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ABSTRACT
Juni Nadyasa Putra, | Gede (2024). The Implementation of Meta Business Suite in
Increasing Brand Awareness of Hilton Bali Resort. Tourism Business Management,
Tourism Department, Politeknik Negeri Bali.
This Thesis has been approved by Ir. | Gusti Agung Bagus. Mataram, MIT as the
first supervisor and Elvira Septevany, S.S., M.Li as the second supervisor.
Keywords: Increasing brand awareness, Meta Business Suite, top of mind,
Instagram, Facebook, Meta
This research aims to explore the effectiveness of Meta Business Suite in boosting
brand awareness for Hilton Bali Resort in Bali, amidst the massive use of
technology in the hotel sector's marketing. Meta, as a digital advertising platform,
Is expected to generate higher engagement compared to organic efforts. The study
addresses two main questions: first, how Meta Business Suite implementation
increases brand awareness; second, what the brand awareness level of Hilton Bali
Resort is. Using simple linear regression analysis, the study finds that Meta
Business Suite significantly enhance brand awareness, with each unit increase in
Meta Business Suite boosting brand awareness by 0.355. Additionally, interval
scale analysis reveals that the Implementation of MBS at Hilton Bali Resort ranks
at the "Highly Implemented" level, with an average score of 88% from respondents.
This study involved 100 respondents, including 69 followers from Instagram and
31 followers from Facebook. The conclusion is that Meta Business Suite are proven
to be an effective tool in digital marketing strategies to enhance the brand awareness
of Hilton Bali Resort.



ABSTRAK
Juni Nadyasa Putra, | Gede (2024). The Implementation of Meta Business Suite in
Increasing Brand Awareness of Hilton Bali Resort. Manajemen Bisnis Pariwisata,
Jurusan Pariwisata, Politeknik Negeri Bali.
Skripsi ini telah disetujui oleh: Ir. I Gusti Agung Bagus. Mataram, MIT selaku
pembimbing | dan Elvira Septevany, S.S., M.Li selaku pembimbing II
Kata Kunci: menaikkan brand awareness, Meta Business Suite, top of mind,
Instagram ads, Facebook Ads, Meta
Penelitian ini berjudul " The Implementation of Meta Business Suite in Increasing
Brand Awareness of Hilton Bali Resort " yang bertujuan mengeksplorasi efektivitas
iklan Meta dalam meningkatkan Brand Awareness di Hilton Bali Resor, di tengah
penggunaan teknologi yang masif dalam pemasaran sektor hotel. Meta, sebagai
platform iklan digital, diharapkan mampu menghasilkan keterlibatan yang lebih
tinggi dibandingkan keterlibatan organik. Penelitian ini menjawab dua pertanyaan
utama: pertama, bagaimana implementasi iklan Meta dalam meningkatkan brand
awareness; kedua, bagaimana tingkat brand awareness Hilton Bali Resort. Dengan
menggunakan analisis regresi linier sederhana, ditemukan bahwa iklan Meta secara
signifikan meningkatkan brand awareness, di mana setiap peningkatan satu unit
iklan Meta meningkatkan brand awareness sebesar 0,355. Selain itu, hasil analisis
skala interval menunjukkan implementasi MBS di Hilton Bali Resort berada pada
level "Highly Implemented” dalam meta business suite, dengan skor rata-rata 88%
dari responden. Penelitian ini melibatkan 100 responden, terdiri dari 69 followers
dari Instagram dan 31 followers dari Facebook. Kesimpulannya, iklan Meta terbukti
menjadi alat yang efektif dalam strategi pemasaran digital untuk meningkatkan
brand awareness Hilton Bali Resort.
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CHAPTERI
INTRODUCTION
1.1 Background of Study

Tourism in Indonesia has seen rapid post-pandemic growth, with visitor
numbers steadily increasing since the first quarter of 2023 and projected to continue
rising. This growth is driven by technological advancements that are propelling the
tourism sector forward, particularly through the enhanced reach of Bali on a global
scale with the aid of social media technology. Today's digital advancements
streamline complex concepts into concise media formats, fostering environmentally
friendly marketing practices that resonate positively with society. The shift from
traditional poster-based marketing to digital platforms not only conserves resources
but also promotes sustainability, extending beyond websites to encompass robust
social media strategies.

Social media has become one of the technologies increasingly used by the
community. According to Dataindonesia.id (2023), there are approximately 167
million active social media users in Indonesia as of January 2023, and data from
Katadata.com (2023) shows that Indonesia become the high rank global with the
massive Meta users in the world. With this, numerous opportunities arise to bring
marketing into digital forms to reach the digital user target.

Meta is a business company that oversees well-known applications such as
Facebook, Instagram, WhatsApp, and Messenger. Facebook and Messenger are two
popular applications used in social media for the present. With millions of

registered users, these two applications have great potential for the success of



modern/digital marketing. Digital marketing is an effort to market a product or
service on the internet, targeting internet users, especially those on social media (li
et al., 2016). Social media for market products at a very high level due to the high
demand for the use of social media applications.

In a similar context, social media is also used as material to offer products or
services owned by a brand and offered to consumers directly so that consumers can
be detected by consumers. offered to consumers directly so that consumers can be
detected by the product directly through social media. products directly through
social media. According to Putu et al. (2020), Instagram and Facebook has a
positive impact on current marketing practices. Instagram provides opportunities
for enthusiasts to become more creative in promoting their products to reach a larger
target audience.

Meta advertising (Business Suite) is a feature option for users to boost
engagement with the content they publish, garnering more attention than usual. This
feature allows reaching specific target audiences based on the amount paid to Meta
(Pratama & Yunina, 2021). Businesses often utilize Instagram and Facebook
Business Suite to enhance website traffic, increase brand exposure, and generate
new Business Suite. This approach contributes to the creation of an effective and
efficient marketing program, the application of Instagram and Facebook Business
Suite must be covered and planned with creativity. Meta Business Suite is
increasing the engagement of the brand besides the organic result from the common
post. In this case, Meta business Suite will lead the entire campaign to be seen by

the demographic we are aiming for. Where the audience will suddenly see our post



with the condition that they do not follow the Hilton Bali Resort social media
account increasing brand awareness. According to Sari et al. (2021), there are four
levels of Brand Awareness for a product: Top of Mind, Brand Recall, Brand
Recognition, and Unaware of Brand. Hilton Bali Resort is one of resorts that uses
Business Suite to increase its Brand Awareness.

Hilton Bali Resort is a five-star hotel with 401 rooms and attractive
facilities. The writer conducted a 6-month observation in the Marketing and
Communication department, where marketing was conducted massively through
digital channels with Meta. In this case Hilton Bali Resort is running a campaign
with the hope that their engagement will increase significantly compared to their
organic engagement, the engagement to be achieved is realized by using the Meta
Business Suite feature to achieve the highest level of brand awareness, campaigns
were created to be widely promoted with boosted posts to achieve significant reach
and engagement. In this regard, Meta-Business Suite itself should have a significant
influence on the brand awareness of Hilton Bali Resort. Through Meta business
Suite, the relationship between Meta-Business Suite and Brand Awareness is
examined to determine whether it has a positive impact by creating engaging
campaigns and achieving the highest level of brand awareness according to Brand
Awareness theory, where the highest level is top of mind, where consumers
recognize the brand without any assistance. However, some opportunities arise
from the Meta business Suite data of Hilton Bali Resort, indicating discrepancies in
the level of engagement relative to the amount paid. This suggests that Meta may

not necessarily influence the Brand Awareness of Hilton Bali Resort.



Therefore, the writer is interested in analyzing brand awareness through
Meta business Suite and hence this research aim to analyze the brand level of Hilton
Bali Resort classification for Brand awareness. The title of this study is "The
Application of Meta business Suite in Increasing Brand Awareness at Hilton Bali

Resort."

1.2 Research Questions
Based on the description of the background above, the main problems in this
research are:
1. how is the implementation of meta business suite in increasing brand
awareness of Hilton Bali Resort?
2. How is the impact of meta business suite on brand awareness at Hilton Bali

Resort?

1.3 Research Objectives
Based on the research problems, the purpose of this research, as follows:

1. To analyse the implementation of Meta business Suite in increasing brand
awareness of Hilton Bali Resort.

2. To find out the impact of Meta Business Suite on Brand Awareness at Hilton
Bali Resort.

1.4 Research Significance

1. Theoretical Benefit



Theoretically, this research should help expand understanding and information
about the implementation of Meta to increase the brand awareness and to give
an innovative solution to achieve the best output.
2. Practical Benefits
a. For Politeknik Negeri Bali
This research is anticipated to serve as a guide for related studies in the future.
b. For Company
This research is expected to help Marketing to find out the strategy to Increase
brand awareness by Meta platform.
c. For Writer
Expand the knowledge and expertise of the writer in implementing the theories
learned through the education created for this research project.
1.5 Limitation and Sope of Problems
The study focused on the sales and marketing department, with a specific
emphasis on the Marketing department. Its scope is exclusively aimed at the
utilization of Meta business Suite by Hilton Bali Resort, given that the resort
channels its product marketing endeavors primarily through Instagram and
Facebook to reach a wider audience. The research is centered on examining how
Meta Business Suite function to increase brand awareness at Hilton Bali Resort.
Brand awareness, in this context, is gauged through indicators such as recall,

recognition, purchase, and consumption.



CHAPTER V
CONCLUSIONS AND SUGGESTIONS
5.1 Conclusions
Based on the discussion described in Chapter IV regarding how the
implementation of Meta Business Suite on brand awareness at Hilton Bali Resort.
Based on the loading of the problems that have been drawn in Chapter 1 to find two
problems that can be done using simple regression linier to solve the first problem
and interval formula used to solve the second research question, The study focuses
on the impact of Meta Business Suite on brand awareness at Hilton Bali Resort,
using data from 100 respondents (69 Instagram followers and 31 Facebook
followers). The research addresses two problems:

1. Meta Business Suite (MBS) is categorized as highly implemented in enhancing
brand awareness at Hilton Bali Resort. The descriptive analysis shows an average
score of 89% for MBS implementation, which aligns with its role in increasing
brand awareness for the resort. This high score reflects the effective use of MBS
in achieving the resort's marketing objectives and reinforcing its brand presence.

2. The impact of Meta Business Suite on brand awareness at Hilton Bali Resort has
had a substantial positive impact on brand awareness. The strategic use of
interactive photos and videos, along with targeted demographic advertising, has
broadened the resort's audience beyond its organic social media followers.
Quantitative analysis supports this, showing that MBS contributes 94% to the

brand awareness increase.

67



5.2 Suggestions
Based on the research that has been conducted and the conclusions that have
been drawn, the researchers propose suggestions:
1. For Hilton Bali Resort
Improving social media administration to boost engagement rates is crucial.
Based on data indicating that traffic from Business Suite is the lowest score
among the variables related to Meta Business Suite, administrators should focus
on engaging with followers by replying to. comments and initiating direct
messages to enhance audience interaction. According to (Arslani, 2018) the
effort of managing social media activity could increase the brand awareness.
2. For the Future researcher
For future researchers, they can use the variable "Meta Business Suite" in
their comparative studies to examine its impact on room occupancy rates at other
properties. This study can serve as a comparative benchmark for future academic

writings focusing on the same variables.



REFERENCES

Amri, S., & Fahmi, N. (2022). JIMSI: Jurnal llmiah Mahasiswa Komunikasi
ANALISIS PEMASARAN ONLINE APLIKASI META BUSINESS SUITE
SEBAGAI TEKNOLOGI META. 2. http://jurnal.utu.ac.id/JIMSI

Appel, G., Grewal, L., Hadi, R., & Stephen, A. T. (2020). The future of social
media in marketing. Journal of the Academy of Marketing Science, 48(1),
79-95. https://doi.org/10.1007/s11747-019-00695-1

Arslani, M. (2018). The effect of social media marketing activities on brand
equity. Tadbir Management Scientific-Educational Monthly, 28(302), 47-51.
https://doi.org/10.31058/j.mana.2021.42002

Association for the Advancement of Zoology (India), P., & Kanamadi, R. D.
(2022). Journal of advanced zoology. Journal of Advanced Zoology, 21(1),
12-18. https://www.cabdirect.org/cabdirect/abstract/20013127238

Azmi, N. A, Fathani, A. T., Sadayi, D. P., Fitriani, I., & Adiyaksa, M. R. (2021).
Social Media Network Analysis (SNA): Identifikasi Komunikasi dan
Penyebaran Informasi Melalui Media Sosial Twitter. Jurnal Media
Informatika Budidarma, 5(4), 1422. https://doi.org/10.30865/mib.v5i4.3257

Bala, M., & Verma, D. (2018). A Critical Review of Digital. International
Journal of Management, 8(10), 321-339.
https://papers.ssrn.com/sol3/papers.cfm?abstract_1d=3545505

Bloom, N., & Reenen, J. Van. (2020). Bab 2 Kajian Digital Marketing. NBER
Working Papers, 89. http://www.nber.org/papers/w16019

Chiranthan, C. V., Krishna Prasad, M., & Shreyas, R. Y. (2018). Digital MCB.
Proceedings of the 2017 International Conference On Smart Technology for
Smart Nation, SmartTechCon 2017, 3(1), 1514-1518.
https://doi.org/10.1109/SmartTechCon.2017.8358617

Cianfrone, B., Bennett, G., Siders, R., & Tsuji, Y. (2016). Virtual advertising and
brand awareness. International Journal of Sport Management and
Marketing, 1(4), 289-310. https://doi.org/10.1504/IJSMM.2006.010563

Creswell, J. W. (2016). Conducting a good observation. 30 Essential Skills for the
Qualitative Researcher, 121-129.
http://e.pub/9prim35sblzx195fbqr9.vbk/OEBPS/s9781483398952.i1197-
print-154085948...

Dataindonesia.id. (2023). Pengguna Media Sosial di Indonesia Sebanyak 167 Juta
pada 2023. 3 February. https://dataindonesia.id/internet/detail/pengguna-
media-sosial-di-indonesia-sebanyak-167-juta-pada-2023

Demokrawati, F. A. (2019). Analisa Quick Count Dengan Menggunakan Metode
Stratified Random sampling (Studi Kasus Pemilu Walikota Bandung 2013).
Universitas Pendidikan Indonesia, 22—-23. http://repository.upi.edu/15528/

Dwivedi, Y. K., Ismagilova, E., Hughes, D. L., Carlson, J., Filieri, R., Jacobson,

69



J., Jain, V., Karjaluoto, H., Kefi, H., Krishen, A. S., Kumar, V., Rahman, M.
M., Raman, R., Rauschnabel, P. A., Rowley, J., Salo, J., Tran, G. A., &
Wang, Y. (2021). Setting the future of digital and social media marketing
research: Perspectives and research propositions. International Journal of
Information Management, 59(July 2020), 102168.
https://doi.org/10.1016/j.ijinfomgt.2020.102168

Fadila, D. (2023). STRATEGI KOMUNIKASI PEMASARAN BRAND ORANGE
CAKE UNTUK MENINGKATKAN BRAND POSITIONING
MENGGUNAKAN META BUSINESS SUITE. 31-41.

Farahdinna, P. N. (2022). PENERAPAN STRATEGI DIGITAL MARKETING
PADA USAHA MIKRO KECIL DAN MENENGAH SEKTOR KULINER
DI KOTA BANDA ACEH BERDASARKAN PERSPEKTIF EKONOMI
ISLAM. Repository UIN, 8.5.2017, 2003—2005. https://repository.ar-
raniry.ac.id/id/eprint/23300

Heryana, A. (2017). Populasi dan Sampel_. Pontificia Universidad Catolica Del
Peru, 8(33), 44.

Heryana, A. (2020). Hipotesis Penelitian. Eureka Pendidikan, June, 1.
https://doi.org/10.13140/RG.2.2.11440.17927

li, B. A. B., Teori, L., & Hipotesis, D. A. N. (2016). Digital Marketing Digital
Marketing. In (Issue September).

Katadata.com, cindy mutiara. (2023). Indonesia Masuk 5 Besar Negara dengan
Pengguna Instagram Terbanyak di Dunia. 1 November.
https://databoks.katadata.co.id/datapublish/2023/11/01/indonesia-masuk-5-
besar-negara-dengan-pengguna-instagram-terbanyak-di-
dunia#:~:text=Menurut laporan We Are Social%2C jumlah pengguna
Instagram,dengan 332%2C15 juta pengguna Instagram pada Juli 2023.

Knopf, J. W. (2006). Doing a literature review. PS - Political Science and
Politics, 39(1), 127-132. https://doi.org/10.1017/S1049096506060264

Mandal, P. (2017). Understanding Digital Marketing Strategy. In International
Journal of Scientific Research and Management (Issue September 2016).
https://doi.org/10.18535/ijsrm/v5i6.11

Maria, R., & Nurhayati. (2019). Pengaruh Etika Profesi Terhadap Pendeteksian
Tindakan Korupsi. http://repository.upi.edu/12275/

OZGUL, E., & AKBAR, S. I. (2018). Impact of Social Media Usage Activities on
Brand Awareness of Young Consumers. Dokuz Eylul Universitesi Iktisadi ve
Idari Bilimler Dergisi, 33(1), 217-234.
https://doi.org/10.24988/deuiibf.2018331713

Pratama, A., & Yunina, R. (2021). Model Pemasaran Digital Produk Sana Drinks
Melalui Instagram Ads Dan Jasa Pengiklanan Kooda Dalam Meningkatkan
Volume Penjualan. Sisfo: Jurnal Iimiah Sistem Informasi, 5(2), 107-116.
https://doi.org/10.29103/sisfo.v5i2.6235



Pratiwi, S. (2023). Hubungan Antara Status Sosial Ekonomi Keluarga Dengan
Tingkat Sedentary Behaviour Siswa SD Di Daerah Perkotaan: Analisis
Faktor Penyebabnya. 23-28.

Prof.Dr.Sugiyono. (2019). Metode Penelitian Kuantitatif, Kualitatif dan R&D.
Alfabeta.

Ramadhani, T. S., Suryadi, S., & Irmayani, D. (2019). Sistem Informasi Stok
Gudang Pada Platinum Hotel Berbasis Web. Jurnal Informatika, 6(2), 35-40.
https://doi.org/10.36987/informatika.v6i2.745

Rismiatun. (2020). Efektivitas Strategi Komunikasi Pemasaran Universitas Budi
Luhur Dalam Penerimaan Mahasiswa Baru 2019. Jurnal Komunikasi, 11(1),
17-22. https://ejournal.bsi.ac.id/ejurnal/index.php/jkom/article/view/7028

Rosidah, R. (2019). Upaya Peningkatan Kualitas Pelayanan dalam Organisasi.
Efisiensi - Kajian lImu Administrasi, 7(1), 209-234.
https://doi.org/10.21831/efisiensi.v7il.3912

Sari, S., Syamsuddin, S., & Syahrul, S. (2021). Analisis Brand Awareness Dan
Pengaruhnya Terhadap Buying Decision Mobil Toyota Calya Di Makassar.
Journal of Business Administration (JBA), 1(1), 37.
https://doi.org/10.31963/jba.v1i1.2678

Siregar, H. (2022). Analisis Pemanfaatan Media Sosial Sebagai Sarana Sosialisasi
Pancasila. Pancasila: Jurnal Keindonesiaan, 1, 71-82.
https://doi.org/10.52738/pjk.v2i1.102

Sugiyono. (2012). Memahami Penelitian Kualitatif”. Bandung : ALFABETA.

Sugiyono. (2015). Metode penelitian kuantitatif, kualitatif dan kombinasi (mixed
methods) / penulis, Prof. Dr. Sugiyono (Cetakan ke).

Sugiyono. (2016). Metode Penelitian Kuantitatif, Kualitatif dan R&D. CV
Alfabeta.

Sugiyono. (2017). Metode penelitian kuantitatif, kualitatif, dan R&D. CV
Alfabeta.

Sugiyono. (2018). View metadata, citation and similar papers at core.ac.uk.
PENGARUH PENGGUNAAN PASTA LABU KUNING (Cucurbita
Moschata) UNTUK SUBSTITUSI TEPUNG TERIGU DENGAN
PENAMBAHAN TEPUNG ANGKAK DALAM PEMBUATAN MIE KERING,
15(1), 165-175. https://core.ac.uk/download/pdf/196255896.pdf

Tahiri, A., Kovaci, I., Lekiqgi, B., & Rexhepi, A. (2021). Tourism and hotel
industry: Definition, concepts and development — the case of kosovo. Quality
- Access to Success, 22(182), 110-115.

Wakhyuni, E., Sari, D. S., Siregar, N. A., Pane, D. N., Adnalin, A., Lestario, F.,
Rusiadi, R., Ahmad, R., Setiawan, A., & Daulay, M. T. (2018). Kemampuan
Masyarakat dan Budaya Asing dalam Mempertahankan Budaya Lokal di
Kecamatan Datuk Bandar. Jurnal limiah Abdi Ilmu, 1(1), 1-11.



Wardhana, A. (2022). Brand Image Dan Brand Awareness. Brand Marketing: The
Art of Branding, January, 105-116.

Westoff, C. F. (2016). Chapter I11. Methodology. Family Growth in Metropolitan
America, 29-40. https://doi.org/10.1515/9781400876419-006

Wulandari, L. P. A., & Darma, G. S. (2020). 220-1047-1-Pb. 06(02), 381-389.



