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Abstract

The growth of Indonesian tourism has had various positive impacts, such as being able to stimulate the growth of
its supporting industries. As a supporting instrument, the presence of hotels is important for tourism. Good
strategies are necessary to achieve business sustainability. Companies can achieve their goals by implementing a
marketing mix. The marketing mix consists of several instruments, such as product, price, place, promotion,
people, process, and physical evidence (7P). Preparing and adopting technology can also help create an ecosystem.
You can use digital tools such as a website, social media, a marketplace, or an online travel agent (OTA). We
conducted this research to assess the efforts of front desk agents (FDAs) in boosting hotel product sales to OTAs
from a marketing mix perspective. This research employed a qualitative descriptive research design and a case
study approach. The division (FDA) of the Crystal Lotus Hotel Yogyakarta serves as the research object. We
selected two FDA staff members and one e-commerce staff member as informants. We combine interview
activities with marketing mix instruments to achieve research objectives. We used the Miles Huberman method
and triangulation in the data analysis and validation stages. FDA staff has implemented the 7P marketing mix,
according to the research results. Using OTA is a way to provide a balance between online and offline marketing.
In response to these developments, management must prioritize these instruments as an integral part of their
evaluation strategy.
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A. INTRODUCTION

Tourism in Indonesia is experiencing encouraging growth (Buchori et al,, 2023; Priatmoko
et al, 2021; Sulistyo et al, 2022). Domestic tourists' increasing visits reflect this condition
(Hermawan et al., 2023; Sulistyo et al., 2024). In December 2023, 1,144,542 foreign tourists
passed through all arrival gates (BPS, 2024; Kuswaharja, 2023). Furthermore, this information
makes tourism a viable sector, increasing the economy and public empowerment efforts
(Andriani et al, 2021; Salindri et al, 2022). In light of this situation, we must broaden the
development of tourism to ensure its benefits reach a wider audience. Another impact of the
tourism sector is that it is able to stimulate the growth of tourism-supporting industries (Aamir &
Atsan, 2020; Abd-Elaty et al.,, 2022). Some industries that emerged as a result of tourism include
accommodation services, restaurants, travel agencies, money changers, transportation, culinary
businesses, and other industries (Mahanani & Sulistyo, 2023; Sulistyo et al.,, 2023).

Several supporting industries emerged and developed as tourism conditions became
increasingly strong and sustainable. The presence of hotels serves as a crucial factor in supporting
tourism. This industry offers a range of services such as accommodations, facilities, promotion,
planning, journeys, transportation, and other engaging programs (Aboramadan & Karatepe,
2021). Hotels can create opportunities for investment and business tourism. The products offered
represent management's efforts to improve service quality and satisfaction in the minds of
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tourists (guests). Given these opportunities, it would be appropriate for the accommodation
business to continue growing. Areas synonymous with tourism will demonstrate the availability
of accommodation services. The central statistics agency's data reveals the evolution of existing
hotels
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Figure 1. Data Reveals the Evolution of Exixting Hotels
Source: Central Statistics Agency (2023)

The development and growth of hotels will trigger competitive competition (Méatchi &
Camus, 2020). Managers need to re-arrange innovation strategies periodically. Management's
ability to implement the strategies used will create sustainable management (Druzhynina et al.,
2020; Karmanov et al., 2020; Rogers, 1983). Referring to the concept of innovation, management
needs to bring innovation all the time to the business it runs. The slightest positive change that
occurs is the implementation of the concept of innovation (Dearing, 2009; Rogers, 1983). The
changes made were not only on a broad scale but also carried out gradually. All aspects of
management must focus on the implemented strategy. As technology develops, innovation will
touch on this (Druzhynina et al, 2020). Systematic and unconventional management is an
opportunity to gain (Karmanov et al,, 2020).

One department that often comes into contact with guests is the front office. This
department needs to adopt technology when providing services. This department serves as the
initial and final point of contact for guests. It is incorrect to assume that this department's primary
responsibility is to cater to guests' service room needs (Kalargyrou et al., 2023). The front desk
agent (FDA) is the most developed and dynamic branch of duties within the front office
department. Good equipment and skills are necessary to support the staff in this division. In
sustainable management efforts, possessing the ability to utilize technology is crucial. In an effort
to create a sustainable business, organizations need to develop a charitable strategy. Management
should prioritize the implementation of the marketing strategy. The marketing mix can serve as a
strategic tool. One of the strategic tools for achieving prepared organizational goals is the
marketing mix (Kotler & Armstrong, 2018b; Sulistyo, 2021; Teo et al,, 2019). The marketing mix
consists of several instruments, such as product, price, place, promotion, people, process, and
physical evidence. The use of this strategy will continue as long as the business is still running.

Various existing developments inform the process of adjusting this strategy (Mintz &
Currim, 2015). (Bell & Morse, 2008) determined that a company's ability to create sustainability
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management also depends on its readiness and adoption of existing technology. The use of
technology and the selection of appropriate digital tools can encourage the dissemination of
information and increase the number of guest arrivals (Druzhynina et al., 2020). There are a
number of ways to access digital marketing, which facilitates marketing activities, among them
websites, blogs, social media, market places, or online travel agents. This attractive development
offers a diverse range of market places for your use. Market places that are synonymous with the
hotel industry include: Traveloka, Tiket.com, Airy Rooms, Agoda, PegiPegi, |D.ID, Zenrooms,
Partner Global Holiday, Antavaya, Go Indonesia, and others. The market place also serves as a
platform that facilitates the booking process for market visitors.

Study It is crucial to understand the marketing strategies used by front desk agents and
online travel agents to boost occupancy in the hotel industry. Through a comprehensive analysis
of the marketing mix, this research will yield implementation findings that can serve as a valuable
reference for digital-based strategies. Several studies interpret marketing strategy as a series of
goals, targets, and forms of policy when looking at market needs (Fernandez & Debnath, 2014).
Other research elucidates the marketing strategy and the innovations that can effectively sell
products (Chen et al.,, 2020). The 7P marketing mix instrument, which includes products, price,
places, promotion, people, process, and physical evidence, can facilitate the development and
exploration of these steps. Mix marketing is a tactically controlled group tool that the company
combines to produce the desired response in the market (Kotler & Armstrong, 2018b)). Mix
marketing comprises elements that the company can implement to shape consumer demand for
its products. The next development examines how organizations appropriately prioritize their
planning strategies. However, it's crucial to balance the planning process strategy with field
reality and conduct evaluations (Harrigan et al., 2017). Marketing and sales play a pivotal role for
the organization in navigating the competitive landscape. The company must consistently
incorporate a variety of controllable instruments into its marketing strategies.

The company took this step in an effort to maintain positive relations with service
recipients. According to (Alsheyab et al., 2023) a hotel is a type of business accommodation that
provides lodging facilities to the public or general public. This business offers several additional
services, including food and drink, a service attendant's room, and other services that meet the
required standards. Other literature defines hotels as commercially managed buildings that
provide lodging facilities to the general public (Aboul-Dahab & Saied, 2021). On-line According to
the Travel Agent Ministry Tourist and Economy Creative Indonesia, an online user is someone
who is connected to a larger network or system (Anuvareepong, 2017). Online booking refers to
the process of making a reservation for a product or service through various media platforms. One
type of travel agent, known as an online travel agent (OTA), conducts all their activities online
(Buckley & Cooper, 2021). Types of travel agents This service provides online reservations,
making it easier for guests to activate bookings.

B. RESEARCH METHOD

This research adopted a qualitative descriptive research design, utilizing a case study
approach. The goal of this research is to understand how front desk agents implement strategies
for managing marketing activities through online travel agents (Alsheyab et al.,, 2023). ). This
research builds a relationship between researchers and the informants used. The object of this
research is the front desk agent (FDA) division at the Crystal Lotus Hotel Yogyakarta. We selected
two FDA employees and one e-commerce staff as respondents. We used a combination of
interview activities and marketing mix instruments to achieve the research objectives. The
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research primarily focuses on how FDA staff implements management in the online travel agent
area. The data analysis and validation stages employ the Miles Huberman method and validation
techniques use triangulation technique (Abdullahi et al, 2020; Halcomb & Andrew, 2005;
Milesandhuberman1994, n.d.).

C. FINDING AND DISCUSSION

The following table more clearly presents the implementation of the marketing mix at
online travel agents, based on the results of the research interviews conducted.

Table 1. Marketing Mix Implementation in Online Management

of FDA Staff
No Marketing Mix Implementation
Instrument Already Not yet
1 | Product N -
2 | Price N -
3 | Place N -
4 | Promotion N -
5 | People N -
6 | Process N -
7 | Physical Evidence N -

Source: data processed 2024

Product
We interpret this instrument as anything that the market can offer to meet needs

(Fernandes & Solimun, 2018; Kotler & Armstrong, 2018b). In the current competitive era of
the hotel industry, managers need to pay attention to the quality of the products offered
(Stoyanov, 2021). Hotel Crystal Lotus, one of the star hotels in Yogyakarta, tries to offer the
best products. The FDA staff strives to provide a variety of offers, including rooms, food, and
other amenities, to online travel agents. The following interview illustrates this scenario:

We create a good display design so that it attracts potential guests who see the mockup

place (Ecom).

We notify you if the room and property receive routine maintenance. Furthermore, we

communicate this through market-place offers (FDA1).

Our market offers hotel products that are ready for guests to enjoy (FDA 2).

In providing information to guests, FDA staff must consider various needs. We provide
product information to meet guest needs (Cruz-Milan, 2021). The interview results reveal
that the product offerings on the online travel agent portal aim to cater to the needs of our
guests. We offer products based on our guests' needs. These conditions also provide choices
for hotel guests.
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El Fasilitas Kamar

o Jubah mandi

o Bathtub

©o TVkabel

o Meja

o Pengering rambut
o Brankas kamar

o Kulkas

© Lemaries

© Pancuran

Price

Servis Hotel ﬁlll]’ Makanan dan Minuman
Bellboy o Makan malam dari menu
Concierge/layanan tamu o Makan siang dari menu
Keamanan 24 jam o Bar

Laundry o Sarapan

Penitipan bagasi © Sarapan prasmanan

Staff multibahasa o Kafe

Surat kabar di lobby o Bar di kolam renang

Jasa tur o Makanan vegetarian

Resepsionis 24 jam

Figure 2. Hotels Product
Source: traveloka.com

Price is the only instrument in the marketing mix that produces potential profits
directly (Fernandes & Solimun, 2018; Lahtinen et al., 2020). Given the significance of this
instrument, it requires meticulous preparation. Setting a price too high could lead to market

loss, while offering a price too low could result in profit loss.

Superior Room

& 1ltamu Sisa 1 kamar!
A Tanpa Sarapan % Tidak Bisa Refund Rp718:843
A Tanp P
2 WiFi Gratis % Tidak Bisa Reschedule Rp 445.596
Di luar pajak & biaya
© Baca Kebijakan Pembatalan
& Cicilan tersedia untuk pengguna kartu kredit () Pesan sekarang!

Figure 3. Price of Hotels product

Source: Traveloka.com

We obtained the following information based on the interview results:

The price determination process that we offer at OTA is the result of an analysis that takes
into account the market situation and occupancy rate conditions (ECOM).

Occupancy is one of our considerations when providing price information to guests. The
price offered increases as the number of rooms fills (FDA 1).

The prices we offer via OTA are very flexible, varied, and subject to change. Occupancy
conditions are one consideration. We also provide offline promotions to guests who come in

person. We believe the prices we offer are in accordance with the facilities we provide (FDA

2).

Given the significance of the price offered, management must consider various factors.

People interpret price as the amount of money they spend on a product (Fernandes &
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Solimun, 2018; Kotler & Armstrong, 2018a). The results of the interview explain that the
price offers given on the OTA portal have taken many factors into consideration.
Management, through FDA staff, tries to design price offers that are competitive and
affordable for hotel guests.

Place (Marketing Channel)

One of the qualities of a successful business is having the ability to reach the target
market. On the other hand, the existing market also makes it easier to reach the product
(Kotler & Armstrong, 2018b). Marketing strategies answer the challenges of realizing both.
The hotel business, as an industry that supports tourism, must also take this important factor
into account. Many factors need to be considered when designing the channels (Jobber &
Shipley, 2012). Channels are not limited to conventional or offline methods. Technological
developments mean that business managers need to use technological tools that can support
performance. The interview results revealed several key findings:

This hotel is in a fairly strategic location, and the distance to the airport is still considered

normal. To reach a wider target, we use several digital portals or market places, such as

1G, WEB, Trevelola, and others (ECOM).

Our hotel is strategically located in the "central” area of night tourism. We also use

several market places and social media for marketing activities (FDA1).

Despite not being situated in the heart of Jogja city, the Crystal Lotus occupies a strategic

location. This is due to its proximity to numerous businesses and entertainment venues.

This hotel can also be easily accessed through social media or other digital tools (FDA 2)
Sponsored

Agoda.com
https:/fwww.agoda.com » hotels » deals

Crystal Lotus

Hotel Rates Up to 80% Off — Self-service. No Booking Fees. Save money & Time! The Best
Travel Tips on Agoda. Get Special Rates on Your Accommodation. Read Millions Of Genuine
Reviews. Wide Selection.

Book Now - 24/7 Customer Service - Yogyakarta - Discount & Deals - Bali - Jakarta

Crystal Lotus Hotel Yogyakarta

L

https://crystallotushotel.com

Yogyakarta Hotel Crystal Lotus Hotel — Website

_ Crystal Lotus Hotel Yogyakarta offering the comfortable stay and high quality of
accommodation and service ReservasiReservasi ReservasiReservasi ...

Figure 4. Market Place Strategy

Source: google.com

Choosing a successful marketing channel will provide many benefits for management
(Lahtinen et al, 2020). However, managers also need to consider consumer interests.
Managers must also own the digital tools used by consumers. These conditions aim to
streamline the information transmission process. Based on the interview results, Crystal
Lotus management has successfully implemented the instruments in the marketing mix
strategy.
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Promotion

Another equally important tool is promotional activity. This instrument is a business's
ability to inform and persuade the target market (Sulistyo, 2021; Sulistyo et al, 2024).
Businesses will present various attractive offers to consumers. A business's ability to provide
promotional activities will have a positive impact on business continuity. Interviews
conducted with FDA staff provided the following information:

Crystal Lotus regularly participates in campaigns through an online travel agent to raise
hotel exposure. Apart from that, the hotel also holds regular promotions every month for
walk-in guests. (ECOM).

We regularly upload various information through various promotional media, starting with
photos, flyers, videos, and other interesting information and offers (FDA1).

We use the hotel's internal social media alone, displaying and offering various promotions or
events held at the hotel (FDA 2).

Sort Best match Top reviewed v Lowest price first Distance Vv Hot Deals!

Welcome! You can enter dates at the search box to continue booking at Crystal Lotus Hotel Yogyakarta:

Crystal Lotus Hotel Yogyakarta Excellent @

S A kK @ Sinduadi, Yogyakarta - 2.4 km to center 1,815 reviews

This property offers:
Breakfast = Parking = Free WiFi

B Mountain View ONLY 1LEFT

4 Popular! Last booked 7 hours ago Per night before taxes and fees
as Highly Reviewed by Couples H402:474

468,082

Figure 5. Online Promotion
Source: agoda.com

We carry out promotional activities to pique the interest of target consumers,
encouraging them to take further action (buy, visit, choose, etc.). Attractive promotions can
influence the psychology of the target market. Promotional activities can be in the form of: 1)
word-of-mouth marketing; 2) sales promotion; 3) personal selling; 4) events; 5) public
relations; 6) publication of activities; 7) direct sales; 8) interactive marketing; and 9)
advertising (Kotler & Armstrong, 2018b; Lahtinen et al., 2020). The interview results indicate
that companies have implemented promotional activities to pique consumer interest. One
attractive method is to use OTA as a promotional channel. The various pieces of information
provided represent the implementation of the offered strategy.

People (human resources)

The existence of human resources in organizational management is an important
factor in creating sustainability (Asmelash & Kumar, 2020; Bell & Morse, 2008). Competence,
skills, and personal qualities are inherent in the workforce. As service providers, human
resources need to have the ability to build relationships with guests, colleagues, and other
parties. The presence of workers is also required to be able to solve consumer problems that
arise. Furthermore, management must establish an operational flow and path that form the
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foundation for the services offered. The interviews conducted yielded the following
information:

We always train our staff to provide the best services for visitors. We took this step in an
effort to focus on the needs of our guests (ECOM).

Staff in this division are required to always be fast, responsive, alert, and responsive when
visitors need help (FDA 1).

We have to be friendly, smiling, responsive, and not long-winded in servicing visitors.
Both online and offline, we must implement these standards (FDA 2).

Feny Pamung kas ng rum m crystal lotus hotel yogyakarta

Bar Staff di crystal lotus hotel yogyakarta
Daerah Istimewa Yogyakarta, Indonesia - Informasi Kontak

1 pengikut - 1 koneks

m‘y Lihat koneksi bersama Anda

Gabung untuk melihat profilnya

Figure 6. Human Resource Profile
Source: linkedIn.com

It is crucial for businesses to have the ability to provide attention and policies that
adhere to standards. Services-related businesses prioritize the development of competent
human resources. The results of the interview confirm that the human resources at Crystal
Lotus understand how to provide the best service to guests. Periodically, hotel management
also prioritizes skill improvement through the training provided.

Process

We interpret this instrument as a description, flow, or standard that a business follows
for providing services. This effort stems from management's pursuit of optimal outcomes
(Asmelash & Kumar, 2020; Bell & Morse, 2008). All parties must follow this process as a
guide. The internal organization must adhere to the process as a standard in order to achieve
organizational goals. The interview results shed light on several key points:

Our service standard is to deliver service to guests as well as possible and to be clear in
giving information. We strengthen the information on the OTA portal, which is unclear,
by providing data directly (Ecom).

When providing services, we begin by extending a warm smile and implementing the
SOUP greeting and grooming protocol. We implement these stages because the front
office department assumes a guard-leading role and serves as a reflection of the hotel.
The check-in and check-out process should be conducted in stages, with the FDA
requiring the ability to provide the 3S (smile, who, regards) to visitors regardless of the
circumstances. This step will leave a lasting impression on the visitor and create a
memorable experience for them, according to FDA 2.
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Crystal Lotus Hotel Yogyakarta | 57 Check-in {5 Check-out | AR 2 adults o m

Indonesia Hotels (116,714) > Yogyakarta Hotels (5%

Overnight Stays Day Use Stays m I’'m flexible

March 2024 April 2024 >

22 23 24 25 26 27 28

27 | 28 29 30 3 29 30

view Rooms Facilities Reviews 280K 133K

Approximate prices (in IDR) for 1-night stay in the searched property

Figure 7. Standard Operational Procedure of Booking
Source: agoda.com

Process instruments are essential for the creation and delivery of value (Lahtinen et al.,
2020). The required standards become a guide for human resources to follow. The
organization prepares the process to implement the strategy. The results of the interview
confirm that the Crystal Lotus hotel has prepared and implemented its process standards.
Organizational capabilities and developing and implementing processes will impact the
sustainability of organizational.

Physical Evidence

Real-world proof of the various offers is required. The promise of product-consumer
problem-solving capabilities drives business (Pantano et al., 2019; Salama et al,, 2022). The
business must present its various achievements as evidence. As a service business,
management needs to pay attention to the ability to provide evidence. On the other hand,
providing potential consumers with evidence will boost their confidence in the product they
will use. The interviews revealed the following information:

We must present a range of verified offers through OTA. For example, amenities in each
room are complete and guaranteed to meet the needs of staying guests (ECOM).
Maintenance If a hotel wishes to develop, it must customize its physical form and follow
suit with adequate facilities. We convey this information directly or via the OTA
instrument (FDA1).

We give the hotel an appealing appearance. We design the hotel with a semi-open
concept to provide guests with a fresh and airy atmosphere during their stay. We also
equip our hotel with bar facilities, a swimming pool, and a gym. Visitors can access
these amenities to enhance their stay at the hotel. This. Although the draft is open to
para staff already trained, be responsible and guard areas each to keep it clean and
comfortable for guests. We also convey various things that we display physically via
uploads on OTA (FDA2).

1st Geo=Tourism International Conference: Sustainable Journeys, Thriving Destinations



The Strategy Involves Using An Online Travel Agent To Increase Hotel Product Sales (Marketing Mix Perspective)
Deva Lenasari, Agung Sulistyo, Christiatmani, Tri Eko Yudiandri- Ristanti, Fahri Ali Multazam

“Hotel strategies di Jalan Magelang”

Lokasi hotel dipinggir jalan raya magelang, dekat dengan tempat makan dan tempat oleh2. Kami tiba
terlalu pagi di yogya sehingga kami menitipkan koper di awal sebelum check in kepada receptionist.
Kami disambut dengan sangat ramah, dan saat check in prosesnya pun cepat. Menu sarapan cukup
variatif dan enak. Seluruh staff dari FO, resto, housekeeping dan petugas kolam renang sangat helpful.
Kondisi kamar bersih dan nyaman, kami diberikan kamar dgn connecting door sesuai request awal
karena membawa lansia dan anak2

Figure 8. Guest Comment
Source: tripadvisor

As a service standard, providing guarantees and proofs is mandatory (Abodohoui et al.,
2020; Adams et al,, 2019). We need to further validate the promises we make to consumers,
whether directly or via OTA. In its development, testimonials given by guests can also
strengthen this instrument. Based on interviews, the hotel has proven its promises and
offers. This step serves as evidence that the management has taken action. A marketing mix
instrument serves as a valuable tool and guide for organizations to achieve their objectives.
The business will continue to use these instruments for as long as it operates. Organizational
management can focus on creating sustainability by implementing this instrument as a
strategy.

D. CONCLUSION

Management's primary responsibility is to implement sustainable business management.
To create hotel guest satisfaction, it is crucial to make the right strategic choices. Using marketing
mix instruments is one way to implement a marketing strategy. The FDA staff at the Crystal Lotus
hotel has implemented the 7P marketing mix concept, which includes existing instruments such
as product, price, place, promotion, people, process, and physical evidence, based on the results of
the analysis. The FDA staff at Crystal Lotus hotel uses OTA as one of the channels to maintain a
balance between online and offline marketing. Facing ongoing developments, management
regularly needs to pay attention to these instruments. The various strategy implementations
carried out need to receive validation from service recipients, in this case, hotel guests. We
conducted this effort as an evaluation stage for the implemented strategy. Further research can
use other methods and concepts that are relevant to business strategy.

E. ACKNOWLEDGEMENT

Various parties' support enabled us to carry out this research successfully. We would like to
express our deepest gratitude to the Ministry of Education, Culture, Research, and Technology for
providing support for this study activity. We also express our thanks to the entire STIPRAM
Yogyakarta academic community, which has supported this research. Acknowledgments Support
from various parties enabled us to carry out this research successfully. We would like to express
our deepest gratitude to the Ministry of Education, Culture, Research, and Technology for funding
this research.

10

1st Geo=Tourism International Conference: Sustainable Journeys, Thriving Destinations



The Strategy Involves Using An Online Travel Agent To Increase Hotel Product Sales (Marketing Mix Perspective)
Deva Lenasari, Agung Sulistyo, Christiatmani MMA, Tri Eko Yudiandri Ristanti, Fahri Ali Multazam

REFERENCES

Aamir, S., & Atsan, N. (2020). The trend of multisided platforms ({MSPs}) in the travel industry:
Reintermediation of travel agencies ({TAs}) and global distribution systems ({GDSs}).
Journal of Tourism Futures, 6(3), 271-279. https://doi.org/10.1108/]TF-10-2019-0121

Abd-Elaty, 1., Kushwaha, N. L., Grismer, M. E., Elbeltagi, A, & Kuriqi, A. (2022). Cost-effective
management measures for coastal aquifers affected by saltwater intrusion and climate
change. Science of the Total Environment, 836. Scopus.
https://doi.org/10.1016/j.scitotenv.2022.155656

Abdullahi, M., Kilili R, & Giinay, T. (2020). E-Tourism and Digital Marketing in Africa:
Opportunities and Challenges. LINGUISTICA ANTVERPIENSIA, 244-261.

Abodohoui, A., Fahinde, C., Mayuto, R., & Su, Z. (2020). Moderating effects of networks on the
relationship between acculturation and entrepreneurial skills development: Evidence
from Africans trained in China. International Journal of Cross Cultural Management, 20(3),
301-328. https://doi.org/10.1177/1470595820970577

Aboramadan, M., & Karatepe, 0. M. (2021). Green human resource management, perceived green
organizational support and their effects on hotel employees’ behavioral outcomes.
International Journal of Contemporary Hospitality Management, 33(10), 3199-3222.
Scopus. https://doi.org/10.1108/1JCHM-12-2020-1440

Aboul-Dahab, S. A.-E., & Saied, B. (2021). The influence of green human resources practices on
sustainable performance in the Egyptian hotels. International Journal of Customer
Relationship Marketing and Management, 12(4), 1-16. Scopus.
https://doi.org/10.4018/1JCRMM.2021100101

Adams, P., Bodas Freitas, I. M., & Fontana, R. (2019). Strategic orientation, innovation performance
and the moderating influence of marketing management. Journal of Business Research, 97,
129-140. https://doi.org/10.1016/j.jbusres.2018.12.071

Alsheyab, M., Filimon, N., & Fusté-Forné, F. (2023). Hospitality management in times of crisis: A
corporate social responsibility perspective. International Journal of Islamic and Middle
Eastern Finance and Management, 16(5), 873-891. https://doi.org/10.1108/IMEFM-03-
2022-0122

Andriani, R. A,, Wibowo, A., & Winarno, J. (2021). Institutional strengthening model for Samiran
Boyolali Tourist Village (Dewi Sambi) in Central Java, Indonesia. IOP Conf. Ser. Earth
Environ. Sci., 637. Scopus. https://doi.org/10.1088/1755-1315/637/1/012096

Anuvareepong, S. (2017). The assessment of hospitality and tourism SMEs awareness on the use of
mobile technology and Internet services—A case study of hotel businesses in Thailand. 350-
355. https://doi.org/10.1109/1CSITech.2016.7852661

Asmelash, A. G, & Kumar, S. (2020). Tourist satisfaction-loyalty Nexus in Tigrai, Ethiopia:
Implication for sustainable tourism development. Cogent Business & Management, 7(1),

1836750.
Bell, S, & Morse, S. (2008). Sustainability Indicators Measuring the Immeasurable? (second).
Earthscan. https://www.u-

cursos.cl/ciencias/2015/2/CS06067/1/material_docente/bajar?id_material=1210909
BPS. (2024, January 2). Berita Resmi Statistik: Kunjungan Wisatawan Mancanegara. Kunjungan

wisatawan mancanegara pada Desember 2023. https://www.bps.go.id/id/pressrelease/
Buchori, A, Sulistyo, A., Yudiandri, T. E., Arifkusuma, M. B., Hadianto, F., Aguilera, E., & Saputra, L.

(2023). Inovasi Desa Wisata Dalam Menciptakan Pengelolaan dan Pemasaran

| 11

1st Geo=Tourism International Conference: Sustainable Journeys, Thriving Destinations



The Strategy Involves Using An Online Travel Agent To Increase Hotel Product Sales (Marketing Mix Perspective)
Deva Lenasari, Agung Sulistyo, Christiatmani, Tri Eko Yudiandri- Ristanti, Fahri Ali Multazam

Berkelanjutan (Studi Pada Desa Wisata Berprestasi). Journal of Tourism Destination and
Attraction, 11(2), 89-100. https://doi.org/10.35814 /tourism.v11i2.5392

Buckley, R., & Cooper, M.-A. (2021). Assortative matching of tourists and destinations: Agents or
algorithms? Sustainability (Switzerland), 13(4), 1-10.
https://doi.org/10.3390/su13041987

Chen, F,, Liy, S. Q., & Mattila, A. S. (2020). Bragging and humblebragging in online reviews. Annals
of Tourism Research, 80. https://doi.org/10.1016/j.annals.2019.102849

Cruz-Milan, O. (2021). Hotels’ marketing mix responses at insecurity-stricken destinations: A
study in the US-Mexico border. International Hospitality Review, ahead-of-p(ahead-of-
print). https://doi.org/10.1108/ihr-09-2020-0054

Dearing, J. W. (2009). Applying Diffusion of Innovation Theory to Intervention Development.
Research on Social Work Practice, 19(5), 503-518.
https://doi.org/10.1177/1049731509335569

Druzhynina, V., Likhonosova, G., Lutsenko, G., & Kushal, I. (2020). Innovative technology in terms
of socio-economic value diffusion: Accounting and analytical support. European Journal of
Sustainable Development, 9(3), 476-489. https://doi.org/10.14207 /ejsd.2020.vO9n3p476

Fernandes, A. A. R.,, & Solimun, S. (2018). The mediation effect of customer satisfaction in the
relationship between service quality, service orientation, and marketing mix strategy to
customer loyalty. Journal of Management Development, 37(1), 76-87.
https://doi.org/10.1108/JMD-12-2016-0315

Fernandez, K, & Debnath, D. (2014). Study of intimate partner violence against women in an
urban locality of Pune. Medical Journal of Dr. D.Y. Patil University, 7(4), 425-428. Scopus.
https://doi.org/10.4103/0975-2870.135254

Halcomb, E., & Andrew, S. (2005). Triangulation as a method for contemporary nursing research.
Nurse Researcher, 13(2), 71-82. https://doi.org/10.7748/nr.13.2.71.s8

Harrigan, P., Evers, U., Miles, M., & Daly, T. (2017). Customer engagement with tourism social
media brands. Tourism Management, 59, 597-6009.
https://doi.org/10.1016/j.tourman.2016.09.015

Hermawan, S., Mihardja, E., Pambudi, D. A., & Jason, ]. (2023). Hydrodynamic Model Optimization
for Marine Tourism Development Suitability in Vicinity of Poso Regency Coastal Area,
Central  Sulawesi, Indonesia.  Sustainability — (Switzerland), = 15(4).  Scopus.
https://doi.org/10.3390/su15043150

Jobber, D., & Shipley, D. (2012). Marketing-orientated pricing: Understanding and applying factors
that discriminate between successful high and low price strategies. European Journal of
Marketing, 46(11), 1647-1670. https://doi.org/10.1108/03090561211260022

Kalargyrou, V., Sundar, V., & Jahani, S. (2023). Managers’ attitudes toward employees with
depression and organizational citizenship behaviors in the hospitality industry: Assessing
the mediating role of personality. International Journal of Contemporary Hospitality
Management, 35(2), 602-629. https://doi.org/10.1108/]JCHM-01-2022-0082

Karmanov, M. V., Kiseleva, 1. A, Kuznetsov, V. 1., Zavrazhin, A. V., & Shubina, 1. V. (2020). The
process of innovation diffusion and adoption of innovations in the business modelling for
travel companies. Journal of Environmental Management and Tourism, 11(2), 346-354.
https://doi.org/10.14505/jemt.v11.2(42).13

Kotler, P., & Armstrong, G. (2018a). Principles of Marketing (Seventeenth edition). Pearson Higher
Education.

Kotler, P., & Armstrong, G. (2018b). Principles of Marketing 17th Global Edition.

12

1st Geo=Tourism International Conference: Sustainable Journeys, Thriving Destinations



The Strategy Involves Using An Online Travel Agent To Increase Hotel Product Sales (Marketing Mix Perspective)
Deva Lenasari, Agung Sulistyo, Christiatmani MMA, Tri Eko Yudiandri Ristanti, Fahri Ali Multazam

Kuswabharja, D. (2023, February 5). Tourist visits March 2023. Lebih dari 800 Ribu Turis Datangi
Indonesia Bulan Maret 2023. https://travel.detik.com/travel-news/d-6699737 /lebih-
dari-800-ribu-turis-datangi-indonesia-bulan-maret-2023

Lahtinen, V., Dietrich, T., & Rundle-Thiele, S. (2020). Long live the marketing mix. Testing the
effectiveness of the commercial marketing mix in a social marketing context. Journal of
Social Marketing, 10(3), 357-375. https://doi.org/10.1108/JSOCM-10-2018-0122

Mahanani, S., & Sulistyo, A. (2023). Analisa Tingkat Kepuasan Pengunjung Teras Malioboro dalam
Upaya Menciptakan Pengelolaan Berkelanjutan.

Méatchi, S., & Camus, S. (2020). Revenue management pricing in the hotel sector: Reducing
perceived unfairness to encourage willingness to pay. Recherche et Applications En

Marketing (English Edition), 35(3), 102-123.
https://doi.org/10.1177/2051570720954760
Milesandhuberman1994. (n.d.). Retrieved March 2, 2024, from

https://vivauniversity.files.wordpress.com/2013/11/milesandhuberman1994.pdf

Mintz, O., & Currim, [. S. (2015). When does metric use matter less?: How firm and managerial
characteristics moderate the relationship between metric use and marketing mix
performance. = European  Journal of  Marketing, 49(11-12), 1809-1856.
https://doi.org/10.1108/E]M-08-2014-0488

Pantano, E., Priporas, C. V., & Migliano, G. (2019). Reshaping traditional marketing mix to include
social media participation: Evidence from Italian firms. European Business Review, 31(2),
162-178. https://doi.org/10.1108/EBR-08-2017-0152

Priatmoko, S., Kabil, M., Purwoko, Y., & David, L. D. (2021). Rethinking sustainable community-
based tourism: A villager’s point of view and case study in Pampang Village, Indonesia.
Sustainability (Switzerland), 13(6). https://doi.org/10.3390/su13063245

Rogers, E. (1983). Diffusion of innovations (3rd ed, p. 453). Free Press ; Collier Macmillan.

Salama, W., Nor El Deen, M., Albakhit, A, & Zaki, K. (2022). Understanding the Connection
between Sustainable Human Resource Management and the Hotel Business Outcomes:
Evidence from the Green-Certified Hotels of Egypt. Sustainability (Switzerland), 14(9).
Scopus. https://doi.org/10.3390/su14095647

Salindri, Y. A,, Sulistyo, A., Annisa, R. N., Hadianto, F., & Arifkusuma, M. B. (2022). Pemberdayaan
UKM YAD Blangkon Yogyakarta Melalui Pemasaran Berbasis Digital Sebagai Upaya
Menembus Pasar Global. Jurnal Inovasi dan Pengabdian Masyarakat Indonesia, Vol.1No. 4,

41-46.
Stoyanov, D. (2021). Marketing of vending channels: A case of French university campuses.
International Journal of Retail and Distribution Management.

https://doi.org/10.1108/1JRDM-06-2020-0228

Sulistyo, A. (2021). Sme’s Strategy in Creating Sustainable Business During Covid-19 Towards the
New Normal Era Based on Marketing Mix Perspective: Proceedings of the International
Conference on Health and Medical Sciences (AHMS 2020). International Conference on
Health and  Medical Sciences  (AHMS  2020), Yogyakarta, Indonesia.
https://doi.org/10.2991/ahsr.k.210127.044

Sulistyo, A., Danella, D., & Susiyanto, S. (2023). Application of the Concept of Diffusion of
Innovations in Tourism Support Business Sustainability (Study at Loempia Lanny
Semarang. Journal Majalah Bisnis & IPTEK, 16(1), 82-96.
https://doi.org/10.55208/bistek.v16i1.364

13

1st Geo=Tourism International Conference: Sustainable Journeys, Thriving Destinations



The Strategy Involves Using An Online Travel Agent To Increase Hotel Product Sales (Marketing Mix Perspective)
Deva Lenasari, Agung Sulistyo, Christiatmani, Tri Eko Yudiandri- Ristanti, Fahri Ali Multazam

Sulistyo, A., Fatmawati, I, & Nuryakin, N. (2022). Creating Sustainable Tourism Through
Innovation (Digital-Based Marketing In The Tinalah Rural Tourism). Proceedings of the
International Academic Conference on Tourism (INTACT), Advances in Social Science,
Education and Humanities Research, 400-416. https://doi.org/10.2991/978-2-494069-
73-2_29

Sulistyo, A., Yudiandri, T. E., & Calvin, C. (2024). Creating Sustainable Tourism Through Natural
Tourism Management And Development (Case Study Of Mount Bromo Tourism Area).
Proceedings: Geo Tourism International Conference (GTIC) 2023 Geopark, 1, 1104-1115.

Teo, L. X, Leng, H. K,, & Phua, Y. X. P. (2019). Marketing on Instagram: Social influence and image
quality on perception of quality and purchase intention. International Journal of Sports
Marketing and Sponsorship, 20. https://doi.org/10.1108/IJSMS-04-2018-0028

14

1st Geo=Tourism International Conference: Sustainable Journeys, Thriving Destinations



