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HALAMAN MOTTO 

 

“One characteristic emerged as a significant predictor of success. And it wasn't 

social intelligence. It wasn't good looks, physical health, and it wasn't I.Q. It was 

grit. Grit is passion and perseverance for very long-term goals. Grit is having 

stamina. Grit is sticking with your future, day in, day out, not just for the week, not 

just for the month, but for years, and working really hard to make that future a 

reality. Grit is living life like it's a marathon, not a sprint.” 

― Angela Lee Duckworth 
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ABSTRAK 

ANALISIS STRATEGI PROMOSI DIGITAL NGEBEL ADVENTURE 

PARK MENGGUNAKAN MODEL AISAS  

Oleh 

YOGIK BAGUS PRASETYO 

Perkembangan internet serta kemajuan teknologi komunikasi dan informasi saat ini 

berpengaruh terhadap semua sektor kehidupan. Termasuk sector pemasaran berupa 

promosi saat ini juga terdampak oleh kemajuan teknologi tersebut. Banyak 

perusahaan serta instansi pemerintahan yang mempromosikan produknya melalui 

media digital agar dapat menjangkau masyarakat lebih luas lagi. Dari sektor 

pariwisata juga tidak mau ketinggalan dengan pesatnya perkembangan internet 

serta kemajuan teknologi komunikasi dan informasi dengan memanfaatkan media 

digital sebagai alat untuk mempromosikan objek wisata serta potensi yang 

dimilikinya. Seperti apa yang telah dilakukan oleh Pemerintah Desa Ngebel dengan 

membentuk Badan Usaha Milik Desa (BUMDES) mereka mempromosikan dan 

mengenalkan objek Ngebel Adventure Park kepada masyrakat di berbagai media 

digital. Penelitian ini bertujuan untuk mengetahui dan mengidentifikasi penerapan 

promosi digital yang telah dilakukan oleh Pemerintah Desa Ngebel melalui media 

digital. Metode yang digunakan dalam penelitian ini adalah metode penelitian 

deskriptif dengan pendekatan kualitatif. Teknik pengumpulan data dilakukan 

dengan cara wawancara dan pengamatan terhadap media digital yang digunakan 

oleh Pemerintah Desa Ngebel. Data yang diperoleh kemudian dianalisis secara 

kualitatif dengan memperhatikan seluruh data yang telah terkumpul serta 

menggunakan tahapan respon komunikasi model AISAS untuk mengetahui 

penerapan promosi digital Ngebel Adventure Park. Dari hasil penelitian, 

Pemerintah Desa Ngebel melalui Badan Usaha Milik Desa (BUMDES) sebagai 

pengelola objek wisata Ngebel Adventure Park paling aktif menggunakan platform 

media digital Instagram dan Facebook untuk mempromosikan objek wisata Ngebel 

Adventure Park, untuk media digital Youtube tidak terlalu aktif dikarenakan 

pembuatan konten promosi terlalu rumit dan membutuhkan waktu yang lama 

dengan keterbatasan pengelola yang juga memiliki kesibukan dan pekerjaan masing 

masing diluar mengelola objek wisata maka promosi di media digital Youtube tidak 

berjalan lagi.  

Kata Kunci : Promosi Digital, Promosi Wisata, AISAS 
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ABSTRACT 

ANALYSIS STRATEGY DIGITAL PROMOTION NGEBEL ADVENTURE 

PARK USING AISAS MODEL 

By 

YOGIK BAGUS PRASETYO 

The development of the internet as well as advances in communication and 

information technology currently affect all sectors of life. Including the marketing 

sector in the form of promotions is currently also affected by these technological 

advances. Many companies and government agencies promote their products 

through digital media in order to reach a wider community. The tourism sector also 

does not want to be left behind with the rapid development of the internet as well 

as advances in communication and information technology by utilizing digital 

media as a tool to promote tourism objects and their potential. Like what the Ngebel 

Government has done by forming a Village Owned Enterprise (BUMDES), they 

promote and introduce the object of Ngebel Adventure Park to the public in various 

digital media. This study aims to identify and identify the application of digital 

promotions that have been carried out by the Ngebel Village Government through 

digital media. The method used in this research is descriptive research method with 

a qualitative approach. Data collection techniques were carried out by means of 

interviews and observations of digital media used by the Ngebel Village 

Government. The data obtained was then analyzed qualitatively by paying attention 

to all the data that had been collected and using the AISAS model of communication 

response stages to determine the application of the Ngebel Adventure Park digital 

promotion. From the results of the study, the Ngebel Village Government through 

the Village-Owned Enterprises (BUMDES) as the manager of the Ngebel Adventure 

Park tourist attraction is the most active using the Instagram and Facebook digital 

media platforms to promote the Ngebel Adventure Park tourist attraction, for 

digital media Youtube is not very active due to the creation of promotional content. 

too complicated and takes a long time with the limitations of managers who also 

have their respective activities and jobs outside of managing tourist objects, so 

promotions on Youtube digital media are no longer running. 

Keywords: Digital Promotion, Tourism Promotion, AISAS


