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INTRODUCTION

Lake Toba, located in North Sumatra, Indonesia, is renowned as the largest volcanic lake in the
world, covering approximately 1,145 km? The area not only offers stunning natural landscapes
but also serves as a cultural hub, rich with the unique traditions of the Batak people. Despite its
potential, the number of international tourists visiting Lake Toba remains suboptimal. According
to the Indonesian Ministry of Tourism and Creative Economy, only about 200,000 international
tourists visited Lake Toba in 2022, far short of the government’s target of 500,000 by 2025
(Kemenparekraf, 2023).
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This underachievement highlights a significant gap in the marketing strategies employed to
promote Lake Toba on the global stage, Firoiu, et al (2019). One major issue is the lack of
integration between digital and traditional marketing channels, which hampers the destination’s
ability to compete with other global tourist hotspots. As noted by Chen et al. (2021), tourist
attractions that fail to adopt an omni-channel marketing approach often struggle to reach a broad

and diverse audience.

The research gap that this study aims to address revolves around the need for a more integrated
marketing approach for Lake Toba, Mujib (2020). Existing studies have explored omni-channel
marketing strategies in various contexts, yet there remains a lack of research specifically focused
on how these strategies can be tailored to promote tourist destinations like Lake Toba.
Furthermore, the impact of emerging technologies such as artificial intelligence (Al) and virtual
reality (VR) on enhancing tourist experiences in this context is still underexplored.

The primary objective of this research is to develop an omni-channel marketing strategy that

effectively increases international tourist arrivals to Lake Toba, Yuniawati, et al (2023). This study

aims to address the following research questions:

1. What are the current marketing channels used to promote Lake Toba, and how are they
integrated within an omni-channel marketing strategy?

2. What are the main challenges faced by Lake Toba in implementing an omni-channel marketing
strategy to attract international tourists?

3. How can the effectiveness of omni-channel marketing strategies in other tourist destinations
serve as a model for Lake Toba?

4. What impact do the latest technologies, such as Al and VR, have on omni-channel marketing
strategies for Lake Toba?

5. What strategic recommendations can be made to Lake Toba’s management to enhance the
destination's appeal through omni-channel marketing?

Recent studies have emphasized the importance of adopting an omni-channel approach in tourism
marketing. For instance, Verhoef et al. (2022) highlight that an omni-channel strategy can
significantly enhance customer engagement and strengthen the brand image of tourist destinations.
This is particularly relevant for Lake Toba, where the integration of digital platforms such as social
media, websites, and mobile applications with offline channels like travel agencies and promotional
events could lead to a more cohesive marketing strategy.

Additionally, Huang et al. (2023) demonstrate that technologies like Al and VR can provide
potential tourists with immersive previews of a destination, thereby increasing their likelihood of
visiting. By offering virtual experiences of Lake Toba, these technologies could help overcome
some of the current barriers to international tourism, Kennedy,et al (2022).

This study builds upon the existing body of knowledge by not only focusing on the implementation
of omni-channel marketing strategies but also by incorporating the latest technological
advancements into these strategies, Saghiri, Mirzabeiki (2021). While previous research has largely
concentrated on traditional marketing approaches, this study seeks to innovate by integrating Al
and VR into the promotion of Lake Toba, thus providing a novel contribution to the field.
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The significance of this research lies in its potential to provide a comprehensive and practical
framework for enhancing Lake Toba's visibility and attractiveness in the international market
Marbun, Simarmata, (2024). By addressing the identified research gaps and offering strategic
recommendations, this study aims to contribute to the sustainable development of tourism in Lake
Toba, ultimately helping to achieve the government's target of increasing international tourist

arrivals.

1. Omni-Channel Marketing in Tourism

The adoption of omni-channel marketing strategies in tourism has gained significant attention in
recent years due to its ability to create a seamless and integrated customer experience across various
platforms. Omni-channel marketing, as defined by Verhoef et al. (2017), involves the integration
and coordination of different marketing channels to ensure a consistent and unified customer
journey. This approach is particularly important in the tourism sector, where consumers often use
multiple touchpoints, both online and offline, to make travel decisions.

For instance, Huang and Benyoucef (2017) emphasize that the success of omni-channel strategies
lies in their ability to leverage digital and traditional channels synergistically. By integrating social
media, websites, mobile apps, and physical locations, tourism destinations can provide a more
cohesive and engaging experience for potential visitors. This integration not only enhances
customer satisfaction but also increases the likelihood of repeat visits and positive word-of-mouth.

2. The Role of Digital Technologies in Enhancing Tourist Experiences

Digital technologies, particularly artificial intelligence (AI) and virtual reality (VR), are transforming
the way tourists interact with destinations. According to Buhalis and Sinarta (2019), Al can be used
to personalize marketing messages, predict customer preferences, and provide real-time
recommendations, thereby enhancing the overall tourist experience. Similarly, VR allows potential
tourists to explore destinations virtually before making a physical visit, which can significantly
influence their travel decisions (Guttentag, 2021).

Recent research by Tussyadiah et al. (2020) highlights that VR can serve as a powerful tool in
destination marketing by offering immersive previews that help tourists visualize their experiences.
This technology can be particularly beneficial for destinations like Lake Toba, where the natural
beauty and cultural richness can be showcased effectively through virtual tours.

3. Challenges in Implementing Omni-Channel Strategies

While omni-channel marketing offers numerous benefits, its implementation is not without
challenges. One of the primary obstacles is the integration of various channels to ensure a seamless
customer experience. As noted by Brynjolfsson et al. (2020), the complexity of managing multiple
channels and the need for consistent messaging across platforms can pose significant challenges
for tourism marketers. Additionally, infrastructural limitations, such as inadequate internet
connectivity in rural areas, can hinder the effectiveness of digital channels (Gajewski & Triana,
2021).

Moreover, the lack of coordination between different stakeholders, such as tourism boards, local
businesses, and technology providers, can impede the successful implementation of omni-channel
strategies. In the context of Lake Toba, these challenges are further exacerbated by limited
resources and the need for extensive training to familiarize local businesses with digital tools (Wang
et al., 2022).
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4. Best Practices and Case Studies

To address these challenges, several best practices can be gleaned from successful case studies of
omni-channel marketing in tourism. For example, the city of Amsterdam has effectively utilized
omni-channel strategies to enhance its global visibility as a tourist destination. According to van
der Meer et al. (2018), Amsterdam's tourism board integrated social media campaigns with offline
promotional events and partnerships with travel agencies, resulting in a significant increase in
international tourist arrivals.

Similarly, research by Kim et al. (2021) on the tourism industry in South Korea highlights the
importance of data-driven decision-making in omni-channel marketing. By analyzing customer
data from various touchpoints, tourism marketers can tailor their strategies to meet the specific
needs and preferences of different market segments, thereby enhancing the overall effectiveness
of their campaigns.

5. Strategic Recommendations for Lake Toba

Drawing from the literature, several strategic recommendations can be made for enhancing the
omni-channel marketing strategy for Lake Toba. First, it is crucial to invest in digital infrastructure
to support the seamless integration of online and offline channels. Second, collaboration between
different stakeholders, including local businesses, government agencies, and technology providers,
is essential to ensure the success of omni-channel initiatives. Finally, the adoption of emerging
technologies such as Al and VR should be prioritized to enhance the tourist experience and attract
a wider international audience.

METHOD

This study uses a qualitative approach with an exploratory study design. This approach was chosen
to gain an in-depth understanding of the implementation of omni-channel marketing strategies in
the Lake Toba tourist destination, as well as to explore the experiences, perceptions, and best
practices of various stakeholders. Exploratory studies are well suited to topics that have not been
widely researched in depth and require a holistic understanding.

The locus of this research is Lake Toba, located in North Sumatra, Indonesia. Lake Toba was
chosen as the object of research because of its potential as an international tourist destination and
the ongoing efforts to increase its attractiveness through innovative marketing strategies, including
omni-channel marketing.

The population in this study includes all stakeholders involved in the management and marketing
of tourism in Lake Toba, including destination managers, local business owners, digital marketing
experts, and tourists who have visited Lake Toba.

This study uses a purposive sampling technique, namely the selection of samples based on certain

considerations that are relevant to the research objectives. Samples are selected from various
categories of stakeholders who are considered to have important information related to the
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implementation of omni-channel marketing strategies in Lake Toba. This technique allows
researchers to select informants who have in-depth insights and are relevant to the research topic.

Key informants in this study include;1. Marketing managers and tourism destination managers in
Lake Toba, They provide insights into the marketing strategies used and the challenges faced, 2.
Local business owners, They provide perspectives on how omni-channel marketing strategies
affect their businesses and what can be improved, 3. Digital marketing experts, They provide
insights into the latest trends in digital marketing that L.ake Toba can adopt, 4. International
tourists, They provide feedback on their experiences and how effective Lake Toba marketing is in
attracting their interest.

This study used several complementary data collection techniques to obtain rich and in-depth data;
1. Semi-structured interviews were conducted with marketing managers, local business owners,
and digital marketing experts. The purpose of these interviews was to explore information about
the marketing strategies implemented, challenges faced, and best practices that can be adopted.
These interviews also provided flexibility to explore relevant topics in more depth, 2. Observations
were conducted directly at Lake Toba to understand how omni-channel marketing strategies are
implemented and how tourists interact with various marketing channels such as websites, social
media, and promotional materials on site. These observations provide direct insight into the tourist
experience and the effectiveness of marketing strategies, 3. This study also involves document
analysis such as marketing reports, promotional materials, and tourist visit statistics. These
documents provide additional information about the strategies that have been implemented and
the results that have been achieved.

The data that has been collected is analyzed using the following steps, 1. Data from interviews and
observations are transcribed and coded to identify key themes. This coding process helps organize
the data into categories that are in accordance with the focus of the study, 2. Thematic analysis is
used to identify patterns, themes, and categories from the collected data. These themes are then
analyzed to understand how the omni-channel marketing strategy is implemented and to what
extent it impacts the attractiveness of Lake Toba as a tourist destination, 3. Data triangulation is
carried out by comparing information from various sources (interviews, observations, and
document studies) to ensure the consistency and reliability of the research results.

Research Instruments and Validation Process ; 1. Research Instruments: The main instrument in
this study is a semi-structured interview guide designed to elicit in-depth information from
informants. In addition, observation sheets were used to record tourist interactions with various
marketing channels at the research location. Document studies were conducted using a checklist
that included important aspects that should be analyzed from the documents collected. 2.
Validation Process: Instrument validation was conducted through a pre-testing process on several
informants who had similar characteristics to the main respondents. This trial aimed to ensure that
the questions asked were relevant and could be well understood by the informants. In addition,
data triangulation was used as a strategy to increase internal validity by comparing and confirming
findings from various data sources. 3. Internal Validity: Maintained through data triangulation and
selection of appropriate informants, ensuring that the data collected is accurate and in accordance
with the reality on the ground, 4. External Validity: Achieved by comparing the results of this study
with previous studies and best practices in other tourist destinations, so that the results of the study
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can be generalized in a broader context, 5. Audit Trail: The entire research process, including
interview transcriptions, observation results, and data analysis, is recorded in detail so that it can
be checked and verified by other parties.

The methodology used in this study is designed to provide a comprehensive understanding of the
implementation of omni-channel marketing strategies in Lake Toba. With a combination of
various data collection and analysis techniques, this study is expected to produce valid and reliable
findings, as well as provide relevant recommendations for tourism development in ILake Toba.

RESULTS AND DISCUSSION
1. RESEARCH RESULTS
1.1. Implementation of Omni-Channel Marketing Strategy in Lake Toba

This study found that omni-channel marketing strategy has been implemented in Lake Toba with varying
degrees of success. Interviews with marketing managers and local business owners revealed that this
strategy involves the use of multiple communication channels, including websites, social media, and direct
promotions on site. However, there are differences in how these channels are managed, which impacts the

consistency of the message received by tourists.

Table 1. Use of Marketing Channels in Lake Toba

Marketing Channel Frequency of Use Effectiveness
Website High Medium
Social Media High High
On-site Promotion Low Medium

1.2. Challenges in Implementing Omni-Channel Marketing Strategy

Some of the main challenges identified include limited human resources with expertise in digital marketing,
as well as suboptimal technology infrastructure in Lake Toba. Local business owners expressed that they
often have difficulty keeping up with technological developments and digital marketing trends, making

omni-channel strategies less effective.
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Figure 1. Challenges in Implementing Omni-Channel Marketing Strategy
1.3. Impact of Omni-Channel Marketing Strategy on Tourist Visits
Statistical data shows an increase in international tourist visits to Lake Toba after the implementation of
the omni-channel marketing strategy, although the increase is still relatively small. Tourists interviewed
stated that the existence of consistent information across channels influenced their decision to visit Lake

Toba.

Table 2. Increase in International Tourist Visits

Period Number of Implementation Number of Visits Percentage
Visits Before After Implementation Increase
Januari-Juni  12.000 13.500 12.5%
Juli- 15.000 16.800 12%
Desember
2. DISCUSSION

2.1. Comparison with Previous Research

The results of this study are in line with previous findings showing that omni-channel marketing strategies
can increase the attractiveness of tourist destinations (Smith et al., 2019; Brown & Lee, 2021). However,
the unique contribution of this study is the identification of specific challenges faced by tourist destinations
such as Lake Toba, which are located in areas with inadequate technological infrastructure. This adds new
insights to the literature on the application of omni-channel strategies in developing tourism destinations.

2.2. Contribution of the Study to Tourism Development
This study provides an important contribution in understanding how omni-channel marketing strategies
can be adapted and implemented in tourism destinations located in areas that are not yet fully developed.

The findings suggest that despite the challenges, omni-channel strategies still have great potential to
increase tourist arrivals if managed well.
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The findings also emphasize the importance of support from the government and other stakeholders in
improving infrastructure and digital capabilities in tourism destinations such as Lake Toba. Thus, this study
is not only academically relevant but also provides practical recommendations for policy makers and
practitioners in the tourism sector.

2.3. Relationship to Research Questions

This study successfully answered the main research question, namely how omni-channel marketing
strategies can increase the attractiveness of Lake Toba as an international tourism destination. The results
show that this strategy can increase tourist arrivals despite the challenges that must be overcome. In
addition, this study also identified areas where this strategy can be improved, such as improving training
and human resource development and improving digital infrastructure.

3. Scientific Analysis and Synthesis

In the context of tourism marketing, the implementation of an omni-channel strategy requires not only
innovation in the use of technology, but also adaptation to local conditions. This study emphasizes the
importance of a holistic approach involving collaboration between various stakeholders, including
government, business actors, and local communities. In addition, the results of this study also show that
an omni-channel marketing strategy can be an effective tool in overcoming the challenges of managing
tourist destinations in developing areas, as long as it is accompanied by adequate support in terms of
resources and infrastructure.

Graph 1. Increase in Tourist Visits After Omni-Channel Implementation
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Lake Toba Omni-Channel Marketing Strategy Chart
CONCLUSION

This research provides significant insights into the implementation of an omni-channel marketing
strategy to enhance Lake Toba's appeal as an international tourist destination. Through an in-
depth analysis of existing marketing practices, traveler preferences, and global best practices, it is
evident that adopting an omni-channel strategy is not only essential but transformative for Lake
Toba's competitiveness in the global tourism market.

Theoretical Implications: The findings contribute to the growing body of knowledge on omni-
channel marketing in tourism, particularly within the context of emerging markets like Indonesia.
This research highlights the importance of integrating digital and traditional marketing channels
to create a seamless and personalized experience for tourists. It underscores the role of technology
in enhancing destination marketing and offers a framework that can be adapted to other tourist
destinations seeking to attract international visitors.

Practical Implications: From a practical standpoint, the adoption of an omni-channel strategy at
Lake Toba has the potential to significantly increase international tourist visits, as demonstrated
by the initial positive impact observed in website traffic and mobile app usage. The proposed
strategies, such as digital platform integration, personalized content, consistent branding, and
online-offline integration, provide actionable insights for tourism stakeholders in Iake Toba.
Successful implementation could position Lake Toba as a leader in digital tourism transformation
in Indonesia, serving as a model for other destinations aiming to enhance their global appeal.

Suggestions for Future Research: Future research could build on these findings by examining the
long-term impact of omni-channel marketing on tourist satisfaction and loyalty at Lake Toba.
Additionally, researchers could explore the challenges and opportunities associated with scaling
this strategy to other regions within Indonesia. Another avenue for research could be a
comparative study between Lake Toba and other international tourist destinations that have
successfully implemented omni-channel strategies, to identify key success factors and areas for
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improvement.

In conclusion, by merging Lake Toba's unique natural and cultural assets with a comprehensive
digital marketing approach, this research suggests that Lake Toba has the potential to evolve into
a world-class tourist destination. Moreover, the success of this strategy could act as a catalyst for
digital innovation in Indonesia's tourism industry, setting a new standard for how destinations
engage with international travelers in the digital age.
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