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ABSTRACT 

 

Mirah Sri Wulanningsih, Gusti Agung. (2023). Marketing Strategy through Digital 

Platform to Increase Sales of Wedding Package at Sthala, a Tribute Portfolio Hotel, 

Ubud Bali. Undergraduated Thesis: Tourism Business Management, Tourism 

Department, Politeknik Negeri Bali 

 

This undergraduated thesis has been supervised and approved by Supervisor I: Dr. 

Dra. I Gusti Made Wendri, M.Par and Supervisor II: Elvira Septevany, S.S.,M.Li. 

 

Keywords: Marketing strategy, digital platform, increase sales, wedding package, 

SWOT 

 

This research determines the internal factors and external factors of the marketing 

strategy and finds out how the marketing strategy through digital platforms 

increases sales of wedding packages at Sthala, a Tribute Portfolio Hotel, Ubud Bali. 

The data collection method used in this research are observations, focus group 

discussions with 10 employees at Sthala, a Tribute Portfolio Hotel, Ubud Bali,  

documentations, and analyzed using SWOT analysis. The results showed that 

Sthala, a Tribute Portfolio Hotel, Ubud Bali has 8 (eight) strengths, 5 (five) 

weaknesses, 8 (eight) opportunities, and 6 (six) threats. The results also show that 

Sthala, a Tribute Portfolio Hotel, Ubud Bali, obtained an IFAS score of 2.99 and an 

EFAS score of 2.72. Based on this score, the position of Sthala, a Tribute Portfolio 

Hotel, Ubud Bali in the Internal External Matrix is in cell V which means growth 

and stable. In this position, the strategy that can be used to increase sales of wedding 

packages are any strategy that prevents loss of sales and revenue.
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ABSTRAK 

 

Mirah Sri Wulanningsih, Gusti Agung. (2023). Marketing Strategy through Digital 

Platform to Increase Sales of Wedding Package at Sthala, a Tribute Portfolio Hotel, 

Ubud Bali. Skripsi : Manajemen Bisnis Pariwisata, Politeknik Negeri Bali. 

 

Skripsi ini telah diperiksa dan disetuui oleh Pembimbing I: Dr. Dra. I Gusti Made 

Wendri, M.Par dan Pembimbing II: Elvira Septevany, S.S.,M.Li. 

 

Kata Kunci: Strategi pemasaran, platform digital, peningkatan penjualan, paket 

pernikahan, SWOT 

 

Penelitian ini bertujuan untuk mengetahui faktor internal dan faktor 

eksternal dari strategi pemasaran serta untuk mengetahui bagaimana strategi 

pemasaran melalui platform digital untuk meningkatkan penjualan paket 

pernikahan di Sthala, a Tribute Portfolio Hotel, Ubud Bali. Pengumpulan data 

melalui observasi, diskusi kelompok dengan 10 karyawan di Sthala, a Tribute 

Portfolio Hotel, Ubud Bali, dokumentasi dan dianalisis dengan teknik analisis 

SWOT. Hasil penelitian menunjukan bahwa Sthala, a Tribute Portfolio Hotel, Ubud 

Bali memiliki 8 (delapan) kekuatan, 5 (lima) kelemahan, 8 (delapan) peluang, dan 

6 (enam) ancaman. Hasil penelitian juga menunjukan Sthala, a Tribute Portfolio 

Hotel, Ubud Bali memeroleh skor IFAS sebesar 2.99 dan skor EFAS sebesar 2.72. 

Berdasarkan skor tersebut posisi Sthala, a Tribute Portfolio Hotel, Ubud Bali di 

Matrik Internal Eksternal berada pada sel V yang memiliki arti berkembang dan 

stabil. Pada posisi ini, strategi yang bisa digunakan untuk meningkatkan penjualan 

paket pernikahan adalah strategi yang mencegah terjadinya kehilangan penjualan 

dan pendapatan. 
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CHAPTER I  

INTRODUCTION 

1.1. Research Background 

Wedding tourism is a profitable niche tourism that develops a variety of 

businesses in the tourism industry which impacts destinations around the world 

(Rogerson & Wolfaardt, 2015).  Bali is one of the provinces in Indonesia that has 

great potential in the tourism industry, especially wedding tourism. Various natural 

wealth, customs, and cultures make wedding tourism in Bali grow fast and make 

Bali known as a worldwide tourist destination for weddings. The potential of 

wedding tourism in Bali can be seen from the world-class wedding event, namely 

the 8th edition of the Destination Wedding Planners (DWP) Congress on September 

27-29, 2022 attended by 300 people from 70 countries (Widyawati, 2022). 

Sthala, a Tribute Portfolio Hotel, Ubud Bali is one of the best wedding 

venues in Bali. This hotel is located in Ubud and provides services and facilities to 

hold weddings. As a hotel under international chain hotel management, Marriott 

International does not make Sthala, a Tribute Portfolio Hotel, Ubud Bali as a 

leading wedding vendor in Ubud. Ubud has several hotels that can be a place to 

hold a wedding. Based on the survey conducted by the writer under the supervision 

of the Account Manager, there were several wedding requests for hotels in Ubud 

during 2022, and some of them are strong competitors. The list of wedding events 

in Ubud 2022 can be seen in Table 1.1 below : 
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Table 1.1 List Wedding Events in Ubud 2022 (YTD) 

 

Hotel Name Number of Wedding 

Jannata Resort Ubud 35 

Royal Pita Maha 30 

Kamandalu Ubud 14 

The Kayon Resort Ubud 13 

Sthala, a Tribute Portfolio 

Hotel, Ubud Bali 
8 

Padma Ubud 2 

 

Source: Sthala, a Tribute Portfolio Hotel, Ubud Bali,2022 

 

The increased demand for weddings in Sthala, a Tribute Portfolio Hotel, 

Ubud Bali related to the marketing strategy. The internal factor of marketing 

strategy, which includes product, price, place, and promotion encourages 

emotional, perceptual, and rational motives to choose a wedding destination (Negm 

& Elsamadicy, 2017), and it is need delivered properly to the market. A digital 

platform is a marketing tool that can reach a wider market, and it is suitable to sell 

a product, especially delivering the product, price, place, and promotion properly 

to the market. Digital platforms provide a lot of information and can communicate 

the company's marketing message in a digital business model (Sari, 2022).  

A digital platform can accelerate green and be used to improve the quality 

of life and environmental protection, especially in wedding package selling by 

giving digital services to customers which can enhance efficiency and effectiveness 

(World Economic Forum, 2022). Table 1.1 above shows the six hotels that provide 

wedding packages in Ubud. Sthala, a Tribute Portfolio Hotel, Ubud Bali in the 5th 

rank in wedding sales with a total of 8 (eight) weddings in 2022. This wedding 
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comes from some sources: 4 (four) weddings from direct through social media such 

as Instagram and Whatsapp, 4 (four) weddings through wedding planners, and no 

wedding inquiry comes from the wedding marketplace.  

Based on the writer’s observation, the hotel that has the highest number of 

weddings which is Jannata Resort Ubud uses various digital platforms to promote 

weddings such as the Website, wedding marketplace, and social media. Jannata 

Resort Ubud upload wedding promotion consistently, there are 5 (five) posts about 

wedding on social media in 2023. The hotel that has the lowest number of weddings 

which is Padma Ubud use various digital platform to promote wedding such as 

Website and wedding marketplace. Padma Ubud does not upload the wedding 

promotion through social media because based on the writer’s observation, there is 

no post about weddings on social media.  

Sthala, a Tribute Portfolio Hotel, Ubud Bali uses various digital platforms 

such as Website, wedding marketplace, and social media. Sthala, a Tribute Portfolio 

Hotel, Ubud Bali has 4 (four) posts about weddings. The digital platforms 

especially the wedding marketplace used have not been upgraded to premium so 

the company has not been able to see the premium feature such as insight into 

wedding packages. Sthala a Tribute Portfolio Hotel, Ubud Bali has a marketplace 

named “wedding market” but there is no package offered. Existing digital platforms 

must be managed by creating strategies that suit the company's conditions because 

digital platforms, especially social media can build a brand image and increase sales 

(Thonse Hawaldar et al., 2022) 
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The background above shows that digital platforms are important to increase 

sales of wedding packages. Based on the background above the writer is interested 

in conducting research entitled “Marketing Strategy through Digital Platform to 

Increase Sales of Wedding Package at Sthala, a Tribute Portfolio Hotel. Ubud 

Bali”. This research is expected to find out and provide insight for the hotel and 

readers to implement the marketing strategy through a digital platform and increase 

the sales of the wedding package. 

1.2 Problems Identification  

Based on the background that has been described, the main issues that are 

used as a problem are as follows: 

1. What are the internal and external factors of marketing strategy through digital 

platforms to increase sales of wedding packages at Sthala, a Tribute Portfolio 

Hotel, Ubud Bali?  

2. How is marketing strategy through digital platforms to increase sales of 

wedding packages at Sthala, a Tribute Portfolio Hotel, Ubud Bali? 

1.3 Purposes of the Research  

Based on the problem identification above, the purpose of this thesis are as 

follows: 

1. To analyze the internal and external factors of marketing strategy through a 

digital platform to increase sales of wedding packages at Sthala, a Tribute 

Portfolio Hotel, Ubud Bali 
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2. To analyze how the marketing strategy through digital platform to increase 

sales of wedding package at Sthala, a Tribute Portfolio Hotel, Ubud Bali. 

1.4 Benefit of the Research 

This research hopefully will bring some benefits both theoretically and 

practically. The benefits to be obtained in this research are: 

1.4.1 Theoretical Benefits  

This research is expected to provide information to support other research and 

be a reference material for students, academicians, researchers, and readers. The 

results of this research are expected to increase knowledge about the marketing 

strategy through digital platforms, and what is the external and internal factor that 

can increase the sales of wedding packages.  

1.4.2 Practical Benefits  

Practically, the results of this research are expected to be useful insight and 

guidelines as follows: 

1. Benefits for Student 

This research is expected to provide new knowledge about how to implement 

the marketing strategy through digital platforms in the tourism industry especially 

to increase the sales of wedding packages. 

2. Benefits for Politeknik Negeri Bali 

This research is expected to be additional information for the Politeknik 

Negeri Bali to give practical learning about the implementation of digital platforms 

in the tourism industry especially to increase the sales of wedding packages. 

3. Benefits for Sthala, a Tribute Portfolio Hotel, Ubud Bali 
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This research is expected to be a new insight for Sthala, a Tribute Portfolio 

Hotel, Ubud Bali to arrange the marketing strategy through digital platforms to 

increase the sales of wedding packages.  

 

1.5 Limitations and Scope of Research 

The limitation and scope of this research entitled “Marketing Strategy through 

Digital Platform to Increase Sales of Wedding Package at Sthala, a Tribute Portfolio 

Hotel, Ubud Bali” will be described as follows: 

1. The research focuses on the internal factors of marketing strategy: Product, 

price, place, and promotion with the determination of indicators according to 

the conditions at Sthala, a Tribute Portfolio Hotel, Ubud Bali. 

2. The research focuses on the external factors of marketing strategy; Economic, 

competitor, law, socio-cultural, defense and security, technology, natural and 

geographical environment with the determination of indicators according to the 

conditions of Sthala, a Tribute Portfolio Hotel, Ubud Bali. 

3. The research uses SWOT analysis which includes Internal Factor Analysis 

Summary (IFAS), External Factor Analysis Summary (EFAS), and Internal 

External (IE) Matrix to determine the marketing strategy through the digital 

platform. 
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BAB V 

CONCLUSION AND SUGGESTION 

5.1. Conclusion 

Based on the results and discussion of the research entitled "Marketing 

Strategy through Digital Platform to Increase Sales of Wedding Package at Sthala, 

a Tribute Portfolio Hotel, Ubud Bali" through SWOT analysis, the conclusion are: 

1. Internal Factor Analysis Summary (IFAS) shows that Sthala, a Tribute Portfolio 

Hotel, Ubud Bali has 8 (eight) internal factors that become strengths, such as:  

a) Wedding package variety, b) Customized wedding package, c) Wedding 

package price, d) Payment method variety, e) Sufficient parking lot, f) Abing 

Terrace wedding venue, g) Wos River Side Deck wedding venue, Sthala chapel 

and 5 (five) internal factors that become weaknesses such as a) Discount, b) 

Wedding venue capacity, c) Hotel location, d) Flyer design, e) Promotion 

effectiveness.  

External Factor Analysis Summary (EFAS) shows that Sthala, a Tribute 

Portfolio Hotel, Ubud Bali has 8 (eight) factors that become opportunities, such 

as: a) Influencing bidding price, b) Economic stability of Indonesia, c) Good 

pricing compared to competitors, d) Safety stability of Bali, technology and 

information development, e) Balinese culture, f) Change of worldwide lifestyle, 

g) Visa on arrival policy for some country, and 6 (six) factors that become 

threats, such as: a) Competitor's location,  b) Competitor's wedding venue 

capacity, c) Promotion offered by competitors, d) Travel warning, e) Change of 
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market trends in offer and sell wedding packages, f) Natural disaster and disease 

outbreaks 

The identification of the Internal Factor Analysis Summary (IFAS) and 

External Factor Analysis Summary (EFAS) produces scores that can be used to 

determine the position of the company. This research shows that Sthala, a 

Tribute Portfolio Hotel, Ubud Bali has an IFAS score of 2.99 and an EFAS 

score of 2.72. This score shows the position of Sthala, a Tribute Portfolio Hotel, 

Ubud Bali in the IE (Internal External) matrix, which is in sell V which is 

growth or stability. The strategy that can be used based on the company's 

position in cell V is a strategy to avoid the loss of sales and the lost of profits. 

2. Sthala, a Tribute Portfolio Hotel, Ubud Bali can make strategies through SWOT 

Matrix to increase wedding package sales. The strategies that can be done such 

as: Add wedding package variety such as Balinese Wedding Package at digital 

platform, wedding chapel promotion at digital platform as an intimate wedding 

venue, add digital platform to promote and sell the wedding package, add 

wedding package that can be customized by customers, add additional benefit 

of wedding package offered, create new wedding concept such as sustainable 

wedding concept,  advertising, make wedding flyer, give discounts to 

customers, add wedding venue capacity, and add wedding backup land. 

5.2. Suggestion 

Based on the results of research on marketing strategy through digital 

platform and SWOT analysis at Sthala, a Tribute Portfolio Hotel, Ubud Bali, three 

suggestions are : 
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1. The management of Sthala, a Tribute Portfolio Hotel, Ubud Bali is expected to 

add a variety of wedding packages so the customer can have more choices when 

buying a wedding package. 

2. The management of Sthala, a Tribute Portfolio Hotel, Ubud Bali is expected to 

add various digital platforms to sell the wedding package, these strategies are 

supposed to maximize the aspects of wedding packages that have not been 

maximized and can increase sales of wedding packages. 

3. The management of Sthala, a Tribute Portfolio Hotel, Ubud Bali is expected to 

add the capacity of the wedding venue. It will increase the possibility for guests 

to hold a wedding at Sthala because of the large capacity and it can maximize 

the profit. 



 

111 

 

REFERENCES 

 

Alipour-Hafezi, M., Ashrafi-Rizi, H., Kazempour, Z., & Shahbazi, M. (2013). 

Using 4P Marketing Model in Academic Libraries: An Experience. 

International Journal of Information Science and Management, 3(2), 46. 

 

Antari, N. N. W., & Wulandari, R. (2020). Strategi Pemasaran Wedding Packages 

Pada My Wedding Organizer. In Journal of Applied Management and 

Accounting Science ( J A M A S ) (Vol. 02, Issue 1). 

 

Bintariani, N. M., Astawa, P., & Darlina, L. (2018). Promotion Strategy Wedding 

Package (A Case Study at Karma Kandara Resorts Bali). Journal of Applied 

Sciences in Travel and Hospitality, 1(2). 

 

Crespo, G. A., & Cruz, E. C. (2022). Tourism Product Innovation Procedure for the 

Wedding and Honeymoon Coordination Process (BLM) of The Hotel Melia 

Jardines del Rey, Cuba. SciELO Preprints, 10(3), 2349. 

https://doi.org/https://doi.org/10.1590/SciELOPreprints.3s676 

 

Damnjanović, V., Lončarić, D., & Dlačic, J. (2020). Teaching Case Study Digital 

Marketing Strategy of Accor Hotels: Shaping the Future Of Hospitality. 

Tourism and Hospitality Management, 26(1), 233–244. 

 

Daniels, M., & Loveless, C. (2017). Wedding Planning and Management. 

Butterworth–Heinemann. 

 

Dedy, R., & Aninam, J. (2021). Analisis SWOT untuk Strategi Pengembangan 

Obyek Wisata Hutan Bakau Kormun Wasidori Arfai di Manokwari. Lensa 

Ekonomi, 15. 

 

Dinas Pariwisata Provinsi Bali. (2019). Buku Statistik Pariwisata Bali Tahun 2019. 

Dinas Pariwisata Provinsi Bali. 

 

Durand, R. (2016). Organizational Evolution and Strategic Management. SAGE 

Publications. 

 

Elita Rembulan, P., Ketut Astawa, I., & Ketut Budarma, I. (2020). Grand Inna 

Kuta’s Afternoon Tea Sales Marketing Strategy to Increase Chinese Market. 

Journal of Applied Sciences in Travel and Hospitality, 3(1), 41–50. 

 

Ferrell, O. C., & Hartline, M. D. (2011). Marketing strategy. South-Western 

Cengage Learning. 

https://doi.org/https:/doi.org/10.1590/SciELOPreprints.3s676


112 

 

 

 

Fotiadis, A. (2018). Modelling Wedding Marketing Strategies: An fsQCA Analysis. 

Journal of Tourism, Heritage & Services Marketing, 4(2), 23–26. 

https://doi.org/10.5281/zenodo.1247540 

 

Gao, Y. (Lisa), Guillet, B. D., & Wang, P. (2021). Effect of Price Change Alert on 

Perceptions of Hotel Attribute-based Room Pricing (ABP) versus Traditional 

Room Pricing (TRP). International Journal of Hospitality Management, 92, 

102725. https://doi.org/10.1016/j.ijhm.2020.102725 

 

Guan, L., Luo, Y., & Tang, L. R. (2015). An Exploratory Study of Decision Makers 

for Choosing Wedding Banquet Venues : Push and Pull Motivations. 

International Journal of Tourism Cities, 1(2), 162–174. 

https://doi.org/10.1108/IJTC-08-2014-0011 

 

Halidi, M. A., Samin, M. A., & Legino, R. (2022). Variations throughout Malay 

Wedding “Pelamin” Decorations. Environment-Behaviour Proceedings 

Journal, 7(SI8), 123–127. https://doi.org/10.21834/ebpj.v7isi8.3924 

 

Hardani, Auliya, N. H., Andriani, H., Fardani, R. A., Ustiawaty, J., Utami, E. F., 

Sukmana, D. J., & Istiqomah, R. R. (2020). Metode Penelitian Kualitatif & 

Kuantitatif. CV. Pustaka Ilmu. 

 

Hawaldar, I. T., Ullal, M. S., Sarea, A., Mathukutti, R. T., & Joseph, N. (2022). The 

Study on Digital Marketing Influences on Sales for B2B Start-Ups in South 

Asia. Journal of Open Innovation: Technology, Market, and Complexity, 8(1), 

23. https://doi.org/10.3390/joitmc8010023 

 

Hermon, D. (2015). Geografi Bencana Alam. PT. RajaGrafindo Persada. 

 

Hisyam, C. J. (2020). Sistem Sosial Budaya Indonesia. PT Bumi Aksara. 

 

Hootsuite. (2022). Hootsuite (We are Social) Indonesian Digital Report 2022. 

 

Howells, J. R. L. (2020). Regional Development and Technology. In International 

Encyclopedia of Human Geography (pp. 275–279). Elsevier. 

https://doi.org/10.1016/B978-0-08-102295-5.10118-0 

 

Ivica Batinić, M. (2016). Hotel Management And Quality Of Hotel Services. 

Journal of Process Management-New Technologies, 4(1), 25. 

https://doi.org/10.5937/JPMNT1601025B 

 

Kementerian Pariwisata dan Ekonomi Kreatif. (2011). Peraturan Menteri 

Pariwisata dan Ekonomi Kreatif Nomor PM.106/PW.006/MPEK/2011 

tentang Sistem Manajemen Pengamanan Hotel. 

 

https://doi.org/10.5281/zenodo.1247540
https://doi.org/10.1016/j.ijhm.2020.102725
https://doi.org/10.1108/IJTC-08-2014-0011
https://doi.org/10.21834/ebpj.v7isi8.3924
https://doi.org/10.3390/joitmc8010023
https://doi.org/10.1016/B978-0-08-102295-5.10118-0
https://doi.org/10.5937/JPMNT1601025B


113 

 

 

 

Kotler, P., & Armstrong, G. (2018). Principles of Marketing (17e ed.). Person 

Education. 

 

Kotler, P., & Keller, K. L. (2016). Marketing Management. Pearson Education. 

 

Lei, S. S. I., Nicolau, J. L., & Wang, D. (2019). The impact of distribution channels 

on budget hotel performance. International Journal of Hospitality 

Management, 81, 141–149. https://doi.org/10.1016/j.ijhm.2019.03.005 

 

Listra, E. (2015). The Concept of Competition and the Objectives of Competitors. 

Procedia - Social and Behavioral Sciences, 213, 25–30. 

https://doi.org/10.1016/j.sbspro.2015.11.398 

 

Losada, N., Alén, E., Nicolau, J. L., & Domínguez, T. (2017). Senior tourists’ 

accommodation choices. International Journal of Hospitality Management, 

66, 24–34. https://doi.org/10.1016/j.ijhm.2017.06.014 

 

Makienko, I., & Rixom, J. (2022). Using Marketing Mix Elasticities to Demonstrate 

Consumer and Producer Perspectives in Marketing Management Class. The 

International Journal of Management Education, 20(3), 100689. 

https://doi.org/10.1016/j.ijme.2022.100689 

 

Mardhani, D. (2020). Security And Defence Dalam Studi Ketahanan Nasional Guna 

Mewujudkan Sistem Keamanan Nasional. Jurnal Pertahanan & Bela Negara, 

10(3), 279. https://doi.org/10.33172/jpbh.v10i3.862 

 

Matosas-López, L. (2021). The Management of Digital Marketing Strategies in 

Social Network Services: A Comparison between American and European 

Organizations. Journal of Open Innovation: Technology, Market, and 

Complexity, 7(1), 65. https://doi.org/10.3390/joitmc7010065 

 

Morgan, N. A., Whitler, K. A., Feng, H., & Chari, S. (2019). Research in Marketing 

Strategy. Journal of the Academy of Marketing Science, 47(1), 4–29. 

https://doi.org/10.1007/s11747-018-0598-1 

 

Negm, E. M., & Elsamadicy, A. M. (2017). Investigating Various Motivational 

Elements That Impact Wedding Destinations (Event Venue) Selections (Vol. 

16). 

 

Oka, I. M. D., & Winia, I. N. (2017). Pelayanan Prima di Restoran Internasional. 

Paramita. 

 

Pemerintah Republik Indonesia. (2007). Undang- Undang Nomor 24 Tahun 2007 

Tentang Penanggulangan Bencana. 

 

 

https://doi.org/10.1016/j.ijhm.2019.03.005
https://doi.org/10.1016/j.sbspro.2015.11.398
https://doi.org/10.1016/j.ijhm.2017.06.014
https://doi.org/10.1016/j.ijme.2022.100689
https://doi.org/10.33172/jpbh.v10i3.862
https://doi.org/10.3390/joitmc7010065
https://doi.org/10.1007/s11747-018-0598-1


114 

 

 

 

Pemerintah Republik Indonesia. (2018). Anotasi 2018 Undang-Undang Republik 

Indonesia Nomor 1 Tahun 1974 Tentang Perkawinan. 

 

Rangkuti, F. (2016). Teknik Membedah Kasus Bisnis Analisis SWOT. PT. Gramedia 

Pustaka Utama. 

 

Rendón, O. H. P., Martínez, R. M., & Flores, M. S. R. (2014). Marketing Strategies 

for Hotel Industry Internationalization in Morelia. Procedia - Social and 

Behavioral Sciences, 148, 271–279. 

https://doi.org/10.1016/j.sbspro.2014.07.043 

 

Riyanto, S., Aziz, M. N. L., & Putera, A. R. (2021). Analisis SWOT sebagai 

Penyusunan Strategi Organisasi. Bintang Pustaka Mandiri. 

 

Rogerson, J. M., & Wolfaardt, Z. (2015). Wedding Tourism in South Africa: an 

Exploratory Analysis. African Journal of Hospitality, Tourism and Leisure, 

4(2). 

 

Ruggieri, R., Savastano, M., Scalingi, A., Bala, D., & D’Ascenzo, F. (2018). The 

impact of Digital Platforms on Business Models: An empirical investigation 

on innovative start-ups. Management and Marketing, 13(4), 1210–1225. 

https://doi.org/10.2478/mmcks-2018-0032 

 

Rusdi, M. (2019). Strategi Pemasaran untuk Meningkatkan Volume Penjualan pada 

Perusahaan Genting UD. Berkah Jaya. Jurnal Studi Manajemen Dan Bisnis, 

6(2), 83–88. https://doi.org/10.21107/jsmb.v6i2.6686 

 

Sadler, P. (2003). Strategic Management. Kogan Page Limited. 

 

Sari, R. P. (2022). The Interaction of User Experiences With Digital Economy 

Platforms and Creative Writing: Empirical Evidence from Indonesia. Journal 

of Eastern European and Central Asian Research, 9(1), 120–128. 

https://doi.org/10.15549/jeecar.v9i1.868 

 

Semesta, M. R. W., Fahmi, I., & Jahroh, S. (2020). Factors That Influence 

Consumer Decision in Wedding Vendor Selection. Jurnal Manajemen, 24(3), 

392. https://doi.org/10.24912/jm.v24i3.675 

 

Sugiyono. (2014). Metode Penelitian Kuantitatif, Kualitatif dan R & D. CV. 

Alfabeta. 

 

Sugiyono. (2017a). Metode Penelitian Bisnis (3rd ed.). CV Alfabeta. 

 

Sugiyono, P. D. (2017b). Metode Penelitian Bisnis: Pendekatan Kuantitatif, 

Kualitatif, Kombinasi, dan R&D (Vol. 225). CV. Alfabeta. 

https://doi.org/10.1016/j.sbspro.2014.07.043
https://doi.org/10.2478/mmcks-2018-0032
https://doi.org/10.21107/jsmb.v6i2.6686
https://doi.org/10.15549/jeecar.v9i1.868
https://doi.org/10.24912/jm.v24i3.675


115 

 

 

 

Suryaningsih, N. P., Ketut Sutama, I., & Swabawa, A. A. P. (2018). Factors to 

Increase Sales Wedding Package Selling at our Seasons Resort Bali at 

Jimbaran Bay. Journal of Applied Sciences in Travel and Hospitality, 1(3). 

 

Taufiqurokhman. (2016). Manajemen Strategik. Fakultas Ilmu Sosial dan Ilmu 

Politik Universitas Prof.Dr Moestopo Beragama. 

 

Thonse Hawaldar, I., S Ullal, M., Sarea, A., T Mathukutti, R., & Joseph, N. (2022). 

The Study on Digital Marketing Influences on Sales for B2B Start-Ups in 

South Asia. Journal of Open Innovation: Technology, Market, and 

Complexity, 8(1). https://doi.org/10.3390/joitmc8010023 

 

Timothy, D. J., & Teye, V. B. (2009). Hotels, Motels, and Resorts. Elsevier. 

https://doi.org/10.1016/B978-0-7506-8659-4.00009-4 

 

Van Eeuwijk, P., & Angehrn, Z. (2017). How to … Conduct a Focus Group 

Discussion (FGD) Methodological Manual. 

 

Vellas, F., & Becherel, L. (1999). The International Marketing of Travel and 

Tourism: A Strategic Approach. MACMILLAN PRESS LTD. 

 

Wardoyo, P. (2011). 6 Alat Analisis Manajemen. Semarang University Press. 

 

Widyawati, R. (2022, October 2). Kemenparekraf Sebut Bali Jadi Tujuan Wisata 

Pernikahan Terbaik di Dunia. Tribuntravel.Com. 

 

World Economic Forum. (2022). Using Digital Technology for a Green and Just 

Recovery in Cities. 

 

Wulan Antari, N. N., & Riza Wulandari. (2020). Strategi Pemasaran Wedding 

Packages Pada My Wedding Organizer. Journal of Applied Management and 

Accounting Science, 2(1), 23–40. https://doi.org/10.51713/jamas.v2i1.24  

  

 

https://doi.org/10.3390/joitmc8010023
https://doi.org/10.1016/B978-0-7506-8659-4.00009-4
https://doi.org/10.51713/jamas.v2i1.24

