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ABSTRACT

This study identifies how digital marketing communication strategies promote marine tourism in Anambas
Islands Regency. Using qualitative methods with a case study approach, the study explores the implementation
of advertising through Instagram by the Anambas Tourism Office. The results show a focus on utilizing social
media, especially Instagram, to display attractive visual content. The main challenges include limited budget
and human resources. However, creative efforts are made through the involvement of local communities and
optimization of existing resources. This study provides insight into the best practices of digital marketing of
marine tourism destinations and recommends the development of a more comprehensive strategy.

Keywords:Digital marketing communication strategy, Marine tourism, Anambas Islands, Social media,
Instagram

INTRODUCTION

Tourism is a vital sector for the Indonesian economy, especially in areas with extraordinary natural tourism
potential such as the Anambas Islands Regency. Located in the Riau Islands Province, Anambas is known for
its beautiful sea and pristine coral reefs. However, despite being internationally recognized as the best tropical
island in Asia by CNN International in 2012, Anambas' marine tourism potential has not been optimally
utilized. In today's digital era, an effective marketing communication strategy, especially through social media,
is crucial in promoting tourist destinations. Kotler and Keller (2016) define a marketing communication
strategy as a comprehensive plan that integrates various promotional elements to convey a consistent message
to the target audience. Meanwhile, Baverstock (2015) emphasizes the importance of the publication process in
turning ideas into products that can be accessed by the public.

Several previous studies have examined the effectiveness of digital marketing strategies in the tourism
industry. Wijaya and Dewi (2023) found that digital marketing communication strategies play a significant
role in increasing brand awareness of resorts on Banyak Island, Aceh Singkil. Meanwhile, Haufandi et al.
(2023) analyzed the use of social media in promoting tourist attractions in Central Lombok, identifying several
obstacles such as determining content and concepts and inadequate internet infrastructure.

Although these studies provide valuable insights, there is still a gap in the literature regarding digital marketing
communication strategies for marine tourism destinations in Indonesia, especially in areas such as Anambas
which have great potential but have not been optimally exposed. This study aims to fill this gap by focusing on
the analysis of the digital marketing communication strategy of the Anambas Tourism Office and the
implementation of advertising through Instagram in promoting marine tourism. The objectives of this study
are:
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1. Identifying digital marketing communication strategies implemented by the Anambas Tourism Office.

2. Defining and evaluating the implementation of advertising through Instagram in building the image and
appeal of Anambas marine tourism.

This study will use a qualitative method with a case study approach. Data will be collected through in-depth
interviews with Anambas Tourism Office officials, social media content analysis, and online observation of
digital marketing activities of Anambas tourist destinations.

The novelty of this research lies in its focus on digital marketing communication strategies for marine tourism
destinations that have not been optimally exposed, with a specific case study in the Anambas Islands Regency.
This research will also provide concrete recommendations for optimizing the use of Instagram in promoting
marine tourism, which can be applied to similar destinations in Indonesia. The results of the study are expected
to contribute to the development of effective digital marketing communication strategies to increase the
competitiveness of Indonesian marine tourism destinations on the global stage.

RESEARCH METHODS

This study uses a qualitative approach with a descriptive design, based on the post-positivism paradigm. This
paradigm views social reality as something that can be observed and measured objectively, but still recognizes
the limitations of human knowledge. In this context, the digital marketing communication strategy for
Anambas marine tourism is seen as a phenomenon that can be analyzed systematically, while still considering
the complexity and potential bias in the research process.

The research location is the Anambas Islands Regency, focusing on informants who have authority regarding
marketing communication strategies and marine tourism publications in the area. The research data sources
include tourist destination managers, digital marketing teams, visitors or potential visitors, and other
stakeholders related to the development of Anambas marine tourism.

The data collection techniques used in this study include three main methods. First, direct observation was
conducted to systematically observe and record information related to the research object. Second, structured
interviews were conducted with key informants, including staff from the Tourism and Creative Economy
Administration and Marketing Implementation Section of DISPARBUD. This interview aims to obtain in-
depth information about the marketing communication strategies implemented. Third, documentation is used
to collect supporting data from various relevant sources.

Data analysis in this study follows the Miles and Huberman model, which consists of three stages: data
reduction, data presentation, and drawing conclusions. In the data reduction stage, the information collected is
summarized and focused on important aspects related to digital marketing communication strategies. Data
presentation is done in the form of narrative descriptions, charts, or flowcharts to facilitate understanding of
the phenomena being studied. Finally, drawing conclusions is done in stages and verified to ensure their
validity.

To increase the credibility of the study, source triangulation technique was applied. This method involves
checking and comparing information from various data sources to obtain a comprehensive and accurate picture
of the digital marketing communication strategy in publicizing Anambas marine tourism. Through this
approach, the study aims to produce verifiable findings and provide evidence-based insights into best practices
in digital marketing of tourist destinations.

DISCUSSION

The digital marketing communication strategy implemented by the Anambas Islands Regency in promoting its
marine tourism shows an adaptive approach and is oriented towards current trends. The main focus on social
media platforms, especially Instagram, reflects a good understanding of current digital consumer behavior. The
selection of this platform is very strategic considering its ability to present attractive visual content, which is
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very suitable for highlighting the natural beauty of Anambas.

The multi-platform approach implemented allows Anambas to reach various target tourist segments. This
strategy is not only effective in increasing visibility, but also allows for more personal interactions with
potential tourists. However, the main challenge lies in the consistency and quality of the content produced. The
limited human resources who are experts in creative content creation are significant obstacles that need to be
overcome to maximize the potential of this strategy.

The use of visual content in the form of photos and short videos has proven effective in attracting the interest
of potential tourists. The focus on depicting the natural beauty and cultural richness of Anambas through visual
media is very much in line with the characteristics of the marine tourism offered. This strategy has succeeded
in creating a strong appeal and increasing awareness of Anambas as an exotic tourist destination.

Despite budget constraints, the marketing team's efforts to optimize existing resources demonstrate their
creativity and flexibility. Involving local communities in content creation not only helps overcome resource
constraints, but also provides added value in the form of authenticity in the presentation of Anambas tourism.
This approach is in line with the trend of sustainable tourism that is increasingly in demand by modern tourists.

The segmentation and targeting strategies implemented are quite appropriate, focusing on domestic tourists
from big cities and regional tourists from neighboring countries. However, the potential to reach a wider
international tourist market still needs to be developed. Developing content in English and utilizing global
platforms such as Trip Advisor could be the next step to expand market reach.

SEO optimization efforts and the development of comprehensive evaluation metrics demonstrate the
awareness of the importance of data analysis in digital marketing strategies. Although still in its early stages,
this step is important to measure the effectiveness of the strategy and make necessary adjustments. The
development of a more robust evaluation system will help in making more accurate decisions in the future.

The infrastructure challenges faced by Anambas are crucial issues that need to be addressed seriously.
Although the digital marketing strategy implemented is quite progressive, the limited infrastructure supporting
tourism can be a bottleneck in the development of the tourism sector as a whole. Therefore, a holistic approach
is needed that focuses not only on the promotional aspect, but also on infrastructure development and
improving the quality of tourism services.

Overall, the digital marketing communication strategy implemented by the Anambas Islands Regency shows
great potential in increasing awareness and attracting tourists. An adaptive approach that is oriented towards
the latest digital trends is the right step in the context of modern tourism destination marketing. However, to
achieve optimal results, continuous efforts are needed to overcome the challenges of human resources, budget,
and infrastructure. By refining the strategy and increasing internal capacity, Anambas has a great opportunity
to become a leading marine tourism destination at the regional and international levels.

RESULTS

This section presents the main findings of the research on digital marketing communication strategies in the
Anambas marine tourism publication process, with a particular focus on the implementation of advertising
through Instagram social media. The results of this study were obtained through a series of in-depth interviews,
observations, and document analysis conducted during the research period.

The research findings are presented in two main sections that reflect key dimensions or aspects in this study:
Digital Marketing Communication Strategy and Publication Process. Each section outlines relevant
Dimensions and components, providing a comprehensive picture of Anambas Islands Regency's efforts in
promoting its marine tourism potential through digital platforms, especially Instagram.

The explanation is as follows:
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Table 1 Results of Digital Marketing Communication Strategy Research

Dimensions Component Findings
Digital Strategic Planning | The Anambas marine tourism marketing strategy applies a multi-
Marketing platform approach, integrating digital and conventional media to
Communication reach various tourist segments. The main focus is the use of
Strategy social media and content that highlights the uniqueness of

Anambas, supported by strengthening electronic media and
targeted promotional activities.

Anambas Marine Tourism targets domestic tourists from big
Segmenting and cities, regions (especially Malaysia, Singapore), and is starting to
Targeting reach foreign tourists looking for exclusive destinations.

Visual content in the form of photos and short videos has proven
to be the most effective in promoting Anambas tourism. The
Content Selection | main focus is to showcase the natural beauty and cultural
richness of the region. Videos showing tourist activities and
interesting infographics are also very popular with potential
Digital Platform tourists.

Selection Instagram has become the main platform to showcase the visual

charm of Anambas. Instagram's wide reach and interactive
features are very beneficial for promotional strategies. In
addition, Facebook is also used to reach a more diverse

Use of Influencers | demographic.

The process of selecting micro-influencers that fit the Anambas
brand is underway. Influencers with a passion for nature tourism
are a priority. The plan by the Department of Tourism and
Culture to involve influencers in a familiarization trip is under
consideration.

SEO (Search Engine

Optimization) Basic SEO strategies are being implemented to increase

Anambas' online visibility. Focus on keywords related to marine
tourism and the uniqueness of Anambas. 'Wisata Anambas' and
‘Anambas Tourism' are the main keywords being optimized. The
tagline "The Exotic Anambas Islands' is used to strengthen the
brand. Google searches are conducted occasionally to monitor
Anambas' online perception.

Performance
Analysis and Regular internal training is held to improve the digital marketing
Evaluation team's capabilities. Staff are involved in external webinars and

workshops for skill development. Local communities are
involved in content creation to showcase the authenticity of
Audience Interaction | Anambas. The strategy evaluation system is still under
development and is not yet comprehensive.

The team tries to respond to comments and messages on social
Budgetand media as quickly as possible. Quizzes, contests, and giveaways
Resource Allocation | are held regularly to increase interaction with followers.

Budget constraints are a major challenge, especially post-
pandemic. Lack of human resources for creative content creation.
Efforts to optimize existing resources continue to be made.

Source: Primary Data (2023)
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Table 2 Research Results Publication Process

Dimensions | Component Findings
Publication Content The plan to develop a mobile application for Anambas travel information
Process Planning and planning, as well as exploring cooperation with travel bloggers and

online booking platforms is underway. Meanwhile, social media
management is handled by a team of three admins with a target of posting 2-
3 times a week. In addition, consideration of collaboration with local content
creators to improve content quality is also being considered. Furthermore,
the development of a virtual tour of Anambas for an immersive experience
for prospective tourists is in progress.

Collaboration with local photographers, videographers, and content creators
is carried out to produce quality content, focusing on the natural beauty,
tourist destinations, and cultural events of Anambas. Despite facing major
challenges in the form of limited human resources for creative content
experts and production consistency, efforts to increase posting frequency and

Content content quality continue to be made.

Creation
Content distribution is done through social media, official websites, and
travel blogs, with a primary focus on Instagram, Facebook, Tik Tok, and
Content YouTube.

Distribution Every feedback is considered an opportunity for improvement, with prompt

and professional responses to each complaint. Future plans include
familiarization trips with influencers and travel agents from neighboring
countries. Focus is directed at increasing activity on social media platforms,
Audience especially Instagram and TikTok. Challenges of posting consistency and
Interaction creating engaging content are still faced. Efforts are ongoing to improve
online presence.

The development of comprehensive evaluation metrics is ongoing, with a
primary focus on engagement levels and follower growth. Insights from
social media platforms are used as an important source of information.
Active collaboration is established with online travel agents and traveling
communities to expand the reach of Anambas promotions. Data and
statistical analysis from social media accounts are conducted to understand
performance and audience response.

Evaluation and
Measurement
of Results

Source: Primary Data (2023)

Anambas Regency is implementing a fairly comprehensive digital marketing communication strategy to
introduce the charm of its marine tourism to the world. The main focus of this strategy lies in the utilization of
popular social media platforms such as Instagram, TikTok, and Facebook, which were chosen because of their
ability to present attractive and interactive visual content. The content produced is mostly in the form of
captivating photos and short videos that showcase the natural beauty, cultural richness, and various tourist
activities that can be enjoyed in Anambas. The main target audience includes domestic tourists from major
cities in Indonesia as well as regional tourists from neighboring countries such as Malaysia and Singapore.
Despite facing several significant challenges, such as budget constraints and a lack of human resources who
are experts in digital marketing, the Anambas promotion team continues to show high enthusiasm and
creativity. They continue to strive to optimize existing resources, including by involving local communities in
content production to showcase the authenticity of the region.

CONCLUSION

Based on the research results, Wisata Bahari Anambas has implemented a digital marketing communication
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strategy but it is not yet comprehensive and optimal, focusing on a multi-platform approach with an emphasis
on social media. The publication process involves careful content planning, collaboration with local creators,
and distribution through various digital channels. Despite facing challenges such as budget and human
resource limitations, promotional efforts continue to be carried out by prioritizing attractive visual content.

To increase the success of this strategy, it is recommended to optimize resources through training and
collaboration, improve the quality of content with strong storytelling, and diversify marketing strategies.
Technology development, such as mobile applications and virtual tours, and strengthening the evaluation
system are also priorities. In addition, strengthening infrastructure, utilizing micro-influencers, and optimizing
the budget through strategic collaboration are recommended to strengthen Anambas' position as an attractive
tourist destination and increase the number of tourist visits.

REFERENCE

1. Ananda, AF, Fikri, A., & Handini, YD (2022). The Role of Influencer Marketing in Increasing Brand
Awareness. Journal of Management and Services Marketing, 15(2), 201-214.

2. Baltes, L. P. (2021). Digital marketing in the post-COVID-19 era. Bulletin of the Transylvanian
University of Brasov. Economic Sciences. Series V, 14(1), 1-8.

3. Belch, G. E.,, & Belch, M. A. (2018). Advertising and Promotion: An Integrated Marketing
Communications Perspective (11th ed.). McGraw-Hill Education.

4. Brown, D., & Fiorella, S. (2013). Influence marketing: How to create, manage, and measure brand
influencers in social media marketing. Que Publishing.

5. Chaffey, D., & Ellis-Chadwick, F. (2019). Digital marketing: Strategy, implementation and practice
(7th ed.). Pearson.

6. Clay, B. (2015). Search engine optimization all-in-one for dummies. John Wiley & Sons.

7. Clifton, B. (2012). Advanced web metrics with Google Analytics. John Wiley & Sons.

8. Dahuri, R., Rais, J., Ginting, SP, & Sitepu, MJ (2020). Integrated Management of Coastal and Marine
Resources. Jakarta: Balai Pustaka.

9. Darmalaksana, W. (2020). How to Write a Research Proposal. Bandung: Faculty of Ushuluddin, Sunan
Gunung Djati State Islamic University, Bandung.

10. De Pelsmacker, P., Geuens, M., & Van den Bergh, J. (2017). Marketing Communications: A European
Perspective (6th ed.). Pearson.

11. Duncan, T., & Moriarty, S. E. (1998). A Communication-Based Marketing Model for Managing
Relationships. Journal of Marketing, 62(2), 1-13.

12. Elfira, Saifuddin, Abidin, Z., & Puspita, R. (2023). Implementation of AISAS Theory in Digital
Marketing Communication Strategy @stripesmestore on Instagram. JIIP (Scientific Journal of
Educational Sciences), 6(5).

13. Enge, E., Spencer, S., Stricchiola, J., & Fishkin, R. (2015). The art of SEO: Mastering search engine
optimization. O'Reilly Media.

14. Fadil, A., & Tanjung, N. (2019). Digital Marketing Training to Improve the Economy of Karang
Taruna Members in Bukittinggi City. Journal of Abdimas Saintika, 1(1), 120-131.

15. Fatmawati, E. (2018). "Open Access as a New Realm in Scientific Research and Publication.”
Scientific Library Journal, 4(1), 557-570.

16. Fill, C., & Turnbull, S. (2016). Marketing Communications: discovery, creation and conversations (7th
ed.). Pearson.

17. Gabriella, Rini, & Dian. (2023). Persuasive communication strategy through the use of social media
Twitter and Instagram in digital marketing communication (content analysis study @787daily).
MASSIVE: Journal of Communication Science, 3(1).

18. Geddes, B. (2014). Advanced Google AdWords. John Wiley & Sons.

19. Harmawan, Naurah, & Febrianti. (2023). Marketing Communication Strategy to Build Brand Image
through Instagram Social Media. Journal of Economy Management Business and Entrepreneur, 1(1).
20. Haufandi, M., Erri, M. Azizurrohman, & Mahsar, L. (2023). Analysis of social media as a marketing
communication strategy for abangan tourist attractions (case study: Repok Pengenjek Hamlet,

Pringgarata Village, Central Lombok Regency). JRT Journal Of Responsible Tourism, 3(2).

Page 661 .. .
www.rsisinternational.org


https://rsisinternational.org/journals/ijrsi
https://rsisinternational.org/journals/ijrsi
http://www.rsisinternational.org/

INTERNATIONAL JOURNAL OF RESEARCH AND SCIENTIFIC INNOVATION (1JRSI)
ISSN No. 2321-2705 | DOI: 10.51244/1JRSI [Volume XI Issue XI November 2024

7 ~
% >
¢ RSIS ~

21.
22,

23.

24,

25.

26.

217.
28.

29.

30.

31.
32.

33.

34.
35.

36.

37.

38.

39.

40.

41.

42.

43.

44,

45.

46.

47.

Jenkins, S. (2008). The truth about email marketing. FT Press.

Jobber, D., & Ellis-Chadwick, F. (2020). Principles and Practice of Marketing (9th ed.). McGraw-Hill
Education.

Kannan, P. K., & Li, H. A. (2017). Digital marketing: A framework, review and research agenda.
International Journal of Research in Marketing, 34(1), 22-45.

Kaushik, A. (2009). Web analytics 2.0: The art of online accountability and science of customer
centricity. John Wiley & Sons.

Kerpen, D. (2015). Likeable social media: How to delight your customers, create an irresistible brand,
and be amazing on Facebook, Twitter, LinkedlIn, Instagram, Pinterest, and more. McGraw Hill
Professional.

Kingsnorth, S. (2019). Digital marketing strategy: An integrated approach to online marketing. Kogan
Page Publishers.

Kotler, P., & Keller, K. L. (2016). Marketing Management (15th ed.). Pearson.

Kusuma, AP, & Sugandi, MS (2019). Utilization of Digital Marketing in Marketing MSME Products in
the Industrial Era 4.0. Journal of Business Management, 32(2), 75-86.

Lukman, L., Atmaja, TD, & Hidayat, DS (2017). Scientific Journal Publishing Management. Jakarta:
Sagung Seto.

Marshall, P., Rhodes, M., & Todd, B. (2018). Ultimate guide to Google AdWords: How to access 100
million people in 10 minutes. Entrepreneur Press.

Mullen, J., & Daniels, D. (2009). Email marketing: An hour a day. John Wiley & Sons.

Nasution, RD (2017). Introduction to Scientific Publication: Library and Information Science Field.
Malang: UB Press.

Nurudin. (2018). Development of Communication Technology. Jakarta: Rajawali Pers.

Pickton, D., & Broderick, A. (2005). Integrated Marketing Communications (2nd ed.). Prentice Hall
Prabowo, WA, & Fathoni, A. (2020). The Influence of Digital Marketing on Organizational
Performance with Intellectual Capital and Perceived Quality as Intervening Variables in the Hotel
Industry. Journal of Management and Business Review, 17(1), 85-103.

Pradana, M., Wardhana, A., Rachmawati, I., & Rahayu, Y. (2021). Digital Marketing Strategies for
Tourism Industry: A Systematic Literature Review. Journal of Asian Finance, Economics and
Business, 8(3), 1105-1116.

Pulizzi, J. (2014). Epic content marketing: How to tell a different story, break through the clutter, and
win more customers by marketing less. McGraw Hill Professional.

Purnamasari, AM (2020). Development of Marine Tourism Based on Digital Technology in the New
Normal Era. Journal of Applied Tourism, 4(2), 133-142.

Purnomo, H., Untari, DT, & Sulistyo, WD (2020). Scientific Publication in the Digital Era: Theory and
Practice. Malang: UB Press.

Purwana, D., Rahmi, R., & Aditya, S. (2017). Utilization of Digital Marketing for Micro, Small, and
Medium Enterprises (MSMEs) in Malaka Sari Village, Duren Sawit. Journal of Civil Society
Empowerment, 1(1), 1-17.

Putri, SD, & Sunarti, S. (2021). The Influence of Instagram Social Media on Purchasing Decisions.
Journal of Business Administration, 90(1), 155-162.

Rahmafitria, F., Pearce, PL, Oktadiana, H., & Putro, HP (2021). Tourism planning and planning theory:
Historical roots and contemporary alignment. Tourism Management Perspectives, 35, 100703.

Rahmat, A., Seminar, KB, & Suroso, Al (2019). Evaluation of E-Marketing Success in Micro, Small
and Medium Enterprises (MSMESs) Using the DeLone & McLean Model. Journal of Management
Applications, 17(1), 71-80.

Rose, R., & Pulizzi, J. (2011). Managing content marketing: The real-world guide for creating
passionate subscribers to your brand. CMI Books.

Ryan, D. (2017). Understanding Digital Marketing: Marketing Strategies for Engaging the Digital
Generation (4th ed.). Kogan Page.

Sammis, K., Lincoln, C., & Pomponi, S. (2016). Influencer marketing for dummies. John Wiley &
Sons.

Shimp, T. A, & Andrews, J. C. (2013). Advertising, Promotion, and Other Aspects of Integrated
Marketing Communications (9th ed.). Cengage Learning.

Page 662

www.rsisinternational.org


https://rsisinternational.org/journals/ijrsi
https://rsisinternational.org/journals/ijrsi
http://www.rsisinternational.org/

INTERNATIONAL JOURNAL OF RESEARCH AND SCIENTIFIC INNOVATION (1JRSI)
ISSN No. 2321-2705 | DOI: 10.51244/1JRSI [Volume XI Issue XI November 2024

7 ~
% >
¢ RSIS ~

48.

49.
50.

51.
52,

53.
54.
55.

56.

57.

58.
59.

Sudiarta, IN, & Suardana, IW (2018). Impact of Tourism on Poverty in Tourism Areas in Bali. Journal
of Bali Studies, 6(2), 209-228.

Sugiyono. (2016). Qualitative Quantitative Methods and R & D 14th Edition. Bandung: Alfabeta.
Suherman, A. (2020). Digital Marketing Strategy: Concept and Implementation in the 4.0 Era. Andi
Publisher, Yogyakarta.

Tuten, T. L., & Solomon, M. R. (2017). Social media marketing. Sage.

Widayati, CC, & Larasati, N. (2021). The Influence of Information Quality and Risk Perception on
Purchase Interest in Instagram E-Commerce. Scientific Journal of Unity Management, 9(1), 37-46.
Widiyoko, EP (2012). Research Instrument Preparation Techniques. Yogyakarta: Pustaka Belajar.
Widodo, SE (2015). Human Resource Development Management. Yogyakarta: Pustaka Pelajar.
Widowati, TP, Sari, PK, & Patria, L. (2021). The Impact of Digital Marketing on SMEs Performance:
A Systematic Literature Review. Journal of Business and Management Review, 2(1), 1-14.

Wijaya, O., & Kusumawati, A. (2020). The Influence of Digital Marketing on Consumer Purchasing
Decisions: A Study of Gojek Application Users in Malang. Journal of Business Administration, 78(1),
181-1809.

Wijaya, WT, & Dewi, IC (2023). Digital Marketing Communication Strategy in Increasing Brand
Awareness of Kimo Resort Pulau Banyak Aceh Singkil. MEA Scientific Journal (Management,
Economics, and Accounting), 7(3).

Yani, H. (2012). Human Resource Management. Jakarta: Mitra Wacana Media.

Yulianda, F. (2019). Aquatic Ecotourism: A Concept of Suitability and Carrying Capacity of Marine
Tourism and Freshwater Tourism. Bogor: IPB Press

Page 663

www.rsisinternational.org


https://rsisinternational.org/journals/ijrsi
https://rsisinternational.org/journals/ijrsi
http://www.rsisinternational.org/

