JOURNAL OF DIGITAINABILITY, REALISM & MASTERY

e-ISSN: 2948-4383

Volume 04, Issue 01,

January 2025

DREAM Journal Article DOI: 10.56982/dream.v4i01.290

An Empirical Study on the Artificial Intelligence Practices on the
Digital Marketing Effectiveness within Tourism Village in Bali,
Indonesia

Luh Komang Candra Dewi?*, Ida Bagus Udayana Putra®, Suwigyo Widodo¢, Yudithia Yudithiad, Augusto Soares®

a Triatma Mulya University, Indonesia, candra.dewi@triatmamulya.ac.id

b Warmadewa University, Indonesia
¢ Institute of Technology and Sains Mandala, Indonesia
4 Maritim Raja Ali Haji University, Indonesia

¢ Institute of Business (IOB), Timor Leste
*Corresponding author

ABSTRACT

This empirical study examines the influence of artificial intelligence (AI) practices on the
effectiveness of digital marketing within tourism villages in Bali, Indonesia. The research
investigates how Al-powered tools and techniques—such as predictive analytics, recommendation
systems, automated customer service, and content personalization—enhance marketing outcomes
in these unique cultural destinations. Through a mixed-method approach combining surveys,
interviews, and analysis of digital marketing performance metrics, data were collected from local
tourism operators, marketers, and stakeholders. The findings demonstrate that the adoption of Al
significantly improves audience targeting, engagement rates, and return on investment (ROI) for
digital marketing efforts. Additionally, Al facilitates efficient resource allocation and provides
actionable insights, enabling small tourism businesses to adapt to market dynamics and elevate their
competitiveness in the global tourism industry. However, the study also highlights barriers to Al
implementation, including financial constraints, technological literacy gaps, and the need to balance
automation with preserving local cultural authenticity. This research provides valuable implications
for policymakers and practitioners aiming to leverage Al for sustainable tourism development in
Bali. It calls for collaborative efforts to enhance digital literacy and promote equitable access to Al
technologies in rural tourism settings. Future research could explore the long-term societal and

economic impacts of Al-driven marketing within the context of cultural tourism.
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I. INTRODUCTION

A. Tourism Village in Indonesia

Tourism villages in Indonesia have emerged as vital contributors to the country’s tourism industry by offering
unique cultural, natural, and experiential attractions. These villages provide authentic experiences that blend local
traditions, crafts, and environmental sustainability, making them a cornerstone of rural tourism development
(Gunawan & Utomo, 2021). For instance, regions such as Bali, Yogyakarta, and West Nusa Tenggara have
successfully integrated tourism villages into their broader strategies to attract both domestic and international
travelers. Initiatives supported by the government, such as the Tourism Village Empowerment Program, have helped
foster community participation and economic growth through tourism activities (Ministry of Tourism and Creative
Economy, 2022). Furthermore, sustainable practices, including ecotourism and cultural preservation, are often
embedded in these villages, ensuring long-term benefits for local residents and ecosystems (Santosa & Hidayat,
2020). As Indonesia continues to position itself as a global leader in sustainable tourism, the role of tourism villages

remains integral to achieving inclusive and environmentally conscious development goals.

B. Development of Tourism Village

The development of tourism villages in Bali, Indonesia, has played a pivotal role in diversifying the island’s
tourism sector and promoting sustainable local economies. Bali’s tourism villages are designed to offer authentic
cultural and ecological experiences, showcasing traditional crafts, ceremonies, and agricultural practices (Putra et
al., 2020). Government initiatives, such as the Desa Wisata program, have supported the transformation of rural
areas into tourism hubs by providing infrastructure development, capacity-building programs, and marketing
support (Ministry of Tourism and Creative Economy, 2021). Successful examples include Penglipuran Village,
known for its pristine environment and preserved Balinese architecture, and Tenganan Pegringsingan, which
highlights ancient customs and unique weaving traditions (Wardana & Dewi, 2022). These villages contribute to
economic diversification while encouraging the participation of local communities, thereby ensuring cultural
preservation and equitable benefit sharing. However, challenges such as over-tourism, environmental degradation,
and inadequate resources for smaller villages underscore the need for more inclusive and sustainable development

strategies.

C. Artificial Intelligence Practices

Artificial intelligence (Al) practices have become integral to transforming industries by enhancing efficiency,
decision-making, and innovation. Al encompasses a range of technologies, including machine learning, natural
language processing, and computer vision, which are increasingly utilized across various sectors such as healthcare,
finance, education, and marketing (Russell & Norvig, 2021). For instance, Al-powered tools in digital marketing
enable personalized customer experiences, predictive analytics, and automated content creation, significantly

improving campaign outcomes and audience engagement (Chaffey & Smith, 2022). Similarly, in manufacturing,
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Al-driven robotics and predictive maintenance systems optimize production processes and minimize downtime
(Nguyen et al., 2020). Despite these advancements, challenges such as data privacy concerns, ethical considerations,
and skill gaps in workforce adaptation remain critical barriers to widespread Al adoption. Addressing these issues
requires collaborative efforts among policymakers, educators, and industry leaders to ensure responsible and

inclusive integration of Al technologies.

D. Digital Marketing Effectiveness for Tourism Village

Digital marketing has proven to be a powerful tool in enhancing the visibility and attractiveness of tourism
villages, significantly contributing to their economic and cultural sustainability. Effective digital marketing
strategies, such as the use of social media platforms, search engine optimization (SEO), and content marketing,
allow tourism villages to reach wider and more diverse audiences (Kotler et al., 2021). By leveraging platforms like
Instagram and YouTube, tourism villages can showcase their unique cultural, natural, and experiential offerings
through visually appealing content, thereby attracting both domestic and international travelers (Hidayat et al.,
2020). Moreover, data-driven marketing techniques, powered by tools like Google Analytics, enable these villages
to monitor campaign performance, optimize strategies, and personalize visitor engagement (Chaffey & Smith,
2022). However, challenges such as limited digital literacy among local stakeholders and inadequate access to
technology highlight the need for capacity-building programs to ensure equitable benefits from digital marketing
efforts. Addressing these challenges can help tourism villages establish a strong digital presence, drive sustainable

growth, and preserve their cultural heritage.

I1. LITERATURE REVIEW

A. Theories on the Artificial Intelligence Practices

Theories surrounding artificial intelligence (Al) practices are rooted in multiple disciplines, including computer
science, cognitive psychology, and sociology. One foundational theory is the Turing Test, proposed by Alan Turing,
which evaluates a machine's ability to exhibit intelligent behavior indistinguishable from that of a human (Turing,
1950). This concept laid the groundwork for understanding Al's potential in simulating human intelligence. Another
key framework is the Knowledge Representation and Reasoning (KRR) theory, which focuses on how Al systems
store and process information to make decisions (Russell & Norvig, 2021). In the context of machine learning, the
Connectionist Theory, based on neural networks, explores how Al systems mimic the human brain's structure to
learn and adapt over time (LeCun et al., 2015). Additionally, theories such as Actor-Network Theory (ANT) examine
the sociotechnical aspects of Al, emphasizing the interplay between technology, humans, and societal structures
(Latour, 2005). These theoretical foundations provide a comprehensive understanding of Al practices, guiding their

application and development across diverse fields.
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B. Underpinning Theory on the Digital Marketing Effectiveness

The effectiveness of digital marketing is underpinned by several key theoretical frameworks that guide strategies
and measure outcomes. One widely recognized theory is the Technology Acceptance Model (TAM), which explores
how users perceive and adopt new technologies, highlighting the importance of ease of use and perceived usefulness
in the success of digital marketing tools (Davis, 1989). Another relevant theory is Customer Engagement Theory,
which emphasizes the importance of fostering deep and meaningful interactions with customers through digital
platforms to build brand loyalty and long-term relationships (Brodie et al., 2013). The Elaboration Likelihood Model
(ELM) also plays a crucial role in understanding how digital marketing messages influence consumer attitudes and
behavior based on the level of involvement and cognitive processing (Petty & Cacioppo, 1986). Moreover, Theories
of Consumer Behavior such as the Stimulus-Organism-Response (SOR) model, which suggests that environmental
stimuli (e.g., online advertisements, social media content) influence consumers' internal states and subsequent
behaviors, is instrumental in digital marketing effectiveness (Mehrabian & Russell, 1974). These theories
collectively provide a foundation for analyzing the dynamics of digital marketing effectiveness, helping marketers

optimize strategies and measure outcomes.

C. Conceptual Development

1) A Relationship between Artificial Intelligence Practices and Digital Marketing Effectiveness

The relationship between artificial intelligence (Al) practices and digital marketing effectiveness has become a
key area of interest for both academics and industry professionals. Al technologies, such as machine learning,
predictive analytics, and natural language processing, enable marketers to deliver highly personalized and targeted
marketing strategies, significantly improving engagement and conversion rates (Chaffey & Smith, 2022). Al-
powered tools, like recommendation engines and chatbots, provide real-time customer insights and automate
processes, enhancing the customer journey and optimizing marketing campaigns (Jarek & Mazurek, 2020). Studies
show that businesses leveraging Al experience increased operational efficiency and more effective customer
segmentation, leading to better ROI in digital marketing (Davenport et al., 2020). Furthermore, Al’s ability to
analyze vast amounts of data helps in making informed, data-driven decisions that adapt to changing consumer
behaviors (Agus et al., 2021). This synergy between Al and digital marketing results in improved effectiveness, as
businesses can tailor their offerings, enhance customer interactions, and continuously optimize marketing strategies

based on real-time data.

2) An Impact of Artificial Intelligence Practices and Digital Marketing Effectiveness

The impact of artificial intelligence (AI) practices on digital marketing effectiveness is profound, as Al
technologies drive both operational efficiencies and enhanced customer experiences. Al tools, such as predictive
analytics, machine learning algorithms, and natural language processing, have transformed the way businesses
engage with consumers and optimize marketing strategies (Chaffey & Smith, 2022). By automating data analysis,
Al enables marketers to gain real-time insights into customer behavior, preferences, and trends, allowing for more

personalized and targeted campaigns that drive higher engagement and conversion rates (Davenport et al., 2020).
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Additionally, Al-powered platforms, including chatbots and recommendation engines, facilitate real-time customer
interaction, further improving user satisfaction and loyalty (Jarek & Mazurek, 2020). Research indicates that Al
adoption significantly enhances digital marketing effectiveness by increasing return on investment (ROI),
optimizing ad placements, and improving customer segmentation (Agus et al., 2021). However, the implementation
of Al also presents challenges, such as data privacy concerns and the need for skilled professionals to manage Al
tools, which can impact the full realization of its benefits (Huang & Rust, 2021). Despite these challenges, the
positive impact of Al on digital marketing is clear, helping companies stay competitive in an increasingly data-

driven marketplace.

I1I. DISCUSSIONS

A. Influence of Artificial Intelligence Practices and Digital Marketing Effectiveness

The influence of artificial intelligence (Al) practices on digital marketing effectiveness within tourism villages
in Bali, Indonesia, is increasingly evident as local businesses adopt Al-driven strategies to enhance their marketing
efforts and attract global travelers. Al technologies, such as machine learning, predictive analytics, and personalized
content creation, enable tourism villages to tailor their marketing campaigns based on customer preferences, leading
to improved engagement and higher conversion rates (Chaffey & Smith, 2022). In Bali, Al applications in digital
marketing have enhanced the ability of tourism operators to segment their target audiences and deliver personalized
content, such as customized travel packages or experiences, effectively reaching international tourists (Hidayat et
al., 2020). Additionally, Al-powered chatbots and virtual assistants offer real-time customer service, improving user
satisfaction and facilitating seamless communication between visitors and service providers (Jarek & Mazurek,
2020). However, challenges such as limited technological infrastructure and digital literacy in rural areas of Bali
may impede the full potential of Al adoption, despite the clear benefits it offers (Gunawan & Utomo, 2021).
Nonetheless, the integration of Al in digital marketing has the potential to drive sustainable tourism growth in Bali’s
tourism villages, offering new opportunities for economic development and cultural preservation through targeted

marketing and more efficient resource allocation.

IV. CONCLUSIONS AND RECOMMENDATIONS

A. Tourism Village Sustainability using Digital Marketing Effectiveness

Tourism village sustainability is increasingly supported by the effective use of digital marketing, as it helps
these rural destinations reach wider audiences while preserving their cultural and environmental integrity. Digital
marketing strategies, such as social media campaigns, search engine optimization (SEO), and content marketing,
enable tourism villages to attract eco-conscious travelers and promote sustainable tourism practices (Chaffey &
Smith, 2022). Through these strategies, tourism villages can highlight their unique cultural heritage, environmentally

friendly initiatives, and community-based tourism models, enhancing their appeal to tourists who value authenticity
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and sustainability (Prabowo & Wijaya, 2021). Furthermore, the use of data analytics and customer insights derived
from digital marketing platforms allows for better targeting and segmentation, ensuring that marketing efforts are
both cost-effective and impactful (Hidayat et al., 2020). In Bali, for example, tourism villages have successfully
integrated digital tools to promote ecotourism, local crafts, and conservation efforts, contributing to sustainable
economic growth (Gunawan & Utomo, 2021). However, the challenge remains for smaller tourism villages to
overcome barriers such as limited access to technology and digital literacy, which may hinder their ability to fully
leverage digital marketing for sustainability (Santosa & Hidayat, 2020). Despite these challenges, digital marketing
continues to be a powerful tool in enhancing the long-term viability and success of tourism villages by fostering a

balance between economic development and environmental preservation.

B. Tourism Village Sustainability using Artificial Intelligence Practices

Tourism village sustainability is increasingly supported by the adoption of artificial intelligence (Al) practices,
which enhance both operational efficiency and customer engagement while promoting responsible tourism. Al
technologies, such as machine learning algorithms, predictive analytics, and natural language processing, enable
tourism villages to better manage resources, optimize visitor experiences, and reduce their environmental impact
(Chaffey & Smith, 2022). For instance, Al-powered data analytics can help tourism villages predict tourist demand,
adjust pricing strategies, and optimize marketing campaigns, ensuring that these villages maintain a balance between
visitor influx and resource sustainability (Davenport et al., 2020). Additionally, Al-driven solutions, such as chatbots
and recommendation engines, enhance customer interactions by offering personalized services that promote local
attractions, eco-friendly tours, and sustainable practices (Jarek & Mazurek, 2020). In Bali, Al technologies have
been utilized to optimize the flow of tourists to minimize overcrowding and ensure sustainable resource management
(Gunawan & Utomo, 2021). Moreover, Al tools that monitor environmental conditions, such as waste management
and energy consumption, support the village’s sustainability efforts by reducing their ecological footprint (Prabowo
& Wijaya, 2021). While Al adoption offers significant benefits, challenges like limited digital literacy and
infrastructure remain, particularly in rural areas. Nonetheless, Al continues to provide valuable opportunities for
enhancing the long-term sustainability of tourism villages by fostering smarter, more efficient, and environmentally

conscious tourism practices.
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