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ABSTRACT 

Ardita Nicolas Putra Buana, I Gede. (2023). The Implementation Of Social Media 

Marketing To Enhance Customer Engagement At Anantara Uluwatu Bali Resort: 

Undergraduate Thesis. Tourism Business Management, Tourism Department, 

Politeknik Negeri Bali. 

 

This undergraduate thesis has been supervised and approved by Supervisor I: Drs. 

I Ketut Astawa, MM, and Supervisor II: Dr. Dra. I Gusti Made Wendri, M.Par. 

 
Keywords: Social Media, Social Media Marketing, Customer Engagement, 

Implementation. 

 
In the digital age, social media is not only a platform for self-expression and social 

interaction but also serves as a tool for marketing campaigns to promote businesses, 

a strategy employed by Anantara Uluwatu Bali Resorts. This study's primary 

objectives are to assess the implementation of Social Media Marketing at Anantara 

Uluwatu Bali Resorts and to examine its impact on customer engagement. The 

sample comprised 97 respondents chosen through a simple random sampling 

technique, and data were collected through questionnaires. The research employed 

quantitative analysis techniques, including data quality assessment, correlation 

analysis, classical assumption testing, simple linear regression, T-test, coefficient 

of determination, and descriptive statistical analysis for Social Media Marketing 

Implementation. The findings indicate that Anantara Uluwatu Bali Resorts has 

effectively implemented social media marketing. Furthermore, social media 

marketing was found to have a positive and statistically significant impact on 

customer engagement at Anantara Uluwatu Bali Resorts. Specifically, Instagram's 

influence on brand awareness accounts for 51.5% of the variance, while the 

remaining 48.5% is influenced by external variables not examined in this study. 

  



 

ABSTRAK 

Ardita Nicolas Putra Buana, I Gede. (2023). The Implementation Of Social Media 

Marketing To Enhance Customer Engagement At Anantara Uluwatu Bali Resort: 

Skripsi. Manajemen Usaha Pariwisata, Jurusan Pariwisata, Politeknik Negeri Bali. 

 

Skripsi ini telah diawasi dan disetujui oleh Pembimbing I: Drs. I Ketut Astawa, 

MM, dan Pembimbing II: Dr. Dra. I Gusti Made Wendri, M.Par. 

 

Kata Kunci: Media Sosial, Pemasaran Media Sosial, Keterlibatan Pelanggan, 

Implementasi. 

 

Di era digital, media sosial tidak hanya menjadi platform untuk ekspresi diri dan 

interaksi sosial tetapi juga berfungsi sebagai alat kampanye pemasaran untuk 

mempromosikan bisnis, sebuah strategi yang diterapkan oleh Anantara Uluwatu 

Bali Resorts. Tujuan utama penelitian ini adalah untuk menilai penerapan 

Pemasaran Media Sosial di Anantara Uluwatu Bali Resorts dan untuk menguji 

dampaknya terhadap keterlibatan pelanggan. Sampel berjumlah 97 responden 

yang dipilih melalui teknik simple random sampling dan pengumpulan data 

dilakukan melalui kuesioner. Penelitian ini menggunakan teknik analisis kuantitatif 

yang meliputi penilaian kualitas data, analisis korelasi, uji asumsi klasik, regresi 

linier sederhana, uji T, koefisien determinasi, dan analisis statistik deskriptif untuk 

Implementasi Pemasaran Media Sosial. Temuan menunjukkan bahwa Anantara 

Uluwatu Bali Resorts telah efektif menerapkan pemasaran media sosial. Selain itu, 

pemasaran media sosial ditemukan memiliki dampak positif dan signifikan secara 

statistik terhadap keterlibatan pelanggan di Anantara Uluwatu Bali Resorts. 

Secara spesifik, pengaruh Instagram terhadap kesadaran merek menyumbang 

51,5% varians, sedangkan sisanya sebesar 48,5% dipengaruhi oleh variabel 

eksternal yang tidak diteliti dalam penelitian ini.  
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CHAPTER I  

INTRODUCTION 

1.1.  Background of Study 

Marketing is a highly dynamic and responsive business activity that is 

profoundly influenced by the social and economic conditions of the world. 

Numerous external factors, including the advent of the internet and the subsequent 

digitalization era, have significantly impacted the evolution of marketing practices 

(Bala & Verma, 2018). The era of digitalization has led to the emergence of 

internet-centric marketing strategies that utilizing social media platforms to 

establish more personalized connections between brands and consumers  

(Dissanayake et al., 2019). In addition to being more personalized, the shift from 

traditional marketing to digital marketing (specifically social media marketing) has 

also been affected by the efficiency and effectiveness of social media marketing 

itself. This is because Social media platforms allow businesses to target their ads, 

track their results, and measure their ROI more accurately than traditional 

marketing methods. Businesses can often get started with social media marketing 

for free, and even paid advertising can be very affordable, and also create real-time, 

two-way dialogues with their customers and provide them with a personalized 

experience (Scheidt & Chung, 2019). This trend can be explained by the remarkable 

growth of social media platforms worldwide, including Indonesia, where Hootsuite 

(We Are Social), a provider of online media and content management services, 

regularly issues annual reports on internet, social media, and e-commerce behavior, 



 

reported the number of active social media users in Indonesia per January 

2022 was 191 million, representing a 12.35 percent increase from the previous year, 

when the number was 170 million. The massive usage of social media platforms 

has changed the way a brand connects and communicate with their consumers  

(Urban & Maphathe, 2021).  Businesses use social media to connect with potential 

customers, enhance their brand image, and create a loyal customer base. In contrast, 

customers are now more influential due to their access to social media, which has 

given them the power to control the marketing process and become creators, 

collaborators, and commentators of marketing messages. This has led to the 

emergence of intricate, diverse, and intense interactions between companies and 

customers (Febrianto, 2021). The advent of Social Media Marketing, which utilizes 

social media platforms as a medium of promotion, has facilitated innovative 

avenues of engagement between companies and customers. One of these novel 

modes is the establishment of virtual brand communities, which offer a space for 

customers and companies to share product information and feedback via social 

media. Since customers utilize this space to obtain relevant insights, their opinions 

can influence others, highlighting the significance of companies creating appealing 

content that enhances customer engagement (Febrianto, 2021). Customer 

engagement can be defined as the active participation of customers through the 

provision of feedback, suggestions, and ideas. This engagement can serve as a 

valuable source of information for companies to identify customer needs, evaluate 

market opportunities and augment their value proposition (Harmeling et al., 2017). 

This phenomenon can be attributed to the evolving nature of marketing practices, 
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as the past few decades have witnessed a paradigm shift from transactional to 

relationship-based marketing. Customers now expect brands to move beyond 

merely selling their products and instead engage with them on a more meaningful 

level, forming deeper connections and fostering more substantial relationships with 

the brand (Lim & Rasul, 2022).  

Marketing practice’s adaptation has become ubiquitous in various industries, 

including the hospitality sector. Anantara Uluwatu Bali Resorts is a 5-star hotel in 

Bali, provides an example of such adaptation through the utilization of social media 

marketing to engage with its target market. The hotel relies on Facebook and 

Instagram as the primary social media platforms for marketing activities and 

consumer interactions. This approach involves the utilization of social media 

content to communicate brand messages to customers, while also creating visually-

appealing social media catalogs to attract customers and encourage active 

interactions, otherwise feedback provided by customers through social media is 

carefully monitored and addressed to enhance the consumer experience in engaging 

with the hotel representatives. These efforts are undertaken with the objective of 

establishing a personal connection with consumers, which will enable brands to 

build a robust relationship with them, thereby leading to a rise in customer 

engagement. The implementation of Social Media Marketing as the primary 

marketing communication strategy by Anantara Uluwatu Bali Resorts is anticipated 

to enhance customer engagement as a means of fostering a more personalized and 

meaningful interaction between the brand and its customers. 



 

Based on the explained statement, the researcher has expressed an interest in 

conducting a study entitled "The Implementation of Social Media Marketing to 

Enhance Customer Engagement at Anantara Uluwatu Bali Resort" 

1.2. Problem Statements 

Referring to the aforementioned background information, the problem 

statements that can be derived are as follows. 

1. How is the social media marketing implemented at Anantara Uluwatu Bali 

Resorts? 

2. How does the implementation of social media marketing affect the customer 

engagement at Anantara Uluwatu Bali Resorts? 

1.3. Research Objectives 

Referring to the aforementioned background information, the research 

objectives that can be derived is as follows. 

1. To analyze how the Social Media Marketing is implemented at Anantara 

Uluwatu Bali Resorts. 

2. To analyze how the implementation of social media marketing affects customer 

engagement at Anantara Uluwatu Bali Resorts. 

1.4. Research Significance 

1. Theoretical Significance  

This research aims to contribute to the field of marketing 

communication by generating new insights and expanding current 

knowledge on the implementation of social media marketing to increase 

customer engagement at the hotel. The study is expected to advance the 
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understanding of social media marketing and its impact on customer 

engagement, and to provide valuable information for future research 

and practical applications in the hospitality industry 

2. Practical Significance  

a. For the Researcher 

To enhance the understanding of social media marketing, particularly 

in the context of Anantara Uluwatu Bali Resorts, this study will serve 

as a reference for improving knowledge. Furthermore, the author will 

critically reflect on the practical application of the theoretical 

knowledge gained from lectures in the real-world industry. 

b. For Politeknik Negeri Bali 

This study can serve as a reference for future researchers studying 

similar problems and can provide additional resources to the Tourism 

Department of Politeknik Negeri Bali. 

c. For the Company 

This research is expected to provide a useful reference for optimizing 

social media as a marketing tool, particularly at Anantara Uluwatu Bali 

Resorts, and to identify strategies for enhance customer engagement 

through social media marketing. 

1.5.  Limitations and Scope of Problems 

In this study, the researcher selected Anantara Uluwatu Bali Resort as the 

specific research site in order to focus the investigation on a particular context. The 

study analyzes variables that are directly related to the object of research, including 



 

the implementation of social media marketing at the resort. Specifically, the 

research examines the use of social media platforms by Anantara Uluwatu Bali 

Resort in their marketing communication activities and assesses the impact of social 

media marketing on customer engagement.  
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CHAPTER V 

CONSLUSION AND SUGGESTION 

5.1 Conclusion 

The analysis and discussion of the implementation of social media marketing 

in enhance customer engagement at Anantara Uluwatu Bali Resort showed that 

social media marketing has a positive and significant effect on customer 

engagement at the resort. Social media marketing can increase customer 

engagement in a number of ways, such as building relationships with customers, 

providing value to customers, and creating a sense of urgency. Overall, the study 

found that social media marketing is an effective way to increase customer 

engagement at Anantara Uluwatu Bali Resort. 

5.2 Suggestions 

1. For Anantara Uluwatu Bali Resort 

Anantara Uluwatu Bali Resort has proven that social media marketing can be 

an effective way to increase customer engagement. However, it is important to 

remember that customer engagement is not a one-time thing. It is an ongoing 

process that requires constant effort. In a way to maintain the customer engagement, 

Anantara Uluwatu Bali Resort can create more interactive content, respond to 

customer feedback, and stay active on social media. This could include photos and 

videos that encourage users to comment, like, and share, as well as polls and quizze s 

that allow users to interact with the brand in a more personal way. The resort should 

also respond 



 

to customer feedback in a timely manner and use social media to 

promote special offers and events. 

2. For further researchers 

This study only examined the factors that influence customer engagement, 

focusing on one factor, namely social media marketing. Future researchers may 

want to explore other factors that could influence customer engagement, such as 

product quality, customer service, and pricing. The findings of this study suggest 

that social media marketing can be an effective way to increase customer 

engagement, but it is important to consider other factors as well. By exploring the 

other factors, future researchers can gain a better understanding of what drives 

customer engagement and how businesses can use this knowledge to improve their 

marketing strategies. 
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