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ABSTRACT 

Wirata, I Made Gede Jiyestha Pramudya. (2024). The Implementation of Green 

Marketing Mix to Increase Purchase Decision of Meeting Package by PCO at The 

Stones Legian Bali Autograph Collection Hotel. Undergraduate Thesis: Tourism 

Business Management, Tourism Department, Politeknik Negeri Bali 
 

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

Drs. I Ketut Sutama, MA, and Supervisor II: Elvira Septevany, S.S., M.Li.  

 

Keywords : Green marketing mix, Purchase decisions, Professional Conference 

Organizers (PCOs), Sustainability, Meeting Package, MICE tourism sector 

 

This research aimed to determine the effectiveness of implementing a green 

marketing mix in increasing the purchase decisions of meeting packages by 

Professional Conference Organizers (PCOs) at The Stones Legian Bali Autograph 

Collection Hotel. Conducted from Juni 2023 to June 2024, the study focused on 

green marketing mix dimensions, including green product, green price, green place, 

and green promotion, as independent variables, with purchase decisions as the 

dependent variable. Data were collected through surveys of 77 respondents, 

revealing a balanced gender distribution and a predominant age group of 26-30 

years. Statistical analysis showed a strong positive correlation between the green 

marketing mix and purchase decisions, with a Pearson Correlation of 0.682 and 

significance values below 0.05. The regression model indicated that a 1% increase 

in the green marketing mix led to a 51.5% increase in purchase decisions. The 

coefficient of determination (R2) of 0.465 suggested that 46.5% of the variation in 

purchase decisions could be explained by the green marketing mix. In conclusion, 

the study demonstrated that the implementation of a green marketing mix 

significantly enhances the purchase decisions of meeting packages, highlighting the 

importance of sustainability in the hospitality industry and providing a competitive 

edge in the MICE tourism sector.  
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ABSTRAK 

Wirata, I Made Gede Jiyestha Pramudya. (2024). The Implementation of Green 

Marketing Mix to Increase Purchase Decision of Meeting Package by PCO at The 

Stones Legian Bali Autograph Collection Hotel. Skripsi: Manajemen Bisnis 

Pariwisata, Jurusan Pariwisata, Politeknik Negeri Bali 
 

Skripsi ini telah disetujui dan diperiksa oleh Pembimbing I: Dr. Drs. I Ketut Sutama, 

MA, dan Pembimbing II: Elvira Septevany, S.S., M.Li.  

 

Kata Kunci : Bauran Pemasaran Hijau, Keputusan pembelian, Penyelenggara 

Konferensi Profesional (PCO), Keberlanjutan, Paket Pertemuan, sektor pariwisata 

MICE 

 

Penelitian ini bertujuan untuk mengetahui efektivitas penerapan bauran pemasaran 

hijau dalam meningkatkan keputusan pembelian paket pertemuan oleh Professional 

Conference Organizers (PCOs) di The Stones Legian Bali Autograph Collection 

Hotel. Dilakukan pada Juni 2023 hingga Juni 2024, penelitian ini berfokus pada 

dimensi bauran pemasaran hijau, termasuk produk hijau, harga hijau, tempat hijau, 

dan promosi hijau, sebagai variabel independen, dengan keputusan pembelian 

sebagai variabel dependen. Data dikumpulkan melalui survei terhadap 77 

responden, mengungkapkan distribusi gender yang seimbang dan kelompok usia 

dominan 26-30 tahun. Analisis statistik menunjukkan korelasi positif yang kuat 

antara bauran pemasaran hijau dan keputusan pembelian, dengan Korelasi Pearson 

sebesar 0,682 dan nilai signifikansi di bawah 0,05. Model regresi menunjukkan 

bahwa peningkatan 1% dalam bauran pemasaran hijau menyebabkan peningkatan 

51,5% dalam keputusan pembelian. Koefisien determinasi (R2) sebesar 0,465 

menunjukkan bahwa 46,5% variasi dalam keputusan pembelian dapat dijelaskan 

oleh bauran pemasaran hijau. Sebagai kesimpulan, studi ini menunjukkan bahwa 

penerapan bauran pemasaran hijau secara signifikan meningkatkan keputusan 

pembelian paket pertemuan, menyoroti pentingnya keberlanjutan dalam industri 

perhotelan dan memberikan keunggulan kompetitif di sektor pariwisata MICE. 
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CHAPTER I 

INTRODUCTION 

1.1  Background of Study 

Bali is one of the regions in Indonesia known for its tourism industry. Tourists 

come to Bali for various purposes, including vacation, business interests, and also 

MICE (Meetings, Incentives, Conferences, and Exhibitions) activities. In addition 

to its natural beauty, culture, and entertainment opportunities, many tourists are 

more familiar with Bali than Indonesia as a whole. One factor contributing to the 

increasing number of visitors to Bali is the MICE activities (Suryawardani et al., 

2019).  

The MICE industry involves various sectors such as transportation, 

accommodation, recreation, food and beverage, as well as information technology. 

Thus, MICE can be considered as an industry that engages multiple sectors in a 

multifaceted manner (Suryawardani et al., 2019). Generally, this involves a group 

of people gathering together and includes a series of activities such as meetings, 

incentive travel, conventions, congresses, conferences, and exhibitions (Kesrul, 

2004). Recognizing the benefits of the MICE tourism trend in Bali, many hotels 

have provided meeting room facilities. This has resulted in increased competition 

among hotels to attract the MICE Tourist market. Therefore, competing hotels must 

implement strategies and tactics to win this competition. One tactic implemented is 

using a green marketing mix strategy. The green marketing mix is an approach that 

combines various marketing activities intending to create an optimal combination 

that provides maximum satisfaction for customers (Alma, 2007). 
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In the business tourism industry, event spaces or venues play a crucial role in 

meeting customer needs. Event venues should be equipped with meeting facilities 

and supporting services such as accommodation and restaurants. The Stones Legian 

Bali Autograph Collection Hotel, a 5-star hotel located on Jalan Raya Pantai Kuta, 

offers 6 large event spaces capable of accommodating 1800 people, as well as 

catering facilities, advanced audiovisual technology, and high-speed Wi-Fi. The 

hotel has become a popular choice for large events due to its comprehensive 

facilities, including a total event space area of 25,790 square feet, suitable for 

various activities such as meetings and concerts (The Stones, 2017). 

A similar approach is taken by The Stones Legian Bali Autograph Collection 

Hotel, which implements a green marketing mix strategy to compete in the tourism 

sector. Furthermore, it is important thing for the hotel to manage each event to 

influence customer purchase decisions which will affect the sales volume of mice 

venue in hotel and avoid negative impacts on the hotel's occupancy rate in the 

future. 

The Stones' ability to successfully host events can be a determining factor for 

these groups to choose to be returning guests. They will feel satisfied with the 

experience they have when hosting events at the hotel. The following table shows 

the number of meetings held at The Stones Legian Bali Autograph Collection Hotel 

from 2019 to 2023.  
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Table 1. 1 The Number of Meeting Event by PCO at The Stones Legian Bali 

Autograph Collection Hotel 

Meeting 
Year 

2019 2020 2021 2022 2023 

Government 14 3 10 24 34 

Corporate 19 5 10 47 43 

Association 18 3 10 19 18 

Total 51 11 30 90 95 

Target 50 25 50 75 100 

Source: Food and Beverage Event Department (Data modified on February 2024) 

Based on the data in Table 1.1, the hotel has experienced significant 

fluctuations in the number of meetings held by PCO (Professional Conference 

Organizer). In 2019, the hotel exceeded its target, but in 2020, there was a drastic 

decline due to the COVID-19 pandemic. Despite reducing its annual target by 50% 

from the previous year, the target remained unmet. In 2021, although the 

government began allowing offline meetings, the hotel still faced challenges in 

meeting its annual target, despite exceeding the previous year's target. However, in 

2022, with a significant increase in early-year bookings, the hotel surpassed its 

target, even when the target was raised by 50% compared to the previous year. In 

2023, although setting a higher target, the hotel nearly reached its annual target and 

had already exceeded the previous year's target. Therefore, an implementation of 

green marketing mix strategies needs to be considered to achieve targets and 

increase the number of meetings by PCO each year. 

Referring to the previous explanation, the writer is interested in investigating 

the implementation of the green marketing mix to increase purchase decision of 

meeting package by PCO at The Stones Legian Bali Autograph Collection Hotel. 
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Therefore, the author intends to choose research with the title "The Implementation 

of Green Marketing Mix to Increase Purchase Decision of Meeting Package by 

PCO at The Stones Legian Bali Autograph Collection Hotel.” 

1.2  Research Questions 

Based on the desciptions of the background above, the main problem in this 

research are as follows:  

1. What is the implementation of Green Marketing Mix at The Stones Legian 

Bali Autograph Collection Hotel? 

2. What is the impact of implementing green marketing mix in increasing 

purchase decision of meeting package by PCO at The Stones Legian Bali 

Autograph Collection Hotel? 

1.3  Research Objectives 

Based on the research problem above, the objectives of this study are: 

1. To describe the implementation of green marketing mix at The Stones Legian 

Bali Autograph Collection Hotel 

2. To analyze the impact of  green marketing mix implementation in increasing 

purchase decision of meeting package by PCO at The Stones Legian Bali 

Autograph Collection Hotel 

1.4  Research Significance 

The benefits of the research consist of theoretical benefits and practical 

benefits with the following description: 
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1. Theoretical Benefit  

Theoretically, this research is expected to provide benefits in enhancing 

insights and knowledge about the importance of implementing green marketing mix 

in enhancing the purchasing decisions of meeting packages, so that the results of 

this research can be used as a reference for further studies. 

2. Practical Benefit  

a. For Politeknik Negeri Bali 

It is expected that the results of this research can be used as a learning tool 

related to the topic of effective green marketing mix strategies. Additionally, it can 

serve as a reference and consideration for students who intend to conduct similar 

research. 

b. For the Company 

It is hoped that the results of this research can enhance the implementation of 

green marketing mix to increasing purchase decision of meeting package by PCO, 

enabling competitiveness against numerous competitors. 

c. For Researchers 

The benefits obtained by the author from this research are to enhance 

knowledge and insights about green marketing mix and purchasing decisions, as 

well as to apply the knowledge and theories acquired during study. 
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1.5  Limitations and Scope of Problems  

Based on the research topic about effective green marketing mix strategies, 

the content is quite extensive. Therefore, it is important to narrow down the issues 

and focus the research to have a specific scope, namely: 

1. The variables in this research are related to green marketing mix and purchase 

decisions 

2. The dimension variables in this study include Green Product, Green Price, 

Green Place, Green Promotion (4P), as well as Purchase Decisions. 

3. This research samples from the Food and Beverage Event Department and 

Professional Conference Organizer (PCO) at The Stones Legian Bali 

Autograph Collection Hotel.
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CHAPTER V  

CONCLUSION AND SUGGESTION 

5.1 Conclusion 

Based on the results of data analysis and discussion outlined in the previous 

chapter regarding the analysis of the impact of implementing green marketing mix 

in increasing purchase decision of meeting package by PCO at The Stones Legian 

Bali Autograph Collection Hotel, the following conclusions can be drawn: 

The implementation of a green marketing mix at The Stones Legian Bali 

Autograph Collection Hotel has been comprehensive, involving green product, 

green price, green place, and green promotion strategies. These efforts have 

successfully aligned with the hotel's sustainability goals and enhanced its appeal to 

environmentally conscious consumers. 

The impact of implementing the green marketing mix on increasing the 

purchase decisions of meeting packages by Professional Conference Organizers 

(PCOs) has been significant. The research findings indicate a strong positive 

correlation between the green marketing mix and purchase decisions, as evidenced 

by a Pearson Correlation of 0,682 and significant regression results. The adoption 

of these green strategies has led to a notable increase in purchase decisions, with 

the regression model showing that a 1% increase in the green marketing mix results 

in a 51,5% increase in purchase decisions. The coefficient of determination (R2) of 

0,465 further suggests that 46,5% of the variation in purchase decisions can be 

explained by the green marketing mix. This underscores the effectiveness of green 

marketing strategies in the hospitality industry, particularly in the competitive  
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MICE tourism sector, where they provide a distinct competitive edge and attract 

eco-conscious customers. 

5.2 Suggestion 

Based on the discussion and conclusions outlined, the following suggestion 

can be proposed: 

In light of the compelling findings from the study on the effectiveness of a 

green marketing mix at The Stones Legian Bali Autograph Collection Hotel, several 

positive suggestions can be put forward for further enhancing their strategy. Firstly, 

expanding the scope of green initiatives beyond meeting packages to encompass 

other hotel services could amplify sustainability efforts across all guest interactions. 

Secondly, leveraging digital platforms and social media channels to transparently 

communicate these initiatives can enhance brand visibility and appeal to a broader 

audience of eco-conscious travelers. Additionally, continuously innovating green 

product offerings and integrating them seamlessly into the overall guest experience 

would reinforce the hotel's commitment to sustainability. Lastly, fostering 

partnerships with local communities and suppliers committed to eco-friendly 

practices could further strengthen the hotel's sustainable supply chain and 

contribute positively to the local economy. These suggestions aim to sustainably 

position The Stones Legian Bali as a leader in eco-friendly hospitality, attracting 

discerning travelers and setting new benchmarks in the MICE tourism sector.  

For next researchers, it is hoped that they will be able to use this research as 

a reference in next research that has the same theme, namely Green Marketing Mix. 

In next research, it is hoped that other companies will be used as research objects, 
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so that they can find differences and similarities between this research and next 

research. 
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