and their ability to draw visitors. Within the 

destination boundary, (existing and future) clusters of attractions with potential for tourism 

development and propensity to generate overnight stays and revenue and/or (existing and future) 

key tourism areas are identified and henceforth called òkey tourism areasó.  

¶ Accessibility : methods of reaching the destination via the main gateways (external accessibility) 

plus transport links between gateways, attractions and key tourism areas all of which support the 

destination (internal accessibility).  For external accessibility, the focus is on the gateway hubs 

(such as airports and ports). For internal accessibility, the Report assesses the transport 

infrastructure; the existing, the gaps and the required transportation network that facilitates 

accessibility within the destination.   

¶ Amenities : support the destination and the attractions such as hotels, restaurants and 

entertainment facilities together with basic capacity infrastructure. Within the destination 

boundary, and generally within the key tourism areas, the Report assesses: 

- the existing basic infrastructure capacity (water supply, power supply, telecommunication, 

waste water and waste management, etc.);  

- identifies any basic infrastructure capacity gaps;  

- analyses demand and supply of existing attractions and amenities;  

- provides projections for future attractions and amenities; and  

- provides an assessment of infrastructure needs of the destination to ensure success of the 

attraction and amenities. In some cases, when amenities within the destination boundary 

have a direct effect on the attractiveness of the key tourism areas, the scope of the baseline 

and investment needs of basic capacity infrastructure is conducted beyond the key tourism 

areas. 
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BASELINE DEMAND & SUPPLY 
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1. DESTINATION CHARACTERISTICS 

1.1 GEOGRAPHY 

Lombok is an island in West Nusa Tenggara province of Indonesia (Figure 2). The island is part of the 

Lessur Sunda Islands chain, with the Lombok Strait separating Bali to the west and Sumbawa to the 

east. It has a total area of 4,725 square kilometres and is roughly circular in shape. The island is divided 

into four kabupaten:
1
 Lombok Barat (West Lombok), Lombok Utara (Lombok Utara), Lombok Tengah 

(Central Lombok) and Lombok Timur (East Lombok) and one township: Kota Mataram (Mataram 

City).  

FIGURE 2 ð LOMBOK MAP  

 
Source: Google Map. 

Lombok Barat serves as the administrative centre of the island. It includes the majority of Lombokõs 

developed tourism infrastructure and is the gateway to the Gili islands. Lombok Tengah and Lombok 

Timur are a mix of rural villages and beaches, while the southern coast of Lombok is well known for 

its remote beaches and surfing sites. 

                                                           
1 In Indonesia, subnational governance includes four levels: (1) province/Provinci, (2) city/Kota and regency/Kabupaten, (3) sub-

district/Kecamatan or district/Distrik, and (4) urban community/Kelurahan or village/Desa.   
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1.2 CLIMATE  

Situated just south of the Equator, Lombok enjoys consistent hours of sunlight and warm 

temperatures throughout the year, ranging from a low of 24 °C to a high of 34 °C during the hot 

months and 20 °C to 31°C during cooler months. There are two seasons: the dry season, from April 

to September, and the rainy season from October to March. The climate in Lombok is generally dryer 

than neighbouring Bali, which makes it a particularly attractive option during the rainy season. May 

through June is considered the most pleasant time to visit the island.  

1.3 RESIDENT POPULATION 

According to the 2014 census, the population of Lombok Island was 3.3 million. It grew at CAGR of 

1.1% from 2010 to 2014. This is lower than the national population growth rate of 1.38% per annum 

from 2010 ð 2015
2
. According to the United Nations Population Fund (UNFPA), the national growth 

rate is forecast to slow to 0.62% by 20353. This indicates that Lombokõs population growth rate is 

likely to remain low in the next 25 years (Figure 3). 

FIGURE 3 ð POPULATION TRENDS , PULAU LOMBOK  

Resident Population  2010 2014 

Kab. Lombok Utara  199,904 209,060 

Kab. Lombok Barat  599,609 626,941 

Kab. Lombok Tengah  859,309 898,855 

Kab. Lombok Timur 1,105,671 1,155,247 

Kota Mataram 402,296 420,941 

Total Pulau Lombok  3,166,789 3,311,044 

Source: Census 

1.4 CULTURE 

Lombok is culturally diverse with a variety of religions and ethnicities. The islandõs indigenous Sasak 

people are predominately Muslim; however, before the arrival of Islam, Lombok had a long period of 

Hindu and Buddhist influence from Java. Today, the islandõs population is 85% Sasak, 10-15% Balinese, 

and a very small remainder is Javanese, Arab Indonesians, Sumbawanese and Chinese-Peranakan. 

The Sasak culture has withstood the pressures of modernity remarkably well. The strong culture and 

history of the Sasak people is unique to Lombok. As a result of the deep Islamic background, most of 

the local villages in Lombok have mosques and minarets.  

                                                           
2 This is not the same time frame, but used for comparison purposes only. 

3 Source: UNFPA The 2010-2031 Indonesian Population Projection 
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2. DESTINATION DEFINITION 

2.1 KEY ATTRACTIONS & TOURISM AREAS IN LOMBOK 

Tourism development in Lombok started in the mid-1980s, when Lombok attracted attention as an 

òunspoiledó alternative to Bali. Since then, low-budget bungalows, owned and operated by local 

business entrepreneurs, started to proliferate at places like the Gili islands and Kuta. In the 1990s, the 

national government began to take an active role in planning and promoting Lombokõs tourism. The 

Lombok Tourism Development Corporation (LTDC) was formed and prepared detailed land-use 

plans with maps and areas zoned for tourism facilities.   

In the late 1990s and early 2000s, tourism in Lombok (and Indonesia) underwent a series of 

discouragements including the 1997 Asian Financial Crisis, a series of terrorist attacks, and SARS 

outbreak. In 2008, the Global Financial Crisis affected the foreign investors in the project, ending the 

prospect of LTDC going forward with the development. As a result, the government assumed land 

ownership from LTDC, and then appointed Bali Tourism Development Corporation (BTDC) now 

renamed Indonesia Tourism Development Corporation (ITDC) to develop the area within Kab. 

Lombok Tengah. 

The following analysis identifies the key tourism areas by looking at: 

¶ key attractions; and  

¶ key tourism areas, which will be discussed in more detail in the Amenities: Hotel & Lodging 

Options section. 

The islandsõ key tourism areas are driven by current services/products and current demand. Not all 

of Lombokõs key attractions are close to the existing key tourism areas as highlighted in Figure 4. New 

tourism areas are likely to develop around these key attractions in the future. 
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FIGURE 4 ð CURRENT  KEY TOURISM AREAS  & ATTRACTIONS IN LO MBOK  

 
Source: Google Map, Horwath HTL  

2.1.1 SENGGIGI (KAB. LOMBOK BARAT, KEC. BATU LAYAR) 

Senggigi is the key attraction as well as a key tourism area. The area is comprised of three main 

beaches, namely Batu Bolong to the south, Senggigi in the centre and Mangsit beach to the north. 

Central Senggigi is currently the most developed area that has the highest concentration of large-scale 

four and five-star hotels such as Santosa Villas & Resort and Sheraton Senggigi. Mangsit beach and Batu 

Bolong are relatively less developed, mainly dominated by strong independent boutique 

accommodation and beautiful natural surroundings. Main activities in and around Senggigi are the 

beaches, snorkelling and diving (Figure 5). The tourism development in Batu Bolong and Mangsit 

continue to focus on beachfront hotels, while the central Senggigi area has an additional element of 

vibrancy and street feel. Despite the rapid growth of other attractions in Lombok, the area continues 

to maintain its popular status, especially amongst international visitors. 
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FIGURE 5 ð THINGS TO DO: DIVE SITES IN SENGGI GI 

 
Source: Dive Zone Lombok 

2.1.2 GILI ISLANDS & TANJUNG (KAB. LOMBOK UTARA, KEC. PAMENANG & KEC. 

TANJUNG) 

Similar to Senggigi, the Gili Islands are also a key attraction and a key tourism area. The three famous 

northern Gili Islands, Gili Trewangan, Gili Air and Gili Meno, have gained in popularity thanks to their 

beauty and their easy access from Bali, their quietness (no cars or motorbikes) and the efforts made 

to preserve the natural resources. They are enjoyed mostly by divers, backpackers and 

honeymooners. 

Gili Trawangan is the largest and the most visited island, where most of the accommodation and 

restaurants are located, including upscale hotels such as Villa Ombak and Queen Villa. Gili Air and Gili 

Meno are much quieter with high-end resorts.   

FIGURE 6 ð THINGS TO DO: DIVE SITES AROUND GI LI ISLANDS  

 
Source: Blue Marine Dive. 
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Tanjung is a potential key tourism area in Lombok, and is the administrative capital of Kab. Lombok 

Utara. Similar to Senggigi, Tanjung is also well known for its luxurious hotels, villas, and resorts. 

2.1.3 KOTA MATARAM 

Kota Mataram is the capital, the largest city and commercial hub (government, education, commerce, 

industry and services) of the province of Nusa Tenggara Barat. As will be discussed in more detail in 

the Hotel & Lodging Options (Amenities) the majority of room night demand is generated by the 

corporate and government segments. It will not be assessed for infrastructure given the predominantly 

commercial, non-tourism nature of the area. 

2.1.4 SELONG BELANAK (KAB. LOMBOK TENGAH, KEC. SEKOTONG) 

Selong Belanak is currently one of Lombokõs favourite beaches with its long curved bay, beautiful white 

sand and blue water, an ideal location for beginner surfers. There is one notable small 6-villa resort 

called Sempiak Villas on Selong Belanak with a contemporary beach club called Laut Biru Bar & 

Restaurant. The beach also has several local shops (warung) where villagers serve Indonesian food 

and drinks to the beach-seeking visitors. 

2.1.5 SADE VILLAGE (KAB. LOMBOK TENGAH, KEC. PUJUT) 

Sasak Sade Village is one of the living museums of Lombokõs indigenous art, culture, and traditions. 

Sade Village is located in south Lombok Tengah and houses Sasak farmersõ families still living in 

traditional houses. The floors in the houses are made of a mixture of clay, droppings and straw, 

polished into a shining floor. The Sasaknese rice sheds are built on stilts (lumbung) and their famous 

shape has become a symbol of Lombok. Its people still live their ways of life in the customs that they 

have grown up with. Tours of the village are provided by the Sasak villagers, where visitors are 

welcomed with folk dances, ethnic martial arts. One of the ancient traditions of the Sade Sasak is 

called òKawin Culikó (bride kidnapping) where the groom kidnaps the woman he wants to marry and 

hides her in one of his relativesõ houses. The following day, they return to the brideõs house to receive 

her parentsõ blessing.  

2.1.6 TANJUNG RINGGIT / PINK BEACH (KAB. LOMBOK TIMUR, KEC. JEROWARU) 

Ekas Peninsula (where Pink Beach is located) is close to Tanjung Ringgit (in the Southeast) and a key 

attraction in Lombok due to the pink colour of the beach. The access roads to Pink Beach and Tanjung 

Ringgit are arduous. 

2.1.7 MOUNT RINJANI (KAB. LOMBOK UTARA, KEC. SEMBALUN) 

Lombokõs topography is dominated by Mount Rinjani. This attraction, with a 3,726-metre elevation is 

the second highest volcano and third highest peak in Indonesia. It is one of the most popular trekking 

destinations in Southeast Asia. Other than its height, Rinjani has become popular among the 

adventurous travellers thanks to its waterfalls as well as its breath-taking mountain top scenery. The 

trek to the summit normally takes between 2 and 3 days to complete.  
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Within the Mt Rinjani National Park are 2 popular waterfalls, Tiu Kelep and Manku Sakti.  

2.1.8 TANJUNG AAN (KAB. LOMBOK TENGAH, KEC. PUJUT) 

Tanjung Aan is one of the most beautiful beaches within the boundaries of Mandalika and is currently 

very popular for beach goers. Together with its natural qualities, the development of infrastructure 

makes the area appealing for potential tourism development that is expected to take place in the next 

few years.  

2.1.9 PURA MERU TEMPLE (KOTA MATARAM) 

A key attraction in Mataram is the Pura Meru Temple, the largest and second most important Hindu 

temple on Lombok. It was built in 1720, when Lombok was still part of the Karang Asem Kingdom, 

and is dedicated to the Hindu trinity of Brahma, Vishnu and Shiva.  

2.2 CONCLUSIONS ON ATTRACTIONS 

New infrastructure developments, government promotion of local tourism together with the 

Mandalika development are expected to develop Lombok into a top tourism destination in the 

medium-term and long-term.  

The existing and well-established key attractions / key tourism areas of Senggigi, Gili Islands, and to a 

certain extent Mataram provide the foundation for Lombokõs tourist industry. However, the future 

also lies in the less explored areas around the remaining key attractions, particularly along Lombokõs 

south coast. Figure 7 presents Lombokõs current and projected future key tourism areas. 
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FIGURE 7 ð KEY ATTRACTIONS & KE Y TOURISM AREAS , CURRENT & FUTURE, 

LOMBOK  

 

Current Tourism Areas  Future Key Tourism Areas  

¶ Senggigi (Kab. Lombok Barat, Kec. Batu Layar) 

¶ Gili Islands (Kab. Lombok Utara, Kec Pamenang 

& Kec. Tanjung) 

¶ Kota Mataram 

¶ South West (Kab. Lombok Tengah, Kec 

Sekotong) 

¶ Central South, which includes Mandalika (Kab. 

Lombok Tengah, Kec. Pujut & Kec. Praya Barat) 

¶ South East (Kab. Lombok Timur, Kec. Jerowaru) 

¶ Mount Rinjani & Surrounds (Kab. Lombok 

Timur, Kec. Sembalun) 
Source: Google Map, Horwath HTL. 
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3. VISITOR ARRIVALS & DEMOGRAPHICS 

The total number of visitors to Lombok Island reached 1,982,427 in 2015
4
: 

¶ 952,600 are domestic visitors (excluding the trips of residents of the island and in the Island) 

¶ 1,029,800 are foreign visitors 

3.1 FOREIGN VISITORS 

The West Nusa Tenggara Province hosted 1.061 million international visitors in 2015
5
, and Lombok 

Island captured 96.7% of these arrivals, i.e. 1.030 million. Lombok has become a popular destination 

for international visitors, which have increased roughly four-fold since 2010. The CAGR of 

international visitors from 2010 to 2015 was 33%.  

3.1.1 ORIGIN OF VISITORS 

European visitors represent half of all foreign arrivals in Lombok: the main source markets are the 

Netherlands, Germany, the UK, France and Italy. Though it is not a standalone destination, Lombok 

has become a favourite place of European visitors in Indonesia, visited by 24% of all European visitors 

to Indonesia. 

The European visitors tend to stay considerably longer than the foreign visitor average of 2.3 nightsñ

around 4 to 7 nights.  As most of them arrive by boat via Bali, Lombok is generally an extension of 

their trip to Bali.  

Consistently being the main source of visitors for the past several years, Australia accounted for nearly 

18% of international visitor arrivals to Lombok in 2015. The market has grown significantly over the 

years partly driven by the strengthening of the Australian dollar, the Jetstar direct flight from Perth 

(discontinued in October 2014) and spill-over from Bali, although the latter still hosts 12 times more 

Australian visitors than Lombok.  Australian visitors are concentrated in Senggigi, the Gili Islands and 

Southern Lombok for the surf.  

                                                           
4  These numbers are estimates derived from the BPS West Nusa Tenggara Tourism survey at province level. 
5 Source: BPS West Nusa Tenggara Tourism Survey 
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FIGURE 8 ð BREAKDOWN OF FORE IGN VISITOR ARRIVALS  IN LOMBOK, 2015  

 
Source: Statistics NTB province culture and tourism in 2015 

Asian visitors are almost absent from Lombok, except for Malaysians (due to the direct connection 

with Kuala Lumpur) and South Koreans, whereas Bali is already very popular in China, Japan, Taiwan 

and India. The reasons are the lack of awareness of the destination and the weak air connectivity with 

the hubs of Jakarta and Bali. 

Similarly, visitors from the Middle East (Saudi Arabia, Egypt, Iran, and UAE) represent a small share of 

demand for the destination, though it is promoted as a religious destination for Muslims. 

Lombok is usually offered in packages as an alternative to Bali for seaside stays at the end of circuits, 

or for stays fully dedicated to seaside enjoyment.  

FIGURE 9 ð PLACES ASSOCIATED WITH LOMBOK IN A SEL ECTION OF 

PACKAGES OF TOUR OPER ATORS  

Country  Examples of packages including Lombok Island as a destination  

Australia  

Example 1 : Bali / Lombok Senur, Tetebatu, Senaru, Gili Islands, Senggigi ð Intrepid 

(8 days) 

Example 2 : Bali / Lombok /Seminyak, Gili Trawangan, Senggigi, Seminyak, Ubud ð 

Contiki (8 days)  

France 

Example 1: Bali/ Lombok / Java / Denpasar, Penebel, Munduk, Banyuwangi, Ijen 

Lovina, Kintamani, Sidemen, Amed, Padangbai, Lombok (ferry cross, Night at Senggigi), 

Sempage, Api Trek, Sembalun, Ajang, Gili, Ubud (hiking) ð Balaguère (20 days)  

Example 2: Java / Bali / Lombok / Jogjakarta, Prambanan, Borobudur, Bromo, Ijen, 

Pemeturan, Lovina, Ubud, Blayu, Serangan, Teluk Kode, Senggigi ð Mandalika (16 

days) 

  

Europe
50%

Australia
18%

ASEAN
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Asia Pacific
10%

Americas
10%
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Country  Examples of packages including Lombok Island as a destination  

Malaysia 
Example 1 : Only  Lombok /  Banyumalek (Pottery Village), Sukerara Traditional 

Weaving Village, Sade or Rambitan, Kuta & Tanjung Aan Beach, Gili Trawangan, Bukit 

Malimbu ð Mayflower (3 days)  

Singapore  Example 1: Only Lombok / Senggigi or Mataram Area ð Lokopodo (Day tour)  

UK  
Example 1: Bali / Lombok / Denpasar, Seminyak, Uluwatu, Ubud, Lombok (Rinjani, 

Sasak) ð Abercrombie & Kent (14 days)  

Source: Horwath HTL 

3.1.2 MOTIVATIONS AND ACTIVITIES  

Leisure demand is the largest motivation of international visitors (81%). Business accounts for only 

6% of arrivals.  

FIGURE 10 ð BREAKDOWN OF FOREI GN VISITOR ARRIVALS IN LOMBOK BY 

MOTIVATION, 2015  

 
Source: Statistics NTB province culture and tourism in 2015 

Admiring the beauty of the landscapes is the major purpose of visit to Lombok. Water sport activities 

(especially diving) and cultural activities are also considered a strong motivation for foreign visitors.  

3.1.3 LOCATION OF ACCOMMODATION 

Based on the arrivals in commercial accommodation, their favourite place to stay in Lombok is Kab. 

Lombok Utara (70%, Gili Islands), followed by Kab. Lombok Barat (Senggigi).  

The number of foreign guests to the Gili Islands has more than doubled since 2010, and 84% of the 

additional foreign visitors to Lombok have been captured by the Gili Islands. 
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3.1.4 AWARENESS AND IMAGE OF LOMBOK AMONGST INTERNATIONAL 

MARKETS 

Lombok has significant popularity among international travelers and travel trade professionals. It has 

retained its allure as an òunspoiled paradiseó, a òBaIi as it once wasó, since it has many characteristics 

that Bali possessed in the past. 

FIGURE 11 ð REASONS FOR SATISF ACTION REGARDING LOM BOK  

Key market  Reasons for satisfaction  Reasons for dissatisfaction  

Australia  Beaches NA 

China Beaches 

Ecological environment 

Quality of accommodations 

Lack of infrastructure 

France Private villas  

Surfing place 

Service less efficient than in Bali 

Religious conservatism 

Germany  (Lombok tours not sold) (Lombok tours not sold) 

Japan (Lombok tours not sold) (Lombok tours not sold) 

Malaysia Natural beauty 

Good alternative to Bali 

Beaches 

Surfing 

Expensive compared with Bali 

Lack of infrastructure 

Poor accessibility 

Lack of service, entertainment and information 

about the destination 

Singapore  Exotic destination 

Clear water 

Excellent dive spots 

Halal tourism 

Surfing and cycling 

Limited number of flights and higher price than Bali 

Lack of infrastructure 

Not enough information given about Halal tourism 

Poor quality water sports 

Source: Analysis of tour operators interviewed (41).  

3.1.5 FOCUS ON SOUTH LOMBOK (KAB. LOMBOK TENGAH) 

South Lombok also benefits from solid recognition among tourism professionals and the travel trade. 

Out of 41 interviewed tour operators and travel agents, 28 have heard about the area of òMandalikaó 

and all of them are familiar with elements of the Southern part of Lombok. Less than half of them 

offer packages including stays in the South Lombok area: 1/6 in China, 1/3 in France, 4/4 in Malaysia, 

1/5 in UK, 7/7 in Singapore, 0/4 in Germany, 0/5 in Japan, 5/7 in Australia.   

The Southern part of Lombok Island is marketed either as a standalone destination, primarily for short 

stays by the beach, or as a day excursion from Senggigi.  
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FIGURE 12 ð PLACES ASSOCIATED WI TH SOUTHERN LOMBOK I N PACKAGES OF 

TOUR OPERATORS  

COUNTRY  DESTINATION ASSOCIAT ED WITH SOUTHERN LOM BOK IN 

CIRCUITS  

China Example 1: Bali Nusa Lembongan Treasure Island, Mandalika ð Tong Chen 
Travel  (5 to 8 days)  

France Example 1: Stay at Novotel Lombok ð Asia (10 days) 

Malaysia Example 1: 2 day stay in Mandalika  

UK Example 1: Stay at a hotel ð Ethos Travel (one week) 

Source: Analysis of packages offered by tour operators interviewed by Horwath HTL  

According to interviewed tour operators, the commercialization of the Southern coast of Lombok is 

increasing, and might benefit from the Mandalika resort development project, especially if the scale of 

the development allows for the hosting of large groups. Mandalika should also benefit from the 

development of Bali: as it is getting more crowded and expensive, operators have declared that they 

would consider Lombok as a possible alternative offer.  

Tour-operators and travel agents associate Mandalika or the South of Lombok with òKutaó or òKuta 

Bayó, with beaches and with the Novotel Lombok Resort and Villas.  

South Lombok as seen by Travellers  

Travellers are generally less aware of Southern Lombok than of other places in Lombok, such as the 

Gili Islands and Senggigi, as illustrated by the number of reviews on the TripAdvisor website (Figure 

13).  

It is associated by reviewers essentially with beaches and traditional villages. òTanjung Aan Beachó and 

òSelong Belanak Beachó enjoy extremely positive reviews from users.  
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FIGURE 13 ð NUMBER OF REVIEWS  TRIPADVISOR WEBSITE  

Name of the destination  
Number of 

reviews  
Type of activity according TripAdvisor  

Kuta Lombok 11,675 8 hotels 

83 other accommodation 

24 activities (mainly diving and surfing) 

Tanjung, Lombok  1,580 1 hotel 

21 Locations 

òGili Islandsó 82,441 61 hotels 

143 lodging 

118 activities (diving mainly) 

Senggigi 28,170 27 hotels 

78 lodging 

64 activities (cultural visits, diving, cruises) 

Source: Analysis of TripAdvisor Website by Horwath HTL in all available languages, 31/10/2016. 

The topics of dissatisfaction and concerns expressed by TripAdvisor users, as shown on Figure 14, 

relate mainly to the poor state of local sanitation and the noticeable environmental pollution. 

FIGURE 14 ð REASONS FOR SATISF ACTION FOR ATTRACTIO NS ASSOCIATED 

WITH SOUTH LOMBOK ON  TRIPADVISOR WEBSITE  

Attraction Name  Satisfaction  Dissatisfaction  

òSelong Belanak 

Beachó 

Beaches (color of water, sand, waves) 

Surfing 

Relaxation place (quiet) 

Clean  

òRaw Sewage in Oceanó 

Expensive 

òTanjung Aan 

Beachó 

 

Beaches (blue water, sunset): natural 

paradise 

Relaxation 

Light sand and volcanic rocks 

Cosy place 

Cleanliness 

Crowd 

Sellers 

òPink Beachó 

 

Beach 

Quiet 

Isolated  

Virgin beach 

Cleanliness 

Lack of restaurants 

Source: Analysis of TripAdvisor Website by Horwath HTL in all available languages, 31/10/2016.   
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3.2 DOMESTIC VISITORS 

Domestic visitor numbers reached 952,600 in 2015, representing almost half of Lombokõs total 

visitors. The historical growth trend in total domestic visitor arrivals to Lombok is uncertain, however, 

the CAGR of domestic visitors in commercial accommodation between 2010 and 2015 was 13%, 

representing an estimated 74% of total in 2015.  

Lombok benefits from domestic flight connections, which make it accessible for weekend getaways. 

The growth of the domestic market has been sustained in the past ten years on the back of the 

increased number of flight connections, and is expected to continue in the future. 

3.2.1 PROFILE, MOTIVATIONS AND ACTIVITIES 

Domestic visitorsõ main purpose of visit is leisure (48%), with business accounting for only 11% of 

domestic arrivals. Other key features of their profile are highlighted in Figure 15. 

FIGURE 15 ð BREAKDOWN OF DOME STIC VISITOR ARRIVAL S IN LOMBOK BY 

PURPOSE OF VISIT, 20 15 

 
 Source: Statistics NTB province culture and tourism in 2015 

¶ They come mostly from Java (Jakarta 26%, East Java 20%, Central Java 18% & West Java 13%). 

¶ 74% stay in commercial accommodation (hotels and villas). 

¶ Their average length of stay in Lombok is 2.7 days (1.8 days for those who stay at commercial 

accommodation, 5.3 days for those who stay at friends and relatives). 

¶ Their average expenditure per day is USD 24.40 (USD 39.1 for those who stay at commercial 

accommodation, USD 15.80 for those who stay at friends and relatives). 

3.2.2 FOCUS ON BUSINESS DEMAND IN LOMBOK 

The business segment (11% of domestic visitors) refers to contracted corporate accounts and other 

business travellers. Usually such demand is typically found in Kota Mataram hotels rather than beach 

locations. That said, some internationally-branded hotels do have contracted corporate accounts. The 

majority of the demand in this segment consists of domestic corporate and MICE groups.  
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The typical pattern of business visitors is heavy on weekdays, from Mondays to Thursdays, and weak 

on weekends and public holidays. The monthly seasonality is relatively flat throughout the year. Only 

minor dips are observed at different times of the year as business slows down during religious holidays. 

The distinct low season for business demand is during the fasting month of Ramadan.  

Like many destinations in Indonesia, Lombok, particularly Mataram, was badly affected by the 

imposition of the regulations restricting government meetings at the end of 2014. Though these 

restrictions on government meetings in hotels have since been moderated, the industry remains under 

pressure. The impact of the regulation is expected to continue to negatively affect hotels, especially 

those with large meeting facilities in the short term. However, with the planned improvements of the 

air connectivity and the potential opening of MICE venues in Mandalika, the majority of interviewees 

expect this segment to grow in the future.  

3.3 SEASONALITY 

The seasonality of tourism in Lombok is influenced by climate and origin country summer holiday 

periods. The peak season in Lombok stretches from July to September, which coincides with the 

summer holidays for Europeans (with a peak in July) and Indonesians (with a peak of September), as 

well as the dry season in Indonesia. During these months, the region has the most pleasant weather 

for travelling.   

FIGURE 16 ð BREAKDOWN OF VISITORS ARRIVALS TO LOMBOK BY MONTH, 2015  

 
Source: Statistics NTB province culture and tourism in 2015 

The shoulder period stretches from April to June and October to mid-December. April to June is 

typically popular with honeymooners, particularly from Korea.  
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The low season is from January to early March, a period with heavy rain, monsoons and in some places 

high winds. As Lombok is relatively undeveloped in terms of shopping, entertainment and other 

recreational facilities, there are few visitors visiting at these times. 

As Mataram is primarily a government and commercial destination, the area experiences little 

fluctuation in seasonality throughout the year. 

3.4 SNAPSHOT OF VISITORS TO MT RINJANI  

Figures for domestic and foreign visitor arrivals to Mt Rinjani National Park are available from the 

Balai Taman Nasional Gunung Rinjani.  Visitation of Mt Rinjani National Park is illustrated in Figure 17. 

FIGURE 17 ð RINJANI NATIONAL PARK DOMESTIC & INTE RNATIONAL VISITORS  

 
Source: Balai Taman Nasional Gunung Rinjani 

The number of domestic visitors has grown exponentially since 2011. The large jump in domestic 

visitors in 2013 and 2014 is attributed to the following: 

¶ Improved recording of visitor numbers; 

¶ Much stricter hiking regulations for domestic visitors encouraging more hikers; and 

¶ Increasing number of nature lovers among young generation Indonesians due to the influence of 

social media (Instagram, Facebook and Path) and local TV programmes (such as, My Trip, My 

Adventure and Jejak Petualang). 

Foreign visitor arrivals have also increased particularly amongst those travellers looking for something 

different, other than the beach or marine based activities.  
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What is interesting to note is that visitation to Mt Rinjani is only a small percentage of the total visitor 

arrivals to Lombok: under 5% and 3% of domestic and foreign visitor arrivals in 2015.  

  



LOMBOK, MARKET ANALYSIS AND  DEMAND ASSESSMENT  
 

  

Page 23 

  
 

 

3.5 TOURISM PROMOTION / DESTINATION MARKETING 

The following initiatives have been undertaken by the local tourism office to promote tourism in 

Lombok. 

¶ The regional government has been actively promoting the region as a Halal tourism destination 

by: (1) hosting several national events in Lombok about Halal tourism; (2) introducing guidelines, 

best practices for tourism-related business that are ôMuslim-friendlyõ; and (3) joining various trade 

shows abroad, particularly in Malaysia and the Middle East. 

¶ The government also introduced event calendars with several cultural activities being held in 

Lombok throughout the year including: Bau Nyale Festival, Ogoh Ogoh Parade, Gendang Beleq 

Festival, Senggigi Festival, Stick Fighting Festival, etc. 

¶ Familiarization trips and trade fair participation (ITB Asia, ITB Berlin). 

However, Lombok still lacks a clear or strong image and continues to be promoted as a Bali side-trip 

or add-on. The marketing of the destination remains inefficient due to: 

¶ The NTB BPPD program is ill-prepared and replicated year-on-year, while at the local kabupaten 

level tourism marketing is still conducted in a fragmented and inconsistent manner.   

¶ There is a lack of a coherent marketing and promotional strategy by the NTB marketing 

department (BPPD): 

- No clear strategy based on a full and deep understanding of market characteristics and 

visitor trends to Lombok which would allow the NTB BPPD to better position and segment 

the target markets; and 

- The mix of current marketing and promotional activities (i.e. tourism fair participation, 

website, collateral materials, advertising) is not coordinated or designed to fulfil any specific 

strategic objectives.  

¶ There is a lack of support by local stakeholders and communities, as they do not have a shared 

understanding and vision of tourism. 

3.6 CONCLUSIONS ON VISITOR ARRIVALS & DEMOGRAPHICS 

The total number of visitors to Lombok Island reached almost 2 million in 2015 having grown with a 

CAGR of around 22%
6
 between 2010 and 2015, roughly half international and half domestic. The 

international guests are predominantly Australian and European and the Gili Islands and Sengiggi are 

their preferred tourism areas. The global awareness of Lombok is strong, with the destination seen 

as an ôunspoiled paradiseõ, and accordingly most international visitors come to Lombok for the 

beautiful landscapes and the beaches. A cause for concern is the deterioration of the natural 

environment.  

                                                           
6
 Domestic visitor arrivals in commercial accommodation + total foreign visitors, 2010 to 2015 
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Domestic visitors are typically coming to Lombok for leisure purposes and primarily from Java. Some 

visit for business purposes and will typically stay in Mataram. 

The government has undertaken some marketing and promotions activities in Lombok, but there is a 

need to take a more macro view of the destination to develop a brand strategy for the continued 

development of the destination.  
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4. ACCESSIBILITY HIGHLIGHTS 

The transport system in Lombok Island consists of road, air, and water transport facilities. The Island 

is accessed directly through Lombok International Airport.  

The key ports in Lombok Island are Lembar, Labuhan Lombok and Pamenang (Figure 18). Transport 

infrastructure is assessed for Lombok island looking at connectivity from the airport and primary ports 

to tourist attraction areas and places of accommodation. 

4.1 EXISTING MODE OF TRAVEL AND VISITORõS MOVEMENT 

4.1.1 ORIGIN OF VISITORS 

The origin of visitors is important for the accessibility assessment as it is an indicator of the mode of 

arrival of visitors and illustrates their distribution pattern within the tourism destination. In 2015, out 

of 1.9 million visitors, around 52% of them were foreign visitors.  

4.1.2 EXISTING MODE OF ARRIVAL AND VISITORõS MOVEMENT 

¶ In 2015, 68% of foreign and 70% of domestic visitors arrived by sea. Hence, sea transport is an 

important mode of arrival for all visitors to Lombok today. The remaining share of visitors arrived 

by air. 

¶ 63% of foreign visitors arriving by sea arrive by fast boat to the Gili Islands from Bali and the 

remaining 37% arrive to Lembar Port by ferry (32%) and cruise ship (5%).  

¶ 82% of domestic visitors arriving by sea arrive by ferry to Lembar Port from Bali and 18% arrive 

by fast boat to the Gili Islands.  

¶ Foreign visitors typically take the frequent and direct speedboats from Bali to the Gili Islands.  

¶ Lembar Port plays an important role as a prominent sea gateway to Lombok for domestic visitors. 

Lembar Port is the most important harbour and connects to Bali. Hence, it is important to ensure 

good connectivity between Lembar Port, key attractions and key tourism areas. 

¶ 31% of total visitors today arrive by air. Travelling by air has been more convenient than sea for 

a long time. The proportions of air arrivals in comoarison to sea are likely to increase in future. 

Thus, the role of Lombok International Airport as an important Gateway cannot be neglected. 

Based on the tourist arrival modes, the tourist distribution illustrated in Figure 18 as follows. 
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FIGURE 18 ð LOMBOK ISLAND TOURISM DESTINATION & VISITORõS MOVEMENT 

 
Source: HHTL  

4.1.3 EXISTING MODES OF TRANSPORT WITHIN LOMBOK  

Figure 19 presents a summary of travel times and conditions for different modes of transport used by 

visitors to travel around Lombok. 

FIGURE 19 ð TRAVEL TIME AND COND ITIONS  

 Public Transport  
Taxi / Rental Car/Mini vans/Tour 

Buses 

Travel Time 

From Lombok International Airport:  

¶ Public bus to Senggigi, 2 hr travel 

time (50 km) 

¶ Public bus to Mandalika Bus 

Terminal at Mataram, 1 hr travel 

time (30 km) 

From Lombok International Airport:  

¶ 1 hr 15 min to Senggigi (50 km) 

¶ 2 hr to Tanjung (70 km) 

¶ 25 min to Mandalika SEZ (16 km) 
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 Public Transport  
Taxi / Rental Car/Mini vans/Tour 

Buses 

Service Conditions 

From Lombok International Airport:  

¶ Public bus to Senggigi, Frequency 

2 buses/3 hour, unreliable bus 

serviceShuttle bus to Senggigi, 

Frequency 1 bus / half an hour 

(good service at RP 25,000) 

¶ Shuttle bus to Mataram, 

Frequency 1 bus / hour (good 

service at RP 20,000) 

From Mandalika Bus Terminal at 

Mataram:  

¶ Public bus service available to 

Praya, Mount Rinjani, Pink Beach 

¶ Public transport will be improved 

in Mataram and Senggigi with new 

Bus Rapid Transit (BRT) 

operation, operational as of 2016. 

¶ Taxi (metered) and illegal taxi. 

Taxi services are generally 

adequate; however, need to be 

organized and regulated. 

¶ Car rentals are available in 

Senggigi and Mataram 

¶ Motorbike rentals and motorbike 

taxis are also available 

¶  

¶ In Gili Islands, cars are prohibited, 

only horse and carts or bicycles 

are available. 

 

Source: Ground field study 

¶ 70% of domestic visitors are estimated to use their private cars or car rentals to visit Lombok, 

20% use tour buses/vans, and 10% use public buses. 

¶ 40% of the foreign visitors to Lombok are estimated to be the travellers on tours, and are thus 

more likely to be travelling by buses/vans; 50% are estimated to use public bus and the remaining 

are estimated to use rental cars or taxis. 

¶ Visitors staying at the Gili Islands get around by foot and hire bicycles as most places are within 

walking/biking distance. 
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5. HOTEL & LODGING OPTIONS (AMENITIES) 

The following section will look systematically through the different levels of accommodation within 

Lombok. We will look at total room count (1) in Lombok (2) star vs. non-star rated and finally (3) by 

Kabupaten within Lombok.  

The existing performance of the hotels will be assessed by (1) star-rating with information from the 

NTB cultural and tourism agency and (2) by key tourism area (as defined in Chapter 2), through our 

market research.  

5.1 VOLUME OF ROOMS  

As of 2015, Lombok had 816 registered accommodation establishments with a total of 10,185 hotel 

rooms. Between 2011 and 2015, the total number of hotels and hotel rooms in the market increased 

at a CAGR rate of 4.5% and 3.8% respectively (Figure 20).  

FIGURE 20 ð LOMBOK HOTELS AND  ROOM CAPACITY, 2011  - 2015 

 
Source: NTB cultural and tourism agency.  Note: The numbers were extracted from total hotel and room count for West Nusa 
Tenggara Province. The numbers are the combined hotels and rooms for the 4 Kabupaten and 1 Kota that make up Lombok 
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5.1.1 NUMBER OF STAR AND NON STAR-RATED HOTELS 

Currently, accommodations in Lombok range from guesthouses to luxury resorts and attract different 

market segments in accordance with their quality level, rate structure and market positioning.  

Star -Rated Hotels  

The Senggigi Beach Hotel was the first internationally marketed hotel to open that has three-star 

quality or above. This led the way for the opening of additional three- and four-star hotels such as the 

Holiday Inn (now Holiday Resort Lombok) and Sheraton Senggigi Beach. Latest data shows there are 

46 star-rated lodging establishments in the Lombok market. A majority of them are beach resorts 

located in popular tourist destinations (Senggigi, Gili Islands, and Tanjung) in Kab. Lombok Barat. 

Kab. Lombok Barat accounts for 57% of total star-rated hotels in Lombok, followed by Kota Mataram 

and Kab. Lombok Utara. International brands are limited but growing, with many brands in discussions 

with developers to open hotels and resorts in the next few years. Kab. Lombok Timur is the least 

developed area with no star-rated hotels. 

The only star rated hotels in Kab. Lombok Tengah are the Novotel and Tastura Beach Resort (former 

Aerowisata, hotel division of Garuda).  

Non -Star -Rated Hotels  

The market is dominated by small properties, which represent over 94% of the total room inventory. 

The number of non-star-rated hotels experienced a faster growth rate between 2011 and 2015 

(CAGR rate of 11.5%) compared to star-rated hotels (CAGR rate of 5.0%). 

67% of the non star-rated hotels are concentrated in Kab. Lombok Utara. The remainder of the non-

star-rated hotels are quite evenly spread across Kota Mataram, Kab. Lombok Barat, Kab. Lombok 

Tengah and Kab. Lombok Timur (Figure 21). 
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FIGURE 21 ð GEOGRAPHIC DISTRIBU TION OF HOTEL S BY REGENCY/CITY , 2015  

  

 
Source: NTB cultural and tourism agency. 

5.1.2 ACCOMMODATION CAPACITY BY KABUPATEN/CITY 

The majority of hotels are located in and around the more established tourist attractions: Kab. 

Lombok Barat (Senggigi), Kab. Lombok Utara (Gili Islands) and Kota Mataram (Figure 22).  

FIGURE 22 ð LOMBOK HOTELS & ROOM  CAPACITY BY REGION,  2011 ð 2015  

 
2011 2012 2013 2014 2015 

CAGR 

(2011 ð 

2015) 
Overall Market  

Overall Market  Number of Hotels by Kabupaten/City  

Number of Hotels by  Kabupaten/City  Lombok Barat 86 86 93 110 110 6% 

Lombok Tengah 46 46 45 48 48 1% 

Lombok Timur 36 36 49 49 49 8% 

Lombok Utara 431 431 521* 521 521 5% 

Kota Mataram 84 84 92 89 89 1% 

Subtotal  683 683 800 817 817 5% 
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2011 2012 2013 2014 2015 

CAGR  

(2011 ð 

2015) Overall Market  

Overall Market  Number of Rooms by Kabupaten/City  

Number of Hotels by Kabupaten/City  Lombok Barat 2,052 2,052 2,572 2,589 2,589 6% 

Lombok Tengah 491 491 503 513 513 1% 

Lombok Timur 384 384 548 553 553 10% 

Lombok Utara 3,389 3,389 3,918 3,926 3,926 4% 

Kota Mataram 2,467 2,467 2,619 2,604 2,604 1% 

Subtotal  8,783 8,783 10,160 10,185 10,185 4% 
Source: NTB cultural and tourism agency * the large jump in 2013 is attributed partly to new builds and partly to new 
licenses/registration of older properties 

Between 2011 and 2015: 

¶ Kab. Lombok Timur  experienced the strongest growth in rooms, with a CAGR of 10%. This 

is off a very low base of just 36 hotels (384 rooms) increasing to 49 hotels (553 rooms). The 

majority, as noted, are small, independent non-star-rated properties scattered from Sembalun to 

Pink Beach. The key attractions in Kab. Lombok Timur are Pink Beach and Mt Rinjani with limited 

accommodation options to date; 

¶ Kab. Lombok Barat  registered a growth in rooms of 6%, increasing to 110 properties (2,589 

rooms), with the majority of hotels clustered in and around Senggigi (key attraction and 

accommodation area); 

¶ Kab. Lombok Utara  growth in rooms of 4% to a total of 521 hotels (3,926 rooms) clustered 

on the Gilis (key attraction and accommodation area) and to a lesser extent Tanjung. Although 

far from the new airport, Tanjung area is currently home to some small luxury hotel products 

targeting high-end travellers looking for quiet and isolated beaches. These include the Oberoi, 

Tugu Lombok Hotel and Lombok Lodge. Guests typically arrive through the airport rather than 

by boat from Bali. These luxury resorts range from 9 to 50 rooms. The Tanjung hotel market is 

growing with several new luxury and exclusive accommodation products under development or 

in the pipeline. The proximity to the Gili Islands, the beach quality, sunset views and a developed 

luxury niche reputation are helping drive development;  

¶ Growth in Kab. Lombok Tengah  has been slow only 1% in rooms in the 4 years from 2011 to 

2015, with significant amounts of land banking and very little hotel development. Currently 

Novotel Lombok is the only international branded resort in Lombok Tengah. Otherwise, there 

are several guesthouses and backpacker lodges in Kuta with 5 to 10 rooms and limited supporting 

facilities; and 

¶ Similarly, growth in Kota Mataram (key tourism area) has also been relatively stagnant over the 

past 5 years, only 1% CAGR in rooms from 2011 to 2015. The factors affecting growth in Kota 

Mataram are largely related to economic growth, as this is a business hub. Interestingly however 

2 new branded hotels were opened in 2016, Aston Inn and Golden Tulip with a total of 294 

rooms.  
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FIGURE 23 ð LOMBOK HOTEL SUPPLY DISTRIBUTION BY KABUPATEN , 2015 

 
Source: Google Map, Horwath HTL 

  


