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Avrticle Info Abstract

Submitted: This research is conducted to develop an android/iOS application-based
January 19" 2024 e-marketing model in whale shark tourist destinations, Botubarani Vil-
Accepted: lage, Bonebolango Regency as one of the marketing media. This research
March 26" 2024 was raised with the premise that information and communication tech-
Published: nology is growing. Where information is available and can be accessed

March 301 2024 anytime and anywhere. The objective of this study is to create an e-mar-
keting model for Whale Shark Tourist Destination in Botubarani Village,
utilizing android/iOS platforms. This research uses qualitative methods
with a descriptive approach with the main material in the form of primary
and secondary data which aims to develop an e-marketing model based
on android/ iOS applications. Prototyping is an approach in software de-
velopment that allows interaction between system developers and system
users. The results of this study resulted in an android/iOS-based applica-
tion developed as a marketing model for whale shark tourist destinations

in Botubarani Village.

Keywords: whale shark destination; marketing; marketing strategy; dig-
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INTRODUCTION

Background

Tourism is an important industrial
sector in the growth and development of a
country or nation. This is evidenced by the
multiplied impact generated, such as in-
creasing foreign exchange, job creation,
and driving micro-industries. The United
Nations World Tourism Organization
(UNWTO) also recognizes the important

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

role of tourism in the development of a re-
gion and the improvement of people's wel-
fare. In its development, the tourism sector
continues to grow and become a resource
that will never run out if utilized properly.
Each tourist destination needs to have a
different uniqueness in order to attract
tourists. This uniqueness factor is one of
the main attractions when choosing a tour-
ist destination. Gorontalo Province has nat-
ural potential, biodiversity, and cultural
heritage that can be developed into

135 e-ISSN 2407-392X. p-ISSN 2541-0857


https://doi.org/10.24922/eot.v11i1.112943

E-Journal of Tourism VVol.11. No.1. (2024): 135-146

attractive tourist destinations. One exam-
ple is Botubarani Village in Gorontalo
Province, which is known for its unique
marine tourism, namely whale-shark tour-
ism.

Botubarani waters, located in Kabila
Bone District, Bone Bolango Regency,
Gorontalo Province, are a habitat for
Whale Sharks that appear every day. The
presence of this Whale Shark has attracted
tourists to visit the area. With visits
through dive centers, information spread-
ing, and viral information on social media,
the number of tourist visits to Botubarani
Beach continues to increase. The natural
potential, biodiversity, and cultural herit-
age owned by Gorontalo Province can be
used as resources to be developed into
tourist destinations (Anugrah, 2018;
Manyoe et al., 2021). In addition to the
uniqueness of tourist destinations, the de-
velopment of digital technology has also
influenced the way tourists choose and ex-
plore tourist destinations. Digital technol-
ogy provides easy access to information
that is fast and can be accessed anytime and
anywhere. Utilizing new media and tech-
nologies is essential for ensuring sustaina-
bility. New media presents a more cost-ef-
fective avenue for destination marketing
and presents numerous opportunities for
engaging visitors in attracting potential
tourists to destinations (Kiralova &
Pavli¢eka, 2015).

According to Independent UK, as
many as 40% of millennials in the UK
choose tourist attractions based on their
level of "Instagrammability”, which is how
beautiful the place is as a photo back-
ground. For millennials, getting great In-
stagram photos is considered more im-
portant than the opportunity to learn about
the local culture of a place. This shows how
influential social media is on travelers'
preferences. Social media and their appli-
cations offer the capability to aid travelers
by granting convenient access to infor-
mation from virtually any location and at
any time, top of form and bottom of form
(Galan et al., 2015). The bulk of marketers

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

in the tourism and tourism services sectors
have initiated the development of their of-
ferings through smartphone and iPad appli-
cations. These apps contribute to the diver-
sification of their services and furnish in-
formation about tourist destinations and
brands endorsed by marketers, tailored to
meet the demands of their target markets
(Alghizzawi et al., 2018; Dogtiev, 2018;
Mhamdi et al., 2018; Salloum et al., 2017)

Digital marketing in tourism in-
volves the use of digital technology as the
primary means to support the marketing
function. It involves sending content online
to customers with the aim of engaging
them in interactions related to business
products and services. In the digital era like
now, tourists tend to look for information
through social media or search engines on
the internet before visiting tourist destina-
tions. They expect easy access to infor-
mation about the attractions they want to
visit. Tourism marketing through Android
and i0S apps has proven effective in reach-
ing and engaging with travelers digitally.
By using a mobile application, tourism
managers can provide complete and up-to-
date information about tourist destinations,
display interesting photos and videos, and
provide interactive features to make it eas-
ier for tourists to plan their trips. Tourism
managers need to realize that digital mar-
keting models have become very important
in attracting tourists as a result of the rapid
development of information technology.
Therefore, tourism village managers
should pay greater attention to marketing
with this digital concept to create brand
awareness (Gorda et al., 2020).

In this study, it was raised with the
premise that information and communica-
tion technology has developed where in-
formation is available and can be accessed
anytime and anywhere. Digital marketing
IS a situation where marketers must master
it. The use of android/iOS applications as
a marketing promotion medium is abso-
lutely necessary, as a medium to get closer
to the potential market. The purpose of this
study is to develop an android/iOS-based

136 e-1SSN 2407-392X. p-ISSN 2541-0857



E-Journal of Tourism VVol.11. No.1. (2024): 135-146

e-marketing model in whale shark tourist
destinations in Botubarani village. It is
hoped that through the development of an
Android/iOS application-based e-market-
ing marketing model, the manager of the
Botubarani Village Whale Shark tourist
destination can increase the number of
tourist visits.

LITERATURE REVIEW

Marketing

Marketing is an overall system of
planned business activities to plan, price,
promote, and distribute goods and services
that can meet the wants and needs of cur-
rent and potential consumers (Abdullah &
Tantri, 2012). Tjiptono & Chandra (2012)
define marketing as individual activities
aimed at meeting wants and needs through
the exchange of goods or services. Market-
ing means identifying and meeting human
and social needs with the aim of satisfying
human needs and desires, and success in
marketing is considered the key to the suc-
cess of an enterprise.

Marketing Strategy

Marketing strategy is a strategy used
by a company to deal with the market or
market segment that is its target. Marketing
strategy is a logical foundation used by
companies with the expectation that busi-
ness units will achieve company goals (Ko-
tler, 2001). A marketing strategy is a plan
designed to influence exchanges in order to
achieve organizational goals. Usually,
marketing strategies aim to increase the
likelihood or frequency of consumer be-
havior, such as increased visits to certain
stores or purchases of certain products.
This can be achieved by developing and
presenting a marketing mix aimed at the
selected target market (Nugroho, 2003).

Digital Marketing

Digital Marketing can be explained
as a series of marketing activities, includ-
ing branding, that use various web-based
media (Sanjaya & Tarigan, 2009). E-
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marketing, or digital marketing, basically
refers to the use of digital technology in
achieving marketing goals as well as ef-
forts to develop or adapt marketing con-
cepts. This enables communication on a
global scale and changes the way compa-
nies interact with customers (Ali, 2013).

Digital marketing has the potential
to reach internet users around the world
without geographical or time restrictions.
One tool that is often used in digital mar-
keting is social media, for example, Twit-
ter, Instagram, Facebook, Telegram,
Spotify, YouTube, and TikTok (Zanjabila
& Hidayat, 2017). Digital marketing can be
described as marketing activities that uti-
lize various web-based media (Saputra et
al., 2020). Digital marketing is the use of
digital technology in order to achieve mar-
keting goals and develop or adjust market-
ing concepts carried out by companies
(Gunawan & Septianie, 2021).

Social Media

Kotler (2012) classifies social media
into three main categories. First, "Online
Communities and Forums™ are online com-
munities, groups, or forums formed by
consumers or groups of consumers without
the influence of advertising from a com-
pany or direct support from a company.
Members of this online community interact
directly with the company and fellow
members through posts, direct messages,
or discussions via chat about topics related
to the product and brand they want to re-
view. An example of this community is Fe-
maleDaily.com.

Secondly, "Bloggers" are online
journal records that are accessible to inter-
net users and updated continuously. Blog-
gers have an important role in the word-of-
mouth (WOM) method. Third, "Social
Networks" are a fundamental force in mar-
keting, both in the relationship between
business and consumers (B2C) and busi-
ness and business (B2B). Social networks
can be social media sites such as Facebook,
Instagram, Twitter, and LinkedIn.
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Social media marketing is a market-
ing strategy that uses internet platforms
with the aim of achieving marketing targets
through various social media networks.
Through this marketing, interaction be-
tween consumers and sellers can be im-
proved, which can encourage consumers to
buy the product. Attractive product dis-
plays can also make visitors interested in
the content displayed (Mao et al., 2014).

Android/iOS App

Lutfiansyah (2016) explained that
Android is an operating system that is open
source, so programmers have the oppor-
tunity to create applications and modify
this system. The existence of this open-
source nature provides a great opportunity
for programmers to get involved in An-
droid application development. Most of the
apps available on the Play Store are free,
but there are also some paid ones. iOS apps
refer to apps developed and designed spe-
cifically for the iOS operating system used
on Apple devices such as the iPhone, iPad,
and iPod Touch. i10S is an operating sys-
tem developed by Apple Inc. and can only
be run on devices manufactured by Apple.
i10S apps can be downloaded and installed
through the App Store, the official plat-
form for distributing apps on iOS devices.

Tourism Marketing

According to Krippendorf (2013),
tourism marketing is a system and coordi-
nation effort needed by companies and
tourism industry groups, both private and
government-owned, with the aim of meet-
ing tourist satisfaction and achieving fair
profits. Tourism marketing is carried out
on a local, regional, national, and interna-
tional scale to promote tourism destina-
tions and services, increase tourist attrac-
tion, and achieve profitable results. Tour-
ism marketing through Android or iOS ap-
plications is one effective strategy to reach
potential tourists who use mobile devices.
With tourism apps, Android and iOS users
can easily access information about tour-
ism destinations, facilities, attractions,

http://ojs.unud.ac.id/index.php/eot
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events, and other related services. Through
the application, users can find relevant in-
formation quickly, such as descriptions of
tourist attractions, photos, reviews, maps,
and contact information.

METHODS

This research uses the qualitative
method with a descriptive approach, with
the main material in the form of primary
and secondary data. This study aims to de-
velop an Android/iOS application-based E-
Marketing Marketing model for whale
shark tourism destinations in Botubarani
Village, Bonebolango Regency, Gorontalo
Province.

Premier data in this study is data ob-
tained by researchers from the manage-
ment of tourist destinations, namely in the
form of types of social media and posts
from managers for the promotion of whale
shark tourist destinations. Premier data is
obtained by conservation and interviews
with tourism destination managers. Sec-
ondary data in this study is visitor data for
whale shark tourist destinations, Botuba-
rani  Village, Bonebolango Regency,
Gorontalo Province from related agencies,
these data are needed to see the level of
tourist visits and map tourist interest in
whale shark tourist destinations.

The prototype method is an ap-
proach in software development that facil-
itates interaction between system develop-
ers and system users, with the aim of over-
coming incompatibilities between devel-
opers and users (Pressman, 2012). The pro-
totype development model is as follows:

a. Communication

At this stage, identification was car-
ried out in the form of problems in the
Whale Shark Tourism Destination of Botu-
barani Gorontalo Village in the form of in-
terviews and observations with the man-
agement of the Whale Shark Tourism Des-
tination which aimed to analyze the digital
marketing media used by the Destination
manager. The success indicator at this
stage is being able to solve problems by
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implementing the right digital marketing
strategies and media for the managers of
the Botubarani Gorontalo Village Whale
Shark Tourism Destination.

b. Planning

This stage is carried out with re-
source determination activities, specifica-
tions for development based on system
needs and objectives based on the results of
communication carried out so that devel-
opment can be as expected.

c. Stage Modeling

A design is made based on the re-
sults of the communication process with
the destination manager and related stake-
holders which will later be used as a refer-
ence source at the prototype development
stage. The indicator of success at this stage
is that it can produce a system design that
describes in general which will then be de-
veloped again.

d. Construction

Based on the results of stage model-
ing, a prototype will be made, describing in
general about the development that will be
carried out on the android / i0S application
system that will later be used. The success
indicator at this stage is to build a prototype
that can be understood by tourism destina-
tion managers and stakeholders that can
contain an overview of the android / iOS
application system and its operation.

e. Submission

This stage is the stage where the pro-
totype that has been completed is given to
tourism destination managers and stake-
holders then the feedback that has been re-
ceived is implemented into a ready-to-use
android / 10S application. The success in-
dicator at this stage is that it can produce a
ready-to-use android / i10S application sys-
tem which is a solution to the problems
found in the old system.

http://ojs.unud.ac.id/index.php/eot
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RESULTS AND DISCUSSION

Botubarani is one of the villages in-
cluded in Kabilabone District, Bone Bo-
lango Regency, and Gorontalo Province.
The village has a position facing directly
toward Tomini Bay. This village has a
short history, dating back to the expansion
of Huangobotu Village on August 24,
2004. The name of this village comes from
the existence of a large stone called Batu-
barani, located in the hamlet of West Tam-
boo. At that time, the stone was occupied
by a brave man named Tibarani, so this vil-
lage was named Botubarani.

Botubarani  Village Government
consists of three hamlets, namely West
Tamboo Hamlet, Central Tamboo Hamlet,
and East Tamboo Hamlet. Botubarani Vil-
lage is included in the administrative area
of Kabila Bone District Government, Bone
Bolango Regency. The boundaries of
Botubarani Village are as follows: (a) The
north is bordered by Buata Village; (b) The
east is bordered by Huangobotu Village,
Moutong Village, South Toto Village,
Tamboo Village, Poowo Village, and Tim-
buolo Village; and (c) The south is bor-
dered by Tomini Bay. The west is bordered
by Gorontalo City.

Results of Android/iOS Application
Based Marketing Model Development

LogIndan c Othy Facility Contact
Daftar Akun Lainnya Fasilitas Kontak
Bemilihan Berisi tata Gallery Fasilitas Kook
Bahasa yang caa foto his destinasi wisata person
digundkan M interaksi paus pengelola
| dengan biv

paus

biodata pemilik - emesanan paket
account

visitor

|
Figure 1. End Product Concept Botuba-
rani WhaleShark Application
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The final product results after revi-
sion are displayed in two languages with
the following display:

a. Application Name and Logo

W L!HI

BOTUBARANI

FILOSOFI LOGO
WALHAI BOTUBARANI

MAKNA LOGO

Figure 2. Meaning and Philosophy of Ap-
plication Logo

Figure 3. Whale Shark App Start Page
View

b. Language Selection Page

This page contains available in two
languages, namely English and Indonesian.
Users are given freedom in choosing the
language to be used.

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

Language Bahasa Indones ~

App version

Figure 4. Display the Language Selection
Used

c. New Account Creation and Login Page

MY ACC

MY ACC o}

handphone ™M - (852.5515-6565

Ganti kata sandi ~

Read the

Simpan

Request access to my

Pengguna

Email * erickthungasal@gma

handphone ™ - 0852-5515-6565

A

7

Figure 5. Log In Page View and List of
New Accounts

The log in page and the new account
list contains the first name, last name,
username, email, phone number, password
columns. Users who do not have an ac-
count can fill in their personal data first.

d. Caution

The caution page contains 3 photos
that can be shifted, procedures for interact-
ing with whale sharks, links to the whale-
shark botubarani website, and visitor data
links that must be filled in by whale shark
tourist destinations.
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CAUTION

TATA CARA INTERAKS| DENGAN
HIU PAUS BOTUBARANI

BAGI WISATAWAN YANG
MELAKUKAN PENGAMATAN DI
PERAHU

BAGI WISATAWAN YANG
MELAKUKAN SNORKLING
mish  maksimal | aru

CAUTION
STRSt G man
aut

BAGI WISATAWAN YANG
MELAKUKAN SCUBA DIVING

LAYANAN KONSUMEN: 0852-
4009-0354

SHARK GORONTALO

HIU PAUS
BATUBARANI

Kabupaten Bone Bolango, Provi

PAKET HIU PAUS

LAYVANAN KONSURIEN. ',

<>

CAUTION

Data
Pengunjung /
Visitor Data
Whale Shark
Botubarani

Wajib mengss! formulir data
pengunjung / Mandatory Form

rizki.am6S@gmail.com

9 g

Nama Depan / First Name

Nama Belskang / Last
Name

Asal Negara / Nationality *

4

Jenis Kelamin / Gender *

Q Pria/Male

Ow Fem

Usia / Age *

QO <107ah

Q wom b
QO 2w

QO 31 tahun- 40 tahun
O 41 Tahun- 50 tahun

4
D 51 Tahun- 60 Tahun
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e. Others Page

The others page contains two
menus, namely the gallery menu and the
booking menu. The gallery menu contains
photos of whale shark tourist destinations,
while the booking menu contains tour
packages that can be chosen by prospective
tourists or whale shark tourist destinations.

Whale Shark

Bnatuharani Garantglo

Figure 8. Gallery Page

Jaus Gorontalo
Hiu Paus Cerontalo

@ Riwayat pe... = Keranjang .

Figure 7. Whale Shark Website Links and

Visitor Data Figure 9. Options on the Booking Menu
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dvm

>

Karcis / ticket !

Kamera Underwater / Gopro
RpE200.000,0C

Pelampung / Life Jacket
Rp25.000,00

Baju Renang
RpS

Maske
RE25.0
Retribusi Snorkling
Fins 035
Rp3:
Kamera Underwater / Gopro
Ala ;
Rp375.0
Pelampung / Life Jacket
Pemandu Diving Rp25.000,
RpI50.000,00
. o

Karcis / ticket - 4 Melihat Hiu Paus ...

=

"
»
e

@ Deskripsi
Melihat Hiu Paus Dari Perahu

RPS.000,0

Parkir Motor Pelampung / Life Jacket
Rp2.000,00 Rp25.000,00

Parkin Mabil / Bus, Melihat hiu.paus dari perahu
RpS5000.00 RP80.O00.00.

Figure 10. Advanced Options on the
Booking Menu

On this page tourists can choose a
choice of tour packages offered by whale
shark tourist destinations. Below is a tuto-
rial on booking tour packages that can be
done in the application.

@ Deskripsi

< Melihat hiu paus d.

MELIHAT HIU PAUS DARI
PERAHU

Figure 12. Advanced Booking Tutorial on
the App
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FLT &1 Ll

Prosess Inf... Lanjutkan

£ Keranjang

ElMelihat hiu paus dari perahu - RpBO._.

Subtotal

dvm

Lanjutkan

Figure 13. Advanced Ordering Tutorial
on the App

The picture above can be seen tour-
ists can see the total payment that has been
disrupted in the application, then buyer in-
formation, choose the delivery method (it
is recommended to bring it yourself) be-
cause it is service / service, choose the pay-
ment method (only available cash / cash).

Figure 14. Order History and Order Details

In figure above, travelers can dou-
ble-check their booking history and book-
ing details.
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f. Facility
This page contains photos of facili-
ties located in whale shark tourist destina-

tions.

Figure 15. Facilities of Whale Shark
Tourist Destinations in Botubarani Village

g. Contact
The next page is the contact containing the
manager number that tourists can contact

2320 FR

CONTACT

Contact Us

Telepon

Website

Figure 16. Contact

This research was conducted to de-
velop an Android/iOS-based application
that aims to promote whale shark tourist
destinations in Botubarani Village, Bone
Bolango Regency, Gorontalo Province.
This application will provide information
to prospective tourists and tourists who are
in tourist destinations about the presence of
whale sharks in Botubarani waters. In ad-
dition, this application will also present
various facilities available in the whale
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shark tourist destination. Another purpose
is to make it easier for prospective tourists/
tourists to book tour packages offered.

From the perspective of tourism
managers and agencies, this application
will also provide visitor data management
features, which will help tourism managers
and offices in monitoring and analyzing
visitor data for whale shark tourist destina-
tions in Botubarani Village. With the de-
mographic information collected, manag-
ers can understand the profiles of travellers
who visit the place, such as age preference,
country of origin and job type. This data
will be invaluable in designing more effec-
tive marketing strategies and providing
services that suit the needs of visitors.

In addition to the visitor data feature,
this application will also record gross in-
come generated from whale shark tourist
destinations automatically. This will help
in managing and monitoring the finances
of these tourist destinations. With detailed
and accurate records, managers can con-
duct systematic financial evaluations and
make better decisions in the development
and management of whale shark tourist
destinations.

The development of Android/iOS-
based applications for whale shark tourist
destinations in Botubarani Village has
many benefits. In addition to providing in-
formation to potential tourists, facilitating
bookings, and showing available facilities,
this application also helps managers under-
stand visitor profiles and manage tourist
destination finances more efficiently.

CONCLUSION

The development of marketing me-
dia in this industrial work practice pro-
duces products in the form of android or
i0S-based applications that aim to increase
marketing promotion for whale shark tour-
ist destinations, Botubarani Village, and
Bone Bolango Regency. This media devel-
opment uses a prototype method that uses
an approach in software development that
facilitates interaction between system

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

developers and system users, with the aim
of overcoming incompatibility between de-
velopers and users.

The results of this research provide
advice to tourism destination managers,
and the whale shark tourism office of Botu-
barani Village, Bone Bolango Regency,
can apply sustainably related to android
and i0S-based applications to be used as
suggestions, promotions, marketing, and
improving service quality in whale shark
tourist destinations. For the tourism office,
this application helps to find out the de-
mographics of tourists and can help in re-
cording gross income in whale shark tour-
ist destinations.

The limitation of this research fo-
cuses on developing marketing media in
the form of Android/iOS-based applica-
tions for the promotion of tourist destina-
tions. The prototype method developed is
expected to be refined in the future. Sug-
gestions for the development of further re-
search to explore the influence of an-
droid/iOS-based applications on tourist
visits and explore their effectiveness in im-
proving service quality.
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