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Abstract.

This research investigates the implementation and effectiveness of Integrated Marketing
Communication (IMC) for promoting Pawukon-based ethno-wellness tourism in Sidorejo
Tourism Village, Indonesia. Using a mixed-methods approach, data were collected
through tourist surveys, management interviews, and field observations to analyze the five
IMC components: advertising, sales promotion, personal selling, public relations, and
direct marketing. The findings identify a critical implementation gap. The village’s strategy
relies heavily on organic personal selling, which is effective for on-site visitor conversion,
but lacks coordinated advertising, digital marketing, and proactive public relations to build
broader market awareness. This creates a paradox where communication deepens the
experience for existing visitors but fails to attract new audiences. The study concludes that
Sidorejo’s current promotional efforts are fragmented and not strategically integrated,
significantly limiting its growth potential. The main argument is that transitioning from an
informal, community-based promotional model to a structured IMC strategy is essential.
Such a strategy must amplify authentic narratives through digital content and media
engagement to bridge the gap between the destination’s unique offerings and its market
visibility.
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Abstrak.

Penelitian ini mengkaji penerapan dan efektivitas Komunikasi Pemasaran Terpadu (IMC) untuk
mempromosikan wisata ethno-wellness berbasis Pawnkon di Desa Wisata Sidorejo, Indonesia. Dengan
pendekatan metode campuran, data dikumpullan melalni survei wisatawan, wawancara pengelola, dan
observasi lapangan untuk menganalisis lima komponen IMC: periklanan, promosi penjualan, penjualan
langsung, bumas, dan pemasaran langsung. Temuan menunjukan adanya kesenjangan kritis dalam
penerapan IMC. Strategi promosi desa saat ini terlaln bergantung pada penjualan langsung secara
organik. Metode tersebut efektif untuk mengonversi pengunjung yang sudab datang, namun tidak
didukung oleh periklanan terkoordinasi, pemasaran digital, atan humas proaktif yang dapat membangun
kesadaran pasar yang lebih lnas. Hal ini menciptakan paradoks di mana komunikasi memperdalam
pengalaman bagi pengunjung yang ada tetapi gagal menarik audiens barn. Studi menyimpulkan babwa
upaya promosi Sidorejo saat ini terfragmentasi dan tidak ferintegrasi secara strategis, yang sangat
membatasi potensi pertumbubannya. Kesimpulan dari penelitian ini adalah babwa peraliban model
promosi informal berbasis komunitas ke strategi IMC yang terstruktur sangat penting dilakukan.
Strategi tersebut harus mampu memperkuat narasi antentik melalui konten digital dan keterlibatan
media, guna menjembatani kesenjangan antara keunikan destinasi dan visibilitasnya di pasar.
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1. Introduction

The global tourism industry has undergone a profound transformation, shifting towards experiences
that prioritize personal well-being, cultural immersion, and holistic health. This evolution has
cemented wellness tourism as one of the fastest-growing sectors, a trend accelerated by the post-
pandemic quest for mental and physical restoration (Amrullah et al., 2023; Gutierriz & Fernandes,
2023). Within this expansive domain, a distinct niche known as ethno-wellness tourism has gained
prominence. It integrates indigenous knowledge systems, traditional healing practices, and cultural
spirituality into the tourist expetience, positioning local communities as custodians of both cultural
heritage and personal well-being (Hariyadi et al., 2024). The Asia-Pacific region, with its deep-rooted
traditions connecting nature, spirituality, and health, is a pivotal arena for this trend. Indonesia,
particularly cultural heartlands like Yogyakarta and Central Java, possesses immense potential due to
its rich biodiversity and practices such as Javanese jamu (herbal medicine) and philosophies of life
balance (Wicaksana & Rachman, 2018).

The opportunity for ethno-wellness tourism is substantiated by strong regional recovery data. The
Special Region of Yogyakarta has witnessed a robust resurgence in domestic tourism post-pandemic,
alongside a steady increase in the number of designated tourism villages, indicating a favorable
environment for niche development (Bapperida Jogja, 2024). Within this context, Sidorejo Tourism
Village in Kulon Progo emerges as a prime candidate for ethno-wellness development. It offers
unique assets rooted in Javanese tradition, including Jamu Pawukon (personalized herbal medicine
based on the Javanese calendrical system) and other culturally grounded wellness practices (Hariyadi
et al., 2024). However, as evidenced in Table 2, its visitor numbers, while growing, remain modest
and disproportionate to both its unique offerings and the scale of regional tourism activity. This
disparity highlights a critical gap between potential and realized market interest.

Integrated Marketing Communication (IMC) is defined as a strategic process for planning, creating,
integrating, and implementing various forms of communications to ensure clarity, consistency, and
maximum impact (Al Amin et al., 2022; Percy, 2023). Its core function is to inform, persuade, and
influence consumer decisions through a coordinated mix of tools, including advertising, sales
promotion, public relations, personal selling, and direct and digital marketing (Belch & Belch, 2021;
Boone & Kurtz, 2022; Kotler et al., 2023). In tourism, IMC is recognized as vital for building
destination awareness, shaping a distinctive brand identity, and driving visitor interest (Pramanik &
Khan Rakib, 2020). Research indicates that for niche tourism, a well-integrated strategy is essential to
communicate a unique value proposition effectively (Alvarez-Sanchez et al., 2024).

This study addresses a significant gap in the intersection of IMC theory and community-based
tourism development. While extensive literature exists on both IMC frameworks (Belch & Belch,
2021; Kotler et al., 2023) and wellness tourism (Smith, 2022; Sylchuk et al., 2023), there is limited
empirical investigation into how IMC principles are operationalized in low-resource, community-
driven cultural tourism contexts. Most IMC research assumes organizational structures with
dedicated marketing budgets and professional staff, a condition rarely met in village-based tourism
enterprises (Buhalis et al., 2023). Furthermore, the specific application of IMC to ethno-wellness
tourism, where cultural authenticity is both the product and the brand, remains underexplored.
Therefore, this study contributes theoretically by extending IMC discourse into the unique domain
of community-managed cultural heritage tourism and practically by offering an evidence-based
diagnostic framework for similar destinations seeking to transition from organic to strategic
promotion.

The case of Sidorejo reveals that in low-resource contexts, IMC implementation is often fragmented
and reliant on interpersonal channels, and that effectiveness is contingent on strategic coordination
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rather than the mere presence of communication tools. This study aims to diagnose and analyze the
current promotional efforts in Sidorejo through the lens of IMC theory. The findings ate expected
to vield actionable insights for developing an optimized, culturally attuned IMC strategy, offering a
replicable model for similar destinations seeking to leverage strategic promotion for sustainable
growth.

2. Literature Review

This chapter reviews relevant previous studies to establish the conceptual and theoretical foundation
of the research. The literature is organized to build progressively from general tourism concepts to
the specific analytical framework of IMC, with each sub-section directly informing the conceptual
framework for empirical analysis.

2.1. Village Tourism

Village tourism is conceptualized in academic literature through several complementary definitions
that emphasize its community-based nature and cultural-natural foundations. It is broadly understood
as a community-based approach that integrates local cultural values and natural resources(Yusrizal et
al., 2024). Similarly, it is described as a village formally designated as a tourist attraction, which
combines attractions, accommodations, and supporting facilities within a community structure
(Qahar et al., 2025). Further definitions characterize it as the transformation of village settlements
into destinations that emphasize local arts, culture, and natural beauty (Badal & Adhiakri, 2024). This
concept is also framed as tourism focused specifically on traditional villages and their cultural heritage,
offering authentic local experiences (X. Chen & Li, 2022). In this context, it is likewise defined as a
form of travel centered on rural areas, with a strong emphasis on indigenous culture, traditions, and
vernacular architecture (Kurnaz & Aniktar, 2024). These definitions collectively present village
tourism as a holistic model where rural communities use their unique cultural, social, and
environmental assets to create sustainable visitor experiences. This framework establishes Sidorejo
as a community-based destination where cultural assets serve as the primary attraction.

2.2, Cultural Tourism

Cultural tourism, defined by the interplay between cultural heritage and travel, has evolved
substantially from an elite niche market in the early 1990s to a major segment representing 39% of
international arrivals (Smith, 2022). Fundamentally, it involves the tourist consumption of culture,
encompassing both tangible heritage sites and intangible living experiences (Richards, 2022). This
broad field is characterized by the exploration of a community’s arts, traditions, and lifestyle
(Benhaida et al., 2024), inviting deeper engagement with history, art, and social practices (Richa &
Naithani, 2024). Ultimately, cultural tourism is understood as a dynamic interrelationship that
enriches both the cultural meaning of places and the quality of the tourist experience itself (Vaz Serra
et al., 2023). This literature establishes the theoretical basis for understanding how cultural heritage
can be transformed into a marketable tourism product, which is essential for analyzing Sidorejo’s
ethno-wellness offerings.

2.3.  Wellness Tourism

Wellness tourism is broadly defined as travel aimed at improving and balancing all domains of human
life, including physical, mental, emotional, and spiritual aspects (Smith, 2022). This form of tourism
emphasizes proactive lifestyle choices, such as fitness, healthy eating, and relaxation, distinguishing it
from medical tourism, which focuses on treatment (Sylchuk et al., 2023). Furthermore, wellness
tourism focuses on customization, quality, and sustainability, catering to consumers’ desires for
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unique wellness programs while integrating cultural elements into tourism operations (Talukder et al.,
2025). It encompasses activities that enhance personal well-being, emphasizing service experience,
perceived value, and experiential satisfaction, ultimately contributing to an improved quality of life
for individuals or tourists (Nguyen-Van et al., 2024). This body of literature provides the theoretical
foundation for positioning Sidorejo within the broader wellness tourism market and understanding
tourist expectations of wellness experiences.

24. Ethno-wellness Tourism

The concept of ethno-wellness is defined as a holistic health paradigm that incorporates traditional
beliefs and cultural practices (Gunawijaya et al., 2023). Building upon this, McKinley (2024) elaborates
that such an approach integrates cultural, spiritual, familial, mental, behavioral, and physical
dimensions. Furthermore, Wenning (2021) provides a more focused perspective, characterizing
ethno-wellness as the state of an individual’s well-being as directly influenced by their cultural milieu.
In essence, these practices represent a comprehensive system that unites body, mind, and spirit
through local wisdom and inherited tradition (Kusumawidjaya et al., 2023). When applied within
tourism, this concept evolves into ethno-wellness tourism, a travel form where culture is central to
creating experiences that fuse cultural traditions with local practices, thereby enhancing authenticity
and strengthening destination appeal (Bakhtin, 2022). Consequently, this tourism modality extends
beyond mere physical health to promote psychological and spiritual well-being, aligning with a
multidimensional understanding of health (Pirastyo et al., 2023). This literature directly informs the
analysis of Sidorejo’s unique value proposition as a destination offering culturally grounded wellness
experiences based on Javanese traditions.

2.5, Integrated Marketing Communication

Integrated Marketing Communication (IMC) synthesizes advertising, sales promotion, public
relations, personal selling, and direct marketing to disseminate a consistent brand message across
multiple platforms, thereby strengthening brand awareness and fostering consumer engagement
(Belch & Belch, 2021; Noveriyanto, 2021). Within this framework, advertising functions as a
fundamental instrument for building brand recognition and broadcasting messages, with its efficacy
heightened by the shift toward digital platforms that enable more interactive and personalized
outreach (Wang, 2021). Complementing this, sales promotions provide short-term incentives, such
as discounts or contests that spark immediate consumer action and support both customer
acquisition and retention (Christian & Dominik, 2022). Simultaneously, public relations cultivates a
positive brand reputation and nurtures stakeholder relationships, which is especially critical in an era
where transparency builds credibility (Hudders & Lou, 2022). Personal selling adds a direct,
interpersonal dimension, allowing for customized communication that can decisively influence
purchase decisions and loyalty (Kerr et al., 2024). Finally, direct marketing employs data-driven,
personalized appeals, often through digital channels, to deepen customer intimacy and engagement,
thereby constituting an essential element of contemporary marketing practice (Liu et al., 2024). These
enable a cohesive and persuasive communication strategy which guides the diagnosis of Sidorejo’s
current promotional strategy and provides the theoretical basis for analyzing the empirical data.

2.6.  Conceptual Framewortk

The literature reviewed above establishes the theoretical foundation for this study. Village tourism
and cultural tourism demonstrate that community-based destinations leverage cultural heritage as
their primary attraction. Wellness tourism and ethno-wellness tourism establish the growing market
demand for culturally grounded health experiences. The IMC literature provides the framework for
understanding how destinations strategically communicate their value proposition. However, the
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application of IMC principles to community-based ethno-wellness tourism remains under-
researched. This study addresses this gap by applying the five-component IMC framework to
diagnose the promotional practices of Sidorejo Tourism Village. The conceptual framework posits
that tourist interest is influenced by the coordinated implementation of these IMC components, and
that effectiveness is contingent on strategic integration rather than isolated activities.

3. Methodology

This research was conducted at Sidorejo Tourism Village, Kulon Progo Regency, Special Region of
Yogyakarta, which is strategically developing all components of the Integrated Marketing
Communication framework (Advertising, Sales Promotion, Public Relations, Personal Selling, and
Direct and Digital Marketing). The location was selected purposively due to its status as a pioneer
village developing Pawukon-based ethno-wellness tourism and its need for strategic communication
development.

The Special Region of Yogyakarta, as shown in Table 1, displays a strong post-pandemic recovery in
domestic travel alongside a growing number of tourism villages, providing a supportive foundation

for niche tourism development (Bapperida Jogja, 2024).

Table 1. Tourism Growth in The Special Region of Yogyakarta (2020-2024)

Year  Tourism Villages in the Special Annual Domestic Tourist Visits to the
Region of Yogyakarta Special Region of Yogyakarta

(Thousands)*

2020 67 307
2021 148 2.625
2022 125 908
2023 148 1.760
2024 181 2.350

Source: Bapperida Jogja, 2024

Sidotejo attracts relatively few visitors despite Yogyakatta's overall tourism growth. Table 2
highlights a significant gap between low arrival numbers and the village's unique ethno-wellness
potential. This imbalance proves that the destination requires strategic marketing intervention.

Table 2. Tourism Growth in the Special Region of Yogyakarta (2021-2024)

Year Total Visitors
2021 0
2022 0
2023 150
2024 151

Source: Sidorejo Tourism Village, 2024

This study employed a mixed-methods approach, integrating quantitative and qualitative data
collection and analysis. This design was chosen to provide a comprehensive understanding of
IMC implementation and effectiveness, as quantitative data capture tourist perceptions while
qualitative data reveal the operational realities and contextual factors influencing those
perceptions. The combination of methods enables triangulation, enhancing the validity and depth
of findings (Creswell & Creswell, 2018).

ASEAN Journal on Hospitality and Tourism



Developing an IMC Strategy for Ethno-Wellness Tourism in Sidorejo Tourism Village 141

Primary quantitative data were obtained through surveys using questionnaires distributed to 50
tourists who had visited Sidorejo Tourism Village. Primary qualitative data were gathered through
in-depth interviews with village managers, guides, and community representatives, as well as direct
observation of promotional practices. Secondary data sources included tourism village
management reports, relevant scientific literature, and supporting documentation from
government agencies. Data were collected using four instruments: 1) A Questionnaire employing
a 1-4 Likert scale to measure tourist perceptions of each indicator within the Integrated Marketing
Communication components; 2) observation; 3) Documentation studies of village reports and
archives; and 4) interviews with the management.

The research sample was selected using a purposive sampling technique, with the main criterion
being tourists who had experienced Sidorejo’s ethno-wellness activities. The quantitative sample
consisted of 50 respondents, a sample size considered adequate for descriptive studies in tourism
research (Hair et al., 2019). For qualitative data, key informants included village management, tour
guides, and community representatives, selected based on their direct involvement in promotional
activities.

Quantitative data were analyzed using SPSS version 27. Validity tests employed Pearson
correlation, with items deemed wvalid if the calculated t-value exceeded the critical r-table value of
0.273. Reliability was assessed using Cronbach’s Alpha coefficient, with a threshold of 0.70
indicating acceptable internal consistency (Hair et al, 2019). Descriptive statistical analysis,
including mean ratings, was performed to assess tourist perceptions of each IMC component.
Qualitative data were analyzed using the interactive model of Miles and Huberman (2020) through
data reduction, data display, and conclusion drawing. The results of both analyses were then
integrated through triangulation to provide comprehensive findings.

4. Result

The study engaged 50 tourists who had experienced Sidorejo’s ethno-wellness offerings. The
demographic profile reveals a distinct market segment highly relevant for niche tourism
development. The majority of respondents were female (74%), aged 22-31 years (70%), and held
a bachelor’s degree (66%). This profile indicates a young, educated segment that values cultural
enrichment and experiential learning, aligning with the ethno-wellness concept. The dominance
of female respondents is consistent with global wellness tourism trends, which often report higher
female participation rates. Furthermore, Instagram (46.24%) and TikTok (29.03%) emerged as
the primary social media platforms used by respondents, confirming that the target market is
digitally native and receptive to visual storytelling. This demographic is inherently inclined to share
experiences online, making them potential digital ambassadors for the destination. Understanding
this profile is essential for designing an IMC strategy that effectively reaches and engages the core
market.

The reliability of the IMC measurement scale was evaluated before the perceptual data was
analyzed. A Cronbach’s alpha of 0.911 comfortably exceeds the standard 0.70 threshold,
confirming excellent internal consistency for the 20-item instrument across the five IMC
components. Moreover, tourist perceptions were measured using a Likert scale 1-4. The mean
ratings for indicators across the five IMC components are presented below (Table 3).

The operational practices within Sidorejo Village, as revealed through interviews and
observations, provide essential context for interpreting the quantitative perceptual data. These
real-world practices directly explain the strengths and weaknesses captured in the tourist survey
scores.
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Table 3. Mean Rating Analysis of IMC Components in Sidorejo Tourism Village

Components Indicator Mean Rating
Advertising ADV1: 1 find village ads more appealing when they feature direct 3.34
tourist experiences.
ADV?2: 1 find digital ads (video, social media) more effective 3.18
than print ads (brochures, billboards).
ADV3: 1 find the promotional ads for the village very 2.74
informative.
ADV4: 1 first learned about Sidorejo Tourism Village through 2.58
social media ads.
Sales Promotion SPR1: I am interested in revisiting if offered a special discount 3.34
for repeat visitors.
SPR2: I am interested in visiting if there are discounts or special 3.30
offers on tour packages.
SPR3: I find family packages appealing and a motivator to visit. 3.20
SPR4: I am interested in revisiting if offered a free jamu or yoga 3.18
session.
Personal Selling PSS1: I am interested in buying a package after getting a 3.24
recommendation from a tourist who has visited before.
PSS2: T am interested in buying wellness products/setvices if 3.24
there is a direct offer like a discount or special package.
PSS3: I am satisfied with the wellness experience and products I 3.22
bought directly at the destination.
PSS4: The detailed explanation of tour packages directly by the 3.18
manager helps me choose this village as a destination.
Public Relations PRS1: The village would be more widely known if it participated 3.36
in special ethno-wellness tourism events or exhibitions.
PRS2: PR activities like media articles or press releases help me 3.18
get clearer information about the wellness concept.
PRS3: The information I get through articles or news matches 3.00
my actual experience at the village.
PRS4: 1 first learned about Sidorejo Tourism Village through 2.38
media coverage.
Direct & Digital DDMI1: Promotions offered through digital marketing drive my 3.22
Marketing interest to visit the destination.
DDM2: Direct marketing using email or brochures provides 2.96
clear information about the offered tour packages.
DDM3: Information I receive via telemarketing, email, or SMS 2.78
marketing sparks my interest to visit.
DDM4: I learn about specific village attractions through email or 2.50
WhatsApp.

Source: Data Processing Results, 2025

The analysis of the Advertising component reveals a significant implementation gap. The very
low mean score indicating minimal awareness generated through social media ads, at 2.58, is a
direct consequence of the village’s non-formal promotional approach. Management interviews
consistently described promotional activities as organic and community-reliant. There is no
dedicated strategy, budget, or calendar for paid advertising campaigns on digital or traditional
media. This operational reality explains why tourist perceptions of advertising effectiveness
remain low, despite their acknowledged preference for digital and testimonial ad formats, which
scored 3.34 and 3.18 respectively.
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The qualitative data surrounding Sales Promotion uncovers a strategic oversight. Tourist survey
results demonstrated high receptivity to incentives, with scores for loyalty discounts and package
deals ranging from 3.18 to 3.34. However, management practices do not capitalize on this
demand. Interviews confirmed that discounts or special offers are not part of a structured
marketing plan. They are provided occasionally and on a discretionary basis rather than as strategic
tools to drive bookings or encourage repeat visitation. This explains the component’s status as a
high-potential but unrealized avenue for growth.

Personal Selling emerges from the qualitative findings as the operational backbone of village
promotion, which aligns perfectly with its strong quantitative scores between 3.18 and 3.24. This
method is not a supplementary activity but the central promotional mechanism. Managers and
guides engage extensively in direct, face-to-face communication, dedicating time to narrate the
cultural significance of the wellness practices. This qualitative insight confirms that the high value
tourists place on direct explanations and peer recommendations is rooted in an authentic and
consistent interpersonal exchange that effectively builds trust and facilitates conversion.

A stark contradiction within the Public Relations data is clarified by examining its implementation.
The component received the highest single score for the perceived benefit of event participation,
at 3.30, yet the lowest score for awareness from media coverage, at 2.38. Field observations
indicate that while the village participates in external events such as regional tourism exhibitions,
this activity is not supported by professional PR execution. There is no evidence of proactive
media outreach, press release distribution, or relationship management with journalists.
Therefore, the high potential score reflects a market belief in what PR could do, while the low
awareness score reflects what it currently does not achieve due to a lack of strategic effort and
understanding,.

Finally, the operational approach to Direct and Digital Marketing elucidates the disconnect in its
perceptual scores. The general belief in the power of digital promotion scored a 3.22, but the
effectiveness of specific tools like email and WhatsApp scored between 2.50 and 2.96.
Observations of village practices show that social media platforms are managed reactively without
a coherent content strategy, functioning as simple notice boards. The community struggles to use
direct marketing broadcasts effectively to build personalized customer relationships. This
qualitative finding confirms that low execution scores stem from a mismatch between channel
usage and strategic digital engagement.

5. Discussion

This discussion examines the significance of the findings to address how Integrated Marketing
Communication is implemented and how effective it is in generating tourist interest for Sidorejo’s
Pawukon-based ethno-wellness tourism. The results reveal an implementation that is predominantly
organic and uncoordinated, with effectiveness being critically dependent on interpersonal channels
rather than a strategic mix.

The findings situate Sidorejo within a well-documented challenge in cultural and rural tourism: the
struggle to transition from a place of inherent value to a competitively positioned destination. This
challenge is not merely operational but theoretical, testing the applicability of formal marketing
frameworks like IMC in contexts where commerce is deeply intertwined with cultural preservation
and community identity. The IMC paradigm, with its roots in commercial brand management,
assumes a level of centralized control and strategic intent that often does not exist in village-based
tourism enterprises, which frequently prioritize social capital and authenticity over market capture
(Buhalis et al., 2023). Therefore, analyzing Sidorejo’s communication efforts requires evaluating them
against both the ideal of integrated strategy and the practical realities of community-led development.
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5.1, Advertising

The Advertising component reveals a significant implementation gap between tourist preferences
and actual practice. The very low mean score indicating minimal awareness generated through social
media ads, at 2.58, is a direct consequence of the village’s non-formal promotional approach.
Management interviews consistently described promotional activities as organic and community-
reliant, with no dedicated strategy, budget, or calendar for paid advertising campaigns. This
operational reality explains why tourist perceptions of advertising effectiveness remain low, despite
their acknowledged preference for digital and testimonial ad formats, which scored 3.34 and 3.18
respectively.

The findings demonstrate that while tourists strongly believe in the effectiveness of digital advertising
featuring authentic experiences, the absence of structured advertising means these preferences are
not being met. This gap aligns with findings by Kumar and Barua (2024), who noted a “digital
presence gap” in emerging destinations where platforms exist but strategic utilization does not. The
Sidorejo case illustrates that advertising as an IMC tool is currently non-functional for awareness
creation. This contrasts with Sagitarini’s (2024) research in other contexts, which found digital
advertising to be a significant driver of visit intention. The difference lies in execution: Sagitarini’s
findings assume active advertising implementation, whereas Sidorejo’s low awareness scores stem
from implementation failure rather than channel ineffectiveness.

The high score for ads featuring direct tourist experiences (3.34) provides a clear strategic direction.
This preference aligns with the broader literature on authentic content marketing, where user-
generated and testimonial-style content is more trusted and engaging than corporate messaging
(Prados-Pefia et al., 2022). The management of Sidorejo Tourism Village must leverage its authentic
storytelling strengths to produce short videos of actual visitor experiences. This strategy aligns current
marketing practices with tourist preferences. The resulting media converts inactive advertising into
an effective driver of destination awareness.

5.2, Sales Promotion

The Sales Promotion component reveals a critical strategic oversight. Tourist survey results
demonstrated high receptivity to incentives, with scores for loyalty discounts (3.34), package
discounts (3.30), family packages (3.20), and free jamu or yoga sessions (3.18). However, management
practices do not capitalize on this demand. Interviews confirmed that discounts or special offers are
not part of a structured marketing plan but are provided occasionally and on a discretionary basis.

This finding indicates a significant missed opportunity. Literature positions tactical promotions as
highly effective for stimulating demand in growing destinations, particularly for encouraging trial and
repeat visitation (Setegn & Japee, 2025). The expressed interest in family packages aligns with broader
tourism trends favoring multi-generational travel focused on shared experiences (Qenaj & Beqiri,
2022). The failure to act on this clear market signal represents a strategic misalignment between tourist
preference and operational practice, a problem noted by Devkota et al. (2023) in other cultural
tourism villages where community management lacks marketing expertise.

The Sidorejo case demonstrates that tourist interest, while present, is not being systematically
converted into visitation due to the absence of promotional incentives. This has practical implications
for similar destinations: understanding tourist preferences for incentives is insufficient without the
operational capacity to implement them strategically. The simple development of a framework for
seasonal promotions, early-bird booking discounts, or value-added family packages could directly
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translate market interest into concrete bookings, addressing the visitor number gap identified in the
introduction.

5.3. Personal Selling

Personal Selling emerges from the findings as the operational backbone of village promotion, aligning
perfectly with its strong quantitative scores between 3.18 and 3.24. This method is not a
supplementaty activity but the central promotional mechanism. Managers and guides engage
extensively in direct, face-to-face communication, dedicating time to narrate the cultural significance
of the wellness practices. This qualitative insight confirms that the high value tourists place on direct
explanations and peer recommendations is rooted in an authentic and consistent interpersonal
exchange that effectively builds trust and facilitates conversion.

This finding strongly supports literature on experiential tourism, which argues that for intangible,
culture-heavy services, interpersonal trust and narrative are the primary drivers of value and
conversion (Prados-Pefia et al., 2022). It also echoes research by Jing and Loang (2024), which
emphasizes the guide’s role as a cultural mediator in achieving perceived authenticity. However, this
stands in contrast to studies in more mainstream destinations where personal selling’s impact is often
limited (Azmi et al., 2025). This difference underscores a key theoretical insight: the efficacy of
specific IMC tools is contingent on the product’s nature. For Sidorejo’s complex ethno-wellness
offering, personal selling is not merely a promotional tool but a core part of the product delivery
itself.

The over-reliance on personal selling, while effective for conversion, introduces a vulnerability to the
destination’s long-term sustainability. This model is highly dependent on the knowledge and charisma
of individual guides and the spontancous generation of positive word-of-mouth. It lacks the
systematic lead generation and brand-building functions of advertising and PR that ensure a pipeline
of new visitors. As Chen et al. (2023) note in wellness tourism, destinations must balance deep,
authentic engagement with strategic outreach to ensure economic viability. A lack of balance will
keep Sidorejo permanently in the “pioneer” phase of development. This position leaves the
destination vulnerable to unpredictable guide availability and stops the community from turning its
unique assets into shared prosperity. Empirical evidence shows that their marketing impact is highly
unequal. Personal recommendations drive strong interest during visits, but strategic media fails to
build early public awareness.

5.4.  Public Relations

The Public Relations data reveals a stark contradiction between perceived potential and actual
effectiveness. The component received the highest single score for the perceived benefit of event
participation, at 3.36, yet the lowest score for awareness from media coverage, at 2.38. Field
observations indicate that while the village participates in external events such as regional tourism
exhibitions, this activity is not supported by professional PR execution. There is no evidence of
proactive media outreach, press release distribution, or relationship management with journalists.
Therefore, the high potential score reflects a market belief in what PR could do, while the low
awareness score reflects what it currently does not achieve due to a lack of strategic effort.

This “credibility deficit” is particularly consequential in the current media landscape. In an era where
consumers are skeptical of paid advertising, earned media and third-party endorsements atre critical
for building legitimacy (Yen & Yu, 2022). Sidorejo’s absence from media narratives means it misses
out on this powerful form of social proof. While the community may participate in events, the failure
to translate this into press releases, influencer collaborations, or feature stories means these activities
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do not amplify the brand. This contrasts with successful case studies where cultural villages have used
strategic PR to become known for specific traditions, effectively moving from local sites to points of
interest on the cultural tourism map (Phuanpoh & Ketsomboon, 2023). The evidence suggests that
PR effectiveness in community-based tourism requires not just participation in events but also
professional media relations and proactive storytelling.

The high score for event participation (3.36) indicates that tourists perceive PR activities as valuable
when they are visible and engaging. This aligns with research by Sawir et al. (2024), who found that
community participation in events can be transformative for tourism development when supported
by clear communication strategies. The management of Sidorejo’s village requires a shift from
random participation to targeted public relations planning. Effective implementation involves
producing media kits, networking with specialized wellness influencers and journalists, and using
events for media exposure instead of treating them as isolated activities.

5.5, Direct and Digital Marketing

The Direct and Digital Marketing component exposes a fundamental misalighment between channel
availability and strategic utilization. The general belief in the power of digital promotion scored a
3.22, but the effectiveness of specific tools like email and WhatsApp scored between 2.50 and 2.96.
Observations of village practices show that social media platforms are managed reactively without a
coherent content strategy, functioning as simple notice boards. Similarly, direct marketing channels
are used for irregular broadcast messages rather than for fostering personalized dialogue or customer
relationships.

This misalignment between channel potential and execution effectiveness is consistent with research
by Islami et al. (2024), who found that the success of digital promotion depends on content alighment
with platform trends and audience preferences. Sidorejo’s social media presence functions as a static
information board rather than an interactive engagement platform, failing to leverage the algorithms
and interactive features that drive discovery on platforms like Instagram and TikTok. This gap
represents a significant missed opportunity given the digital-native profile of the target demographic,
with 46.24% using Instagram and 29.03% using TikTok as primary platforms.

The findings contrast with research on digitally mature destinations where social media is a primary
awareness driver (Ozer et al., 2025). Instead, Sidorejo’s situation echoes the challenges noted by
Kumar and Barua (2024)in emerging destinations, where a lack of digital marketing literacy leads to
ineffective promotion. The low scores for email and WhatsApp information (2.50-2.96) further
indicate that direct marketing tools are not being used effectively. According to Kotler et al. (2023),
direct marketing should facilitate personalized, two-way communication to foster long-term customer
relationships, but Sidorejo’s current approach is largely one-way and passive. The strategic
realighment should involve a content strategy for Instagram and TikTok that embraces storytelling,
user-generated content, and interactive engagement.

6. Conclusion

This study accomplished its objective by diagnosing the implementation and effectiveness of
Integrated Marketing Communication for Pawukon-based ethno-wellness tourism in Sidorejo
Village. The findings reveal a critical gap: IMC is implemented informally, relying almost exclusively
on organic personal selling and word-of-mouth, while strategic components like advertising, digital
marketing, and public relations are severely underutilized. Consequently, its effectiveness is
paradoxical. Communication is highly effective at building trust and converting visitors who are
already on-site but is strikingly ineffective at performing the essential marketing function of
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generating initial awareness and attracting a broader tourist base. This asymmetry between strong
experiential delivery and weak market outreach fundamentally limits the destination’s growth
potential.

The theoretical contribution of this study lies in extending IMC discourse into the unique domain of
community-managed cultural heritage tourism. The findings demonstrate that the efficacy of IMC
tools is contingent on the product’s nature, with personal selling being paramount for complex,
culture-intensive experiences. Furthermore, the study reveals that in low-resource contexts, IMC
implementation is often fragmented and reliant on interpersonal channels, and that effectiveness
depends on strategic coordination rather than the mere presence of communication tools. This
contributes to a more nuanced understanding of IMC in niche tourism contexts.

Tourism practitioners must realize that a unique, high-quality product is not enough for ethno-
wellness destinations. Long-term sustainability depends entirely on strategic, integrated marketing.
Village management should develop a minimum viable IMC plan that systematically captures and
amplifies its authentic personal narratives into targeted digital content, pursues proactive media
partnerships, and implements simple sales promotions to leverage expressed market demand.

The primary barrier is not the absence of communication tools, but the lack of strategic planning,
professional skills, and organizational capacity to coordinate these tools effectively. Investment in
marketing skills and strategic planning may be as important as investment in infrastructure and
product development. Future research should investigate the measurable impact of such an integrated
strategy on visitor growth and community benefit, providing a replicable model for similar cultural
tourism villages. In addition, transitioning from disorganized promotion to a structured
communication strategy is the key step for Sidorejo Tourism Village to turn its hidden potential into
actual success.

References

Al Amin, I. H., Winarno, E., Hartono, B., & Santoso, D. B. (2022). Integrated Marketing
Communication [IMC] Desa Wisata Wonolopo Dalam Upaya Publikasi Ikonik “Kampoeng
Jamu.” Ikra-Ith Abdimas, 6(1), 220-226. DOL: 10.37817 /ikra-ithabdimas.v6i1.2397.

Alvarez-Sanchez, A., Rojas-Lara, G. A., & Vaca-Gonzilez, E. (2024). The Impact of Health and
Wellness Tourism on Toutists’ Physical, Mental, and Emotional Balance. In Advances in Tourism,
Technology and Systems (pp. 539—-548). Springer Singapore. DOI: 10.1007/978-981-99-9765-7_47.

Amrullah, Kaltum, U., Sondari, M. C., & Pranita, D. (2023). The Influence of Capability, Business
Innovation, and Competitive Advantage on a Smart Sustainable Tourism Village and Its Impact

on the Management Performance of Tourism Villages on Java Island. Swustainability, 15(19),
14149. DOL: 10.3390/su151914149.

Azmi, N. A., Wita, G., & Mardhiah, D. (2025). Integrated Marketing Communication (Imc) Practice
in Tourism: Lessons Learned From Bukittinggi, Indonesia. Journal of the Geographical Institute Jovan
Cvijic SASA, 75(2), 285-301. DOI: 10.2298/1]GI12502285A.

Badal, B. P., & Adhiakri, P. (2024). A Review of Village Tourism in Nepal: Concept and Practice.
Pananti Journal, 2, 77-85. DOI: 10.3126/panauti.v2il.66582.

Bakhtin, V. A. (2022). Ethnocultural Aspects of Improving the Tourist Support of Medical Tourism.
Coyuodunamura, 12, 1-10. DOIL: 10.25136/2409-7144.2022.12.39331.

Bapperida Jogja. (2024). Jogia Datakn. Retreive from https://bapperida.jogjaprov.go.id/dataku/data

ASEAN Journal on Hospitality and Tourism


https://bapperida.jogjaprov.go.id/dataku/data_%20dasar/index?keyword=jumlah+wisatawan+nusantara

148 Salsabil Janitra, et al.

dasar/index?keyword=jumlah+wisatawan+nusantara.

Belch, G. E., & Belch, M. A. (2021). Advertising and Promotion: an Integrated Marketing Communications
Perspective (12th ed.). McGraw-Hill Education.

Benhaida, S., Saddou, H., Safaa, L., Perkumiene, D., & Labanauskas, V. (2024). Acquirements of
three decades of literature on cultural tourism. Journal of Infrastructure, Policy and Development, 8(06),
1-19. DOI: 10.24294/jipd.v8i6.3817.

Boone, L., & Kurtz, D. (2022). Contemporary marketing. In Cengage (19th ed.). Cengage.

Bubhalis, D., Leung, D., & Lin, M. (2023). Metaverse as a disruptive technology revolutionising
tourism management and marketing. Towrism Management, 97(June 2022), 104724. DOI:
10.1016/j.tourman.2023.104724.

Chen, K.-H., Huang, L., & Ye, Y. (2023). Research on the relationship between wellness tourism
experiencescape and revisit intention: a chain mediation model. International Journal of
Contemporary Hospitality Management, 35(3), 893-918. DOI: 10.1108/IJCHM-01-2022-0050.

Chen, X., & Li, B. (2022). Rethinking Cultural Creativity and Tourism Resilience in the Post-
Pandemic Era in Chinese Traditional Villages. Swstainability (Switzerland), 14(19). DOI:
10.3390/su141912371.

Christian, H., & Dominik, W. (2022). The value relevance of digital marketing capabilities to firm
performance. Journal of the Academy of Marketing Science, 4(50), 666—0688.

Creswell, J. W., & Creswell, J. D. (2018). Research Design: Qualitative, Quantitative, and Mixed
Methods Approaches. In SAGE Publications (5th ed., Vol. 11, Issue 1). SAGE Publications Ltd.
Retreive from http://scioteca.caf.com/bitstream/handle/123456789/1091/RED2017-Eng-
8ene.pdfrsequence=12&isAllowed=v%0Ahttp://dx.doi.org/10.1016/j.regsciurbeco.2008.06.
005%0Ahttps:/ /www.researchgate.net/publication/305320484 SISTEM PEMBETUNGA
N_TERPUSAT STRATEGI MELESTARI.

Devkota, N., Gajdka, K., Siwakoti, R., Klimova, M., & Dhakal, K. (2023). Promoting Sustainable
Tourist Behavior through Promotional Marketing. Journal of Tourism and Services, 14(26), 219—
241. DOI: 10.29036/jots.v14i26.512.

Gunawijaya, J., Nurbaeti, Osman, 1. E., & Asmaniati, F. (2023). “Ouality and Analogne”: The Essence of
Food and Beverage Ethno-wellness at Sumedang Palace, West Java, Indonesia (Issue 2022). Atlantis Press
International BV. DOI: 10.2991/978-94-6463-296-5_26.

Gutierriz, I., & Fernandes, P. O. (2023). Digital transformation and the new combinations in tourism :
A systematic literature review. Towrism and Hospitality Research, 0(0), 1-20. DOI:
10.1177/14673584231198414.

Hair, J. F., Black, W. C,, Babin, B. J., Anderson, R. E., Black, W. C., & Anderson, R. E. (2019).
Multivariate Data Analysis (8th ed.). Cengage.

Hariyadi, B. R., Rokhman, A., Rosyadi, S., Yamin, M., & Runtiko, A. G. (2024). the Role of
Community-Based Tourism in Sustainable Tourism Village in Indonesia. Revista de Gestao Social
¢ Ambiental, 18(7), 1-24. DOI: 10.24857 /rgsa.v18n7-038.

Hudders, L., & Lou, C. (2022). A new era of influencer marketing: Lessons from Recent Inquires and
Thoughts on Future Directions. International Journal of Advertising, 41(1), 1-5. DOL:
10.1080/02650487.2022.2031729.

Islami, W. N., Putra, Y. P., & Triwidyati, E. (2024). Utilizing TikTok as A Promotional Platform for
Small and Medium Enterprises: A Strategic Approach. Target : Jurnal Manajemen Bisnis, 6(1), 51—
60. DOI: 10.30812/target.v6i1.4069.

ASEAN Journal on Hospitality and Tourism


https://bapperida.jogjaprov.go.id/dataku/data_%20dasar/index?keyword=jumlah+wisatawan+nusantara
http://scioteca.caf.com/bitstream/handle/123456789/1091/RED2017-Eng-8ene.pdf?sequence=12&isAllowed=y%0Ahttp://dx.doi.org/10.1016/j.regsciurbeco.2008.06.005%0Ahttps://www.researchgate.net/publication/305320484_SISTEM_PEMBETUNGAN_TERPUSAT_STRATEGI_MELESTARI
http://scioteca.caf.com/bitstream/handle/123456789/1091/RED2017-Eng-8ene.pdf?sequence=12&isAllowed=y%0Ahttp://dx.doi.org/10.1016/j.regsciurbeco.2008.06.005%0Ahttps://www.researchgate.net/publication/305320484_SISTEM_PEMBETUNGAN_TERPUSAT_STRATEGI_MELESTARI
http://scioteca.caf.com/bitstream/handle/123456789/1091/RED2017-Eng-8ene.pdf?sequence=12&isAllowed=y%0Ahttp://dx.doi.org/10.1016/j.regsciurbeco.2008.06.005%0Ahttps://www.researchgate.net/publication/305320484_SISTEM_PEMBETUNGAN_TERPUSAT_STRATEGI_MELESTARI
http://scioteca.caf.com/bitstream/handle/123456789/1091/RED2017-Eng-8ene.pdf?sequence=12&isAllowed=y%0Ahttp://dx.doi.org/10.1016/j.regsciurbeco.2008.06.005%0Ahttps://www.researchgate.net/publication/305320484_SISTEM_PEMBETUNGAN_TERPUSAT_STRATEGI_MELESTARI

Developing an IMC Strategy for Ethno-Wellness Tourism in Sidorejo Tourism Village 149

Jing, W., & Loang, O. K. (2024). China * s Cultural Tourism : Strategies for Authentic Experiences
and Enhanced Visitor Satisfaction. International Journal of Business and Technology Management, 6(1).
DOI: 10.55057/ijbtm.2024.6.1.47.

Kerr, G., Mulhern, F., Viswanathan, V., Kitchen, P., Zabkar, V., Lings, 1., & Kliatchko, . (2024). The
power of synergy to reinvent IMC education. Journal of Marketing Communications, 30(2), 188—
200. DOI: 10.1080/13527266.2023.2291466.

Kotler, P., Armstrong, G., Ang, S. H., Tan, S. T., & Wang, Y. (2023). Principles of Marketing An
Asian Perspective. In Pearson (5th ed.). Pearson.

Kumar, A., & Barua, D. C. S. (2024). Leveraging Digital Innovations in Tourism Marketing: A Study
of Destination Promotion Strategies. International Journal of Business and Management Research,
12(1), 08-12. DOI: 10.37391/ijbmt.120102.

Kurnaz, A., & Aniktar, S. (2024). Examination of rural architecture that shapes sustainable tourism

in emerging economies through stakeholder perspectives: Sile, Istanbul. Current Issues in Tourism,
27(13), 2134-2150. DOI: 10.1080/13683500.2023.2223913.

Kusumawidjaya, E., Gunawijaya, J., & Nurbaeti. (2023). Kajian Ethno Wellness Sebagai Daya Tarik
Wisata Heritage ( Studi Kasus Badui Luar , Banten ). Khasanah Llmu : Jurnal Pariwisata Dan Budaya,
74(1), 1-8. DOI: 10.31294/khi.v14i1.13794.

Liu, J., Wang, S., Xu, Y., & Cheng, L. (2024). Digital Economy Development and Corporate
Bankruptey Risk: Based on the Perspective of Institutional Isomorphism. Ewmerging Markets
Finance and Trade, 60(4), 793-807. DOI: 10.1080/1540496X.2023.2247140.

Mckinley, C. E. (2024). “We have to ... work for wholeness no matter what”: Family and culture

promoting wellness, resilience, and transcendence. Transcultural Psychiatry, 61(3). DOIL: DOLI:
10.1177/13634615241227690.

Miles, M. B., Huberman, A. M., & Saldana, J. (2020). Qualitative Data Analysis : A Methods Sourcebook
(4th ed.). SAGE Publications Inc.

NGUYEN-VAN, H,, LE-HAI, A., TRAN-MINH, A. P., NGUYEN-VAN, C., NGOC-QUYNH,
M. N., & TRAN-PHUONG, L. (2024). The Impact of Wellness Tourism Experiences on the
Quality of Life of Tourists in Vietnam. International Jonrnal of Social Science Humanity & Management
Research, 3(06). DOI: 10.58806/ijsshmt.2024.v3i6n01.

Noveriyanto, B. (2021). DIGITAL INTEGRATED MARKETING COMMUNICATIONS
(DIMC) ACTIVITIES OF DIGITAL PRODUCTS FINANCIAL TECHNOLOGY
(FINTECH) “ALAML.” Profetik: Jurnal Komunikasi, 14(1), 60. DOI: 10.14421/pjk.v14i1.2017.

Ozer, M., Can, A. S., Ekinci, Y., & Ozer, A. (2025). Leveraging Cittaslow Promotion on Social Media
to Enhance Tourists’ Behavioral Responses Toward Small Urban Tourism Destinations. Journal
of Travel Research. DOIL: 10.1177/00472875241311550.

Percy, L. (2023). Strategic Integrated Marketing Commmunications Theory and Practice (4th ed.). Taylor &
Y 24 24 8 7y Y
Francis.

Phuanpoh, Y., & Ketsomboon, N. (2023). Development of Integrated Marketing Communication
Model for Health Tourism Entrepreneurs to Accommodate Elderly Tourists in the World
Heritage City for Elderly Tourists (Phra Nakhon Si Ayutthaya District). WSEAS Transactions on
Business and Economics, 20, 1320-1335. DOL: 10.37394/23207.2023.20.118.

Pirastyo, S. P., Annishia, F. B., Aprilia, L. R., & Anggraeni, R. C. M. (2023). Museum Sebagai Inovasi
Destinasi Alternatif Wellness Tourism. Journal Of Tourism And Economic, 6(2), 168—180. DOI:
10.36594/jtec/e6v6n2a3.

ASEAN Journal on Hospitality and Tourism



150 Salsabil Janitra, et al.

Prados-Penia, M. B., Crespo-Almendros, E., & Porcu, L. (2022). How Online Sales Promotions via
Social Networks Affect the Brand Equity of a Heritage Destination. Heritage, 5(3), 2547-2564.
DOL: 10.3390/heritage5030133.

Pramanik, S. A. K., & Khan Rakib, M. R. H. (2020). Conceptual analysis on toutism product and
service promotion with special reference to Bangladesh. In Tourisms Marketing in Bangladesh (pp.
109-126). Routledge. DOI: 10.4324/9781003007241-11.

Qahar, D. A., Mayasari, I, & Shodikin, M. (2025). DESAIN KONSEPTUAL DESA WISATA DI
LAHAN NON-PRODUKTIF: UPAYA PENINGKATAN POTENSI LOKAL DESA
GLAGAH, LAMONGAN. Jumal Bakti Kita, 6(1), 19-28.

Qenaj, M., & Begqiri, G. (2022). Social Media Marketing in Hospitality Industry and Its Effect on
Consumer  Behavior in Kosovo.  IFEAC-PapersOnline, 55(39), 66—69. DOI:
10.1016/j.ifacol.2022.12.012.

Richa, R., & Naithani, B. P. (2024). A Review of Cultural Toutism. Journal of Advances and Scholarly
Researches in Allied Education, 21(2), 45-50. DOI: 10.29070/xp52a0j24.

Richards, G. (2022). Urban tourism as a special type of cultural tourism. In .4 Research Agenda for
Urban Tourism. Edward Elgar Publishing. DOI: 10.4337/9781789907407.00009.

Sagitarini, L. L., Sudiarta, M., & Yulianthi, A. D. (2024). Factor Analysis of Integrated Marketing
Communication ( IMC ) Implementation on The Development of Nature-Based Tourism Villages in Bali
Province (Vol. 2024, Tssue Imc). Atlantis Press International BV. DOI: 10.2991/978-94-6463-
622-2.

Sawir, M., Mastika, I. K., Prayitno, H., Lestari, A., Nur, A., & Arsyad, D. H. (2024). Public relations
strategies and sustainable tourism in Tolitoli Regency : a case study in the Indonesian context.
Cogent Social Sciences, 10(1). DOI: 10.1080/23311886.2024.2376163.

Setegn, A. E., & Japee, G. P. (2025). Promotional elements and the performance of tourism marketing
of visitor attraction places with the mediating role of public relations: empirical evidence from
visitors in Ethiopia. Cogent  Business  and ~ Management, 12(1). DOLI:
10.1080/23311975.2025.2454325.

Smith, M. K. (2022a). Cultural Tourism. In Encyclopedia of Tourism Management and Marketing (pp. 716—
719). Edward Elgar Publishing. DOI: 10.4337/9781800377486.cultural.tourism.

Smith, M. K. (2022b). Wellness Tourism. In Encyclopedia of Tourism Management and Marketing (pp. 735—
738). Edward Elgar Publishing. DOI: 10.4337/9781800377486.wellness.tourism.

Sylchuk, T., Kyrpichenkova, O., & Druz, T. (2023). WELLNESS TOURISM AS SERVICE
INNOVATION OF THE HOSPITALITY INDUSTRY. Black Sea Economic Studies, 79. DOL:
10.32782/bses.79-35.

Talukder, M. B., Khan, M. R., Swarna, D. A,, Singh, K., Kumar, S., & Kabir, F. (2025). The Business
of Wellness Toutism. In Human Capital Management and Competitive Advantage in Tourism (pp. 445—
476). IGI Global. DOLI: 10.4018/979-8-3373-0071-9.ch015.

Vaz Serra, P., Seabra, C., & Caldeira, A. (2023). From Cultural Heritage to Cultural Tourism: A
Historical-Conceptual Approach. In Adpances in Tourism, Technology and Systems (pp. 91-101).
Springer. DOI: 10.1007/978-981-99-0337-5_8.

Wang, C. L. (2021). New frontiers and future directions in interactive marketing: Inaugural Editorial.
Journal of Research in Interactive Marketing, 15(1), 1-9. DOL: 10.1108/JRIM-03-2021-270

Wenning, B. (2021). An Ethnographic Perspective of Well-Being , Salutogenesis and Meaning Making among
Refugees and Asylum Seekers in the Gambia and the United Kingdom.

ASEAN Journal on Hospitality and Tourism



Developing an IMC Strategy for Ethno-Wellness Tourism in Sidorejo Tourism Village 151

Wicaksana, A., & Rachman, T. (2018). Indonesia Holistic Wellness. In Angewandte Chenie International
Edition, 6(11), 951-952. (Vol. 3, Issue 1). Retreive from https://medium.com

(@arifwicaksanaa/pengertian-use-case-a7e576e1bObf.

Yen, L. yin, & Yu, H. C. “Alvin.” (2022). How festival brand equity influences loyalty: the mediator
effect of satisfaction. Jowrnal of Convention and Event Tourism, 23(4), 343-361. DOI:
10.1080/15470148.2022.2067606.

Yusrizal, Nuraini, C., & Sugiarto, A. (2024). Application of The Tourist Village Concept In The Effort
To Develop Rural Areas In Aceh Tenggara District. International Journal of Science and Environment
Application, 203-215.

ASEAN Journal on Hospitality and Tourism


https://medium.com/%20@arifwicaksanaa/pengertian-use-case-a7e576e1b6bf
https://medium.com/%20@arifwicaksanaa/pengertian-use-case-a7e576e1b6bf

