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March 30™ 2024 links with customers, surprises, themes of the experience (giving a clear
message) and memorability. Based on the way the website operates, the
findings show that, the dimensions towards implementing the experien-
tial marketing while promoting and advertising the attractions in Indone-
sia were followed and applied. However, some areas need to be devel-
oped. For example, some of the destinations are not well described, mean-
ing no clear details concerning the destinations especially to the new cus-
tomers who visit the website for the first time. Additionally, there is a
need to have more research accounting how many consumers visit the
destinations due to the role played by the website. To this point the paper
may help the government and other policy makers who need to amend
and do some improvements on the way of running the website. It also
provides an illustration for academicians to use the experiential market-
ing approach for assessing the effectiveness of tourism websites.
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INTRODUCTION

Background

Indonesia is among the Asian coun-
tries which are abundant in cultural attrac-
tion varieties and the beauty of its nature,
as well as a variety of dishes with a high
taste in culinary tourism. Its beautifulness
makes Indonesia well known as one of the
popular tourists’ spots and is expected to

http://ojs.unud.ac.id/index.php/eot

attract domestic and foreign tourists more.
Regardless of the type of tourism attrac-
tions found in Indonesia to be higher than
the neighbouring countries, still the num-
ber of visits to Indonesia is lower than the
neighbouring countries such as Malaysia,
Singapore, and Thailand. In the recent
ASEAN Statistical Yearbook of 2023 un-
der the trends of social and economic de-
velopment in the region during the past ten
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years, from 2013 to 2023, the number of
tourist arrivals have shown progress. Table
1 below shows the increase of tourists

visiting Indonesia from 2018, 2019, 2020,
2021 and 2022, compared to the visitors to
other neighbouring countries.

Table 1. Number of Foreign Tourists Visit to Indonesia, Singapore, Malaysia,

and Thailand
No Country 2018 2019 2020 2021 2022 Average
1 Indonesia 15,810,000 16,107,000 4,053,000 1,557,500 5,471300 8,599,760
2  Singa- 18,508,000 19,116,000 2,742,000 330,100 6,305,700 9,400,360
pore
3 Malaysia 25,832,000 26,101,000 4,333,000 134,700 10,071,000 13,294,340
4 Thailand 38,178,000 39,916,000 6,702,400 427,900 11,153,000 19,275,460

Attracting tourists needs to be sup-
ported by a convincing way of promotion
and marketing. With the regard of the tech-
nology development and the rapidly in-
creasing tourism information needs, the in-
ternet has a great role to play in advertising
and promoting the tourism destination to
the markets (Rahimizhian et al., 2020). Ac-
cording to data from Statista, a German
online platform that specialises in data
gathering and visualisation, Indonesia is
among the ten countries with the highest
number of internet users in the world. In-
donesia ranked fifth with 143.26 million
internet users in March 2019.

For this reason and opportunity, the
Indonesian tourism sector under digital
marketing can use this advantage as a way
of improving the tourism website quality to
get and attract many national and interna-
tional tourists. Therefore, the government
should account for and respond to these
changes by using websites to attract the
tourists. Knowing that experiential market-
ing is among the important tools to involve
the customers' engagement (Wijayanto et
al., 2024), this paper seeks to explore how
the official Indonesian tourism website ap-
plies the dimensions of experiential mar-
keting.

This paper aimed to explore how the
official Indonesian tourism website applied
the dimensions of experiential marking.
Sections 2 detailed about conceptual

http://ojs.unud.ac.id/index.php/eot

framework and literature that explain the
application of dimensions of experiential
marketing on tourism websites. Section 3
discussed the methodology used to collect
information from the official Indonesian
tourism website. Section 4 presented the
finding, conclusion, limitations, potential-
ity of the study and contributions.

LITERATURE REVIEW

Marketing

American Marketing Association
(AMA), established in 1973, has been
playing a great role in developing several
definitions of marketing over the past
seven decades. In 2008, AMA came out
with the new and more actual definition of
marketing: “Marketing is the activity, set
of institutions, and processes for creating,
communicating, delivering, and exchang-
ing offerings that have value for customers,
clients, partners, and society at large”
(American Marketing Association, 2008).

In general, the marketing concept is
based on the premise that firms determine
customers’ wants and needs and then de-
sign products and services that meet their
wants and needs while making sure the
firm’s goals are achieved as it was in-
tended. Hence, this concept is an extension
of earlier concepts that focused on the pro-
duction process to design products and ser-
vices, or the selling of already produced
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products and services has changed and
covered more wider basing to today's mar-
ket needs. Today, most firms realise the
value of customer input in the new product
design process (Reid, 2006).

According to Fyall et al., (2019)
marketing can be also defined as a process
in which a company or organisation finds
to understand the consumers’ needs and
desires. With this new understanding, the
process concludes or comes out with the
active perceptions of the consumers about
how one’s products and services help ful-
filling their needs and desires. In nutshell,
the process in marketing is to find out what
the company should produce to cover the
needs and wants that the consumers require
at the time. The company should remember
the production tends to please the consum-
ers and not by itself in the marketing.

Experience

Marketing practitioners are required
to understand how consumers experience
products and their brands and how they
provide pleasing experiences for their cus-
tomers. Those understandings are very im-
portant for positioning and differentiating
their offerings in the competitive market-
ing context. Creating an innovative mar-
keting management area, which is com-
monly referred to as ‘‘experiential market-
ing’” (Schmitt, 1999). Experiential market-
ing does not only consider to physical ob-
jects and their benefits; but rather the value
in the current market lies in the hedonic
and experiential elements surrounding the
experience of consumption itself.

On the other hand, ‘‘experience’’
can be defined in multiple ways. Widely
speaking, these definitions can be catego-
rised generally as falling into two different,
yet related groups. The first practice of the
term refers to ongoing perceptions, feel-
ings, and direct observations. Company
Webster’s Third New International Dic-
tionary (1992) defined experience as a di-
rect observation of or participation in
events: an enduring, undergoing, or living
through things in common as they take
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place in the course of time. The second def-
inition refers to the past, referring to aware-
ness and accrued experiences over time,
knowledge, skill, or practice resulting from
direct observation or involvement in
events: practical knowledge resulting from
what one has faced, endured, or lived
(Schmitt, & Zarantonello, 2013).

Experiential Marketing

According to Urdea & Constantin
(2021), experiential marketing was first
discussed and defined in one of the multi-
ple studies of Schmitt (1999), which then
became the important communication
strategy means for a positive outcome on
consumer behaviour (Kailani & Narcisa,
2015). Consumers’ needs and wants should
become the foundation of marketing cam-
paigns to increase their senses, to enhance
the sensory experience, and to motivate
their minds with cooperative activities
(Schmitt, 1999). Moreover, Hosany,
Sthapit & Bjork (2022) developed the con-
cept of the experience economy that con-
siders customer experiences as Vvalue-
added elements by involving the customer
in a more personal way. Moreover, Schmitt
(1999) explained that the experiential com-
ponent is an answer to the customer needs
and wants of a multisensory brand occa-
sion. Inspiring brand experience, market-
ing specialists need to start to strengthen
the rights and values of the brand (Ying-
Yen, 2019). For instance, integrating a
multisensory approach, experiential mar-
keting is acommunication tool that compa-
nies utilise to enhance their marketing
strategies with elements from sensory mar-
keting that increase consumers’ experi-
ences with a brand (Levy & Gendel Guter-
man, 2021). According to Schmitt (1999),
experiential marketing is a system that in-
spires consumers “to sense, feel, think, act
and relate” by the brand.

Dimensions of Experiential Marketing
There is a need to understand the

role of the internet before thinking on di-

mensions of experiential marketing, which
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is facilitating these dimensions of experi-
ential marketing to happen on the website.
The internet has been fundamentally
changing the tourism and travelling sector.
The users or browsers of the internet col-
lect information about travelling and visit
the associated tourism destination website.
Tourism destination websites must assist
their users to achieve the agreement and
product that ensures to maintain their val-
ues. The website quality is unavoidable
along with an increasing number of Indo-
nesian internet users and other users as
well who are termed as customers to the
website. For tourism business, demands on
interesting websites either in content and
appearance is an important category for the
society to create an intention in opening
and taking a benefit of the tourism business
websites and making an e-commerce pro-
cess. This paper focuses on five dimen-
sions of experiential marketing on the way
how they have been applied on the Official
Indonesian tourism website. The five di-
mensions involved: engaging all five
senses, creating links with customers, cre-
ating surprise, themes the experience (giv-
ing a clear message) and creating memora-
bility.

Engaging All Five Senses

According to Schmitt (1999) as cited
by Fyall et al. (2019), those experiences
need to show five characteristics: first,
SENSE — Sensory experiences. Schmitt
(1999) also advocates relying on the five
senses for a satisfactory experience. Those
five senses need to come together to pro-
vide consistency (an underlying concept
that one can clearly identify) but with
freshness every time. In other words, a
consistent message with diversity of ex-
pressing it throughout time. Second,
FEEL: Affective experiences. The objec-
tive here is to elicit emotion and, more im-
portantly, know which tools/events can be
used to prompt those emotions. Care
should be brought to make sure that con-
sumers are also willing to empathise with
the situation given.

http://ojs.unud.ac.id/index.php/eot

Third, THINK: Cognitive experi-
ences. Those experiences are in direct con-
nection with consumers’ intellect. The ob-
jective here is to create cognitive, problem-
solving experiences by playing on consum-
ers’ surprise, intrigue, and provocation.
Again, this is very present in the tourist ex-
perience, where intellectual challenge is
often tested through learning about history
and culture and now magnified through
various  treasure-hunts,  geo-catching
games that aim to test one’s own intellec-
tual capacities. The previous case study
about the iceman museum highlights this
point. Fourth, ACT: Physical, behavioural
and lifestyle experiences. These experi-
ences aim to target consumers’ physical
abilities and encourage them to even con-
sider alternative ways of doing things. Hol-
idays provide many opportunities to try
new activities, new sports that can provide
tourists with cognitive experiences of long-
lasting memories.

Fifth, RELATE: Social-identity ex-
periences (relating to different groups or
cultures). This experience is linked to the
need for self-development, to be perceived
more clearly from others, and relate to the
wider approach (such as discovering a new
culture). Again, this is very present in tour-
ism consumption whereby travelling will
often stimulate the desire to know more
about the culture of the country visited,
rely on one’s own culture, and the world in
which one lives. This experience also re-
lates to the Consumer Culture Theory vi-
sion of tribes and the necessity to belong to
a tribe as a new way of finding an identity
in contemporary societies (Goulding,
Shankar & Canniford, 2013).

Creating Surprise

According to Addis, Miniero &
Soscia (2018), the "wow factor” is im-
portant in marketing events and communi-
cation environments in general because
managers work hard to engage and astound
customers, pique their interest, and encour-
age their participation. This results in de-
lighted customers (Berridge, 2011; Keun,
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2017; Mertena, 2015). In fact, consumers
who are pleasantly surprised during a con-
sumption experience exhibit higher levels
of satisfaction than those who are not star-
tled during a similar encounter, according
to Pekovic & Rolland’s (2020) research.
Consequently, when participating in unex-
pected or unusual situations, surprise is a
typical reaction to be anticipated.

Rahmani, Gnoth & Mather (2018)
define surprise as astonishment, wonder, or
amazement that grows with the unexpect-
edness and importance of an event. Ac-
cording to Ritchie (2011), surprise is usu-
ally an adaptive, evolutionary-based mech-
anism triggered by unanticipated occur-
rences that diverge from an activated cog-
nitive paradigm. The relationship between
surprise and probability has come under
scrutiny more lately, with research indicat-
ing that the degree of surprise is more di-
rectly related to how challenging it is to in-
tegrate the event with an existing represen-
tation (Maguire, Maguire & Keane, 2011).
Individuals may experience cognitive dis-
sonance when environmental data or input
data do not conform to their previously
formed cognitive schema, which are organ-
ised knowledge structures representing
concepts such as situations, objects, events,
and actions at various levels of abstraction
(Ritchie, 2011).

Individuals’ response to shocking
events in three ways: they express their
subjective surprise, stop what they are do-
ing, and pay attention to the surprising oc-
currence (Ritchie, 2011; Rahmani, Gnoth
& Mather, 2018). As a result, a startling
event tests people's preexisting mental
models and includes them in understanding
these new inputs (Ritchie, 2011). There-
fore, central attentional resources are
mainly focused on the interpretation and
evaluation of the triggering event (Mor-
geson & Mitchell, 2015). Because these
cognitive resources have limited capacity
(Abitbol & VanDyke, 2023; Zheng et al.,
2021), the interpretation of the surprise
event can divert consumers' attention away
from the elicitors.

http://ojs.unud.ac.id/index.php/eot

Themes The Experience (Giving A Clear
Message)

According to Untari & Satria
(2019), it is essential to create effective
themes and messages. Food is a powerful
symbol of quality of life and authenticity.
As a theme, food is essential and should be
used in advertising. However, culinary
themes have many functions that can be
used to describe cultural symbols and sta-
tuses (Frochot, 2003). Create effective
messages regarding promotion related mat-
ters. First, what message is about to be con-
veyed? Is it related to the appeal of the
message? Then there are three compelling
points to crafting a unique selling proposi-
tion: logical, emotional, and ethical appeal
on how to structure the message properly.

How to create an interesting mes-
sage logo related to the title, tagline, col-
our, and sound art, as well as who will con-
vey the message, everything becomes nec-
essary to consider in formulating the clear
message. It is associated with choosing a
trustworthy personality who can become a
product ambassador. Effective messages,
according to Untari & Satria (2019) have
three major qualities: they are desirable
(favoured by the target audience), exclu-
sive (relatively distinct from competitors),
and credible (trusted by the customers).

Customer Involvement

Zena & Hadisumarto (2013), dis-
cussed in their study, the experiential mar-
keting consists of providing initial activi-
ties associated with the senses, leading to
experimentation and action. These include
an environment and design that foster in-
teractions with employees and other refer-
ence groups, and the development of qual-
ity, price and promotional attributes in its
products or services (Ronda, Valor &
Abril, 2018). Once the concept of experi-
ence has been defined, the customer's con-
tribution to the service and to the market-
ing action itself needs to be determined.
Furthermore, services are based on attrib-
utes and are evaluated by different actors
such as the company itself, the customer,
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or the supplier. On the other hand, the ex-
perience is more holistic and is evaluated
internally by each customer (Shavitt &
Barnes, 2020). For the economic plausibil-
ity of services, experiential marketing is
added to the value of pleasurable and mem-
orable sensations (Hosany, Sthapit &
Bjork, 2022). On the other hand, market-
ing entails identifying and beneficially re-
sponding to human and societal needs
(Kang, Diao & Zanini, 2021).

In the 21st century, the paradigm
shifts from brochures to websites. 95% of
potential travellers use the website to col-
lect travel related information and 93%
have visited the destination website. In this
second group, about half used email to col-
lect destination information (Humagain &
Singleton, 2021). A destination website or
mobile app that distributes images and in-
formation of a particular destination to po-
tential travellers. The Internet is the main
source of information in the tourism indus-
try today. The specificity of the tourism in-
dustry lies in its intangible characteristics,
such as experiences or services
(Godovykh, 2020).

Typically, a potential traveller will
gather information during the planning
phase through online travel agency web-
sites, supplier websites, search engines,
and destination websites (Kim &
Fesenmaier, 2008). The more information
a travel website has, the better the tourism
website will be. This will encourage poten-
tial tourists to choose tourist destinations
(Romanazzi, Petruzzellis & lannuzzi,
2011). In tourism, the importance of in-
sights for tourists is considered. The sensi-
tivity of the tourism information system is
important enough to influence the success
of the industry. In general, destination
websites are websites for potential travel-
lers to make a first impression of a travel
destination.

Finally, experiential marketing com-
plements the creation of sensory, emo-
tional, cognitive, and relational values in
consumers (Godovykh, 2020). Based on
the results, the results show that most

http://ojs.unud.ac.id/index.php/eot

tourists do not feel bored when using the
Wonderful Indonesia website. This proves
that visitors appreciate the Wonderful In-
donesia website when searching for tourist
information. On the other hand, most tour-
ists are not attracted by the nature of Indo-
nesia. This suggests that the government
should improve and restore the Indonesian
nature, to attract potential tourists to visit
Indonesia (Nugraha & Sudirman, 2019).

Creating The Memorability

Tools to increase ad memorability
are repetition, jingle or tagline (Mai &
Schoeller, 2009). Furthermore, it is im-
portant to mention that consumers pay the
most attention to the beginning of the ad-
vertisement, while the end of the advertise-
ment is the most important to remember
(Wang et al., 2014). It was also found that
not only did an emotional response to an
advertisement have a positive effect on
message retention, but also that ads that
evoked emotion were more likely to be re-
membered than informative reports (Junior
etal., 2022). Product attachment, as well as
brand familiarity, has a positive effect on
ad recall (Junior et al., 2022). Another as-
pect is the mood of the viewer. In general,
it can be said that the way the message con-
tent is handled and stored depends on the
mood of the consumer. If viewers are in a
negative mood, such as feeling angry, sad,
or frustrated, strong message content can
be better handled and remembered than
weak content. Viewers in a positive mood
are less likely to distinguish between
strong and weak message content (Moore
& Lafreniere, 2020).

Therefore, the website should be
user-friendly by adapting the standard fea-
tures of the tourism website and providing
more up-to-date and comprehensive tourist
information for the destination concerned.
A tourism website must effectively counter
by allowing visitors to gather relevant in-
formation, navigate through various text
and graphic elements, and create a virtual
first impression (Liu et al., 2021). There
are three stages involved in the online
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information process: research, advantages,
and construction (Wang et al., 2014). A
tourism destination website should present
accurate information to visitors at the level
of marketing principles. Having properly
implemented the information function,
destination policymakers should think
about the communication function and in-
volve all marketing activities (Li & Wang,
2010).

The Conceptual Framework

A conceptual framework refers to the
summary of ideas or a theory that is used to
develop new concepts or to reinterpret ex-
isting ones (Levitt et al., 2018). There are
five dimensions in the conceptual

framework we used to assess how experien-
tial marketing have been applied in the of-
ficial  Indonesian  tourism  website
(https://www.indonesia.travel/gb/en/home)
namely involving all five senses, creating
surprise, creating memorability, involving
themes of experience and customer in-
volvement (Figure 1). None of the previous
studies involving in-depth research explor-
ing aspects of experiential marketing were
applied on the official website of the Indo-
nesian tourism industry. Based on the find-
ings, we will provide management parties
of the official Indonesian tourism website
with some suggestions to strengthen the
website.

DIMENSIONS

Involving
All Senses

Creating
Surprise

Creating
Memorability

Involving
Themes of

exgerience

Customer
Involvement

Internet

Applicability
in

Website

Successful |
applicability
in website

)

nsuccessfu
applicability
in Website

Outcomes

Figure 1. Conceptual Framework in Exploring the Application of Dimensions of
Experiential Marketing in tourism website

METHODS

This qualitative study was conducted
in October 2022 to March 2023. The Offi-
cial Indonesian  tourism  website
(https://www.indonesia.travel/gb/en/home)
was examined using content analysis. Ked-
ron etal., (2021) defined content analysis as
a research technique for making valid and
reproducible inferences from data in con-
text. For Riffe et al., (2019), it is a research
method that uses a set of procedures to
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make valid inferences from a text. These in-
ferences relate to the sender(s) of the mes-
sage, the message itself, or the object of the
message. According to Prasad (2008), con-
tent analysis refers to any process for as-
sessing the extent to which references, atti-
tudes, or themes instil a certain message or
material focused on customers’ behaviours
experiences, experiential marketing, digital
marketing, and design of destination web-
sites, which can shed light on how the offi-
cial Indonesian tourism website utilises
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experiential marketing strategies to create a
compelling first impression for visitors.

RESULTS AND DISCUSSIONS

The official Indonesian tourism
website presents what to see in Indonesia.
In Java, for instance, the visitors could ex-
pect to see and explore many exciting des-
tinations from Ujung Kulon to Baluran Na-
tional Park, from Jakarta to Surabaya. In
short, the website has displayed colourful
pictures and videos of all destinations that
are possible to visit in Indonesia. They are
located in Java, Bali and Nusa Tenggara,
Maluku and Papua, Kalimantan, Sulawesi
and Sumatra. Indonesia has many attrac-
tions that can offer and excite the experi-
ence, and the official website of Indonesian
tourism has prepared and displayed the at-
tractions that encourage and pull the visi-
tors to visit them such as cultural and be-
liefs, arts and crafts, culinary, histories and
flora and fauna as well as showing differ-
ent events calendar of the year such as mu-
sic events.

There are things to do too, and the
website presents 5 Wonders, Trip ldeas,
and Travel Blogs. The website also has
general information and packages for those
planning to try out this beautiful district,
landscapes and the animal world, art, cul-
ture and heritage, gastronomy and well-
ness, relaxation and leisure, and unforget-
table adventures. The website clearly
shows the way the visitors can share the
feedback towards the website controllers
through social media such as twitter, Face-
book, Instagram and TikTok. All these are
displayed on the website with beautiful
pictures to show and attract the viewers.
The website is giving the chance to the
viewers (customers) to put their opinions
and suggestions as feedback to the website
controllers (tourism expertise). The fol-
lowing are the findings observed through
the websites (https://www.indone-
sia.travel/gb/en/home).

http://ojs.unud.ac.id/index.php/eot
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Engaging All Five Senses

In experiential marketing, the cus-
tomers are no longer waiting to be told or
narrated concerning the attractions at the
destinations through the word of mouth as
it is in traditional marketing. Rather, they
want to see, hear, think, and sometimes to
touch when it is possible to stimulate their
feelings which will result in making deci-
sions of visiting the destinations. The Inter-
net has simplified the communication be-
tween the customers and the providers or
the destinations through websites and other
social media such as WhatsApp, Insta-
gram, and Twitter. These all have helped to
make the easiest way of interacting and
sharing information.

With that sense, the Indonesian gov-
ernment had decided to establish the offi-
cial website for tourism activities to com-
pete with the current market through expe-
riential marketing (Untari & Satria, 2019).
One of the things to consider in doing per-
fect experiential marketing, the website is
required to consider all five senses mean-
ing the information displayed on the web-
site should help the customers to hear,
smell, see, touch (feel) and taste the reality
of the messages towards the destination.
The official Indonesian tourism website
has tried to work on those senses to com-
municate to the customers, it is not easy to
practise all of them at once, but Indonesian
tourism website has involved them in such
a way that the message is clear shown
through good colour, good music melody
and nice videos that enhance the customers
smell and taste the reality of the cultures
and culinary at the destinations.

Below are some pictures and video
links that are witnessing the best work the
website has done to engage all five senses
in conveying the messages. The viewers
were seeing, hearing, and smelling the re-
alities of the activities that were held in
Toba land. They could smell and taste
through watching the reality videos that
were put in this link of the website. It was
really stimulating and motivating them to
visit there as long as the narrator in the
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video explains in the audible and attractive
voice. On the other hand, the website has
not given clear and full information on the
destinations that were displayed on the
website page. This can lead to less and cre-
ate low interest to the viewers who were
visiting the page and planning to have a trip
in Indonesia. Therefore, the website con-
trollers should improve the information

~

quality and design quality to convince the
viewers to visit the Indonesia attractions.
(https://www.youtube.com/watch?v=_1z0O
afrLc0o). Taliwang chicken, its spicy fla-
vour and crispy exterior would always
leave you wanting more! Indeed, Chicken
Taliwang uses a rich combination of ingre-
dients to bring out spicy, salty, and sweet
flavours.

Figure 2. Taliwang Chicken (Source: https://www.indonesia.travel/us/en/trip-ideas/tali-
wang-chicken-your-must-try-food-from-mandalika-lombok)

The website states that “Are you
thinking to see something fresh and im-
pressive after a long time staying at home
to  self-quarantine?

Therefore, we

recommend you Likupang: a new paradise
in the north of Sulawesi Island. Clear col-
our, message is clear and convincing some-
one to visit.”

Do e S S T T -

e o

Figure 3. Likupang Beach in Sulawesi Island (Source: https://www.indone-
sia.travel/id/id/ide-liburan/7-exciting-adventures-for-your-next-travel-bucket-list)
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Creating Surprise

In experiential marketing, creating
surprise is to show unexpected or puzzling
things that can be astonished to the custom-
ers but creating the “Wow Effects”. Mak-
ing the surprise happen, an art is required
to design it. In the official Indonesian tour-
ism website, the surprise has been shown
clearly and displaying the puzzle wonders
such as Komodo dragons in the video
(https://www.youtube.com/watch?v=PUY
26b2JfQY &t=4s). It showed how the visi-
tor was puzzled with the occasion of such
an endangered species, which is found only
in Komodo Island around the world.

The website also showed the oldest
temple that was built around the 8th and 9™
century but is still having its architectural
beauty until today. It showed uniqueness in
this current world whereby many destina-
tions have already lost their originality.
Therefore, it surprised and astonished to
see such a thing is still maintained and pre-
sent. For example, the design of construct-
ing the Borobudur is really surprising be-
cause it is located in an elevated area be-
tween twin volcanoes and two rivers. It
was built in the 8th and 9th centuries dur-
ing the reign of the Syailendra dynasty
with a huge amount of stone, about 55,000
cubic metres, used in the construction of
the site.

Borobudur ruins and stones that
have been cut to size transported to the
construction site and placed without mor-
tar, but this monument is still having its
beauty and original structure since it was
built. Also, this monument was built on the
bedrock hill while most temples were built
on the flat surface. Such historical Buddha
temple attractions are rarely present in In-
donesia thus why it was displayed in the
Indonesian tourism official website. Some
pictures below reveal the surprise created
in the official Indonesian tourism website
as well. This link would help to reveal the
astonishment of this beauty monument in
Indonesia:
https://www.youtube.com/watch?v=iDI-
uCJTkf8 .

http://ojs.unud.ac.id/index.php/eot

Figure 4. Borobudur Temple (Source:
https://www.indonesia.travel/gb/en/desti-

nations/java/magelang-regency/borobudur)

Borobudur Temple stands majesti-
cally on a hill overlooking green fields and
hills in the distance. The design of the
Gupta-style temple reflects Indian influ-
ence on the region. However, there are
enough indigenous scenes and elements in-
corporated to make Borobudur uniquely
Indonesian.

Involving Themes of Experience

Themes of experience in experien-
tial marketing are overarching statements
or phrases that express the essential fea-
tures or the value and focus the experience
that the customer intends to get from the
service provider. In the tourism industry,
themes of experience are being made by
using diverse ways of conveying the mes-
sage to customers, such as offline and
online. In today’s digital era, the most used
methods are online such as social media,
websites and so on rather than using tradi-
tional methods such as printing methods
and word of mouth. For the website to con-
vey or make an overarching statement to
customers is essential so that to retain them
and create a reputation or good image of
the attractions advertised.

The official Indonesian tourism
website has tried to involve themes of ex-
perience by displaying the pictures and
videos with good colour schemes and aes-
thetic of the sites, clear and attractive
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voice. The type and size of the fonts on the
website were clear, facilitating the viewers
to get clear explanations and information
as it was intended on the website itself. The
narrative contents of the website provided
clear explanations of the destinations and
the videos have subtitles displayed in Eng-
lish, French, Chinese, Indian, Australian,
Russia, Korea, Japan, Germany, Nether-
lands, United Arab Emirates, Singapolian
language and in Bahasa Indonesia. For ex-
ample, in this link:
https://www.youtube.com/watch?v=EQm
c86tishM&t=26s

Despite the fact that the website in-
volved themes of experience, the research
detects some weakness. First, The website
has managed to include the popular spoken
languages in most of the continents in the
world such as Asia (Chinese, Bahasa

Indonesia, Korea, Russia, Indian, Japa-
nese, and United Arab Emirates), Australia
(Australian languages), American conti-
nents (Both North and South) (English lan-
guage), Europe (French, Netherlands, and
also English), but the website did not show
the language spoken in most of the African
continent countries (Swahili language),
and excluding Antarctica which is the only
continent with no permanent human habi-
tation. So, this causes some of the viewers,
especially from Africa continent, not to see
and feel the beauty of the websites because
they were not directly involved with web-
sites. Normally viewers interpret the good-
ness of the website only when they under-
stand clearly what has been displayed on
the explanation, colour as well as narra-
tions of the attractions themselves.

E3 Global e Japan
Global (English) japan (English)
# Indonesia Japan (Japan)
Indonesia (Englis g § France
Indonesia (Bahas france (English)
mm Russia France (French)
Russia (English) g saudi Arabia

Russia (Russia) - saydj Arabia (English)

@l China Saudi Arabia (&.,all)
China (English) @l Australia
China (Chinese  Aystralia (English)
(Simplified))

B Taiwan
) Korea. Taiwan (English)
Korea (English) Talwan (Chinese
Korea (Korea)  (1raditional))

3 Hongkong == Netherlands
Hongkong (English)  Netherlands (English)
Hongkong (Chinese  Netherlands
(Iraditional)) (Netherlands)

{4 Singapore Ef4 United Kingdom
Singapore (English) United Kingdom
singapore (Chinese  (English)
(Simplified)) B Germany

B Malaysia Germany (English)
Malaysia (English) Germany (Germany)
Malaysia (Chinese United States
(Gmeitel) United States (English
I Thelians A Philippines
Thailand (English)  ppjippines (English)
=. ) wi India

United Arab Emirat

India (Ennlich)

Figure 5. List of Languages that Can Be Translated in The Official Indonesian Tourism
Website (Source: The Official Indonesian Tourism Website)
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Second, there is confusion in the ex-
planation about the Borobudur Temple: the
explanation says, “Borobudur temple is the
world’s biggest Buddhist monument you
must visit at least once in your lifetime”.
The Borobudur seems to be not a temple but
a monument, since no religious or spiritual
rituals and activities such as prayers and
sacrifice that take place normally, although
not used daily or weekly, the Buddhists
pray in this temple several times a year for
example during the feast of Buddha's nativ-
ity, but it is used as a monument to the pre-
vious temple Buddhist activities. Hence it
should be written as the Borobudur monu-
ment (see the YouTube that displays the
correct name given to this destination
(https://www.youtube.com/watch?v=PJ fd

Y38iq).

Customer involvement

The involvement of customers con-
sists of many things but few to mention are
making the message clear and understand-
able, easy to access the website by the cus-
tomers. In addition, customer involvement
may include environments and designs that
encourage interaction with employees and
other reference groups, and the develop-
ment of quality/price/ promotional attrib-
utes in products. products or services
(Ronda, Valor & Abril, 2018), providing
the items related to the displayed items,
having several options on how to view and
see the items, use the pictures and videos
that won’t leave any doubt to the clients or
customers who visit, see and watch them
and last but not least make sure the mes-
sage displayed on the website is valid and
reliable and not misunderstanding or mis
promising. And the customers should have
the chance to interact with the website and
provide feedback.

The Indonesian official website has
designed the feedback sites through using
social media in which customers do share
their ideas and opinions concerning the

http://ojs.unud.ac.id/index.php/eot
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products on the website. With the concern
to the official Indonesia tourism website,
the customers were highly considered and
involved in the way that they get the up-
dated information and events as happening
at the time. The more information a travel
website has, the better the tourism website
will be. This will encourage potential tour-
ists to choose tourist destinations
(Romanazzi, Petruzzellis & lannuzzi,
2011). In tourism, the importance of in-
sights for tourists is considered. The sensi-
tivity of the tourism information system is
important enough to influence the success
of the industry. For example, during the
G20 countries summit which was held No-
vember 2022 in Bali, all the events and ac-
tivities were posted and displayed well on
the website. These ensure the customers
know what was going on there and decide
what time exactly to pay a visit there. The
messages were well formulated and with
simple and clear meaning with beautiful
pictures emphasising them. Involving the
customers is more than pleasing them but
is all about convincing them to make deci-
sions of visiting the places or destinations,
as long customers feel and perceive differ-
ent products and services provided on the
website.

There is a need for website control-
lers to be more creative to come out with
something that will pull them visiting In-
donesia rather than visiting the website
only. By saying so the website has tried to
involve the customers through giving them
a chance to view and leave a comment(s)
concerning the website or the services they
received at the destination. The picture be-
low shows how the customers interacted
with the website via Instagram. They could
access it by following the page and explore
all products posted there. For any need to
get more information, they could send
messages and like the pictures as one of the
types of feedback to the website.
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Figure 6. The Official Social Media Customer Views and Comments
(Source: The Official Indonesian Tourism Website)

Creating the Memorability

Customers should remember what
they saw and what they are going to see af-
ter visiting the website. So, one of the im-
portant things for reliable website control-
lers to remember is creating the memora-
bility after the surprises have been made.
The involvement of advertisement of the
destinations and repeating them several
times will help the customers who visit the
website to keep memory of those products
or services displayed and advertised. On
the official Indonesian tourism websites,
they have repeated several main and
unique attractions which made the custom-
ers be active and curious to visit and see

them. There were clear pictures of cultures,
foods, and other heritage destinations as
well as videos. In general, the website has
been trying to display the pictures and vid-
eos with different feelings to make a wide
range of choices to the clients who are
planning to visit the Indonesian attractions.
If someone wants to know about Hinduism
or Buddhism, there are big, old, and unique
temples found here as well their pictures
were well displayed. There were many ac-
tivities that were put in the websites, creat-
ing the big attentions when watched or
seen by the clients
(https://www.youtube.com/watch?v=xY -
Tzw8mD1tg&t=13s).

Figure 7. Different Event Decoration Designs
(Source: The Official Indonesian Tourism Website)

CONCLUSION

This paper aimed to explore the po-
tential of integrating technological ad-
vancements, particularly through the

http://ojs.unud.ac.id/index.php/eot

utilisation of websites, as a pivotal market-
ing tool to bolster Indonesia's tourism sec-
tor. Given Indonesia’s significant presence
in the digital realm, ranking fifth globally
in internet usage, with 143.26 million users
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as of March 2019, there lies a promising
opportunity to leverage this digital land-
scape for tourism promotion. The study un-
derscored the importance of incorporating
various social media platforms such as
WhatsApp, Instagram, TikTok, and Twit-
ter into tourism websites to effectively
showcase Indonesia's cultural, religious,
and historical attractions to a diverse audi-
ence. Furthermore, it advocated for the im-
plementation of multilingual content tai-
lored to cater to different nationalities,
thereby enhancing visitor engagement and
fostering a clearer communication channel.
These findings not only hold relevance for
destination managers but also offer valua-
ble insights for policymakers and tourism
organisations seeking to enhance their des-
tination promotion strategies through web-
site-based initiatives.

The study just analysed part of the
website that was mainly involved with di-
mensions of experiential marketing. It has
to dig deep into all the contents of the web-
site. The analysis was also based more on
the authors’ experiences. A more thorough
analysis involving ordinary viewers (tour-
ists) may enhance the findings, indicating
the effectiveness of the marketing strategy
used by the website. The study elucidated
within this paper is poised to facilitate an
expansion in academic inquiry, providing a
foundational basis for further investiga-
tions in this domain using the experiential
marketing approach. Additionally, the in-
sights garnered herein offer valuable guid-
ance to governmental entities and policy
makers, enabling them to effectuate refine-
ments and enhancements in the operational
frameworks governing website manage-
ment practices.
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