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ABSTRACT

Widyantini, Ni Luh Wayan Juli. (2024). Implementation of Green Marketing in
Increasing Room Occupancy at Sanctoo Suites & Villas. Undergraduate Thesis:
Tourism Business Management, Tourism Department, Politeknik Negeri Bali.

This undergraduate thesis has been supervised and approved by Supervisor I : 1
Gusti Agung Mas Krisna Komala Sari, S.Si., M.Si and Supervisor II : Dr. Ni
Nyoman Sri Astuti, SST.Par., M.Par.

Key words: Hotel, Room Occupancy, Green Marketing.

The implementation of green marketing is the critical aspect of consideration,
because the management sees that the real fact has not reflected the true green
behavior. This research aims to analyze the implementation of green marketing at
Sanctoo Suites & Villas and analyze the implementation of Green Marketing to
increasing room occupancy at Sanctoo Suites & Villas. The data in this research
were collected through observation, interviews, documentation, and questionnaires.
The data analysis technique used in this research are quantitative analyze using
descriptive statistics and a qualitative descriptive by describing the information
obtained from interviews. The research results show that the implementation of
green marketing in Sanctoo Suites & Villas can be categorized as well implemented
with an average of 3.65, and the application of these green marketing dimensions
has led to a significant increase in room occupancy, rising from 34.50% in 2020 to
83.27% in 2023. The connection between each green marketing dimension and
room occupancy is evident in several ways like offering eco-friendly amenities,
making the pricing both fair and reflective of the added value of eco-friendly
features sustainable products and implementation are accessible, and contributing
to the overall guest experience.

1X



ABSTRAK

Widyantini, Ni Luh Wayan Juli. (2024). Implementation of Green Marketing in
Increasing Room Occupancy at Sanctoo Suites & Villas. Skripsi: Manajemen
Bisnis Pariwisata, Jurusan Pariwisata, Politeknik Negeri Bali.

Skripsi ini telah disetujui dan diperiksa oleh Pembimbing I : I Gusti Agung Mas
Krisna Komala Sari, S.Si., M.Si dan Pembimbing II : Dr. Ni Nyoman Sri Astuti,
SST.Par., M.Par.

Kata kunci: Hotel, Room Occupancy, Green Marketing.

Penerapan green marketing menjadi aspek penting yang menjadi pertimbangan,
karena pihak manajemen melihat fakta yang ada belum mencerminkan perilaku
ramah lingkungan yang sebenarnya. Penelitian ini bertujuan untuk menganalisis
penerapan green marketing pada Sanctoo Suites & Villas dan menganalisis
penerapan Green Marketing terhadap peningkatan okupansi kamar di Sanctoo
Suites & Villas. Data dalam penelitian ini dikumpulkan melalui observasi,
wawancara, dokumentasi, dan angket. Teknik analisis data yang digunakan dalam
penelitian ini adalah analisis kuantitatif dengan menggunakan statistik deskriptif
dan deskriptif kualitatif dengan mendeskripsikan informasi yang diperoleh dari
wawancara. Hasil penelitian menunjukkan bahwa penerapan green marketing di
Sanctoo Suites & Villas dapat dikategorikan terimplementasi dengan baik dengan
rata-rata sebesar 3,65, dan penerapan dimensi greem marketing tersebut
menyebabkan peningkatan okupansi kamar yang signifikan yaitu naik dari 34,50%
pada tahun 2020 menjadi 83,27% pada tahun 2023. Hubungan antara masing-
masing dimensi green marketing dan tingkat hunian kamar terlihat dalam beberapa
cara seperti menawarkan fasilitas ramah lingkungan, menjadikan harga adil dan
mencerminkan nilai tambah fitur ramah lingkungan. produk dan praktik
berkelanjutan dapat diakses, dan berkontribusi terhadap pengalaman tamu secara
keseluruhan.
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CHAPTER 1

INTRODUCTION

1.1 Research Background

Indonesia is a country blessed with countless wonders. What makes this
country unique is its diverse culture and magnificent nature, which should be
celebrated and preserved by everyone. Therefore, The Ministry of Tourism and
Creative Economy of the Republic of Indonesia presents Wonderful Indonesia, a
promise to make Indonesia a place where everyone can enjoy its natural and cultural
wonders (Kemenparekraf.com)

Wonderful Indonesia is our commitment to promote various destinations in
the archipelago for domestic and international tourism. Based on what tourists seek
to explore and experience, the wonders of Indonesia have been divided into five
categories: Nature, Culinary & Wellness, Arts & Heritage, Recreation & Leisure,
and Adventure. There are many platforms, both online (social media, news outlet,
and official website) and offline (brand & institution partnerships, travel
promotions, etc.), that are being utilized for Wonderful Indonesia’s campaigns.

Bali boasts a diverse array of tourist destinations. This island offers a lot of
natural attractions, including beaches, mountains, waterfalls, hills, and beautiful
ocean scenery. Beyond its stunning natural beauty, Bali is also known as an island

that has a lot of history, from ancient kingdoms to the contemporary era.



Tourism in Bali is continuously developing day by day. Every year, new
trends come to Bali, new tourism markets open, and new tourism opportunities
develop in Bali. Sandiaga Uno (Minister of Tourism) was saying that Bali is the
most significant source of devices for Indonesia (CNBC:2021). With this statement,
we can understand that Bali as a tourism destination still holds a significant impact
on the Indonesian economy and tourism leisure destinations.

Bali, also known as the "island of paradise," welcomed 6,093 international
visitors and 6,675 domestic visitors in December 2023 . Index emerging economy
increased by 5.35 percent compared to previous data for 2021 (Bali Government

Tourism Office 2023).

Number of passenger to Bali Via Ngurah Rai Airport 2018 - 2023
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Figure 1.1 Number of Passengers to Bali via Ngurah Rai Airport in 2018-2023
Source: Bali Government Tourism Office (2023)

Referring to Figure 1.1, in 2022, the arrival of international and domestic
passengers amazingly increased by 5,35% if compared with 2021, thus due to this
massive growth of tourism destination visitors, in order to fulfill the consumer's

desire to receive the finest product, safe and environmentally friendly, the company



is incorporating the environmental issue as one of the marketing strategies, also
called as Green Marketing (Haryadi et al., 2019). Green marketing is one of the
organization's strategies for establishing, promoting, pricing, and distributing
products that are not detrimental to the environment (Ashrafi, 2014).

After the post-COVID-19 period, there has been a significant shift in
people's behavior towards digital platforms, including how hotels are promoted.
The digitization of the hospitality industry has accelerated, impacting customer
behavior and necessitating new marketing strategies for hoteliers. Sustainability has
emerged as a critical factor influencing consumer behavior and business operations.
With increasing environmental concerns and heightened awareness among
consumers, businesses are recognizing the importance of integrating green
marketing into their daily lives.

The hospitality industry is inherently resource-intensive, with significant
energy consumption, waste generation, and carbon emissions associated with hotel
operations. In response to growing environmental challenges, hotels are
increasingly adopting sustainable implementation to mitigate their environmental
impact while simultaneously appealing to eco-minded travelers. Green marketing,
which emphasizes the environmental attributes of products and services, presents a
strategic approach for hotels to differentiate themselves in the market and attract a
segment of environmentally conscious consumers.

Travelers are increasingly booking trips online, with a large percentage of the
population being active online users, emphasizing the importance for hotels to

engage with customers digitally. Hotel promotion strategies have evolved to meet



the changing behaviors of guests. Hotels are now focusing on customer engagement
marketing, customer acquisition marketing, and customer retention marketing to
effectively engage with customers at different stages of their journey and ensure a
holistic approach to marketing (Booking.com,2023)

To be able to merge with the global trend of digital transformation and
anticipate the shifting of consumer behaviour ,in Bali there are numerous hotels that
are implementing green themes. One of these hotels is Sanctoo Suites & Villas is a
luxury hotel located in Singapadu Village, Sukawati District, Gianyar Regency,
Bali. This resort is well-known of the Greenery Resort and has a special
characteristic. This boutique resort has 41 room inventories that have a unique
concept: conservation. and Bali Zoo Access is available for guests staying at
Sanctoo Suites & Villas, providing a unique and immersive experience with
conservation, nature, and wildlife at once. The resort also offers eco-friendly
amenities and implementation to minimize its environmental impact, aligning with
the growing trend of sustainable tourism in Bali.

In reference to an interview with a management representative of Sanctoo
Suites & Villas, I Putu Subali Adi Putra (2024), which is always prioritizing green
activities by planting more trees, creating open spaces for more breathable and
healthy living quality, and setting up less plastic materials in rooms, The Cassowary
Restaurant, and public areas, The resort's commitment to sustainability extends to
its partnerships with local conservation organizations. At Sanctoo Suites & Villas,
we redefine luxury with a commitment to sustainability. Our resort is not just a

destination; it's a sanctuary for both indulgence and environmental responsibility.



The pandemic undoubtedly changed how marketers approach channel
strategy, and there is no single route to success. With more channels than ever,
marketers need to map which channels add clear value and forget the rest. It can be
tempting to enter a channel because your competitors are there. But with limited
customer time and attention, marketers must strategically determine in which
channels they can have the greatest impact. The authors look at five post-pandemic
channel strategies gleaned from The CMO Survey and offer analysis on how
marketers can operationalize these trends (Moorman et al., 2023).

YoY Occupancy 2019 - 2024
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Figure 1.2 Year on Year Occupancy 2019 - 2024
Source: Sales & Marketing data of Sanctoo Suites & Villas (2024)

According to Figure 1.2, Sanctoo Suites & Villas performed admirably in
2019 prior to the pandemic, with an average month-to-date occupancy of 80% and
only 12 rooms available. However, the marketing implementation is still adhering
to traditional marketing. In 2020, the suite room will add 26 units to the total
inventory of 38 units. In comparison to 2023, when the average occupancy was less

than 90%, the occupancy rate should improve by maximizing the implementation



of digital marketing strategies. The aim of the research is to understand how
digitization is changing consumer behavior from the traditional market to the online
market (Gujrati, 2023) When people can easily access hotel information through
websites, distribution channels, and bedbanks, property exposure increases, as does
hotel occupancy and Green Marketing successfully reduces the usage of paper by
using digital platforms.

Traditional markets are changing to digital marketing methods as the internet
becomes more widely used in highly competitive technology. Globally, the digital
market has captured a large digital market area. It entails investigating business
models employing digital technology in a highly competitive market, lowering
costs and expanding operations globally. Nowadays, customers are much more
satisfied with online shopping, therefore, businesses have a large scope by
implementing digital marketing. Digital marketing is open 24 hours a day, seven
days a week, and customers can acquire all of the information they need from the
companies' websites. They can also quickly compare their products to those of other
companies, giving them the opportunity to make the correct choice at the right
moment. Customer interconnectivity is rising by the day, and consumer behavior is
changing with the use of new technology and the increase of the usage of ,
Consumer behavior is changing and understanding the digital market.

In the beginning of 2020, The implementation of green marketing is the
critical aspect of consideration, because the management sees that the real fact has
not reflected the true green behavior. Green marketing refers to the practice of

development and promotion of products based on their actual or perceived



environmental sustainability (Mickovic et al., 2020). Social influence is defined as
“changes in an individual’s thoughts, feelings, attitudes or behaviors resulting from

interaction with another individual or a group” (Liang et al., 2017).

2019 - 2023 Year to Date Market Segment Production
report

HOFFLINE TRAVEL AGENT = ONLINE TRAVEL AGENT = Website = Email = Whatsapp

Figure 1.3 Year to date Market Segment Production report 2019 - 2024
Source: Sales & Marketing data of Sanctoo Suites & Villas (2024)

According to Figure 1.3, from 2019 until 2023, the online booking production
report shows an increment of 100% every year, thus proof that digitalization is
implemented but not in maximum value percentage, some of the marketing mix
maximization needs to be implemented to earn multiple percentage values.

In daily operation the team member are still using more printed paper, fact
sheet, printed magazine, announcement, promotion artwork ,Restaurant Menu ,
some part of the public collateral has switched into QR code.

According to those perspectives, green marketing is properly adopted but not
efficiently executed; however, the author wishes to conduct research on the
implementation of green marketing to boost room occupancy at Sanctoo Suites &

Villas. This research emphasized the implementation of green marketing that would



have a favorable impact on the environmental sustainability of Sanctoo Suites &

Villas.

1.2 Research Question

Based on the explanation of the background above, the problems that will be
discussed in this research are as follows:
1. How is the Implementation of Green Marketing at Sanctoo Suites and Villas?
2. How is the implementation of Green Marketing to increasing room occupancy

at Sanctoo Suites & Villas?

1.3 Research Objectives

Based on the challenges listed above, the research should achieve the
following objectives:
1. To analyze the implementation of green marketing at Sanctoo Suites & Villas.
2. To analyze the implementation of Green Marketing to increasing room

occupancy at Sanctoo Suites & Villas.

1.4 Research Significance

1.4.1 Theoretical Benefit
The theoretical advantages help gain information and understanding that
may be applied to more studies and the application of theories that are acquired

from academic institutions and then modified for usage in real-world settings.



1.4.2 Practical Benefits
1. For Authors

The writer can apply the knowledge and skills gained during lectures and
compare them to real-world situations to gain new knowledge and experience.
2. For the Politeknik Negeri Bali

This research can be used as the most recent reference material to update the
state of the industry, which is expected to meet the needs of the industry in the
future.
3. For Hotel

Green marketing provides an opportunity to educate guests about the hotel's
sustainable practices. This awareness not only aligns with the values of conscious
consumers but also encourages guests to adopt more sustainable behaviors during

their stay, especially at Sanctoo Suites & Villas.

1.5 Scope and Delimitation in Research

Based on research aspects of Green marketing to increase hotel occupancy,
this journal encompasses numerous subjects, thus requiring delimitation to focus
the research to ensure a specific scope.

The research was conducted at Sanctoo Suites & Villas, with the
implementation of green marketing to increase room occupancy. This research
utilized two variables: green marketing and room occupancy. The objective of this
research focuses on the implementation of Green Marketing by all employees in the
sales and marketing department during the operational period to realize green

marketing by analyzing ten variables of the green marketing mix based on research



10

that has been published by (Jonathan & Sari, 2023) between product, price, place,
and promotion.

Based on the information presented, the scope and limitations of this research
are qualitative. To gain answers from the research problem framework, this study
used qualitative descriptive data analysis methods with stages such as data

collection, data reduction, data display, and conclusion withdrawal.



CHAPTER V

CONCLUSIONS AND SUGGESTIONS

5.1 Conclusion
Based on the analysis and discussion presented in the previous sections

regarding the implementation of green hotel implementation to increase room
occupancy at Sanctoo Suites & Villas, the following conclusions can be drawn:
5.1.1 Implementation Of Green Marketing at Sanctoo Suites & Villas

Based on the results of a questionnaire conducted with 19 respondents and
observations at Sanctoo Suites & Villas, an average score of 3.65 was obtained,
indicating that the implementation of green marketing implementation is well-
executed. The green marketing implementation consists of four dimensions: green
product, green price, green place, and green promotion. Among these dimensions,
the highest average score was in the green price dimension, with an average of 3.68,
indicating it is well-implemented, followed by green product with an average value
3,66 indicating it is well-implemented, the third dimension is green promotion with
an average value of 3,64 indicating it is still well-implemented , the lowest average
value falls to green place with 3,62 and even tough green place is the lowest average

value among those 4 dimension but still indicating as well — implemented.
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5.1.2 Implementation Of Green Marketing To Increase Room Occupancy at

Sanctoo Suites & Villas

Based on the results of interviews and observations, the relationship between
the dimensions of green marketing implementation and room occupancy at Sanctoo
Suites & Villas shows a notable positive impact following the adoption of green
marketing strategies. The implementation of green marketing encompasses four
dimensions: green product, green price, green place, and green promotion. The
application of these green marketing dimensions has led to a significant increase in
room occupancy, rising from 34.50% in 2020 to 83.27% in 2023. This impressive
growth highlights that green marketing is not merely a short-term trend but an
effective and sustainable approach. The connection between each green marketing
dimension and room occupancy is evident in several ways. Green product
implementation enhances guest appeal by offering eco-friendly amenities, which
justifies higher room rates and attracts guests who value sustainability. Green price
strategies align room rates with the costs of sustainable practices, making the
pricing both fair and reflective of the added value of eco-friendly features. Green
place implementation ensure that sustainable products and implementation are
accessible, contributing to the overall guest experience and satisfaction. Green
promotion strengthens the hotel's brand image and visibility among eco-conscious
travelers, effectively communicating the benefits of the green initiatives.Together,
these dimensions support the hotel's competitive advantage by integrating
environmental responsibility with business success. They collectively contribute to

improved guest satisfaction, which in turn drives higher occupancy rates. This
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holistic approach demonstrates that adopting green marketing strategies can
effectively align environmental stewardship with market demands, fostering long-

term success in the hospitality industry.

5.2 Suggestion

Sanctoo Suites & Villas should continue to develop and expand their green
marketing strategies by implementing advanced environmentally friendly
technologies, such as Al-based energy management systems or more
comprehensive recycling programs. Additionally, increasing guest involvement
through environmental education programs or local conservation activities would
further enhance their sustainability efforts. To boost international recognition,
management should consider increasing the marketing budget to pursue global
awards beyond the Tri Hita Karana, which would elevate the hotel's credibility and
visibility in sustainability practices.

For future research, it is recommended to conduct comparative studies
comparing the implementation and effectiveness of green marketing strategies
across various hotels or resorts in different locations. Such research could analyze
how factors such as geographical location, market segment, or property size
influence the success of green marketing strategies. Furthermore, the research could
also focus on long-term analysis to assess the sustainability of green marketing
impacts on room occupancy rates and hotel profitability over a longer period, for
example 5-10 years. This would provide a deeper understanding of the long-term

effectiveness of green marketing strategies in the hospitality industry.
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