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ABSTRACT

Sujiwa, Thomas (2024). The Role of Artificial Intelligence in Digital Marketing
Process in Food and Beverage Package Sales at Holiday Inn Resort Baruna Bali.
Undergraduate Thesis: Tourism Business Management, Tourism Department,
Politeknik Negeri Bali

This undergraduate thesis has bees supervised and approved by Supervisor I: Ir. |
Gusti Agung Bagus Mataram, MIT, and Supervisor I1: Dr. Drs. | Ketut Sutama, MA

Keywords: Product Sales, Artificial Intelligence, Digital Marketing, Strategy

This research explores the role of Artificial Intelligence (Al) in the digital marketing
process of selling food and beverage packages at Holiday Inn Resort Baruna Bali.
That background highlights the increasing focus of hotels on food and beverage
offerings to attract guests and increase revenue, utilizing digital marketing
strategies to reach a wider audience. Al has revolutionized marketing by improving
customer interaction and ad management, offering benefits such as faster decision-
making, increased personalization, improved efficiency, and increased customer
engagement. In 2023, Holiday Inn Resort Baruna Bali launched several food and
beverage packages with a total sale of 2,290 packages and t there are still very low
sales of food and beverage packages. Despite the initial challenges, the resort's
digital marketing strategy, which utilized Al, played a significant role in this
success. Given the increasing number of internet users, a digital marketing strategy
that incorporates Al is essential to achieve targeted results. This study aims to
analyze the role of Al in digital marketing of food and beverage package sales and
the specific strategies used to increase sales. Using interviews and semi-structured
analysis based on Miles and Hubberman and SWOT analysis, the results show that
Al significantly helps in the process of idea, creating, distribution, and evaluation
using tools such as Google Analytics, Chat-GPT, and Al Adobe Photoshop.
However, some Al tools such as HubSpot and Phrasee are still underutilized and
Holiday Inn Resort Baruna Bali should adopt a growth-oriented strategy, leveraging
strengths and opportunities to maximize growth potential and maintain a
competitive advantage.



ABSTRAK

Sujiwa, Thomas (2024). The Role of Artificial Intelligence in Digital Marketing
Process in Food and Beverage Package Sales at Holiday Inn Resort Baruna Bali.
Skripsi: Manajemen Bisnis Pariwisata, Jurusan Pariwisata, Politeknik Negeri Bali

Tugas Akhir ini telah dibimbing dan disetujui oleh Dosen Pembimbing I Ir. | Gusti
Agung Bagus Mataram, MIT, dan Dosen Pembimbing I1: Dr.Drs | Ketut Sutama,
M.A.

Kata kunci: Penjualan Produk, Kecerdasan Buatan, Pemasaran Digital, Strategi

Penelitian ini mengeksplorasi peran Artificial Intelligence (Al) dalam proses
pemasaran digital penjualan paket makanan dan minuman di Holiday Inn Resort
Baruna Bali. Latar belakang tersebut menyoroti meningkatnya fokus hotel pada
penawaran makanan dan minuman untuk menarik tamu dan meningkatkan
pendapatan, memanfaatkan strategi pemasaran digital untuk menjangkau khalayak
yang lebih luas. Al telah merevolusi pemasaran dengan meningkatkan interaksi
pelanggan dan manajemen iklan, menawarkan manfaat seperti pengambilan
keputusan lebih cepat, peningkatan personalisasi, peningkatan efisiensi, dan
peningkatan keterlibatan pelanggan. Pada tahun 2023, Holiday Inn Resort Baruna
Bali meluncurkan beberapa paket makanan dan minuman dengan jumlah
penjualan sebanyak 2.290 pake dan masih terdapat paket makanan minuman yang
penjualannya sangat rendah. Terlepas dari tantangan awal yang ada, strategi
pemasaran digital resort, yang memanfaatkan Al, memainkan peran penting dalam
keberhasilan ini. Mengingat meningkatnya jumlah pengguna internet, strategi
pemasaran digital yang menggabungkan Al sangat penting untuk mencapai hasil
yang ditargetkan. Penelitian ini bertujuan untuk menganalisis peran Al dalam
pemasaran digital penjualan paket makanan dan minuman serta strategi khusus
yang digunakan untuk meningkatkan penjualan. Dengan menggunakan wawancara
dan analisis semi-terstruktur berdasarkan Miles dan Hubberman serta analisis
SWOT, hasilnya menunjukkan bahwa Al secara signifikan membantu dalam proses
penentuan ide,pembuatan, distribusi, dan evaluasi menggunakan alat seperti
Google Analytics, Chat-GPT, dan Al Adobe Photoshop. Namun, beberapa alat Al
seperti HubSpot dan Phrasee masih kurang dimanfaatkan selain itu Holiday Inn
Resort Baruna Bali harus mengadopsi strategi yang berorientasi pada
pertumbuhan, memanfaatkan kekuatan dan peluang untuk memaksimalkan potensi
pertumbuhan dan mempertahankan keunggulan kompetitif.
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CHAPTERI
INTRODUCTION
1.1 Background of Study

Hotel is a form of lodging that is commercially and professionally managed,
offered to all individuals for accommodation, dining, drinking, and various other
services (Bagyono, 2014). Many hotels are focusing more on their food and drinks
to attract guests and increase the revenue. They are trying to improve the taste and
quality of the food, enhance the service from the waitstaff, and use promotions to
let potential guests know about the different food and drink options available.

To increase product sales, every hotel has a marketing strategy that
implemented. Marketing strategy is a driving factor for a company's success
(Israwati et al., 2023). One of the strategies used is to market products through
digital media. Digital marketing is the process of advertising a company's product
or services using digital technology available on the internet, including mobile
phones, display ads, and other digital media ( Desai & Vidyapeeth, 2019).

Artificial intelligence plays a significant role in the field of marketing
innovation. Al has changed the way companies interact with their customers and
manage marketing ads. The benefits of implementing Al in digital marketing
include speeding up decision-making, increasing personalization such as helping
with data analysis, creating content tailored to people's preferences, increasing
efficiency such as helping with email sending and advertising tasks, and improving

customer engagement (Wardhana, 2023).



Table 1. 1 Total Sales of F&B Package at Holiday Inn Resort Baruna Bali in 2023

No Package Amount Units
1 | 3 Course Dinner Package 315 pax
2 | Korean Market Package 1423 pax
3 | Pool Day Use Package 29 pax
4 | Romantic Dinner Package 440 pax
5 | Festive Season Package 83 pax

Total 2290 pax

Source: Holiday Inn Resort Baruna Bali

In 2023, food and beverage package sales at the Holiday Inn Resort Baruna
Bali sold 2,290 pax which came from five food and beverage packages they are: 3
Course Dinner Package, Korean Market Package, Pool Day Use Package, Romantic
Dinner Package, and Festive Season Package. based on information provided by
the Marcomm Manager of Holiday Inn Resort Baruna Bali, because there were
several obstacles before 2023 the food and beverage package were not launched
and only became a support for other packages so that the new food and beverage

package was launched in early 2023, there was even a new package launched in

October 2023.

F&B Package Sales in 2023
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Figure 1. 1 F&B Package Sales at Holiday Inn Resort Baruna Bali in 2023
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When viewed in this data, there are still packages whose sales are still very
low, especially in the Pool Day Use Package. therefore, it requires a brilliant
strategy especially digital marketing strategy to increase sales so that it can increase
hotel revenue.

The food and beverage package at Holiday Inn Resort Baruna Bali is not the
most important package, but because this package is newly launched, it is very
important to determine the right strategy. According to a recent report by We Are
Social and Hootsuite, the number of internet users worldwide reached up to 5.16
billion people in January 2023. This figure represents 64.4 percent of the total
global population of 8.01 billion people (Annur 2023). Therefore, a digital
marketing strategy is very appropriate to be implemented. One of the focuses of
digital marketing is conveying ideas through marketing concepts. Hence, creative
human resources are needed to generate ideas and translate them into products or
services (Sari, 2018). Therefore, the assistance of technology itself is very needed,
that is the presence of artificial intelligence in designing the digital marketing
process to achieve desired and targeted results.

Based on the explanation above, the role of artificial intelligence is
important in the digital marketing process. Recognizing the limitations of human
capabilities, artificial intelligence significantly aids humans in problem-solving.
Acrtificial intelligence is said to be capable of making quick decisions, assisting in
accurate data analysis, aiding in the creation of appropriate content, facilitating
advertising management, and contributing to the enhancement of customer

engagement. Given this background, the author is interested in adopting the title



"The Role of Artificial Intelligence in the Digital Marketing Process in Food and
Beverage Package Sales at Holiday Inn Resort Baruna Bali."
1.2 Problem Statements

Based on the description of the background above, the main problem in this
research as follows:

1. What is the role of Artificial Intelligence (Al) in the digital marketing process
in food and beverage package sales at the Holiday Inn Resort Baruna Bali.

2. What are the strategies of digital marketing are used in increasing food and
beverage package sales at Holiday Inn Resort Baruna Bali.

1.3 Research Objectives

Based on the research problems, the purpose of this research are:

1. To analyse the role of Artificial Intelligence (Al) in the digital marketing
process in food and beverage package sales at the Holiday Inn Resort Baruna
Bali.

2. To analyse the digital marketing strategies are used in increasing food and
beverage package sales at Holiday Inn Resort Baruna Bali.

1.4 Research Significance

There are two benefits obtained from this research, including:

1. Theoretical Benefits
The theoretical benefit of this research is that it can be useful in understanding
the application of artificial intelligence in digital marketing and how strategies

are used to increase sales.



Practical Benefits

For student

As a comparison between the theories that have been studied with real
problems that occur in the industry, so that students are able to provide
solutions with the knowledge that has been obtained.

For Bali State Polytechnic

The results of this study are expected to be used as a contribution of thought
for the alma mater to complement existing research and as material for
consideration for students in further research.

For Holiday Inn Resort Baruna Bali

The results of this study are expected to contribute to hotels in formulating,
determining, and implementing Artificial Intelligence itself, especially in the
process of digital marketing and the strategy of digital marketing in increasing

food and beverage package sales at Holiday Inn Resort Baruna Bali.

1.5 Limitations and Scope of Problems

Based on the research topic about the role of Artificial Intelligence in digital

marketing, the material is very broad, therefore it is necessary to limit the problem

to focus research so that it has a specific scope, including:

1.

The variables in this research is about Artificial Intelligence (Al) in digital
marketing process
The sub dimensions of variable in this study is about the component of digital

marketing process they are ideating, creating, distributing, evaluating.



3. This research took samples from Sales and Marketing Department at Holiday

Inn Resort Baruna Bali
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CHAPTER V
CONCLUSION AND SUGGESTION
5.1 Conclusion
After undergoing an in-depth interview session regarding how artificial
intelligence plays a role in the digital marketing process on the sale of food and
beverage packages, as well as filling out questionnaires related to digital marketing
strategies by conducting SWOT analysis at Holiday Inn Resort Baruna Bali, the
author managed to identify several crucial conclusions that provide deep insights
into this matter, the conclusions obtained are described as below.
1. The Role of Artificial Intelligence (Al) in The Digital Marketing Process in
Food and Beverage Package Sales at Holiday Inn Resort Baruna Bali.
Based on the results of interviews conducted by the author with the Director
of Sales and Marketing and Marketing Communication Manager regarding the
role of Artificial Intelligence in the digital marketing process for the sale of food
and beverage packages at Holiday Inn Resort Baruna Bali, there are four main
indicators that become the foundation, namely Ideating, Creating, Distributing,
and Evaluating. The results from the interviews show that Artificial Intelligence
plays an important role in all four aspects. This technology is able to provide
assistance in providing references, creating marketing materials, analysis
assistance and making temporary decisions in carrying out the digital marketing
process.
The role of Artificial Intelligence is different in each aspect of the digital

marketing process. For example, for the Ideating, Distributing, and Evaluating

104
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aspects, the management of Holiday Inn Resort Baruna Bali uses Google
Analytics and Insights from social media as analytical tools. Meanwhile, in the
Creating process, they rely on Chat-GPT, Caption Generation, Image Creator,
and Al Adobe Photoshop especially in conceptualizing and creating verbal and
visual content.

However, compared to previous research, there are several Artificial
Intelligence tools that have not been utilized by the management of Holiday Inn
Resort Baruna Bali such as HubSpot, Phrasee, and Campaign Budget
Optimization.

Digital Marketing Strategies Used in Increasing Food and Beverage
Package Sales at Holiday Inn Resort Baruna Bali.

Based on the results of the analysis through observations, interviews, and
filling out questionnaires by three respondents, namely the Director of Sales and
Marketing, Marcomm Manager, and F&B Manager of Holiday Inn Resort
Baruna Bali, related to the Digital Marketing Strategy in Increasing Sales of
Food and Beverage Packages at Holiday Inn Resort Baruna Bali using SWOT
analysis, the conclusion obtained is that the sales of food and beverage packages
at this hotel are in a favourable situation.

Holiday Inn Resort Baruna Bali it can be realized that there are strengths
and opportunities that can be capitalized, therefore the advisable strategy to
foster is the SO strategy and this should be complemented by a growth-oriented
aggressive strategic management approach. Growth Oriented Strategy is

therefore a strategic management that is aimed at the achievement and
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enhancement of the organization’s growth. It is all about the concept of seeking
to expand profit-making opportunities and establish more control by activities
for market expansion, new product or service line development, acquisition, or
vertical integration. In other words, the main objective is to enhance the total
value for all the players in the company by the overall growth rates and the
profitability coefficients of the invested funds. This strategy comes in handy in
the context of a free economy enabling organizations to pre adjudge areas of
growth for action.
5.2 Suggestion

Based on the conclusions obtained from the results of the analysis
conducted, there are suggestions that can be given hy the author to Holiday Inn
Resort Baruna Bali regarding the research conducted. The suggestions are as
follows.

Regarding the rapid development of technology, especially through digital
marketing, Holiday Inn Resort Baruna Bali is expected to increase the use of
artificial intelligence technology in carrying out the digital marketing process
starting from determining ideas, creation process, distribution process to evaluation
process. This can be done by learning widely and further about artificial intelligence
in digital marketing and also increase the artificial intelligence-based applications.
Therefore, it can further assist and maximize the digital marketing process itself.

Holiday Inn Resort Baruna Bali is expected to implement a digital
marketing strategy that supports Growth Oriented Strategy in increasing food and

beverage sales optimally so as to increase the turnover of the hotel. Some actions
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that can be taken by Holiday Inn Resort Baruna Bali in supporting this strategy are
utilizing brand image in marketing food and beverage products, advertising in
countries frequented by guests, maintaining product and service quality, displaying
good reviews on social media, utilizing location advantages as a special attraction
both by marketing it yourself and cooperating with third parties, being more active

in marketing via email



108

REFERENCES

Ali, M., Rahmani,B. (2023). SANTRI : Jurnal Ekonomi dan Keuangan Islam
Analisis Penerapan Artificial Intelligence terhadap Efektivitas Social Media
Marketing pada Akun Instagram Cuci Sepatu Kelen dengan Pendekatan
Model AIDA. 1(5),99-115. https://doi.org/10.61132

Annur, C M. (2023). 10 Perusahaan Hotel Terbesar di Dunia, Marriott International
Teratas Databoks. https://databoks.katadata.co.id/ datapublish/2023/01/10/10-
perusahaan-hotel-terbesar-di-dunia-marriott-international-teratas

Askarifard, H. (2015). Types of classifier in artificial intelligence. International
Journal of Computers &  Technology, 15(1), 6436-6443.
https://doi.org/10.24297/ijct.v15i1.1716

Bagyono. (2014). Pariwisata dan perhotelan. Yogyakarta: Alfabeta.

Bala, M., & Verma, D. (2018). A Critical Review of Digital Marketing Paper Type:
- Review and Viewpoint. International Journal of Management, IT &
Engineering, 8(10), 321-3309.

Bianchini, F. (2023). A New Definition of “Artificial” for Two Artificial Sciences.
Foundations of Science, 28(1), 401-417. https://doi.org/10.1007/s10699- 021-
09799-w

Chaffey. D (2013), “Definitions of E-marketing vs Internet vs Digital marketing”,
Smart Insight Blog, February 16.

Dagar, M., & Smoudy, A. (2019). The Role of Artificial Intelligence on Enhancing
Customer Experience. International Review of Management and Marketing,
9(4), 22-31. https://doi.org/10.32479/irmm.8166

Desai, V., & Vidyapeeth, B. (2019). Digital Marketing: A Review. International
Journal of Trend in Scientific Research and Development, 5(5), 196—200.

Draganov, M., Panicharova, M., & Madzhirova, N. (2018). Marketing 5.0.
Transactions of Artificial Intelligence Systems in the Digital Environment. In
International Conference on High Technology for Sustainable Development,
HiTech 2018 - Proceedings. https://doi.org/10.1109/HiTech.2018.8566547

Erianto, E. (2022). Food and Beverage Promotion Strategy in Efforts to Attract
Hotel Guests (Case Study on Hotel Horison and Prime Hotel Kualanamu).
Jurnal Akomodasi Agung, 1.



109

Gentsch, P. (2018). Al in Marketing, Sales and Service: How Marketers without a
Data Science Degree can use Al, Big Data and Bots. Berlin: Springer

Gunawan, I. 2013. Metode Penelitian Kualitatif Teori & Praktik. Jakarta: PT. Bumi
Akasara.

Haenlein, M., Kaplan, A., Tan, C, & Zhang, P. (2019). Artificial intelligence (Al)
and management analytics. Journal of Management Analytics, 6(4), 341-343.
https://doi.org/10.1080/23270012.2019.1699876

Hermansyah I,. Irawan,T.,Arsyelan,F., & Alexander, A. (2023). Implementation of
Marketing Strategy, Creative Product Innovation and Market Orientation to
Improve the Marketing Performance of Tekat Tiga Dara Umkm. lbn Sina's
Journal of Service, 2(1), 72—76. https://doi.org/10.36352/]-pis.v2i1.510

Hsu, S. F., & Liou, S. (2021). Artificial Intelligence Impact on Digital Content
Marketing Research. In 2021 9th International Conference on Orange
Technology, ICOT 2021. https://doi.org/10.1109/ICOT54518.2021.968066

Kemp, S. (2023). Digital =~ 2023:  Global  Overview  Report.
https://datareportal.com/reports/digital-2023-global-overview-report

Kurniawan. R, (2020). Kecerdasan Buatan (Artificial Intelligence) Edisi Revisi I.
UINSU ; Medan

Maihani, S., Syalaisha, S. N., & Nur, T. M. (2023). Peran Kecerdasan Buatan
Artificial Intelligence (Al) Dalam Inovasi Pemasaran. 17, 1651-1661.

Miles, M.B, Huberman, A.M, & Saldana, J. (2014). Qualitative Data Analysis,
Methods Sourcebook, Edition 3. USA: Sage Publications.

Morales, S. D. (2020). The Application of Artificial Intelligence (Al) in The
Recruitment  Process: An approach to the application guideline and future
implications, Bachelor Final Thesis, Universitat de les Illes Balears

Nirwana, A, Sudarmiatin, & Melany. (2023). Implementation of Artificial
Intelligence in Digital Marketing Development: a Thematic Review and
Practical Exploration. Jurnal Manajemen Bisnis, Akuntansi Dan Keuangan,
2(1), 85-112. https://doi.org/10.55927/jambak.v2i1.4034

Notoatmodjo, S. 2010. Metodologi Penelitian Kesehatan. Jakarta: Rineka Cipta.
Otero, P. T., & Rolan, M. X. (2016). Understanding Digital Marketing—Basics and

Actions (C. Machado, Ed.; Issue September). The Springer.
https://doi.org/10.1007/978-3-319-28281-7_2


https://doi.org/10.1109/ICOT54518.2021.968066

110

Rangkuti, F. (2006), Analisis SWOT : Teknik Membedah Kasus Bisnis, Penerbit
PT Gramedia Pustaka Utama ; Jakarta

Roetzer, P., and Kaput, M. (2022). Marketing Artificial Intelligence: Al, Marketing,
and the Future of Business. Boston: Matt Holt.

Sari, N. (2018). Development of the Creative Economy in the Special Culinary
Sector of the Jambi Region. Journal of Social Sciences Himaniora, 2(1), 51—
60. https://online-journal.unja.ac.id/JSSH/article/view/5281/8997

Saura, J. R., Soriano, R. D., & Marqués, P. D. (2021). Setting B2B digital marketing
in artificial intelligence-based CRMs: A review and directions for future
research.  Industrial ~ Marketing  Management, 98, 161-  178.
https://doi.org/10.1016/j.indmarman.2021.08.006

Sternberg, R. J. (2012). Intelligence. Dialogues in Clinical Neuroscience, 14(1),
19- 27. https://doi.org/10.31887/DCNS.2012.14.1/rsternberg

Sugiyono. 2015. Metode Penelitian Kuantitatif, Kualitatif dan R & D. Bandung:
Alfabeta.

Sulistyowati, 1. (2021). Buku Ajar Mata Kuliah Kecerdasan Buatan (Artificial
Intelligence).Sidoarjo: Umsida Press

Tchelidze, L. (2019). Potential and skill requirements of artificial intelligence in
digital marketing. Quality - Access to Success, 20, 73-78.
https://api.elsevier.com/content/abstract/scopus_id/85073478221

Wardhana, A. (2023). Penerapan Artificial Intelligence Marketing pada Model
Bisnis E-Commerce. In Manajemen Pemasaran (Artificial Intelligence
Marketing) (Issue May).



	UNDERGRADUATE THESIS
	UNDERGRADUATE THESIS
	UNDERGRADUATE THESIS
	UNDERGRADUATE THESIS APPROVAL SHEET
	UNDERGRADUATE THESIS VALIDITY SHEET
	LETTER OFF FREE PLAGIARISM STATEMENT
	ACKOWLEDGEMENT
	ABSTRACT
	ABSTRAK
	TABLE OF CONTENT
	LIST OF TABLES
	LIST OF FIGURES
	APPENDICES
	CHAPTER I
	INTRODUCTION
	1.1 Background of Study
	1.2 Problem Statements
	1.3 Research Objectives
	1.4 Research Significance
	1.5 Limitations and Scope of Problems

	CHAPTER V
	CONCLUSION AND SUGGESTION
	5.1 Conclusion
	5.2 Suggestion

	REFERENCES

