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ABSTRACK
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Management, Department of Tourism, Bali State Polytechnic.

This thesis has been approved and checked by supervisor | Dr. Drs. | Ketut
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Keywords: E-marketing, tourist decision, social media, website, Aan Tourism
Village

This study aims to analyze the implementation of e-marketing and its impact
on tourists' decisions to visit Aan Tourism Village. The main focus of the research
is to determine how e-marketing is applied through social media and websites, and
to what extent these strategies contribute to tourists' decision making in choosing a
tourist destination. The research employs a quantitative approach, utilizing a sample
of 100 respondents, comprising tourists who have visited Aan Tourism Village and
are active social media users. The sampling technique applied is purposive
sampling. Data were collected through questionnaires and interviews with the
village management to support the findings. The data analysis techniques used are
descriptive quantitative analysis and simple linear regression. The results of the
study indicate that the implementation of e-marketing has a positive and significant
effect on tourists’ visiting decisions. A regression coefficient value of 0.834
suggests that every one-unit increase in e-marketing implementation leads to a
0.834-unit increase in tourists’ visiting decisions. A significance value of < 0.001
indicates a very strong and significant relationship between the two variables. These
findings suggest that digital strategies such as the use of informative and interactive
social media and websites can shape positive tourist perceptions and encourage
interest in visiting Aan Tourism Village.
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ABSTRAK

Indrayani, Ni Luh Putu Dyah. (2025). Analysis of E-marketing Implementation on
Tourist Visiting Decisions at Aan Tourism Village. Skripsi: Manajemen Bisnis
Pariwisata, Jurusan Pariwisata, Politeknik Negeri Bali.

Skripsi ini telah disetujui dan diperiksa oleh pembimbing | Dr. Drs. | Ketut
Sutama, MA dan Pembimbing Il Dr. Ni Nyoman Sri Astuti, SST.Par. M.Par.

Kata kunci: E-marketing, keputusan wisatawan, media sosial, website, Desa Wisata
Aan

Penelitian ini bertujuan untuk menganalisis implementasi e-marketing serta
pengaruhnya terhadap keputusan wisatawan dalam berkunjung ke Desa Wisata
Aan. Fokus penelitian ini adalah untuk mengetahui bagaimana penerapan e-
marketing dilakukan melalui media sosial dan website, serta sejaunh mana strategi
tersebut berkontribusi terhadap keputusan wisatawan dalam memilih destinasi
wisata. Pendekatan yang digunakan adalah kuantitatif, dengan jumlah sampel
sebanyak 100 responden yang merupakan wisatawan yang telah mengunjungi Desa
Wisata Aan dan merupakan pengguna aktif media sosial. Teknik pengambilan
sampel menggunakan metode purposive sampling. Pengumpulan data dilakukan
melalui penyebaran kuesioner dan wawancara dengan pengelola desa untuk
mendukung temuan secara kualitatif. Teknik analisis data yang digunakan adalah
analisis deskriptif kuantitatif dan regresi linier sederhana. Hasil penelitian
menunjukkan bahwa implementasi e-marketing berpengaruh positif dan signifikan
terhadap keputusan wisatawan dalam berkunjung. Nilai koefisien regresi sebesar
0,834 menunjukkan bahwa setiap peningkatan satu satuan dalam implementasi e-
marketing akan meningkatkan keputusan kunjungan wisatawan sebesar 0,834. Nilai
signifikansi < 0,001 mengindikasikan bahwa hubungan antara kedua variabel
sangat kuat dan signifikan. Temuan ini memperlihatkan bahwa strategi digital yang
dijalankan, seperti penggunaan media sosial dan website yang informatif serta
interaktif, mampu membentuk persepsi positif wisatawan dan mendorong minat
kunjungan ke Desa Wisata Aan.
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CHAPTER |

INTRODUCTION

1.1 Research Background

In recent years, digital technology has developed rapidly and brought positive
changes to the world's business sector. Especially in the field of internet or online
media marketing, marketing is referred to as internet marketing. Internet marketing
then becomes part of another marketing model, namely electronic marketing (e-
marketing). E-marketing is the process of marketing products and services to
customers using web media, and also promotion, advertising, transactions, and
payments can be made through web pages. By implementing e-marketing, the
marketing process can be effective, and efficient, able to reach a wider target market
and save costs (Chen 2017).

The digital era made changes to the behavior of tourists in searching and
choosing their travel destinations. Most potential travelers, depend on online
information to plan their trips. Millennial and Gen Z travelers typically use social
media as a source of travel inspiration and booking recommendations (Banda
2024). Social media has developed into a powerful tool for promotion, and travelers
said they relied on social media when choosing a travel destination. E-marketing
has also been implemented in the tourism sector to promote its products. In
Indonesia, especially in Bali. Tourism Village is one of the tourist attractions in Bali
is a combination of attractions, accommodations, and supporting facilities that are
presented in a structure of community life that blends with the procedures and

traditions in society (Wahyuningsih & Pradana,2021). Based on the data taken



from the Ministry of Tourism and Creative Economy, Bali currently has 168 tourist
villages with details of 117 pioneer villages, 33 developing villages, 16 developed
villages, and 2 independent villages (www.jadesta.kemenparekraf.go.id, 2024).
One of the tourist villages in the pioneer category is Aan Tourism Village,
Klungkung Regency.

Aan Tourism Village, located in Klungkung Regency, is a tourism village
that offers a variety of tourist attractions within an area of £ 398 Ha. The village
harmoniously blends natural and man-made tourism, creating a comprehensive
experience for visitors and certified tour guides. Some of the main attractions
offered by Aan Tourism Village are Aan Secret Waterfall, Petapan Park, Sukanta
Wahyu Museum, Bukit Batu Kembar and Pesiraman Pemlukatan Place
(Jadesta.kemenparekraf.go.id,2024).

E-marketing in Aan Tourism Village has been implemented using the social
media platform Instagram and the village website to promote its products. This is
evidenced by the number of followers of the @dewiaaan.bali Instagram account,
which has reached 5,000, the engaging content design, and the presentation of
relevant information related to tourist attractions, which makes it easier for tourists
to obtain the necessary details. This can indeed attract tourists who travel because
it provides interesting content that tourists need. However, even though e-marketing
promotion has been implemented, the problem has been found in the area is the
decrease in the number of visits to Aan Tourism Village in the last year as seen in

Figure 1.1 below:
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Figure 1.1 Average Number of Tourists Visiting Aan Tourism Village
Source: Pokdarwis Aan Tourism Village, 2025

In this case, GAP found a decrease in the number of tourists’ visits even
though e-marketing had been implemented. Based on the background of the
problems that were found, it is necessary to research the impact of the
implementation of e-marketing. This research focuses on the implementation of e-
marketing on tourist visiting decisions at Aan Tourism Village, with the title
“Analysis of E-Marketing Implementation on Tourist Visiting Decision at Aan

Tourism Village.”

1.2 Research Questions
Based on the description of the problem that has been described in the
background, there is a research question as follows:
1. How is the implementation of e-marketing in Aan Tourism Village?
2. How does e-marketing impact the decision of tourists to visit Aan Tourism

Village?

1.3 Research Objectives
Based on the description of the research question previously, the research

objectives of this research are as follows:



1. To identify the implementation of e-marketing in Aan Tourism Village
2. To analyze the impact of e-marketing implementation on tourist visiting

decisions to Aan Tourism Village

1.4 Research Significance

The research significance that can be taken from this research is as follows:
1. Theoretical Benefits

This research may provide new insights related to how e-marketing affects
tourist decisions and can later become additional information for further researchers
who want to analyze e-marketing in tourism, especially in tourist villages.
2. Practical Benefits

This research is hoped to be a reference for the management of Aan Tourism
Village in optimizing the use of e-marketing as a benchmark for tourists to travel

so that it can be more effective in attracting tourists to visit by e-marketing.

1.5 Limitations and Scope of Research
The description of the limitations and scope of this research is used as follows:
1. In this research e-marketing is variable X (Independent) and tourist visiting
decision is variable Y (Dependent).
2. The indicators used in this research are as follows:
a. E-Marketing: Accessibility, interactivity, entertainment, content, credibility,
informativeness.
b. Tourist Visiting Decision: Destination area, traveling mode, time and cost,

sources of service.



3. This research only focuses on the implementation of Instagram and Website e-
marketing in Aan Tourism Village.

4. The focus of this research is the implementation of e-marketing in Aan Tourism
Village. The sample used for this research target is tourists who will travel, have
visited the Aan Tourism Village, and people who have seen the promotion on

the Instagram and website of Aan Tourism Village.



CHAPTER V

CONCLUSION AND SUGGESTION

5.1 Conclusion

1. Based on the results of the descriptive analysis of all indicators used to assess
the implementation of e-marketing at Aan Tourism Village, it can be concluded
that the overall perception of tourists is very positive. All indicators
Accessibility, Interactivity, Entertainment, Content, Credibility, and
Informativeness received average scores above 4.0 and percentages ranging
from 80% to 87%, which fall into the “Strongly Agree” category. Among the six
indicators, Informativeness obtained the highest average score of 4.4, indicating
that the detailed information provided through Instagram and the website plays
a crucial role in helping tourists plan their visits. Content and Credibility
followed closely with high scores, showing that the quality and trustworthiness
of the digital materials are well perceived. Meanwhile, interactivity scored
slightly lower, with an average of 4.0 (80%) on the responsiveness of social
media and website admins within 24 hours.

2. The implementation of e-marketing has a significant and very strong influence
on tourists' decisions to visit Aan Tourism Village. This is proven by the results
of a simple linear regression test, which shows a correlation coefficient value of
0.823, which is classified as strong, and a significance value of 0.000 (<0.05),
meaning that (Ha) is accepted. E-marketing indicators such as accessibility,
interactivity, content, credibility, and informativeness obtained high average

scores above 4.0, indicating that the digital content presented through social
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media and websites can attract attention and meet tourists' information needs.
The respondents' responses to the visit decision indicators also showed high
scores, reflecting that e-marketing has successfully formed positive perceptions
that encourage tourists' actual decisions to visit. These findings are consistent
with previous research stating that e-marketing and its indicators have a

significant influence on visit decisions.

5.2 Suggestion
Based on all the results of the discussion and research that have been
described, suggestions can be given:

1. Itis suggested that Aan Tourism Village enhances the responsiveness of social
media and website admins to ensure faster and more consistent interaction with
tourists. Additionally, maintaining and continuously updating high-quality,
informative content will further strengthen the effectiveness of e-marketing
efforts.

2. To further strengthen the impact of e-marketing on tourists’ visiting decisions, it
is important for Aan Tourism Village to continuously improve and innovate its
digital marketing strategies. This includes maintaining high-quality, accessible,
and interactive content, enhancing credibility through authentic testimonials, and
ensuring timely communication with potential visitors. Regular evaluation and
adaptation to current digital trends will help sustain tourist interest and increase

visitation rates.



80

REFERENCES

Aziza, N. (2023). Metodologi penelitian 1 : deskriptif kuantitatif. ResearchGate,
July, 166-178.

Azizah, A., & Purwoko, B. (2017). Studi Kepustakaan Mengenai Landasan Teori
Dan Praktik Konseling Naratif. Jurnal BK UNESA, 4(1), 1-8.

Bao Han. (2023). The Difference E-Marketing Vs Digital Marketing. YCC
Marketer. https://yccmarketer.com/e-marketing-vs-digital-marketing/

Brous, P., Janssen, M., & Herder, P. (2019). Internet of Things adoption for
reconfiguring decision-making processes in asset management. Business
Process Management Journal, 25(3), 495-511.
https://doi.org/10.1108/BPMJ-11-2017-0328

Budi, D. (2021). Statistika Penelitian Menggunakan SPSS (Uji Validitas, Uji
Reliabilitas, Regresi Linier Sederhana, Regresi Linier Berganda, Uji T, Uji F,
R2). Guepedia, 1-2. https://books.google.co.id/books?id=acpLEAAAQBAJ

Candra Irawan, 1. (2020). Analisis e-marketing terhadap keputusan pembelian
konsumen secara online. Journal of Business and Banking, 9(2), 247.
https://doi.org/10.14414/jbb.v9i2.1907

Chen, L. (2017). Grounded Globalization: Foreign Capital and Local Bureaucrats
in China’s Economic Transformation. World Development, 98, 381-399.
https://doi.org/10.1016/j.worlddev.2017.05.001

Dewanto, A. M., & Nurhayati, S. (2015). Pengaruh Kecerdasan Emosional dan
kecerdasan Spiritual Terhadap Sikap Etis dan Prestasi Mahasiswa Akuntansi
(Studi Pada Perguruan Tinggi Di Kota Pekalongan). Jurnal llmu Pendidikan
PKn Dan Sosial Budaya, 12(3), 7.
jurnal.unikal.ac.id/index.php/pena/article/viewFile/72/72

Firmansyah, D., & Dede. (2022). Teknik Pengambilan Sampel Umum dalam
Metodologi. Jurnal limiah Pendidikan Holistik (JIPH), 1(2), 85-114.

Ghozali, 1. (2016). Aplikasi analisis multivariete dengan program IBM SPSS 23.
https://perpus.petra.ac.id/catalog/site/detail?id=149488.

Hendryadi. (2021). Pupolasi dan Sampel. Pontificia Universidad Catolica Del
Peru, 02, 1-6.

Hilgers, R.-D., Heussen, N., & Stanzel, S. (2019). Statistik, deskriptive. 2212-2212.
https://doi.org/10.1007/978-3-662-48986-4 2900

Hurriyati, R. (2015). An Analysis of Place Branding to Enhance the Image of
Bandung City and its Implications toward the Decisions to Visit Tourism
Destination. Jurnal Pendidikan Sains Sosial Dan Kemanusiaan, 8(1), 99-114.

Iryani, S. Y., Alia, F., Tauhid, M. A., Muhtarom, A., & Usman, A. P. (2022).



81

Keputusan Wisatawan berkunjung ke Objek Wisata Budaya di Kabupaten
Tulang Bawang Barat Provinsi Lampung. Jurnal limiah Mahasiswa Ekonomi
(JIMEK), 6(2), 36-46.

J. Cresswell. (2007). Qualitative Inquiry & Research Design: Choosing Among
Five Approaches.

jadesta.kemenparekraf.go.id. (2024). Peta sebajaran jumlah desa wisata.
https://jadesta.kemenparekraf.go.id/

Janna, N. M., & Herianto. (2021). Konsep Uji Validitas Dan Reliabilitas Dengan
Menggunakan Spss. Jurnal Darul Dakwah Wal-Irsyad (DDI), 18210047, 1—
12.

Kotler, & Keller. (2007). “Manajemen Pemasaran”, Jilid 1 dan 2. Edisi ke 13,
Diterjemahkan oleh Bob Sabran. Jakarta: Erlangga.

Kusumawardhana, 1. (2023). Pariwisata Berkelanjutan dan Pemberdayaan
Masyarakat Desa: Studi Kasus Di Desa Wisata Mas, Kecamatan Ubud,
Gianyar. Jurnal Administrasi Pemerintahan Desa, 04(1), 27-55.
https://villages.pubmedia.id/index.php/villages/indexPrefix10.47134

Lia Putu Muliani, W. W. (2019). Uji Persyaratan Analisis. Pengaruh Penggunaan
Pasta Labu Kuning (Cucurbita Moschata) Untuk Substitusi Tepung Terigu
Dengan Penambahan Tepung Angkak Dalam Pembuatan Mie Kering, 15(1),
165-175.

Lipych & Mokhniuk. (2020). E-Business In Ukraine: Peculiarities, Tendencies,
Prospects. Economic Journal of Lesya Ukrainka Volyn National University,
1(21). https://doi.org/https://doi.org/10.29038/2411-4014-2020-01-74-79

Luh Titi Handayani. (2023). Buku Ajar Implementasi Teknik Analisis Data
Kuantitatif (Penelitian Kesehatan) - Luh Titi Handayani - Google Buku: Vol.
Vi.

Manuel. (2013). ‘Inovasi dan Dampak Jasa Iklan Berbasis Elektronik (E-
Marketing)’, Jurnal JIBEKA, 7 (3), hal. 65-6. Jurnal JIBEKA, 7 (3), Hal. 65-
69, 6v112y(235), 245.

Mustafa, P. S. (2022). Statistika Inferensial meliputi Uji Beda dalam Pendidikan
Jasmani: Sebuah Tinjauan. DIDAKTIKA : Jurnal Pemikiran Pendidikan,
28(2(1)), 71-86. https://doi.org/10.30587/didaktika.v28i2(1).4166

Oktaria, E. T., Irvan, M., & Hairudin, H. (2022). The Effect of Recruitment and
Compensation on Employee Performance at DAMRI Public Company
Lampung Branch. GEMA : Jurnal Gentiaras Manajemen Dan Akuntansi,
14(3), 159-170. https://doi.org/10.47768/gema.v14i3.202201

Penjani Banda. (2024). Sustainable Tourism: Six Destination Marketing Tactics to
Attract Millennial and Gen VA Travelers.
https://www.sojern.com/blog/sustainable-tourism-six-destination-marketing-



82

tactics-to-attract-millennial-and-gen-z-travelers

Rifiani, P., Yuni Dharta, F., & Oxcygentri, O. (2022). Pengaruh Endorse Influencer
Fadil Jaidi Terhadap Minat Beli Konsumen (Survei Eksplanatori pada
Pengikut Media Sosial Instagram @fadiljaidi). Jurnal Ilmiah Wahana
Pendidikan, 8(12), 289-301. https://doi.org/Ol:
https://doi.org/10.5281/zen0d0.6944728.

Rijali, A. (2019). Analisis Data Kualitatif. Alhadharah: Jurnal Ilmu Dakwah,
17(33), 81. https://doi.org/10.18592/alhadharah.v17i33.2374

Saefuddin, M. T., Wulan, T. N., Savira, & Juansah, D. E. (2023). Teknik
Pengumpulan Data Kuantitatif Dan Kualitatif Pada Metode Penelitian.
Pendas: Jurnal Iimiah Pendidikan Dasar, 8(6), 5962-5974.

Samuel, Rahadian, W. R., & Utami, N. R. (2022). Pengaruh Digital Marketing
Terhadap Keputusan Berkunjung Wisatawan Ke Kebun Raya Bogor the Effect
of Digital Marketing on Visitation Decision To Bogor Botanical Gardens.
Bogor Hospitality Journal, 6(2). http://ojs.stpbogor.ac.id

Satria, R., & Imam, D. C. (2024). Pengaruh Motivasi dan Disiplin Kerja terhadap
Kinerja Karyawan pada PT Bahtera Adi Jaya Periode 2018-2022. Al-Kharaj:
Jurnal Ekonomi, Keuangan & Bisnis Syariah, 6(7), 5490-5500.
https://doi.org/10.47467/alkharaj.v6i7.3020

Seminari Sidabutar, Y., & Yunita, E. (2022). Pengaruh Fasilitas Dan Promosi
Terhadap Keputusan Berkunjung Wisatawan Di Wisata Pantai Indah Pandan
Kabupaten Tapanuli Tengah. Konferensi Nasional Sosial Dan Engineering
Politeknik Negeri MedaN, 3(1), 1-13.

Septiandari, F., Wardoyo, C., & Wardana3, L. W. (2024). Strategy The Effect of
Marketing and Digital Literacy Through Social Media Marketing on Visiting
Decisions. Asian Journal of Management Analytics, 3(2), 311-328.
https://doi.org/10.55927/ajma.v3i2.8060

Sudibya, B. (2018). Wisata Desa dan Desa Wisata. Jurnal Bali Membangun Bali,
1(1), 22-26. https://doi.org/10.51172/jbmb.v1il1.8

Sugiyono. (2007). Statistika untuk penelitian / Sugiyono. In Statistika untuk
penelitian / Sugiyono. /free-contents/index.php/buku/detail/statistika-untuk-
penelitian-sugiyono-39732.html

Sugiyono. (2017). Cara Mudah Belajar SPSS dan LISREL Teori dan Aplikasi untuk
Analisis Data Penelitian.

Sugiyono. (2019). Metode Penelitian Kuantitatif : Konsep Dasar Metode Penelitian
Kuantitatif. In Brain academy (Issue April 2016).
https://www.brainacademy.id/blog/penelitian-kuantitatif

Tengku Putri Lindung Bulan, Erni Junaida, & M.Herdit Maitama. (2021). Daya
Tarik Wisata, Motivasi dan Keputusan Berkunjung di Objek Wisata Pantai



83

Berawe. Jurnal Akuntansi Audit Dan Perpajakan Indonesia (Jaapi), 2(1),
115-123. https://doi.org/10.32696/jaapi.v2il.733

Vespestad, M. K., & Mehmetoglu, M. (2015). Gender Differences in Vacation
Behavior. Tourism Review International, 19(3), 147-161.
https://doi.org/10.3727/154427215x1443096 7453670

Wahyuningsih, R., & Pradana, G. W. (2021). Pemberdayaan Masyarakat Desa
Hendrosari Melalui Pengembangan Desa Wisata Lontar Sewu. Publika, 323—
334. https://doi.org/10.26740/publika.v9n2.p323-334

Wibowo, R. A., Kurniawan, A. A., Elektro, T., & Tidar, U. (2020). Theta Omega :
Journal o f Electrical Engineering , Computer a nd Information Technology.
Journal of Electrical Engineering, Computer and Information Technology.

Widodo, U. (2021). Uji Signifikansi Pengaruh Kreativitas Belajar pada
Keterampilan Membaca Siswa. Jurnal Kajian Bahasa, Sastra Dan
Pengajaran (KIBASP), 5(1), 95-106.
https://doi.org/10.31539/kibasp.v5i1.2970

Yan, Y. P., Ghani, M. R. A, Hasliza, D., & Jusoh, M. S. (2020). Effectiveness of
E-Marketing Strategies on Consumers’ Purchase Intention. International
Journal  of Undergraduate Research 2, 2(January), 46-52.
https://doi.org/10.26666/rmp.ijur.2020.2.8

Yosandri, B. J., & Eviana, N. (2022). Peningkatan Keputusan Berkunjung
Wisatawan Melalui Pengembangan Citra Destinasi dan Aksesibilitas di
Lembah Tepus Bogor Tambahkan. International Journal of Tourism and
Education, 7(2), 1-23.
https://ejournal.asaindo.ac.id/index.php/eduturisma/article/download/1269/78
3

Yuliawan, K. (2021). Pelatihan SmartPLS 3.0 Untuk Pengujian Hipotesis
Penelitian Kuantitatif. Jurnal Pengabdian Kepada Masyarakat, 5(1), 43-50.

Yusuf Alwy, M., Herman, H, T., Abraham, A., & Rukmana, H. (2024). Analisis
Regresi Linier Sederhana dan Berganda Beserta Penerapannya. Journal on
Education, 06(02), 13331-13344.



