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E-MARKETING AT MANDAPA,  

A RITZ-CARLTON RESERVE  
 

I Kadek Andika Khanna Triana Putra 

NIM. 1815834011 

 

ABSTRAK 

Penelitian ini bertujuan untuk mengidentifikasi implementasi E-Marketing di hotel 

bintang lima di Ubud, Bali yaitu Mandapa, a Ritz-Carlton Reserve dalam 

menghadapi situasi permintaan yang rendah di industri perhotelan selama pandemi. 

Metode penelitian yang digunakan adalah metode kualitatif dengan teknik analisis 

data menggunakan pendekatan Model Interaktif dari Miles dan Huberman. 

Pengumpulan data dilakukan dengan teknik observasi, wawancara, dan 

dokumentasi. Sedangkan tujuan dari penelitian ini adalah untuk mengidentifikasi 

dan mendefinisikan bentuk-bentuk e-marketing berdasarkan teori yang 

dikemukakan oleh Ahmadi, dkk. (2013) yang terdiri dari situs web, media sosial, 

iklan banner, online affiliate marketing, sponsorship, e-mail marketing, dan search 

engine marketing. Penelitian ini juga menggunakan teori berbasis kombinasi dari 

Four Major Components for E-Marketing Strategy oleh Sexton (2010) dan 6i 

Elements of E-Marketing Model oleh McDonald dan Wilson (1999) yang terdiri 

dari internet objectives, messages, effort, interactivity, individualization, dan 

integration. Hasil penelitian ini menunjukkan bahwa hotel menggunakan 6 dari 7 

bentuk e-marketing yaitu situs web, media sosial, iklan banner, online affiliate 

marketing, sponsorship, e-mail marketing, dan search engine marketing, yang 

dianalisis menggunakan 6 elemen e-marketing yang digunakan dalam penelitian 

ini. Lebih lanjut ditemukan bahwa, beberapa perbaikan masih perlu dilakukan 

seperti untuk situs web perlu memperbarui foto-foto properti dengan fasilitas yang 

sebenarnya, dan mengintegrasikan situs web dengan tautan media sosial resmi. 

Begitu pula sebaliknya, media sosial resmi hotel juga perlu mengutamakan 

penggunaan bagian tautan situs web di media sosial untuk mencantumkan alamat 

situs web Mandapa, a Ritz-Carlton Reserve. Untuk iklan banner, tim pemasaran 

dapat mempertimbangkan untuk memasang iklan banner di lebih banyak situs web 

dan secara teratur memeriksa integrasi antara iklan banner dengan tautan yang 

disematkan. Untuk e-mail marketing, perlu menempatkan situs web dan media 

sosial di e-flyer dan di masa mendatang dapat mempertimbangkan untuk 

menggunakan platform Marriott Bonvoy untuk mempromosikan penawaran ke 

database pengguna platform. Hasil penelitian ini diharapkan dapat menjadi umpan 

balik bagi Mandapa, Ritz-Carlton Reserve untuk meningkatkan efektivitas kegiatan 

pemasaran mereka, dan temuan studi ini dapat menjadi referensi bagi mahasiswa. 

Kata kunci: E-Marketing, Situs Web, Media Sosial, E-mail Marketing, Iklan 

Banner, Elements of E-Marketing. 
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A RITZ-CARLTON RESERVE 
 

I Kadek Andika Khanna Triana Putra 

NIM. 1815834011 

 

ABSTRACT 

This study aims to identify the implementation of E-Marketing in a five-star hotel 

in Ubud, Bali namely Mandapa, a Ritz-Carlton Reserve in the face of low demand 

situation in hospitality industry during the pandemic. The research method used is 

a qualitative method with data analysis using the approach of Interactive Model 

from Miles and Huberman data analysis techniques. Data were collected by using 

observation, interview, and documentation techniques. Whilst, the purpose of this 

research is to identify and define the e-marketing forms based on the theory put 

forward by Ahmadi, et al. (2013) which consist of e-mail marketing, website, social 

media, banner advertisement, online affiliate marketing, sponsorships, and search 

engine marketing. The study also uses the theoretical based a combination of the 

Four Major Components for E-Marketing Strategy by Sexton (2010) and 6i 

Elements of E-Marketing model by McDonald and Wilson (1999) which consist of 

internet objectives, messages, effort, interactivity, individualization, and 

integration. The results of this study indicate that the hotel used 6 of 7 forms of e-

marketing which are e-mail marketing, websites, banner advertisement, online 

affiliate marketing, social media and search engine marketing, which were analyzed 

using the 6 elements of e-marketing used in this research. It further discovered that, 

some improvement still needs to be made such as for the website need to update the 

photos of the property with actual facilities, and integrate the website with official 

social media link. Vice versa, the official social media of the hotel also needs to 

manage the use of website link section in the social media mainly to put the website 

address of Mandapa, a Ritz-Carlton Reserve. For banner advertisement, the 

marketing team could consider to put the banner advertisement on more websites 

and regularly maintain the integration between banner advertisement with the link 

embedded. For e-mail marketing, need to put the website and social media on the 

e-flyer and in the future could consider to use Marriott Bonvoy platform to promote 

offers to its users database. It is expected that the result could become feedback to 

Mandapa, a Ritz-Carlton Reserve to improve the effectiveness of their marketing 

activities, and this study finding could become a reference for scholars. 

Keywords: E-Marketing, Website, Social Media, E-mail Marketing, Banner 

Advertisement, Elements of E-Marketing. 

  



 
 

xi 

 

TABLE OF CONTENTS 

 

COVER ................................................................................................................... i 

PAGE OF THESIS TITLE .................................................................................. ii 

STATEMENT OF ORIGINALITY ................................................................... iii 

PAGE OF THESIS SUBMISSION .................................................................... iv 

PAGE OF THESIS APPROVAL ........................................................................ v 

PAGE OF THESIS EXAMINATION AND VALIDATION ........................... vi 

PREFACE ............................................................................................................ vii 

ABSTRAK .............................................................................................................. ix 

ABSTRACT ........................................................................................................... x 

TABLE OF CONTENTS ..................................................................................... xi 

LIST OF TABLES ............................................................................................. xiii 

LIST OF FIGURES ........................................................................................... xiv 

LIST OF APPENDICES ................................................................................... xvi 

CHAPTER I INTRODUCTION .......................................................................... 1 

1.1 Background .................................................................................................... 1 

1.2 Problems of The Research ............................................................................. 4 

1.3 Purpose of The Research ............................................................................... 5 

1.4 Benefits of the Research ................................................................................ 5 

CHAPTER II LITERATURE REVIEW ............................................................ 6 

2.1  Theoretical Basis ........................................................................................... 6 

2.1.1 Hotel ...............................................................................................................6 

2.1.2 E-Marketing ....................................................................................................7 

2.1.3 The Form of E-Marketing ...............................................................................8 

2.1.4 E-Marketing Indicator ..................................................................................11 

2.2  Previous Researches .................................................................................... 14 

CHAPTER III RESEARCH METHODOLOGY ............................................ 20 

3.1  Location and Period of Research ................................................................. 20 

3.2  Variable Identification ................................................................................. 20 

3.3  Definition of Operational Variable .............................................................. 21 

3.3.1  The Form of E-Marketing .............................................................................21 

3.3.2  E-Marketing Elements ..................................................................................22 

3.4  Types and Data Source ................................................................................ 23 

3.4.1  Data Types ....................................................................................................23 

3.4.2  Data Source ...................................................................................................24 

3.5  Method of Determining Key Informant ....................................................... 25 

3.6  Data Collection Methods ............................................................................. 25 



 
 

xii 

 

3.6.1  Observation ...................................................................................................26 

3.6.2  Interview .......................................................................................................26 

3.6.3  Documentation ..............................................................................................26 

3.7  Data Analysis Technique ............................................................................. 26 

CHAPTER IV RESULT AND DISCUSSION .................................................. 28 

4.1 General Description of Mandapa, a Ritz-Carlton Reserve .......................... 28 

4.1.1 Brief History of Mandapa, a Ritz-Carlton Reserve ......................................28 

4.1.2 Hotel Facilities ..............................................................................................31 

4.1.3 Organizational Structure ...............................................................................39 

4.2 Profile Respondent....................................................................................... 39 

4.3 The Implementation of E-Marketing at Mandapa, a Ritz-Carlton Reserve . 40 

4.3.1 The Implementation of Website as E-Marketing Form ................................40 

4.3.2 The Implementation of Social Media as E-Marketing Form ........................48 

4.3.3 The Implementation of Online Affiliation as E-Marketing Form ................58 

4.3.4 The Implementation of Banner Advertisement as E-Marketing Form .........62 

4.3.5 The Implementation of E-mail Marketing as E-Marketing Form ................65 

4.3.6 The Implementation of Search Engine Marketing as E-Marketing Form ....68 

CHAPTER V  CONCLUSION AND SUGGESTION ..................................... 74 

5.1 Conclusion ................................................................................................... 74 

5.2 Suggestion ................................................................................................... 79 

REFFERENCES 

APPENDIX 

 

 

  



 
 

xiii 

 

LIST OF TABLES 

Table 1.1 Number of Foreign Visitor to Indonesia and Bali, 2017-2021 ................1 

Table 1.2 Number of Domestic Visitor to Bali, 2017-2021 .....................................2 

Table 4.1 List of rooms based on view at Mandapa, a Ritz-Carlton Reserve ........31 

Table 4.2 Profile Respondent .................................................................................39 

 

  

file:///C:/Users/User/Desktop/38_I%20Kadek%20Andika%20Khanna%20Triana%20Putra_Revised%20Thesis_E-Marketing%20at%20Mandapa,%20a%20Ritz-Carlton%20Reserve.docx%23_Toc112327522


 
 

xiv 

 

LIST OF FIGURES 

Figure 4.1  Sales and Marketing Department Organizational Structure ................39 

Figure 4.2  The website of Mandapa, a Ritz-Carlton Reserve ...............................40 

Figure 4.3  Hotel Facilities Information in Mandapa, a Ritz-Carlton Reserve  

  Website ................................................................................................41 

Figure 4.4  Room Rates in Mandapa, a Ritz-Carlton Reserve Website .................41 

Figure 4.5  Checking Room Availability at Mandapa, a Ritz-Carlton Reserve  

  Website ................................................................................................42 

Figure 4.6  Booking Room at Mandapa, a Ritz-Carlton Reserve Website ............42 

Figure 4.7  Request for Proposal Page of Mandapa, a Ritz-Carlton Reserve  

  Website ................................................................................................43 

Figure 4.8  Comparison between Phulay Bay and Mandapa, a Ritz-Carlton  

  Reserve Page .......................................................................................44 

Figure 4.9  Photo Gallery and Video of Mandapa, a Ritz-Carlton Reserve on their  

  Website ................................................................................................44 

Figure 4.10 The same location which shows on website compared to actual  

 situation ..............................................................................................45 

Figure 4.11 Mandapa, a Ritz-Carlton Reserve Website in Bahasa ........................46 

Figure 4.12 Menu Bar and Direct Contact of Mandapa, a Ritz-Carlton Reserve.. 46 

Figure 4.13 Several Communication Tools that Displayed on The Website .........47 

Figure 4.14 Room Rates at Mandapa, a Ritz-Carlton Reserve ..............................47 

Figure 4.15 The icons with hyperlinks that direct to The Ritz-Carlton Hotel   

   Company Social Media ......................................................................48 

Figure 4.16 Mandapa, a Ritz-Carlton Reserve social media posts ........................49 

Figure 4.17 The promotion story and post through social media ..........................50 

Figure 4.18 Instagram Direct Message Reply ........................................................50 

Figure 4.19 Audiences could post comments, like, and share the post of  Mandapa, 

a Ritz-Carlton Reserve ........................................................................51 

Figure 4.20 Followers growth of Mandapa, a Ritz-Carlton Reserve Instagram 

Account ...............................................................................................52 

Figure 4.21 Posting Schedule of Mandapa, a Ritz-Carlton Reserve Social Media52 

file:///C:/Users/User/Desktop/PRINT%20PDF.docx%23_Toc112354478
file:///C:/Users/User/Desktop/PRINT%20PDF.docx%23_Toc112354479
file:///C:/Users/User/Desktop/PRINT%20PDF.docx%23_Toc112354480
file:///C:/Users/User/Desktop/PRINT%20PDF.docx%23_Toc112354480
file:///C:/Users/User/Desktop/PRINT%20PDF.docx%23_Toc112354481
file:///C:/Users/User/Desktop/PRINT%20PDF.docx%23_Toc112354482
file:///C:/Users/User/Desktop/PRINT%20PDF.docx%23_Toc112354482
file:///C:/Users/User/Desktop/PRINT%20PDF.docx%23_Toc112354483
file:///C:/Users/User/Desktop/PRINT%20PDF.docx%23_Toc112354484
file:///C:/Users/User/Desktop/PRINT%20PDF.docx%23_Toc112354484
file:///C:/Users/User/Desktop/PRINT%20PDF.docx%23_Toc112354485
file:///C:/Users/User/Desktop/PRINT%20PDF.docx%23_Toc112354485
file:///C:/Users/User/Desktop/PRINT%20PDF.docx%23_Toc112354486
file:///C:/Users/User/Desktop/PRINT%20PDF.docx%23_Toc112354486
file:///C:/Users/User/Desktop/PRINT%20PDF.docx%23_Toc112354487
file:///C:/Users/User/Desktop/PRINT%20PDF.docx%23_Toc112354487
file:///C:/Users/User/Desktop/PRINT%20PDF.docx%23_Toc112354488
file:///C:/Users/User/Desktop/PRINT%20PDF.docx%23_Toc112354489
file:///C:/Users/User/Desktop/PRINT%20PDF.docx%23_Toc112354490
file:///C:/Users/User/Desktop/PRINT%20PDF.docx%23_Toc112354491
file:///C:/Users/User/Desktop/PRINT%20PDF.docx%23_Toc112354492
file:///C:/Users/User/Desktop/PRINT%20PDF.docx%23_Toc112354492
file:///C:/Users/User/Desktop/PRINT%20PDF.docx%23_Toc112354493
file:///C:/Users/User/Desktop/PRINT%20PDF.docx%23_Toc112354494
file:///C:/Users/User/Desktop/PRINT%20PDF.docx%23_Toc112354495
file:///C:/Users/User/Desktop/PRINT%20PDF.docx%23_Toc112354496
file:///C:/Users/User/Desktop/PRINT%20PDF.docx%23_Toc112354496
file:///C:/Users/User/Desktop/PRINT%20PDF.docx%23_Toc112354497
file:///C:/Users/User/Desktop/PRINT%20PDF.docx%23_Toc112354497
file:///C:/Users/User/Desktop/PRINT%20PDF.docx%23_Toc112354498


 
 

xv 

 

Figure 4.22 Interactivity Management through Comments Section on Mandapa, a   

Ritz-Carlton Reserve Social Media .....................................................53 

Figure 4.23 Collaboration with Travel Influencer @lostleblanc ...........................54 

Figure 4.24 The way of Mandapa, a Ritz-Carlton Reserve reply the Instagram  

 Direct Message from their audience ...................................................55 

Figure 4.25 The use of Hashtag on Mandapa, a Ritz-Carlton Reserve Post ..........56 

Figure 4.26 The reached numbers of audiences on social media within  the help of   

 Instagram Ads ....................................................................................56 

Figure 4.27 Several Communication Tools that Displayed on Official Social     

 Media ..................................................................................................57 

Figure 4.28 The page of embedded link on Mandapa, a Ritz-Carlton Reserve  

 social media ........................................................................................58 

Figure 4.29 Searching feature in Traveloka Platform ............................................59 

Figure 4.30 Review section in Agoda Platform Source: Agoda.com, 2022 ..........60 

Figure 4.31 Property photo gallery and review section in Traveloka Platform .....61 

Figure 4.32 Property photo gallery and review section in Booking.com Platform61 

Figure 4.33 The Example of Banner Advertisement of Mandapa, a Ritz-Carlton   

 Reserve ...............................................................................................62 

Figure 4.34 The banner advertisement of expired offer .........................................64 

Figure 4.35 The Directed Page from Figure 4.34 Banner Advertisement .............65 

Figure 4.36 The example of E-mail Marketing of Mandapa, a Ritz-Carlton   

 Reserve ...............................................................................................67 

Figure 4.37 Search engine result of “Mandapa” keyword on google.com ............68 

Figure 4.38 The result of several search engine platforms for “Mandapa” word ..70 

Figure 4.39 The use of Search Engine Marketing to increase the visibility of  

 Mandapa, a Ritz-Carlton Reserve website address ............................71 

Figure 4.40 Searching result for certain word which related to Mandapa, a Ritz- 

Carlton Reserve ...................................................................................72 

Figure 4.41 The link that shown on Google search engine result of Mandapa leads   

 to  Mandapa, a Ritz-Carlton Reserve website address .......................73 

 

file:///C:/Users/User/Desktop/PRINT%20PDF.docx%23_Toc112354499
file:///C:/Users/User/Desktop/PRINT%20PDF.docx%23_Toc112354499
file:///C:/Users/User/Desktop/PRINT%20PDF.docx%23_Toc112354500
file:///C:/Users/User/Desktop/PRINT%20PDF.docx%23_Toc112354501
file:///C:/Users/User/Desktop/PRINT%20PDF.docx%23_Toc112354501
file:///C:/Users/User/Desktop/PRINT%20PDF.docx%23_Toc112354502
file:///C:/Users/User/Desktop/PRINT%20PDF.docx%23_Toc112354503
file:///C:/Users/User/Desktop/PRINT%20PDF.docx%23_Toc112354503
file:///C:/Users/User/Desktop/PRINT%20PDF.docx%23_Toc112354504
file:///C:/Users/User/Desktop/PRINT%20PDF.docx%23_Toc112354504
file:///C:/Users/User/Desktop/PRINT%20PDF.docx%23_Toc112354505
file:///C:/Users/User/Desktop/PRINT%20PDF.docx%23_Toc112354505
file:///C:/Users/User/Desktop/PRINT%20PDF.docx%23_Toc112354506
file:///C:/Users/User/Desktop/PRINT%20PDF.docx%23_Toc112354507
file:///C:/Users/User/Desktop/PRINT%20PDF.docx%23_Toc112354508
file:///C:/Users/User/Desktop/PRINT%20PDF.docx%23_Toc112354509
file:///C:/Users/User/Desktop/PRINT%20PDF.docx%23_Toc112354510
file:///C:/Users/User/Desktop/PRINT%20PDF.docx%23_Toc112354510
file:///C:/Users/User/Desktop/PRINT%20PDF.docx%23_Toc112354511
file:///C:/Users/User/Desktop/PRINT%20PDF.docx%23_Toc112354512
file:///C:/Users/User/Desktop/PRINT%20PDF.docx%23_Toc112354513
file:///C:/Users/User/Desktop/PRINT%20PDF.docx%23_Toc112354513
file:///C:/Users/User/Desktop/PRINT%20PDF.docx%23_Toc112354514
file:///C:/Users/User/Desktop/PRINT%20PDF.docx%23_Toc112354515
file:///C:/Users/User/Desktop/PRINT%20PDF.docx%23_Toc112354516
file:///C:/Users/User/Desktop/PRINT%20PDF.docx%23_Toc112354516
file:///C:/Users/User/Desktop/PRINT%20PDF.docx%23_Toc112354517
file:///C:/Users/User/Desktop/PRINT%20PDF.docx%23_Toc112354517
file:///C:/Users/User/Desktop/PRINT%20PDF.docx%23_Toc112354518
file:///C:/Users/User/Desktop/PRINT%20PDF.docx%23_Toc112354518


 
 

xvi 

 

LIST OF APPENDICES 

 

Appendix 1. Interview Guidelines 

Appendix 2. The Full Appearance of E-mail Marketing E-flyer 

Appendix 3. Facebook Page Appearance of Mandapa, a Ritz-Carlton Reserve 

Appendix 4. Instagram Account Appearance of Mandapa, a Ritz-Carlton Reserve  

Appendix 5. LinkedIn Account Appearance of Mandapa, a Ritz-Carlton Reserve 



 

1 

 

CHAPTER I 

INTRODUCTION 

 

1.1 Background 

The tourism sector is one of the sectors that plays an important role in increasing 

the official foreign exchange reserve. According to Regulation No. 10 of 2009, 

tourism is a variety of tourism activities supported by various facilities and services 

provided by the community, businessmen, government and local governments. In 

2018, the tourism sector managed to donate foreign exchange of 16,426 billion 

USD, according to data from the Badan Pusat Statistik (Statistics Indonesia 

Government Bureau, 2021). 

However, along with the COVID-19 pandemic, there has been a significant 

decline in the number of tourist visits to Indonesia. This is mainly influenced by 

travel restrictions for foreign tourists to enter Indonesia. 

The province which most affected by the closure of international border is Bali 

Province which relies on the tourism sector. Based on the data of the number of 

tourist visits to Bali for the last 5 years, in 2020 and 2021 the number of foreign 

tourists visiting Bali has decreased sharply.  

Table 1.1 Number of Foreign Visitor to Indonesia and Bali, 2017-2021 

 

 

  

 

 

 

Year 

Indonesia Bali 

Total Growth (%) Total Growth (%) 

2017 14 039 799 21.88 5 697 739 15.62 

2018 15 806 191 12.58 6 070 473 6.54 

2019 16 106 954 1.88 6 275 210 3.37 

2020 4 052 923 -74.84 1 069 473 -82.96 

2021 1 557 530 -61.57 51 -100.00 

Source: BPS - Statistics of Bali Province, 2021 
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Tourism business in Bali could only rely on domestic market which has bigger 

number. But, this limited amount of tourist still makes tourism businesses need to 

compete more competitively. 

Table 1.2 Number of Domestic Visitor to Bali, 2017-2021 

One of the tourism businesses that must try harder in attracting the attention of 

tourists is the tourism accommodation business such as hotel. Ira Meirina Chair and 

Heru Pramudia (2017:1) define Hotel as a service business or services which carried 

and providing accommodation and also managed commercially which is available 

for everyone to obtain services, both to stay and also to eat and drink, and other 

service facilities. With the reduced number of tourists coming to Bali, it will 

certainly affect the number of room occupancy and affect hotel revenues, especially 

from room sales. 

Month 2017 2018 2019 2020 2021 

January  658 308  743 456  793 527  879 702  282 248 

February  520 462  655 719  692 113  721 105  240 608 

March  618 834  762 622  787 616  567 452  305 579 

April  705 710  777 287  795 997  175 120  330 593 

May  646 467  682 521  656 082  101 948  363 959 

June  659 718 1 156 151 1 287 877  137 395  498 852 

July  890 368  906 347  935 930  229 112  166 718 

August  790 323  770 364  925 360  355 732  202 187 

September  832 026  774 144  812 003  283 349  298 950 

October  732 720  762 124  853 007  337 304  468 826 

November  741 649  806 397  852 626  425 097  513 482 

December  939 048  960 859 1 152 901  382 841  629 590 

BALI 8 735 633 9 757 991 10 545 039 4 596 157 4 301 592 

Growth 1.06 11.70 8.07 -56.41 -6.41 

Source: Survey Result by Bali Government Tourism Office, 2021 
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In dealing with this problem, every hotel generally has their own strategy. 

Including maximizing their marketing strategy. Marketing according to Kotler and 

Armstrong (2017:55) is the process by which companies create value for customers 

and build strong customer relationships in order to capture value from customers in 

return. In a condition of the COVID-19 pandemic where all face-to-face activities 

are limited, an effective marketing technique is needed and in accordance with the 

trend.  

Besides be able to overcome marketing activities limitation due to COVID-19 

situation, the chosen marketing techniques must also prioritize environmental 

sustainability. United Nations Brundtland Commission in 1987 refers sustainability 

as meeting the needs of the present without compromising the ability of future 

generations to meet their own needs. The examples of sustainability concept in 

industry such as using less paper or even paperless and reducing plastic use. The 

research which conducted by Laroche, et al., (2001:519) reveals companies which 

do not follow environmental regulations or which try to exploit the green movement 

to increase sales are therefore exposed to consumer rejection. 

According to above requirements, one of marketing techniques that could be 

used to overcome marketing activities limitations due to COVID-19 situation and 

also emphasizing environmental sustainability is E-Marketing. E-Marketing 

according to Kotler and Armstrong, (2005:135) consists of company efforts to 

communicate about, promote and sell products and services over the Internet. 

Because it uses internet as the media, e-marketing or electronic marketing is also 

often referred to “internet marketing” or “online marketing”. 
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One of the hotels that implements e-marketing is Mandapa, a Ritz-Carlton 

Reserve. Mandapa, a Ritz-Carlton Reserve is a hotel which located at Kedewatan 

Street, Ubud District, Gianyar Regency, Bali. This hotel has been focusing their 

marketing strategy to increase brand awareness through e-marketing since  

COVID-19 pandemic happened because this marketing strategy cost cheaper and 

could reach wider audiences all around the world with internet access which 

overcomes limitations due to COVID-19 situation. 

Through writer observation, with focusing their marketing campaign through  

e-marketing method, Mandapa, a Ritz-Carlton Reserve could increase the brand 

awareness which shown on their official social media especially Instagram with the 

increasing number of followers around 41% from approximately 42,000 followers 

to 59,202 followers, from July 2021 until April 2022 . According to Shahid, (2017) 

the product that has higher brand awareness will definitely grow better in the market 

and help the company in earning profits. Mandapa, a Ritz-Carlton Reserve could 

also still be able to get guest despite the decrease in the number of hotel occupancy 

in this pandemic era. Therefore, the writer wants to know how the e-marketing 

methods that has been implemented and maximize the implementation of  

e-marketing at Mandapa, a Ritz-Carlton Reserve by making a research entitled  

“E-Marketing at Mandapa, a Ritz-Carlton Reserve”. 

1.2 Problems of The Research 

Based on the background that have been described before, the main issue that 

used as a problem is “How is the implementation of e-marketing at Mandapa, a 

Ritz-Carlton Reserve?” 
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1.3 Purpose of The Research 

The purpose of the writer to conduct this research is to find out how is the 

implementation of e-marketing at Mandapa, a Ritz-Carlton Reserve. 

1.4 Benefits of the Research 

This research is expected to bring some benefit both theoretically and 

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

1. Theoretical Benefits 

Theoretically, this research is expected to provide additional information to 

support other research and is expected to be the reference for the next researcher. 

Furthermore, the result of this research is expected to help and support the theories 

of e-marketing in hotel industry. 

2. Practical Benefits 

a. For Researcher 

The results of this research are expected to increase knowledge, experiences 

and insight of tourism activities, so that later could facilitate researcher in learning, 

especially regarding e-marketing in hotel industry. 

b. For Politeknik Negeri Bali 

The results of this research are expected to be used as a library reference for 

the campus, especially regarding marketing subject. 

c. For Company 

This research is expected to be beneficial for the management in Mandapa, a 

Ritz-Carlton Reserve, especially at Sales and Marketing Department as information 

and consideration in conducting an effective and efficient e-marketing activity. 
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CHAPTER V  

CONCLUSION AND SUGGESTION 

 

5.1 Conclusion 

Based on the results of the implementation of e-marketing forms within the 

approach of the e-marketing elements that have been used, it can be concluded as 

that Mandapa, a Ritz-Carlton Reserve has implemented 6 of 7 forms of e-marketing, 

which are Website, Social Media, Online Affiliate Marketing, Banner 

Advertisement, E-mail Marketing and Search Engine Marketing, with e-marketing 

elements approach which are Internet Objectives, Message, Effort, Interactivity, 

Individualization, and Integration to increase the brand awareness effectively which 

shown through the increasing number of followers on their official social media 

account, although some improvements still need to be made. 

The implementation of the website as one of e-marketing forms conducted 

with the official website address on www.mandapareserve.com which direct the 

visitor to www.ritzcarlton.com/en/hotels/indonesia/mandapa. The Internet 

Objectives element of the website are to provide better information about the hotel, 

become a platform for customer to booking rooms online directly through Marriott 

platform, and to bring awareness about the brand itself. The Messages elements of 

the website are to provide the audiences information regarding hotel’s offers, gives 

a convenient way for customers check room availability and book rooms at 

Mandapa, a Ritz-Carlton Reserve directly via website. In the term of Effort element, 

the  budget spent for the website is worth the result because the website already 

helps Mandapa, a Ritz-Carlton Reserve to achieve the internet objectives, even it 

http://www.mandapareserve.com/
http://www.ritzcarlton.com/en/hotels/indonesia/mandapa
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needs days to apply the update of the website because the website managed by 

Marriott Headquarter. The Interactivity of the website using simple yet elegant 

appearance and could represent the brand as luxury limited collection through how 

the website deliver the information and the display formats of the website which 

use terracotta color as the main color of the website because it is Mandapa, a Ritz-

Carlton Reserve identity color and several photos and video which represent the 

property. However, the photos displayed need to be updated because several places 

that shown have changed at the hotel. The Individualization of the website is more 

into how the website makes customer be able to get information and booking room 

in convenient way both through the website features and direct contact provided to 

assist the customer. In term of Integration element, the website already provides 

actual room rates and communication contact such as phone number and integrated 

e-mail address. However, the website has not linked the official social media of 

Mandapa, a Ritz-Carlton Reserve. 

The implementation of the social media as one of e-marketing forms 

conducted using Instagram, Facebook Page, and LinkedIn platforms. However, the 

platform that used as main marketing platform is Instagram, through an account 

with username @mandapareserve. The Internet Objectives of the social media are 

to increase brand awareness and promote various offers and events at Mandapa, a 

Ritz-Carlton Reserve. The Message element of the social media is providing the 

audiences to get the latest offers information of the hotel and also to interact directly 

with Mandapa, a Ritz-Carlton Reserve through Direct Message, Like, Comments 

and Share features in social media platforms. The Effort element indicates that 

social media worth the money and energy spent, in order to increase brand 
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awareness in term of gaining new followers, and as a media to promote offers, in 

term of reaching numbers of audiences. The Individualization element carried out 

by maximizing “Three Steps of Services” on their social media platform, especially 

on direct message feature, and maintain the quality of the content supported with 

specific hashtags to reach audiences with certain interest with hotel’s profile. 

Mandapa, a Ritz-Carlton Reserve also used Instagram Ads to promote events which 

will be held at hotel or promote latest package to increase the visibility of the offers 

to audiences which has similar criteria with their target market. In term of 

Integration element, Mandapa, a Ritz-Carlton Reserve has integrated their social 

media with conventional marketing tools like phone number and e-mail. However, 

website link section for the integration with the official website sometimes changed 

according to the focus of what the hotel trying to convey to the audience. 

The implementation of online affiliate marketing as one of e-marketing 

forms conducted through Online Travel Agent (OTA) platforms such as 

Traveloka.com, Agoda.com, Booking.com, Expedia.com, and others. The Internet 

Objectives element are to increase room occupancy and to ease the clients who want 

to booking room at Mandapa, a Ritz-Carlton Reserve. The Message element of the 

online affiliate marketing is to give the audiences opportunity to easily find the hotel 

and indirectly giving review according to their experience at the hotel through OTA 

platforms. The Effort element indicates that online affiliate marketing is beneficial 

because the amount of the money spent is according to the room sales through OTA 

platforms. The Interactivity element conducted by providing hotel pictures to OTA 

for hotel display, and indirectly giving a space for the audiences to share their stay 

experience at Mandapa, a Ritz-Carlton Reserve to be references for other audiences. 
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The Individualization of online affiliate marketing through OTA platform entrusted 

to the OTA itself because Mandapa, a Ritz-Carlton Reserve believe OTA could 

maximize the marketing of the property in the OTA own platform. The integration 

between online affiliates platform is not integrated to any Mandapa, a Ritz-Carlton 

Reserve official platform because online affiliates need to make the transaction 

conducted in their platform so they could get commission. 

The implementation of banner advertisement as one of e-marketing forms 

conducted by put a banner advertisement on the Bali.com page which is a page that 

specifically provides information about Bali tourism. The Internet Objectives 

element is to attract the audience of the platform to click the banner advertisement 

and direct them to Mandapa, a Ritz-Carlton Reserve website. The Message element 

is to give the opportunity to audience to easily find the hotel through visual 

promotion and easily direct them to the website by single click on banner 

advertisement. The Effort element indicates that banner advertisement is worth to 

try because this campaign spends less money compared to the profit that hotel could 

gain. The Interactivity element maintained by create the banner using simple words 

which could represent the brand of the hotel and also a hero picture which could 

make people curious and attracted to know more about the hotel. The 

Individualization element conducted by maximizing the database of the website 

which put the banner advertisement right on the section which inform about Ubud. 

The Integration element of the banner advertisement has an issue which sometimes 

the banner advertisement still promoted expired offers so the link that embedded in 

the banner advertisement could not direct the audience to Mandapa, a Ritz-Carlton 

Reserve website page. 
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The implementation of e-mail marketing as one of e-marketing form 

conducted with the help of third-party media platform which has similar database 

with Mandapa, a Ritz-Carlton Reserve target market and conducted based on event 

that will be held at the hotel. The Internet Objectives of the campaign is to promote 

certain hotel’s offers through wider database which has similarity with Mandapa, a 

Ritz-Carlton Reserve target market. The Message element of e-mail marketing is 

giving audiences opportunity to get the latest offers information. The Effort element 

indicates that the budget spent for e-mail marketing is worth with the result of the 

campaign, because it always covered by the total profit that Mandapa, a Ritz-

Carlton Reserve gain from the event or offer that have been promoted. The 

Interactivity element conducted by creating the e-mail in a form of e-flyer to 

increase the attractiveness of the offer’s promotion with short explanation and 

attractive picture. The Individualization element conducted by choosing the certain 

classification of database that provided by third-party media platform, and the e-

mail marketing will be sent to selected database. The Integration element shows 

that the integration between e-mail marketing and the main e-marketing tools which 

are social media and website is not yet constantly established.  

The implementation of search engine marketing as one of e-marketing form 

conducted with the help of Marriott Development Services. The Internet Objectives 

of Search Engine Marketing are to increase the visibility of Mandapa, a Ritz-

Carlton Reserve official website and attract the audiences to visit the website from 

the result of search engine platforms. The Message element is to provide the 

audiences opportunity to find Mandapa, a Ritz-Carlton Reserve website much 

easier on search engine platforms. The Effort element indicates that the budget 
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spent for search engine marketing is worth with the result, because within the help 

of the search engine marketing, Mandapa, a Ritz-Carlton Reserve website always 

in the first page and top five list of the search engine results. The Interactivity 

element conducted by choosing some keywords which people often use and relate 

to Mandapa, a Ritz-Carlton Reserve. The Individualization conducted organically 

through search engine optimization and through paid search engine marketing. The 

Integration element of search engine marketing and official website of Mandapa, a 

Ritz-Carlton Reserve have been integrated. 

5.2 Suggestion 

Based on the result of the discussion and the conclusion of the research, the 

writer could offer suggestions which could be considered as follows: 

5.2.1 Mandapa, a Ritz-Carlton Reserve need to update the hotel pictures on the 

website to show the latest facilities that provided in the hotel. The website 

also could provide the link to Mandapa, a Ritz-Carlton Reserve official 

social media account in order to increase the brand awareness in terms of 

followers on the social media, and also gaining advantage in increasing the 

visibility of latest offers which updated through social media. 

5.2.2 Mandapa, a Ritz-Carlton Reserve need to increase the attention about the 

website link section on their social media profile, especially on Instagram. 

The appearance of website link could be used to direct the audiences who 

are interested to stay at Mandapa, a Ritz-Carlton Reserve because of the 

social media, into the official website to book room and increase the 

revenue. The use of website link section sometimes could be changed 

according to the focus of what the hotel trying to convey to the audience. 
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However, it is better for Mandapa, a Ritz-Carlton Reserve to use the link 

section to promote other than official website, with time duration. For an 

example, if Mandapa, a Ritz-Carlton Reserve try to convey audiences to 

watch the latest promotion video, the link to the promotion video could be 

put on website link section for two weeks or according to the plan of 

marketing team. And after those 2 weeks past, Mandapa, a Ritz-Carlton 

Reserve put the official website link back to personalized the audiences who 

know Mandapa, a Ritz-Carlton Reserve from social media and want to know 

more about the hotel or even want to stay at Mandapa, a Ritz-Carlton 

Reserve by providing official website address. 

5.2.3 The campaign in form of banner advertisement could be conducted on more 

websites related with Mandapa, a Ritz-Carlton Reserve profile in order to 

increase the brand awareness. In term of integration, marketing team need 

to check the banner advertisement promotion and the link embedded 

regularly to prevent the banner advertisement failed directing audiences to 

the offers’ link. 

5.2.4 The e-mail marketing campaign suggested to put the official website and 

social media of Mandapa, a Ritz-Carlton Reserve on e-flyer in order to gives 

the audiences another reference about the hotel, especially for the audiences 

who are not familiar with Mandapa, a Ritz-Carlton Reserve. This action 

could also increase the possibility of the audiences to visit the website, even 

following the official social media account of Mandapa, a Ritz-Carlton 

Reserve and increase the brand awareness in social media. To be considered 

in the future, since Mandapa, a Ritz-Carlton Reserve is the part of Marriott 
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International, the promotion in form of e-mail marketing could be also 

conducted with the help of Marriot Bonvoy platform which has a large  

e-mail database of loyal Marriott property guest. 
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