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Abstract 

This study investigates effective marketing strategies for Bukit Amaish Cafe & Resto in Pare-Pare, utilizing insights from relevant 

literature and qualitative data gathered from seven informants, including the owner, manager, marketing staff, and customers. The 

findings reveal that leveraging data analytics and social media significantly enhances consumer engagement and brand awareness. 

However, the limitations include a focus on a single location, which may not fully represent broader trends in the culinary tourism 

industry. The implications of this research emphasize the importance of data-driven approaches in developing targeted marketing 

strategies. It is recommended that Bukit Amaish invest in staff training for upselling techniques and optimize social media 

engagement. Additionally, expanding research to include diverse locations could provide further insights into effective marketing 

strategies within the culinary sector. 
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1. Introduction* 

The tourism business in Indonesia has experienced rapid growth over the past decade, with an increasing number of 

regions and communities getting involved in tourism activities, both spontaneously and through planned initiatives. 

This growth is driven by rising interest from domestic and international tourists, which, in turn, supports economic 

development across various regions. According to the World Tourism Organization (World Tourism Organization, 

2022), tourism has become one of the most dynamic sectors in driving economic growth in many developing 

countries, including Indonesia. Research (Serly Hasibuan, 2022) indicates that the contribution of the tourism sector 

to Indonesia's Gross Domestic Product (GDP) reached 4.1%, reflecting the industry's significant role in the national 

economy. Amidst this development, the trend of 5.0 in tourism marketing is emerging, emphasizing the use of 

advanced technology to create more personalized and sustainable experiences for travelers. According (Velentza & 

Metaxas, 2023) human interaction remains at the core of every service, indicating that technology must be balanced 

with a human touch. (Shin & Xiang, 2020) explain that tourism marketing in the 5.0 era focuses not only on 

technology but also on value creation through collaboration between service providers and consumers. This aligns 

with the statement (Tlabela & Douglas, 2022), which emphasizes the importance of understanding tourists' emotional 

needs to create unforgettable experiences. Additionally, (Zhang & Huang, 2022) adds that effective tourism 

marketing in this era will involve a holistic approach, leveraging big data and analytics to understand consumer 

behavior and enhance their travel experiences. 

The growth of the tourism sector has also led to an increase in businesses related to food and beverage provision, 

especially in tourist areas. According to the Central Statistics Agency (2020), the number of food and beverage 

establishments in Indonesia rose by 20.76% in 2021, largely driven by the increasing demand from tourists. 

(Kementerian Pariwisata dan Ekonomi Kreatif / Badan Pariwisata dan Ekonomi Kreatif, 2024) indicates that domestic 

tourist spending on food and beverages accounts for approximately 30% of their total travel expenditure. This data 

underscores the significance of this sector in enhancing the tourism experience in Indonesia. As noted (Anton Martin 

et al., 2021; Hernández-Mogollón et al., 2020), culinary experiences are integral to the overall travel experience, 

influencing tourist satisfaction and loyalty. Furthermore, a study by (Türker & Süzer, 2022)  highlights that the food 
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and beverage industry plays a crucial role in attracting tourists and enhancing destination competitiveness, 

particularly in regions where culinary tourism is promoted. The dynamic interplay between tourism and the food 

sector not only contributes to local economies but also enriches the cultural experiences offered to visitors, 

reinforcing the idea that gastronomy is a vital component of tourism development (Nurhayati et al., 2022). 

In the context of digital technology development, social media has become a primary tool for marketing products and 

services, including in the tourism and culinary sectors. According to We Are Social and Hootsuite  (Annur, 2023; 

Cindy, 2023; We Are Social, 2021)  the number of social media users in Indonesia has reached over 170 million, with 

Instagram and TikTok being the most popular platforms for visual marketing. A study (Kaplan & Haenlein, 2020) 

highlights the importance of social media in shaping brand perception, enhancing customer interaction, and building 

loyalty. Furthermore, research by (Swaminathan et al., 2022) shows that social media marketing strategies can 

increase brand awareness and capture consumer attention, which is crucial in the competitive tourism industry. Along 

the same lines, (Bilgihan et al., 2014; Nyoman Siryayasa et al., 2024) emphasize that social media serves as an 

important platform for sharing customer experiences, which directly influences travelers' decision-making. 

Marketing strategies through social media are increasingly regarded as key to accelerating brand awareness. In a 

study by (Hollebeek & Macky, 2019; Topor et al., 2022) , they concluded that creative and interactive content 

published on social media can significantly enhance consumer engagement and create a strong brand image. In the 

context of small and medium enterprises, a study by Parveen, Jaafar, and Ainin (2016) indicates that the use of social 

media can directly contribute to business growth through increased visibility and connectivity with customers. 

At Bukit Amaish Café & Resto in Pare-Pare, social media campaigns play a crucial role in strengthening brand 

awareness. According to an interview with the business owner in 2024, they stated that platforms such as Instagram 

and TikTok are highly effective in capturing the attention of younger generations and creating consumer loyalty 

through engaging and regular interactions. This support is reinforced by research from (Bae & Jeon, 2022; Dam & 

Dam, 2021; Fayvishenko et al., 2023) which found that businesses that optimally utilize social media can build closer 

relationships with customers and obtain faster feedback. 

This research will focus on the effectiveness of social media campaigns in enhancing brand awareness for Bukit 

Amaish Café & Resto in Pare-Pare. It will examine consumer engagement through various platforms like Instagram 

and TikTok, in line with (Kaplan & Haenlein, 2020), who highlight the importance of social media in shaping brand 

perception. Additionally, the study will assess the impact of these campaigns on sales and customer retention, 

following the findings of (Nesterenko et al., 2023; Virani, 2024) regarding the significance of creative content in 

boosting consumer involvement. The aim is to provide actionable insights that strengthen the café's competitive 

position in the rapidly growing food and beverage industry. 

2. Research Method 

This study employs a descriptive research design with a qualitative approach, as defined by (Lexy J, 2019) , which 

aims to understand the phenomena experienced by research subjects, making it suitable for investigating behaviors, 

attitudes, motivations, perceptions, and actions. The research utilizes three data collection methods: participatory 

observation, which allows the researcher to engage in daily activities alongside the subjects; interviews, emphasizing 

face-to-face communication for in-depth insights; and documentation, which validates findings through credible 

written or visual materials. The informants include the owner, manager, marketing staff, employees of Bukit Amaish 

Café & Resto, and three guests/visitors. 

Data analysis follows the collection of field data and significantly influences the research outcomes. Adopting the 

(Miles, 2014) , the analysis involves three steps: data condensation, data display, and conclusion drawing/verification. 

This process simplifies the information, organizes it in a structured format for clarity, and validates emerging 

meanings to ensure their relevance. The study spans six months, from March to August 2024, at Bukit Amaish Café & 

Resto in Pare-Pare, aiming for a comprehensive exploration of the role of social media campaigns in enhancing brand 

awareness. 

Based on Table 1, the study involves a variety of informants, including the owner, manager, marketing staff, 

employees, and three guests/visitors of Bukit Amaish Café & Resto. Each informant is associated with specific roles 

and key questions aimed at exploring their insights into the café's social media strategies and brand awareness. The 

data collection process consisted of structured interviews designed to elicit detailed responses regarding the 

effectiveness of social media campaigns and their impact on customer engagement. After gathering the data, analysis 

was performed using the (Miles, 2014), focusing on data condensation, display, and conclusion drawing/verification. 
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This rigorous analytical process was carried out over a six-month period, from March to August 2024, facilitating a 

comprehensive examination of how social media campaigns contribute to enhancing brand awareness at Bukit 

Amaish Café & Resto.  

Tabel 1. Informant Matrix and Instrument Questions 

Informant Role Key Questions 

Owner Owner of Bukit Amaish 

Café & Resto 

- Which social media platforms do you use? 

- How do you measure campaign effectiveness? 

- Examples of successful strategies? 

Manager Manager of Bukit 

Amaish Café & Resto 

- How is the social media strategy implemented? 

- What challenges have you faced? 

- How do you engage customers online? 

Marketing Staff Marketing Staff at Bukit 

Amaish Café 

- What content resonates with your audience? 

- How often do you post? 

- How do you analyze engagement? 

Employees Employees at Bukit 

Amaish Café & Resto 

- How is the brand image perceived? 

- What is social media's impact on customer interactions? 

- Examples of customer feedback? 

Guests/Visitors Three Guests/Visitors - How did you first hear about the café? 

- Which platforms do you use to find new places? 

- What’s your impression of the café based on its social media? 

Source: Observation Results and Instrument Adoption (Keller, 2009; We Are Social, 2021) 

3. Results and Discussions 

3.1. Overview of Bukit Amaish Café and Resto 

Bukit Amaish Café and Resto, located on Jenderal Sudirman Street in Parepare City, has become a popular hangout 

spot for friends and families. In addition to its beautiful views, the café's luxurious architectural design makes it an 

attractive location for visitors to take photos. The natural beauty of Parepare City is on par with other regions, and 

Bukit Amaish Café and Resto is a must-visit place to enjoy this beauty. Situated at an elevated location in Bacukiki 

Barat District, the café offers a unique appeal, including stunning sunset views over the Parepare sea. 

Established in December 2020, Bukit Amaish Café and Resto offers a diverse range of food and beverage options that 

cater to the tastes and needs of its customers. Although the prices at Bukit Amaish are relatively higher compared to 

other cafés in Parepare City, the experience provided justifies the cost. Based on conducted surveys, the customer 

count graph shows a significant increase from January to March, followed by fluctuations from March to June. From 

June to August, there was a decline in the number of customers, but the situation began to improve again from 

September to December (interview results with the management, 2024). With its lush and comfortable atmosphere, 

Bukit Amaish is an ideal place to relax and enjoy the natural beauty. 

3.2. Role of Social Media in Showcasing Product Quality 

 The findings of this study clearly show that social media plays a significant role in creating brand awareness and 

promoting products at Amaish Café and Resto. Through interviews with key informants, it was evident that the café 

effectively utilizes social media to enhance its image, engage with customers, and showcase the quality of its 

offerings. 
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Interviews with the owner, Muhammad Aidil, revealed that the café has a dedicated team managing its social media 

presence. He stated, "We have someone who handles our social media, and I regularly monitor our business 

developments through the manager or marketing team to ensure everything is running smoothly" (M.A., July 2024). 

This indicates that the café prioritizes a proactive approach to its online representation. Aidil emphasized that the 

quality of traditional dishes, such as bebek palekko, is central to their brand identity, which resonates with visitors. He 

also added, “The unique flavors of our dishes create memorable experiences for our guests, making them more likely 

to share their thoughts online” (M.A., July 2024). This highlights the importance of culinary excellence in fostering 

customer engagement. 

Alwi, the café manager, echoed this sentiment, saying, "I guide the concept of how we present our products on social 

media to make them look appealing and delicious" (A.A., July 2024). His focus on visual presentation illustrates how 

strategic marketing can enhance customer interest. He pointed out that "the right angle and styling of food items in 

photographs can significantly impact customer interest and their desire to visit" (A.A., July 2024). This shows that 

aesthetics play a crucial role in attracting customers through social media. Here is an example of a social media post 

in figure 1 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

a. Facebook post b. Instagram post 

Figure. 1 Social Media Post 

Source:  Social media accounts  Amaish Café and Resto, 2024 

Lirna, the admin and marketing staff, further emphasized the importance of visually appealing content: "We prioritize 

using high-quality photos and videos of our food and beverages. Good resolution and lighting enhance the aesthetics, 

making the food look appetizing" (L.L., July 2024). Her commitment to quality visuals reinforces the idea that 

effective marketing relies heavily on how products are portrayed. She also noted, “Capturing authentic moments, like 

guests enjoying their meals, helps to create a relatable atmosphere that potential customers can connect with” (L.L., 

July 2024). This suggests that authenticity can strengthen customer loyalty and interest. 

These insights illustrate that Amaish Café and Resto leverages social media not just to showcase its products but also 

to create a compelling narrative that resonates with customers. The café's ability to present its offerings authentically 

through engaging visuals and customer experiences fosters a strong brand identity and awareness among visitors. 

This narrative approach helps in forming an emotional connection with potential customers, ultimately driving their 

decision to visit. 



 Abdi et.al |  Daengku: Journal of Humanities and Social Sciences Innovation, 2024, 4(6): 1060–1069  

1064 

Additionally, the study findings indicate that social media is a vital tool for promoting food and beverage sales at 

Amaish Café and Resto. Lirna highlighted that Instagram is the most popular platform among their customers, stating, 

"We also utilize other platforms like TikTok, Facebook, and YouTube, but Instagram remains our primary tool for 

promotion" (L.L., July 2024). This choice of platform underscores the café’s understanding of its target audience and 

their preferred communication channels. She elaborated, “Instagram's visual nature aligns perfectly with our brand, 

allowing us to create stunning posts that showcase our offerings beautifully” (L.L., July 2024). This strategic focus on 

a visually-driven platform maximizes their outreach. 

The café actively reposts content shared by customers, creating a sense of community and organic promotion. Hasan, 

a café employee, noted that many visitors enjoy sharing their experiences on social media: "Most guests take photos, 

and some post on Instagram, tagging the café. This user-generated content acts as free marketing for us" (H.S., July 

2024). This highlights the power of customer engagement in marketing, where satisfied customers become 

ambassadors for the brand. He added, "Seeing other guests enjoying their time encourages new visitors to come and 

try our food for themselves" (H.S., July 2024). This demonstrates how positive experiences can generate interest 

among potential customers. 

Lirna further explained that they showcase a variety of events, including live music and community gatherings, to 

attract attention: "We present activities and events on Instagram to highlight our offerings beyond just food. This 

includes everything from live music to birthdays and community events" (L.L., July 2024). This multifaceted 

approach not only promotes the café’s food but also enhances its identity as a community hub. She emphasized, 

“These events not only draw in a crowd but also create moments for guests to share online, amplifying our reach” 

(L.L., July 2024). This indicates that the café’s social media strategy is centered on fostering community engagement, 

which in turn enhances brand loyalty. 

The ability to promote without incurring significant costs has made social media an indispensable asset for the café. 

As Hasan pointed out, many customers inquire about their social media presence when they arrive, indicating that this 

exposure significantly influences customer decisions. He concluded, “When people see our vibrant online 

community, it reassures them that they’re making a great choice by dining with us” (H.S., July 2024). This reflects 

the idea that social media not only serves as a promotional tool but also as a platform that builds trust and confidence 

in the brand. 

The thematic matrix 2 underscores four primary themes derived from the findings: Social Media Management, Visual 

Presentation, Community Engagement, and Cost-Effective Promotion. Social Media Management emphasizes the 

strategic oversight exercised by the café's management, highlighting the significance of maintaining quality and a 

strong brand identity. This theme reveals how the management's attention to detail ensures that the café's offerings 

resonate with its target audience. Visual Presentation showcases the crucial role of aesthetics in marketing, indicating 

that appealing imagery profoundly influences customer interest and engagement. The findings suggest that well-

composed and visually striking content can attract more visitors and create a lasting impression. Community 

Engagement highlights the power of customer interaction through user-generated content and events. This theme 

suggests that fostering a sense of community not only enhances brand loyalty but also encourages customers to share 

their positive experiences, thereby expanding the café's reach 

In summary, the findings indicate that Amaish Café and Resto effectively utilizes social media to build brand 

awareness and promote its offerings. The strategic presentation of high-quality content and the engagement with 

customers foster a strong brand identity and a sense of community. The café's ability to showcase its products and 

experiences authentically enhances customer interest and loyalty, ultimately driving foot traffic and sales. This study 

highlights the critical role of social media in modern marketing strategies, emphasizing that the success of a brand 

today hinges on its online presence and the narratives it creates. 

3.3. Discussion 

In developing an effective marketing strategy for Bukit Amaish Cafe & Resto in Pare-Pare, valuable insights can be 

drawn from (Pradhan, 2019), who designed a marketing strategy for a restaurant in Surabaya. The report highlights a 

significant challenge faced by restaurants: the lack of a clear and targeted marketing strategy, resulting in promotions 

that do not significantly impact revenue. Similarly, Bukit Amaish, which relies on social media marketing, must 

ensure that each marketing campaign is well-defined and strategically oriented to capture customer attention. To 

design an effective marketing strategy for Bukit Amaish, it is essential to integrate findings from related research that 

emphasize the importance of technology and social media-based marketing strategies. (Halim et al., 2019) illustrate 
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how business intelligence can be leveraged to craft restaurant marketing strategies. Their research indicates that by 

utilizing analytical data, restaurants can gain a deeper understanding of customer preferences and behaviors, which 

can, in turn, enhance brand awareness and purchase intentions. 

Tabel 2.  Matrix of Findings The Role of Social Media in Enhancing Brand Awareness at Amaish Café and Resto 

Theme Key Findings Informant(s) 

Social Media Management - Dedicated team managing social media. Muhammad Aidil 

(Owner) 
- Regular monitoring of business developments. 

 - Emphasis on the proactive approach in online 

representation. 

 

 - Quality of traditional dishes as part of brand identity.  

Visual Presentation - Concept guidance for product presentation on social 

media. 

Alwi (Manager) 

 - Strategic placement of food items in photographs 

enhances customer interest. 

 

 - High-quality photos and videos prioritized for appealing 

content. 

Lirna (Admin and 

Marketing Staff) 

 - Authentic moments enhance relatability and customer 

connection. 

 

Community Engagement - User-generated content acts as free marketing. Hasan (Employee) 

 - Guests enjoy sharing their experiences on social media.  

 - Reposting customer content creates a sense of 

community. 

Lirna (Admin and 

Marketing Staff) 

 - Events showcased on social media strengthen 

community ties and brand identity. 

 

Cost-Effective Promotion - Social media is an indispensable asset for low-cost 

promotion. 

Hasan (Employee) 

 - Customers inquire about social media presence before 

visiting. 

 

 - Social media exposure influences customer decisions.  

 - Vibrant online community reassures potential customers 

about dining choices. 

 

Source: Researcher, 2024 

This perspective aligns with (Anjarani et al., 2023), which reveals that social media marketing not only boosts brand 

awareness but also fosters positive perceptions of quality among consumers. By employing proven techniques, as 

outlined in (Liu et al., 2024; Wijaya & Putra, 2023) , Bukit Amaish can utilize social media platforms to foster better 

engagement with customers. Captivating content, such as high-quality images of dishes, can reinforce brand image 

and elevate purchase intentions. Furthermore, (Riska Veronika et al., 2024) investigation into upselling techniques in 

restaurants demonstrates that product knowledge among waitstaff can enhance the customer experience. Bukit 

Amaish can train its staff in upselling techniques, which not only increases sales but also strengthens customer 

relationships. Well-trained staff can provide better recommendations and assist customers in selecting appropriate 

menu items, which can also create shareable moments on social media. 
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In the context of culinary tourism, research (Wan Farah Wani Wan Fakhruddin & Muhammad Arfin Muhammad 

Salim, 2023) emphasizes that the effective use of language and visuals on social media can contribute to promoting 

local cuisine. Bukit Amaish can adopt a multimodal strategy by presenting content that is both informative and 

appetizing, thereby attracting a broader audience. Showcasing the uniqueness of its dishes and the ambiance of the 

restaurant will enhance its appeal to new visitors. 

The application of business technologies such as Power BI can be implemented at Bukit Amaish to predict customer 

consumption patterns. By employing market analysis techniques like Market Basket Analysis, Bukit Amaish can 

model demand trends and understand the unique relationships between menu items, which can be utilized for more 

effective promotions. Insights gained from this analysis will be instrumental in implementing marketing strategies 

based on the 4P framework (product, place, price, and promotion). For instance, identifying the most popular menu 

items can assist management in planning more targeted promotions. Additionally, findings from (Pradhan, 2019) 

regarding customer segments, such as children and office workers, can be adapted to better understand Bukit 

Amaish's audience. Recognizing the primary customer base can aid in designing more relevant and engaging social 

media campaigns for specific demographic targets. By leveraging this data, Bukit Amaish can tailor special menus 

and offerings to meet the needs and preferences of their customer segments. 

Implementing a data-driven approach to marketing strategy also aligns with the research (Anjarani et al., 2023; Faisal 

& Ekawanto, 2022) which underscores the importance of brand awareness and perceived quality. By utilizing data 

derived from customer analysis, Bukit Amaish can enhance its brand image and foster positive perceptions among 

consumers. Content shared on social media can focus on the quality of ingredients, uniqueness of the menu, and 

enjoyable customer experiences (Bilgihan et al., 2014; Hernández-Mogollón et al., 2020; Muchlis et al., 2024). In the 

realm of customer interaction, (Pradhan, 2019) highlights that utilizing the Power BI dashboard allows restaurant 

managers to review revenue improvements based on specific events and activities. Bukit Amaish can adopt a similar 

strategy by monitoring customer engagement on social media and adjusting campaigns based on the feedback 

received. This approach not only helps in increasing brand awareness but also strengthens the relationship between 

customers and the brand (Schivinski & Dabrowski, 2016; Syabani & Prasetyo, 2024). Ultimately, by applying 

analytical technologies and monitoring consumption patterns alongside customer responses, Bukit Amaish Cafe & 

Resto can create unforgettable customer experiences while fostering sustainable business growth. Integrating data-

driven marketing strategies with creative social media usage will provide Bukit Amaish with the competitive 

advantage necessary to thrive in the increasingly competitive culinary tourism industry. 

This research has significant implications for the development of marketing strategies for Bukit Amaish Cafe & 

Resto, particularly in the context of leveraging technology and social media. The findings underscore the importance 

of data analysis in comprehending consumer behavior and designing effective marketing campaigns. However, 

several limitations of this study must be acknowledged. One key limitation is the focus on a single restaurant location, 

which may not fully capture broader trends within the culinary tourism industry. Additionally, constraints related to 

access to customer data and variability in consumer preferences may impact the accuracy of the analyses conducted. 

Therefore, further research across diverse locations and restaurant contexts is recommended to strengthen these 

findings and provide deeper insights into effective marketing strategies in the culinary sector.  

4. Conclusion 

In summary, the development of an effective marketing strategy for Bukit Amaish Cafe & Resto is fundamentally 

reliant on the integration of data analytics and social media engagement. The findings of this study underscore the 

critical role that technology plays in enhancing brand awareness, optimizing customer interactions, and ultimately 

driving revenue growth. By adopting evidence-based practices from relevant literature and customizing them to fit 

their unique context, Bukit Amaish has the potential to create targeted marketing campaigns that resonate deeply with 

their audience. Additionally, leveraging analytical tools to gain insights into consumer preferences can inform menu 

offerings and promotional strategies, thereby fostering a more personalized and enriching dining experience. 

In light of the findings, it is recommended that Bukit Amaish Cafe & Resto develop a comprehensive marketing 

framework that emphasizes data-driven decision-making. This should include the implementation of analytical tools 

such as Power BI for market trend analysis and active monitoring of customer engagement across social media 

platforms. Furthermore, investing in staff training focused on upselling techniques can significantly enhance customer 

satisfaction and increase overall sales. Future research should aim to explore the efficacy of these strategies across 

various culinary tourism contexts to validate their applicability and refine marketing approaches accordingly. By 
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continually adapting to evolving consumer trends and preferences, Bukit Amaish can secure a competitive advantage 

within the dynamic culinary landscape.  

References 

Anjarani, P. M., Mumin, A. T., Bilqis, L. D. R., & Ingkadijaya, R. (2023). EFFECT OF SOCIAL MEDIA 

MARKETING ON PURCHASE INTENTIONS WITH BRAND AWARENESS AND PERCEIVED 

QUALITY AS INTERVENING VARIABLES AT ASTON BELLEVUE RADIO DALAM HOTEL IN 

JAKARTA. Social Economics and Ecology International Journal (SEEIJ), 7(2). 

https://doi.org/10.21512/seeij.v7i2.9799 

Annur, C. M. (2023). Jumlah Pengguna Internet Global Tembus 5,16 Miliar Orang pada Januari 2023. Databoks. 

Anton Martin, C., Camarero Izquierdo, C., & Laguna-Garcia, M. (2021). Culinary tourism experiences: The effect of 

iconic food on tourist intentions. Tourism Management Perspectives, 40. 

https://doi.org/10.1016/j.tmp.2021.100911 

Bae, J. H., & Jeon, H. M. (2022). Exploring the Relationships among Brand Experience, Perceived Product Quality, 

Hedonic Value, Utilitarian Value, and Brand Loyalty in Unmanned Coffee Shops during the COVID-19 

Pandemic. Sustainability (Switzerland), 14(18). https://doi.org/10.3390/su141811713 

Bilgihan, A., Okumus, F., Nusair, K., & Bujisic, M. (2014). Online experiences: Flow theory, measuring online 

customer experience in e-commerce and managerial implications for the lodging industry. Information 

Technology and Tourism, 14(1), 49–71. https://doi.org/10.1007/s40558-013-0003-3 

Cindy, A. M. (2023). Indonesia Sabet Posisi Kedua Sebagai Negara Pengguna TikTok Terbanyak di Dunia pada 

Awal 2023. Databoks.Katadata. 

Dam, S. M., & Dam, T. C. (2021). Relationships between Service Quality, Brand Image, Customer Satisfaction, and 

Customer Loyalty. Journal of Asian Finance, Economics and Business, 8(3). 

https://doi.org/10.13106/jafeb.2021.vol8.no3.0585 

Faisal, A., & Ekawanto, I. (2022). The role of Social Media Marketing in increasing Brand Awareness, Brand Image 

and Purchase Intention. Indonesian Management and Accounting Research, 20(2). 

https://doi.org/10.25105/imar.v20i2.12554 

Fayvishenko, D., Mitchuk, O., Lorvi, I., Konopliannykova, M., Chernobrovkina, S., & Sytnyk, O. (2023). 

Communication Strategies of Brand Management and Online Marketing of Digital Products. In Economic 

Affairs (New Delhi) (Vol. 68, Issue 1). https://doi.org/10.46852/0424-2513.1s.2023.31 

Halim, K. K., Halim, S., & Felecia. (2019). Business intelligence for designing restaurant marketing strategy: A case 

study. Procedia Computer Science, 161. https://doi.org/10.1016/j.procs.2019.11.164 

Hernández-Mogollón, J. M., Di-Clemente, E., & Campón-Cerro, A. M. (2020). Culinary travel experiences, quality 

of life and loyalty. Spanish Journal of Marketing - ESIC, 24(3). https://doi.org/10.1108/SJME-11-2019-0094 

Hollebeek, L. D., & Macky, K. (2019). Digital Content Marketing’s Role in Fostering Consumer Engagement, Trust, 

and Value: Framework, Fundamental Propositions, and Implications. Journal of Interactive Marketing, 45. 

https://doi.org/10.1016/j.intmar.2018.07.003 

Kaplan, A., & Haenlein, M. (2020). The challenges and opportunities of artificial intelligence. Business Horizons, 

63(1). 

Keller, K. L. (2009). Building strong brands in a modern marketing communications environment. Journal of 

Marketing Communications, 15(2–3). https://doi.org/10.1080/13527260902757530 

Kementerian Pariwisata dan Ekonomi Kreatif / Badan Pariwisata dan Ekonomi Kreatif. (2024). Subsektor Ekonomi 

Kreatif Kemenparekraf / Baparekraf Republik Indonesia. Kementerian Pariwisata Dan Ekonomi Kreatif / 

Badan Pariwisata Dan Ekonomi Kreatif. 

Lexy J, M. (2019). Metodologi Penelitian Kualitatif. Bandung, Remaja Rosdakarya. 



 Abdi et.al |  Daengku: Journal of Humanities and Social Sciences Innovation, 2024, 4(6): 1060–1069  

1068 

Liu, Y., Wu, M., Lai, K. H., Zhang, J. Z., & Wang, J. (2024). Strategic responses to market uncertainty: performance 

value of strategic agility and online-to-offline platform adoption. Enterprise Information Systems, 18(1). 

https://doi.org/10.1080/17517575.2023.2292983 

Miles, M. B. and A. M. H. (2014). Qualitative Data Analysis, A Methods Sourcebook, Edition 3. USA: Sage 

Publications. Terjemahan Tjetjep Rohindi Rohidi, UI-Press. Qualitative Data Analysis, A Methods 

Sourcebook, Edition 3. USA: Sage Publications. Terjemahan Tjetjep Rohindi Rohidi, UI-Press. 

Muchlis, N. F. Fajriaty., Rahayu, M., Renold, & Ridwan, M. (2024). Spotlight on festival travellers: Profiles, 

Motivations, and Experiences of Dieng Culture Festival Travellers, Indonesia. Jurnal Ilmiah Poli Bisnis, 

16(1), 42–55. 

Nesterenko, V., Miskiewicz, R., & Abazov, R. (2023). MARKETING COMMUNICATIONS IN THE ERA OF 

DIGITAL TRANSFORMATION. Virtual Economics, 6(1). https://doi.org/10.34021/VE.2023.06.01(4) 

Nurhayati, H., Saufi, A., & Rinuastuti, B. H. (2022). Analysis of Local Gastronomy to Become the Positioning of 

Tourism Destination (Case Study of Merangkat Chicken in Bilebante Tourism Village, Central Lombok). 

International Journal of Social Science Research and Review, 5(3). https://doi.org/10.47814/ijssrr.v5i3.174 

Nyoman Siryayasa, I., Rahmayanti, F., Arfin Muhammad Salim, M., & Ridwan, M. (2024). Influencer: Sumber Daya 

Promosi yang Ramah Wisatawan Milenial. Briliant: Jurnal Riset Dan Konseptual, 9(1), 58–72. 

https://doi.org/10.28926/briliant.v9i1 

Pradhan, B. B. (2019). A case study: Designing a restaurant marketing strategy. International Journal of 

Psychosocial Rehabilitation, 23(6). https://doi.org/10.37200/IJPR/V23I6/PR190728 

Riska Veronika, Nila Sartika Achmadi, & Dewi Andriani. (2024). The Implementation of Waiters And Waitresses’ 

Upselling Techniques At Ticket’s Cafe of Horison Ultima Makassar Hotel. Pusaka : Journal of Tourism, 

Hospitality, Travel and Business Event, 59–65. https://doi.org/10.33649/pusaka.v2i1.41 

Schivinski, B., & Dabrowski, D. (2016). The effect of social media communication on consumer perceptions of 

brands. Journal of Marketing Communications, 22(2). https://doi.org/10.1080/13527266.2013.871323 

Serly Hasibuan. (2022). Statistik Penyedia Makan dan Minum 2022. In Badan Pusat Statistik (Vol. 6, Issue 1). 

Shin, S., & Xiang, Z. (2020). Social media-induced tourism: A conceptual framework. E-Review of Tourism 

Research, 17(4). 

Swaminathan, V., Schwartz, H. A., Menezes, R., & Hill, S. (2022). The Language of Brands in Social Media: Using 

Topic Modeling on Social Media Conversations to Drive Brand Strategy. Journal of Interactive Marketing, 

57(2). https://doi.org/10.1177/10949968221088275 

Syabani, T. S., & Prasetyo, A. (2024). Analysis of the Influence of Blog Content on Brand Awareness in the Digital 

Age: A Case Study 99.co Indonesia. Daengku: Journal of Humanities and Social Sciences Innovation, 4(4), 

647–655. https://doi.org/10.35877/454RI.daengku2640 

Tlabela, K., & Douglas, A. (2022). Visitor Information Centres’ Contribution Towards Creating Memorable Visitor 

Experiences. African Journal of Hospitality, Tourism and Leisure, 11(SpecialEdition2). 

https://doi.org/10.46222/ajhtl.19770720.325 

Topor, D. I., Maican, S. Ștefania, Paștiu, C. A., Pugna, I. B., & Solovăstru, M. Ștefan. (2022). USING CSR 

COMMUNICATION THROUGH SOCIAL MEDIA FOR DEVELOPING LONG-TERM CUSTOMER 

RELATIONSHIPS. THE CASE OF ROMANIAN CONSUMERS. Economic Computation and Economic 

Cybernetics Studies and Research, 56(2). https://doi.org/10.24818/18423264/56.2.22.17 

Türker, N., & Süzer, Ö. (2022). Tourists’ food and beverage consumption trends in the context of culinary 

movements: The case of Safranbolu. International Journal of Gastronomy and Food Science, 27. 

https://doi.org/10.1016/j.ijgfs.2021.100463 

Velentza, A., & Metaxas, T. (2023). The Role of Digital Marketing in Tourism Businesses: An Empirical 

Investigation in Greece. Businesses, 3(2). https://doi.org/10.3390/businesses3020018 

Virani, P. R. (2024). Marketing Communications in The Era of Digital Transformation. International Journal of 

Scientific and Research Publications, 14(2). https://doi.org/10.29322/ijsrp.14.02.2023.p14618 



 Abdi et.al |  Daengku: Journal of Humanities and Social Sciences Innovation, 2024, 4(6): 1060–1069  

1069 

Wan Farah Wani Wan Fakhruddin, & Muhammad Arfin Muhammad Salim. (2023). Fostering The Indonesian 

Culinary Through Language and Visual on Social Media: Tourism Discourse Perspective. Pusaka : Journal of 

Tourism, Hospitality, Travel and Business Event, 106–117. https://doi.org/10.33649/pusaka.v5i2.255 

We Are Social. (2021). HootSuite We are social (January 2021), “Hootsuite-We-are-Social-Indonesian-Digital-

Report-2021“. Global Digital Insights. 

Wijaya, J., & Putra, S. D. (2023). Relationships between Service Quality, Brand Image, Customer Satisfaction, and 

Customer Loyalty of UC Makassar. Jurnal Entrepreneur Dan Entrepreneurship, 12(2). 

https://doi.org/10.37715/jee.v12i2.4084 

World Tourism Organization. (2022). https://doi.org/10.18356/9789210558693c228 

Zhang, T., & Huang, X. (2022). Viral marketing: influencer marketing pivots in tourism–a case study of meme 

influencer instigated travel interest surge. In Current Issues in Tourism (Vol. 25, Issue 4). 

https://doi.org/10.1080/13683500.2021.1910214 

 


