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Abstract

Tourism is one of the important sectors in a country's economy, and in today's digital era, digital
marketing is the key to increasing the attractiveness of tourism destinations. This research aims to identify
effective digital marketing strategies in increasing the attractiveness of tourism destinations in the digital
era. The research method used is qualitative by conducting case studies on several tourism destinations in
Indonesia. The results of the study show that the use of social media, quality digital content, the use of
digital technology such as mobile applications and virtual reality, as well as collaboration with influencers
and bloggers, are effective digital marketing strategies in increasing the attractiveness of tourism
destinations. By implementing this strategy correctly, it is hoped that tourism destinations can increase the
number of tourist visits and make a greater contribution to the local economy.
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Tourism is one of the sectors that has an important role in the economy of a
country, including Indonesia. Indonesia has enormous tourism potential, with
diverse natural and cultural wealth. However, to be able to take full advantage of this
potential, an effective marketing strategy is needed, especially in the current digital
era Tourism has an important role in a country's economy because it can make a
significant contribution to income and job creation. In Indonesia, tourism is one of
the sectors that has great potential to be developed, considering that Indonesia has
very diverse natural and cultural wealth.

Indonesia's tourism potential lies in its natural beauty, such as exotic beaches,
majestic mountains, and pristine forests. In addition, Indonesia's rich culture, such
as the diversity of customs, art, and traditions, is also a special attraction for tourists.
However, to be able to take full advantage of this tourism potential, an effective
marketing strategy i1s needed. This is due to changes in the behavior of tourism
consumers who are increasingly inclined to use the internet as the main source of
information in planning their trips. Therefore, an effective marketing strategy in
today's digital era is very important to increase the attractiveness of tourism
destinations.
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Indonesia's tourism potential is very rich and diverse, especially in terms of
natural beauty and cultural wealth. Here is a more detailed explanation of Indonesia's
tourism potential:

Natural Beauty: Indonesia has incredible natural beauty, from the exotic
beaches of Bali, Lombok, and Raja Ampat, to majestic mountains such as Mount
Bromo and Mount Rinjani. In addition, pristine forests such as Gunung Leuser
National Park and Komodo National Park are also attractions for tourists looking for
a unique nature adventure.

Cultural Wealth: In addition to its natural beauty, Indonesia is also rich in
diverse cultures. The diversity of customs, arts, and traditions in various regions in
Indonesia is a special attraction for tourists who want to get to know Indonesia's rich
and colorful culture.

Changes in Tourism Consumer Behavior: Tourism consumer behavior has
changed along with the development of information technology and the internet.
More and more travelers are using the internet as their main source of information
in planning their trips, looking for information about tourist destinations,
accommodations, and activities that can be done during the trip.

Digital Marketing Strategy: With the changing behavior of travel consumers
who are increasingly inclined to use the internet, effective marketing strategies in
the digital age are very important. Digital marketing strategies can help increase the
visibility of tourism destinations, reach a wider audience, and increase interaction
with potential tourists.

By making the most of Indonesia's rich and diverse tourism potential through
effective marketing strategies, it is hoped that Indonesian tourism can continue to
develop and make a positive contribution to the country's economy.

Digital marketing strategies can include the use of social media, digital
content, and other digital technologies to increase the visibility of tourism
destinations, reach a wider audience, and increase interaction with potential tourists.
With the right marketing strategy, it is hoped that Indonesia's tourism potential can
be more optimal and have a positive impact on the country's economy. The
development of technology and the internet has changed the way people search for
information and make decisions in their travel trips. More and more tourists are using
the internet to find information about tourist destinations, find reviews and



recommendations, and make online bookings. Therefore, digital marketing
strategies are very important in increasing the attractiveness of tourism destinations.

This research aims to identify effective digital marketing strategies to increase
the attractiveness of tourism destinations in the digital era. This research will focus
on the use of social media, digital content, and other digital technologies in
increasing the visibility and attractiveness of tourism destinations. By understanding
effective digital marketing strategies, it is hoped that tourism actors, including the
government, the tourism industry, and local communities, can work together to
increase the attractiveness of Indonesia's tourism destinations and increase tourism's
contribution to the national economy.

This research will use a qualitative approach by conducting case studies on
several tourism destinations in Indonesia. Data will be collected through interviews,
observations, and analysis of digital content related to the marketing strategies used
by the tourism destination.

Method

The research method used for the study of digital marketing strategies to
increase the attractiveness of tourism destinations in the digital era can use a
qualitative approach. This approach is used to gain an in-depth understanding of
effective digital marketing strategies and their implementation in increasing the
attractiveness of tourism destinations. Case Study: The case study method can be
used to study in depth some of the tourism destinations that have successfully
implemented effective digital marketing strategies. Case studies can provide in-
depth insights into the factors that contribute to the success of such digital marketing
strategies. Interviews: Interviews with digital marketing experts, tourism destination
managers, and travelers can be conducted to get their views on effective digital
marketing strategies and their impact on the attractiveness of tourism destinations.
Interviews can also be used to understand the challenges and opportunities in
implementing digital marketing strategies. Digital Content Analysis: Analysis of
digital content such as websites, social media, and other marketing materials can be
done to understand the types of content that are effective in attracting tourists. This
analysis can provide insights into effective content strategies in digital marketing of
tourism destinations. Focus Group Discussion (FGD): FGD with local tourism actors,
local governments, and local communities can be conducted to gain a broader
understanding of digital marketing strategies that can increase the attractiveness of



tourism destinations. FGD can also be used to get input and suggestions from various
related parties.

Results and Discussion

In this study, we analyzed the digital marketing strategies used in increasing
the attractiveness of tourism destinations in the digital era. Based on case studies and
analysis of digital content, we found some relevant findings Social Media Use:
Tourism destinations that actively use social media, such as Instagram, Facebook,
and Twitter, tend to have higher appeal. Engaging visual content, relevant
information, and active interaction with followers can increase the awareness and
interest of tourists to visit the destination. Quality Digital Content: Digital content,
such as blog articles, videos, and compelling photos, can be an important factor in
increasing the attractiveness of a tourism destination. Content that is informative,
inspiring, and

Quality Digital Content: Digital content, such as blog articles, videos, and
compelling photos, can be an important factor in increasing the attractiveness of a
tourism destination. Informative, inspirational, and entertaining content can help
attract potential travelers and get them interested in visiting the destination.

Utilization of Digital Technology: Digital technology, such as mobile
applications, interactive websites, and virtual reality (VR), can also increase the
attractiveness of tourism destinations. Mobile apps that provide complete
information about destinations, interactive websites that make it easy for travelers to
plan their trips, and virtual reality experiences that realistically show the beauty of
destinations can provide a better experience to potential travelers.

Collaboration with Influencers and Bloggers: Collaboration with well-known
influencers and bloggers can also be an effective digital marketing strategy.
Influencers and bloggers can help increase the visibility of tourism destinations and
provide testimonials that their followers can trust.

From the results of this analysis, it can be concluded that effective digital
marketing strategies in increasing the attractiveness of tourism destinations include
the use of social media, quality digital content, the use of digital technology, and
collaboration with influencers and bloggers. By implementing these strategies



appropriately, it is hoped that tourism destinations can increase the number of tourist
visits and make a greater contribution to the local economy.

The use of digital technology, such as mobile applications, interactive
websites, and virtual reality (VR), has had a significant impact in increasing the
attractiveness of tourism destinations. Here is a more detailed explanation of the use
of digital technology in the tourism industry:

Mobile Apps: Mobile apps have become one of the essential tools in the
tourism industry. Mobile applications can provide complete information about
tourism destinations, such as locations, facilities, prices, and reviews from previous
visitors. The application can also provide navigation features that make it easier for
tourists to find these destinations.

Interactive Website: An interactive tourism destination website can provide a
better experience to visitors. A website equipped with advanced search features,
attractive photo galleries, and relevant information can help travelers to plan their
trips better.

Virtual Reality (VR): Virtual reality (VR) technology allows tourists to
experience the beauty of tourism destinations realistically without having to
physically visit them. By using a VR headset, tourists can feel the sensation of being
in the destination, which can increase their interest in visiting the destination in real

life.

Conclusion

The use of digital technology in the tourism industry not only provides a better
experience for tourists, but can also increase efficiency and effectiveness in
marketing tourism destinations. By continuing to develop and utilize digital
technology well, it is hoped that the tourism industry can continue to develop and
have a positive impact on the country's economy.
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