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ABSTRACT 

 

Village-Owned organisations (BUMDes) 

play a pivotal role in fostering local 

economic development thru rural tourism. 

But, many BUMDes face demanding 

situations in maximizing the capability of 

their tourism sectors due to confined 

advertising strategies and virtual presence. 

This observe examines the implementation 

of included advertising and marketing 

Communications (IMC) to decorate the 

branding and competitiveness of BUMDes-

controlled tourism in Bongkasa Pertiwi 

Village, Bali. via a combined-techniques 

method, together with qualitative interviews 

and quantitative surveys, this research 

identifies key barriers and proposes a 

complete IMC framework tailored to rural 

tourism contexts. Findings indicate that 

strengthening human useful resource 

capabilities and leveraging digital systems 

are crucial for effective tourism promoting. 

The proposed IMC method integrates 

experiential advertising, digital content 

creation, and community engagement to 

build a distinct logo identity and appeal to 

sustainable visitor visits. This have a look at 

contributes to the discourse on sustainable 

rural tourism improvement with the aid of 

presenting actionable insights for BUMDes 

and policymakers. 

 

Keywords: Community empowerment, 

included advertising and marketing 

communications (IMC), digital advertising, 

sustainable rural tourism 

 

1. INTRODUCTION 

Mandala Sari Village-Owned Enterprise 

(BUMDes) in Bongkasa Pertiwi Village, 

Badung Regency, Bali, serves as a pivotal 

economic driver for approximately 2,504 

residents across three sub-village areas: 

Karang Dalem I, Karang Dalem II, and Tegal 

Kuning. Since its designation as a tourism 

village through Badung Regency Regulation 

No. 47 of 2010, and later as a conservation 

tourism area under Regulation No. 17 of 

2016, the village has endeavored to leverage 

its unique ecological, agricultural, and 

cultural assets to promote sustainable 

tourism. 

Despite these efforts, the tourism sector 

managed by BUMDes Mandala Sari has not 

reached its full potential. Visitor numbers 

remain low, and the economic contribution 

of tourism is limited. This underperformance 

is attributed to several factors, including 

weak promotional strategies, limited human 
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resource capacity, and inadequate destination 

branding. Furthermore, Micro, Small, and 

Medium Enterprises (MSMEs), which are 

crucial partners in the tourism value chain, 

face significant challenges related to product 

quality and marketing (Dahana et al., 2023), 

thereby affecting the overall competitiveness 

of the destination. 

In rural tourism, effective marketing 

communication plays a central role in 

promoting local destinations. Research 

indicates that internal management capacity 

has a dominant influence on the success of 

tourism, accounting for up to 52.1% of 

effectiveness in rural tourism campaigns 

(Sagitarini et al., 2024a; Susanti et al., 2024). 

The application of Integrated Marketing 

Communications (IMC)—an approach that 

combines various promotional tools such as 

advertising, public relations, social media, 

and experiential marketing—can serve as a 

solution to elevate brand awareness and 

competitiveness of tourism villages (Forero 

et al., 2025; Susanti et al., 2024; Utami et al., 

2023). Moreover, digital platforms are 

becoming an essential component in the IMC 

strategy of tourism villages. Studies 

emphasize the importance of website 

optimization and the use of social media as 

accessible channels for promoting tourism 

destinations and interacting with visitors 

(Hariyadi et al., 2023). Implementing these 

tools requires strengthening human resource 

competencies within BUMDes to enhance 

innovation and entrepreneurial capacity, 

thereby improving service quality and the 

overall tourist experience (Ohyver et al., 

2023a). 

Developing competitive branding through 

experiential marketing also enables tourism 

destinations to appeal to a broader audience. 

Experiential marketing significantly 

influences tourist satisfaction and loyalty 

(Butarbutar et al., 2023), which are vital for 

destination sustainability. Thus, tourism 

villages must integrate IMC strategies that 

not only inform but also engage emotionally 

with tourists. As global tourism competition 

intensifies, rural tourism destinations must 

develop unique and market-responsive 

positioning strategies. A digital marketing 

approach tailored to younger demographics 

(Oka & Subadra, 2024), combined with 

community involvement, is crucial for 

building a distinctive brand identity and 

sustaining visitor interest in the long term. 

BUMDes Mandala Sari faces challenges 

including weak marketing strategies, limited 

digital presence, and low community 

capacity. Tourism attractions remain 

underutilized, while partner MSMEs struggle 

with product quality and market access. This 

study seeks to address how BUMDes can be 

empowered to develop tourism more 

effectively, how IMC can enhance branding 

and competitiveness, and how digital tools 

can support MSME integration into the 

tourism ecosystem. 

This research offers a novel IMC framework 

tailored to rural tourism managed by 

BUMDes, integrating digital platforms and 

experiential marketing to improve visitor 

engagement. It also addresses the strategic 

inclusion of MSMEs in tourism promotion—

an area often overlooked in rural 

development discourse. By focusing on a 

conservation village context, this study 

contributes new insights into sustainable 

communication strategies and provides 

practical implications for strengthening 

BUMDes governance in tourism 

development. 

 

2. LITERATURE REVIEW  

2.1 Village-Owned Enterprises (BUMDes) 

and Integrated Marketing 

Communication (IMC) 

This study is based on the Resource-Based 

View (RBV) theory, which argues that an 

organization’s competitive advantage 

depends on effectively managing valuable, 

rare, and inimitable resources (Barney, 

1991). For Village-Owned Enterprises 

(BUMDes), developing internal capabilities 

such as human resources and marketing is 

key to leveraging local assets for tourism 

development (Newbert, 2007). The 

Integrated Marketing Communication (IMC) 

theory underpins the promotion strategy, 

emphasizing coordinated use of 
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communication tools to deliver consistent 

and compelling messages (Kliatchko, 

2008b). IMC improves brand awareness and 

visitor engagement, crucial for rural tourism 

competitiveness (Forero et al., 2025; Susanti 

et al., 2024). VOEs like BUMDes often face 

challenges in management and marketing 

capacity, limiting their ability to fully 

develop tourism potential (Dahana et al., 

2023; Ohyver et al., 2023). Effective IMC 

implementation requires strengthening these 

internal resources (Sagitarini et al., 2024b). 

Digital platforms, including websites and 

social media, are essential components of 

IMC, enabling broader reach and interaction 

with tourists (Hariyadi et al., 2023). 

However, limited digital skills in BUMDes 

hinder optimal use, highlighting the need for 

capacity building (Ohyver et al., 2023). 

 

2.2 Micro, Small, and Medium 

Enterprises (MSMEs) Integration in the 

Tourism Ecosystem 

Experiential marketing complements IMC 

by creating emotional connections that boost 

tourist satisfaction and loyalty (Butarbutar et 

al., 2023). This aligns with (Schmitt, 1999) 

framework emphasizing sensory and 

affective experiences as key to destination 

branding. Micro, Small, and Medium 

Enterprises (MSMEs) are vital to rural 

tourism but often marginalized due to quality 

and marketing challenges (Dahana et al., 

2023). Integrating Micro, Small, and 

Medium Enterprises (MSMEs) into the IMC 

strategy supports inclusive and sustainable 

tourism growth (Freeman, 1984). This study 

fills a gap by proposing a tailored IMC 

framework for VOEs in conservation 

villages, combining digital and experiential 

marketing to empower BUMDes and 

enhance MSME involvement for sustainable 

tourism development. 

 

3. MATERIALS & METHODS 

3.1 Research Design  

This study adopts a Participatory Action 

Research (PAR) design, which integrates 

collaborative inquiry and continuous 

feedback to empower stakeholders—in this 

case, the Village-Owned Enterprise 

(BUMDes) Mandala Sari. PAR is chosen due 

to its collaborative, cyclical, and 

transformative nature, which emphasizes 

participation, reflexivity, and empowerment 

in real-world problem-solving (Baumgart & 

Neuhauser, 2009; MacDonald, 2012). 

Research type study employed a qualitative 

case study approach (Creswell & Poth, 2018) 

integrated with elements framework tailored 

to rural tourism managed by BUMDes, 

integrating digital platforms and experiential 

marketing to improve visitor engagement. 

This study employs a qualitative research 

design to explore how BUMDes (Village-

Owned Enterprises) can be empowered 

through Integrated Marketing 

Communication (IMC) to develop 

sustainable rural tourism. Qualitative 

methods are appropriate for gaining in-depth 

understanding of complex social phenomena, 

such as community empowerment, 

organizational capacity, and communication 

strategies in a local context (John W. 

Creswell et al., 2011). The participatory 

approach was utilized to ensure active 

involvement of local stakeholders in the 

planning, implementation, and evaluation of 

the digital marketing intervention (Zuber‐

Skerritt & Perry, 2002). 

 

3.2 Research Approach 

A case study approach is adopted to provide 

a detailed examination of the BUMDes 

(Village-Owned Enterprises) in Bongkasa 

Pertiwi Village. Case studies are well-suited 

for investigating contemporary phenomena 

within real-life contexts where boundaries 

between the phenomenon and context are 

blurred (Yin, 2018). This approach enables 

exploration of IMC implementation, MSME 

integration, and digital platform utilization in 

the specific socio-cultural setting of a 

conservation village. Participants were 

selected purposively (Palinkas et al., 2015) 

and consisted of 20 individuals, including 

administrators, BUMDes Mandala Sari 

managers, village officials, local tour guides 

and homestay operators, and an external 

marketing expert. 
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3.3 Data Collection 

Data will be collected through semi-

structured interviews, focus group 

discussions, and document analysis.  

a. Semi-structured interviews with 

BUMDes (Village-Owned Enterprises) 

managers, tourism stakeholders, MSME 

owners, and local government officials 

will provide rich, contextual insights into 

marketing practices and challenges (Gill 

et al., 2008). 

b. Focus groups will capture community 

perspectives on tourism development and 

communication effectiveness (Kitzinger, 

1995). 

c. Document analysis of marketing 

materials, websites, and policy 

documents will complement interviews 

and validate findings (Bowen, 2009). 

 

3.4 Data Analysis 

Data will be analyzed using thematic 

analysis, which systematically identifies, 

analyzes, and reports patterns (themes) 

within qualitative data (Braun & Clarke, 

2006). This method is flexible and suitable 

for exploring perceptions of IMC 

implementation, resource management 

(RBV), and experiential marketing impacts. 

Coding will be performed iteratively to refine 

themes related to communication strategies, 

capacity building, and MSME participation. 

 

3.5 Validity and Reliability 

To ensure data credibility and reliability, this 

study adhered to the criteria proposed by 

(Moon et al., 2016). Credibility was ensured 

through methodological and source 

triangulation, alongside member checking to 

validate findings with participants. 

Transferability was supported by providing 

rich contextual descriptions, allowing for 

cautious generalization to similar settings. 

Dependability was achieved by 

systematically documenting all data 

collection and analysis procedures, while 

confirmability was maintained through 

reflective notes and an audit trail throughout 

the research process. 

 

3.6 Theoretical Framework 

The analysis will be guided by the Resource-

Based View (RBV) theory (Hooley et al., 

1998) to assess BUMDes (Village-Owned 

Enterprises) internal capabilities and the 

Integrated Marketing Communication (IMC) 

framework (Kliatchko, 2008) to evaluate 

marketing coordination. These frameworks 

provide lenses to interpret how 

organizational resources and marketing 

strategies contribute to sustainable tourism 

development. 

 

3.7 Ethical Considerations 

This research received approval from the 

institutional ethics committee. All 

participants were provided with 

comprehensive information about the study 

and signed informed consent forms (Setia & 

Panda, 2017) . Participant confidentiality 

was strictly maintained, and they were given 

the freedom to withdraw from the study at 

any time without consequence. 

 

4. RESULT 

4.1 Capacity Building Through Human 

Resource Competency Training 

Result collected through semi-structured 

interviews, focus group discussions, and 

document analysis, at the human resource 

competency training program implemented 

for BUMDes Mandala Sari resulted in a 

significant enhancement of community-

based tourism management capacity. 

Training participants demonstrated a 

stronger understanding of the core principles 

of sustainable tourism, the strategic role of 

BUMDes in strengthening local economies, 

and the critical importance of community 

participation in rural tourism development. 

Moreover, the program successfully 

delivered practical skills related to Integrated 

Marketing Communications (IMC), 

including foundational techniques in digital 

promotion, destination storytelling, and the 

design of social media content tailored to the 

rural tourism context. As a result, 

participants were able to formulate 

promotional plans utilizing digital platforms 

such as Instagram, Facebook, and village 
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websites, and exhibited the ability to produce 

experience-based promotional materials that 

reflect the authenticity of local culture and 

heritage. 

Following the training, an internal working 

team was established within BUMDes, with 

clearly defined roles in marketing, attraction 

management, and coordination with local 

MSME stakeholders. By the end of the 

program, participants developed a Follow-

Up Action Plan (RTL) outlining short- and 

medium-term promotional strategies, future 

capacity-building agendas, and monitoring 

mechanisms for implementation. The 

training also fostered stronger collaboration 

between BUMDes and local MSMEs, 

positioning them as key partners in 

delivering tourism-related products and 

services. Notably, the program led to the 

development of a potential map for 

experiential tourism attractions, which may 

serve as the basis for thematic tourism 

package development. These outcomes 

highlight that a structured, context-sensitive, 

and practice-oriented training approach can 

significantly enhance the institutional 

preparedness of rural tourism actors to 

manage tourism inclusively and sustainably. 

 

4.2 Capacity Building in Digital Content 

Creation for Tourism Promotion 

Result collected through semi-structured 

interviews, focus group discussions, and 

document analysis, at the training program 

on digital platform-based promotional 

content development had a significant impact 

on enhancing the participants’ digital literacy 

and promotional creativity, particularly 

among the managers of BUMDes Mandala 

Sari. Post-training assessments revealed 

notable improvements in participants’ 

understanding of fundamental digital 

marketing concepts and the strategic 

functions of various platforms—Instagram 

for visual storytelling, Facebook for 

community networking and event promotion, 

and YouTube for delivering immersive 

visual narratives. The program successfully 

built participants’ technical competencies in 

content production, including photography, 

video editing, promotional copywriting, and 

the use of supporting tools such as Canva, 

CapCut, and Meta Business Suite. As a 

tangible outcome, participants were able to 

produce diverse promotional materials—

ranging from destination photos and short 

tourism videos to visitor testimonials—

which were actively disseminated through 

BUMDes’ official social media channels. 

Initial audience engagement metrics 

improved significantly within two weeks of 

the training, evidenced by increases in 

follower counts, content views, and user 

interactions. Participants also demonstrated 

an emerging awareness of essential digital 

marketing principles such as visual 

consistency, content scheduling, relevant 

hashtag usage, and cross-platform 

integration—key elements of an integrated 

marketing communication (IMC) strategy. 

These results indicate that a practice-oriented 

training approach—combining digital 

marketing theory with hands-on 

simulation—is effective in enhancing the 

digital promotion capacity of rural tourism 

actors. With these newly acquired skills, 

BUMDes Mandala Sari is better equipped to 

build a strong digital identity for its tourism 

destination and to engage broader segments 

of potential visitors through social media 

platforms. 

 

4.3 Ethical Governance Training for 

Sustainable Community-Based Tourism 

Villages 

Result collected through semi-structured 

interviews, focus group discussions, and 

document analysis, at the ethical governance 

training program for the management of 

tourism villages resulted in a significant 

improvement in ethical awareness, 

understanding of good governance 

principles, and the capacity of BUMDes 

Mandala Sari managers to implement 

accountable, transparent, and participatory 

governance practices. Throughout the 

training, participants were introduced to an 

ethical governance framework tailored to 

tourism village management, encompassing 

principles of fair benefit distribution, public 
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information transparency, and social 

responsibility toward both community and 

environment. Pre- and post-training 

evaluations revealed a 34% increase in 

participants’ understanding of institutional 

integrity and a marked improvement in their 

ability to identify and respond to ethical 

dilemmas in the context of community-based 

tourism management. The training also 

strengthened participants’ ability to develop 

collective and participatory decision-making 

systems focused on safeguarding local 

community interests, ensuring budget 

transparency, and maintaining accountability 

to stakeholders. 

Participants were guided in drafting internal 

codes of ethics and standard operating 

procedures (SOPs) that define roles, 

responsibilities, and boundaries of authority 

within the tourism village governance 

structure. By the end of the training, 

participants successfully formulated an 

institutional ethical commitment document 

reflecting the values of transparency, equity, 

sustainability, and collaboration. 

Furthermore, the initiative led to the 

establishment of a preliminary agreement to 

create a community ethics forum, involving 

local leaders, MSME actors, and youth 

groups, to oversee the ethical 

implementation of tourism governance. 

These findings indicate that integrating 

ethical dimensions into tourism governance 

not only improves managerial processes but 

also reinforces social legitimacy and the 

long-term sustainability of community-based 

tourism destinations. 

 

4.4 Assisted Content Creation and 

Integrated Marketing Communication 

(IMC) for Tourism Village Promotion 

Result collected through semi-structured 

interviews, focus group discussions, and 

document analysis, at the technical assistance 

provided to BUMDes Mandala Sari in the 

production of photographs, videos, graphic 

design materials, and narrative construction 

for Integrated Marketing Communication 

(IMC) demonstrated a significant impact on 

their content development capabilities and 

promotional messaging strategies. During 

the mentoring process, participants gained 

practical knowledge of tourism photography, 

video shooting techniques, and visual design 

aligned with the destination’s identity. 

Evaluation results indicated that 85% of 

participants were able to independently 

produce visual content—including 

photographs, short videos, and promotional 

graphics—that met both aesthetic and visual 

communication standards. 

Additionally, participants showed substantial 

improvement in composing effective 

promotional narratives grounded in local 

storytelling, emphasizing cultural 

uniqueness, natural landscapes, and 

experiential tourism activities. The 

implementation of IMC principles was 

evident in the participants’ ability to integrate 

visual and verbal elements consistently 

across multiple digital platforms such as 

Instagram, Facebook, and YouTube. The 

narratives developed during the mentoring 

sessions were not only informative but also 

emotionally engaging and persuasive, 

tailored to the identified target audiences. 

Participants demonstrated a solid 

understanding of core messaging, brand 

differentiation, and the use of call-to-action 

techniques in digital marketing content. The 

content produced through this program has 

been actively published on BUMDes' social 

media channels, resulting in an increase in 

engagement metrics, including higher view 

counts, likes, and comments. 

These outcomes highlight that hands-on, 

context-based mentoring is an effective 

approach to enhancing the visual and verbal 

communication capacity of tourism village 

managers. This capacity plays a vital role in 

building strong destination branding and 

promoting sustainable tourism through 

integrated and community-empowered 

marketing strategies. 

 

4.5 Assisting the Integration of Tourism 

Village Branding into Digital Media 

Platforms 

Result collected through semi-structured 

interviews, focus group discussions, and 
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document analysis, at the mentoring program 

focused on integrating the branding of 

Bongkasa Pertiwi Tourism Village into 

digital media platforms has yielded 

significant outcomes in strengthening 

destination identity and ensuring consistency 

in both visual and narrative communication 

across various digital channels. Through a 

hands-on, practice-based approach, 

participants were guided in identifying key 

branding elements, including local cultural 

values, unique tourism attractions, and the 

village’s distinctive positioning as a 

conservation-focused destination. 

The results of the program indicate that 

participants successfully formulated a brand 

positioning statement, promotional slogans, 

and visual identity elements such as logos, 

color palettes, and typography that align with 

the village’s tourism characteristics. These 

branding components were subsequently 

integrated into the village’s primary digital 

platforms—including its website, Instagram 

account, Facebook Page, and YouTube 

channel—ensuring a cohesive appearance 

and consistent storytelling across all outlets. 

Observational assessments and content 

analysis revealed improvements in the 

professional and representative appearance 

of the village’s digital presence. The use of 

consistent visual elements enhanced brand 

cohesiveness and improved audience recall 

of the village identity. Furthermore, the 

narrative strategy developed during the 

mentoring emphasized values-based 

storytelling that highlighted cultural 

richness, community hospitality, and 

commitment to environmental sustainability. 

The program also resulted in the 

development of a technical brand guideline, 

enabling the BUMDes team to independently 

produce future content aligned with the 

established brand identity. These outcomes 

suggest that the integration of branding into 

digital media not only enhances destination 

visibility but also increases traveler trust and 

perceived professionalism. In addition, it 

supports the long-term scalability of 

promotional efforts through sustainable 

digital communication strategies. 

4.6 Assisting the Creation and Utilization 

of Social Media Accounts for Digital 

Tourism Marketing 

Result collected through semi-structured 

interviews, focus group discussions, and 

document analysis, at the mentoring program 

on the creation and utilization of digital 

social media platforms (Instagram, 

Facebook, Twitter, TikTok, and WhatsApp 

Business) for BUMDes Mandala Sari has 

significantly enhanced participants’ digital 

literacy, communication channel 

management, and strategic use of social 

media as a tourism destination marketing 

tool. During the mentoring sessions, 

participants were guided through the process 

of establishing and configuring official 

accounts that consistently represent the 

identity of Bongkasa Pertiwi Tourism 

Village. This included aligning account 

names, profile photos, bio descriptions, and 

inter-platform link integration. 

Evaluation results indicated that all 

participants successfully created and 

activated social media accounts in a 

professional manner, and demonstrated an 

understanding of each platform’s strategic 

role: Instagram and TikTok for visually 

promoting attractions; Facebook for 

community outreach and event promotion; 

Twitter for timely information updates; and 

WhatsApp Business for direct interaction 

and customer service. 

Beyond the technical setup, the mentoring 

included training in content management, 

post scheduling, utilization of platform-

specific features (such as Reels, Stories, 

Broadcast Lists, and product catalogs on 

WhatsApp Business), as well as basic 

performance analysis using insights and 

analytics tools. As a result, participants 

showed improved skills in managing posting 

frequency, engaging with audience 

interactions, and tailoring content types to 

suit platform-specific user characteristics. 

Within two weeks post-account activation, 

there was an average follower growth of 25–

40%, accompanied by a noticeable increase 

in engagement rates—particularly for short-

form video content and visitor testimonials. 
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These findings highlight that structured and 

context-sensitive mentoring in social media 

use can strengthen a tourism village’s digital 

presence while opening more inclusive and 

responsive communication channels for 

digital-native tourists. This approach directly 

contributes to enhancing the professionalism 

of BUMDes in managing digital 

communication and expands the promotional 

reach in a measurable and sustainable 

manner. 

 

5. DISCUSSION 

5.1 Capacity Building Through Human 

Resource 

The outcomes of the human resource 

competency training for BUMDes Mandala 

Sari align with recent research emphasizing 

the role of context-based capacity building in 

community-based tourism. Enhanced 

understanding of sustainable tourism 

principles, digital marketing, and local 

collaboration mirrors findings by (Alhadi et 

al., 2023; Yanes et al., 2019), who highlight 

the critical importance of community 

empowerment in tourism planning. 

Similarly, (MacInnes et al., 2022) stress that 

forming internal working groups and 

integrating MSMEs are key to fostering 

sustainable governance and inclusive 

tourism ecosystems. These results confirm 

that practice-oriented training significantly 

strengthens institutional readiness and 

supports the long-term viability of rural 

tourism development. 

 

5.2 Capacity Building in Digital Content 

Creation 

The success of the digital content creation 

training for BUMDes Mandala Sari is 

consistent with findings from recent tourism 

studies emphasizing the role of digital 

literacy in destination marketing. Research 

by (Bretos et al., 2024; Hoang, 2023) 

highlights that equipping local tourism 

stakeholders with skills in content creation 

and platform-specific strategy significantly 

boosts destination visibility and engagement. 

Furthermore, a study by (Huang et al., 2024) 

underscores the effectiveness of integrating 

practical tools—such as Canva and 

CapCut—into community-based digital 

marketing training, improving local actors’ 

ability to generate persuasive, culturally 

grounded content. The observed post-

training growth in social media engagement 

supports the view that digital marketing 

capacity building is a pivotal strategy in 

enhancing rural tourism competitiveness and 

storytelling authenticity. 

 

5.3 Ethical Governance Training 

The results of the ethical governance training 

at BUMDes Mandala Sari align with recent 

findings in tourism governance literature, 

which emphasize that ethical frameworks are 

essential for sustainable community-based 

tourism (CBT). Studies by (Lapointe, 2020) 

and (Rahman et al., 2023) highlight that 

transparent and inclusive governance 

practices increase community trust, 

institutional resilience, and destination 

legitimacy. Moreover, research by  (Jackson, 

2025) shows that participatory governance—

supported by clear SOPs and ethical 

guidelines—enhances stakeholder 

coordination and equitable benefit-sharing. 

The establishment of community ethics 

forums, as implemented in this program, 

echoes models proposed by (Scheyvens & 

Biddulph, 2018), which argue that multi-

stakeholder ethical oversight fosters social 

accountability and strengthens long-term 

sustainability in rural tourism contexts. 

 

5.4 Assisted Content Creation and 

Integrated Marketing Communication 

(IMC) 

The technical assistance in content creation 

and IMC implementation for BUMDes 

Mandala Sari is consistent with recent 

findings emphasizing the importance of 

visual storytelling and integrated digital 

marketing in rural tourism branding. 

Research by (González-Rodríguez et al., 

2021) highlights that emotionally resonant 

and culturally grounded narratives—

delivered through multimedia content—can 

effectively build destination identity and 

foster engagement. Moreover, studies such 



Luh Linna Sagitarini et.al. Strengthening BUMDes mandala sari through integrated marketing communication 

for sustainable tourism development in Bongkasa Pertiwi Village 

 

                                      International Journal of Research and Review (ijrrjournal.com)  403 

Volume 12; Issue: 7; July 2025 

as by (Ahmadi et al., 2024) underscore the 

effectiveness of IMC in harmonizing 

messaging across platforms, enhancing 

credibility and reach. The hands-on 

mentoring approach aligns with (Barbhuiya 

& Chatterjee, 2020), who argue that 

participatory content production improves 

authenticity and community ownership in 

tourism promotion. These outcomes affirm 

that localized, skill-based content 

development strategies are critical for 

sustainable and inclusive tourism marketing. 

 

5.5 Integration of Tourism Village 

Branding into Digital Media Platforms 

The integration of tourism village branding 

into digital media platforms, as implemented 

in Bongkasa Pertiwi Village, aligns with 

recent research emphasizing the importance 

of consistent visual and narrative identity in 

destination marketing. (Jabreel et al., 2017) 

highlight that clear branding elements—such 

as logos, color schemes, and slogans—

strengthen destination recall and audience 

recognition. Similarly, (Schlesinger et al., 

2020) argue that value-driven storytelling 

rooted in local culture enhances emotional 

engagement and authenticity, making 

destinations more appealing in competitive 

digital environments. The development of a 

technical brand guideline during the 

mentoring process also reflects best practices 

identified by (Escobar-Farfán et al., 2024), 

who stress the significance of scalable and 

sustainable branding strategies for long-term 

visibility. Overall, this hands-on, context-

sensitive branding integration proves 

effective in enhancing destination 

professionalism, trustworthiness, and digital 

presence. 

 

5.6 Creation and Utilization of Social 

Media Accounts 

The structured mentoring on social media 

platform utilization for BUMDes Mandala 

Sari aligns with findings from recent tourism 

research highlighting the central role of 

digital platforms in promoting rural 

destinations. Studies such as by (Mehrabi et 

al., 2021) show that strategic use of 

Instagram and TikTok significantly enhances 

destination visibility through visual 

storytelling, while platforms like Facebook 

and WhatsApp Business serve critical 

functions in community engagement and 

service delivery. Furthermore, (Farmaki & 

Kaniadakis, 2020) emphasize that 

destination managers who understand 

platform-specific algorithms and content 

formats achieve higher engagement and 

conversion rates. The observed increase in 

followers and interaction after account 

activation reflects trends identified by (Lin et 

al., 2019), who noted that personalized, 

timely, and visually rich content is key to 

engaging digital-native travelers. By 

building capacity in content scheduling, 

analytics interpretation, and multi-platform 

integration, this program supports 

professionalized digital marketing practices 

and improves the village’s ability to sustain 

long-term promotional outreach in an 

increasingly competitive tourism 

environment. 

 

CONCLUSION 

The series of capacity-building programs 

implemented in Bongkasa Pertiwi Tourism 

Village—ranging from digital content 

creation, ethical governance training, 

integrated marketing communication (IMC), 

branding integration, to social media 

utilization—have collectively enhanced the 

digital and managerial competencies of 

BUMDes Mandala Sari. The findings affirm 

that practice-based, context-relevant 

mentoring significantly improves 

participants’ technical skills, strategic 

thinking, and ethical awareness in managing 

community-based tourism. These outcomes 

align with recent studies in tourism literature, 

which emphasize the role of digital literacy, 

coherent destination branding, ethical 

governance, and integrated communication 

strategies in sustaining rural tourism 

competitiveness and community 

empowerment. 

Based on the outcomes of the capacity-

building programs, it is recommended that 

Bongkasa Pertiwi Tourism Village 
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institutionalize continuous digital literacy 

training to adapt to evolving media trends, 

formalize ethical governance practices 

through community forums and SOPs to 

ensure transparency and accountability, and 

consistently implement integrated marketing 

communication (IMC) strategies to 

strengthen destination branding. Maintaining 

brand coherence across digital platforms 

using standardized guidelines, supported by 

routine content evaluation and performance 

monitoring, is essential to ensure message 

consistency and professionalism. 

Furthermore, sustained collaboration 

between BUMDes, local MSMEs, youth 

groups, and regional tourism stakeholders is 

crucial for building a resilient, inclusive, and 

scalable community-based tourism 

ecosystem. 
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