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ABSTRACT: One of the potential tourist destinations that offers natural beauty in West Java Province is Wana
Wisata Gunung Puntang, located in Cimaung Village, Banjaran District, Bandung Regency. The potential of
Gunung Puntang lies in not only offering natural tourism but also a unique historical tourist attraction dating
back to the Dutch colonial era in this area. This research aims to understand how digital marketing can enhance
customer intimacy through content marketing and e-CRM for NagaRa Puntang tourist destination and provide
recommendations and suggestions for Eleven Outdoor on what kind of content marketing and e-CRM can be
implemented to enhance customer intimacy for NagaRa Puntang tourist destination.
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l. INTRODUCTION AND LITERATURE REVIEW

Tourism presents many opportunities for the growth and development of tourist activities that attract the
interest of many travelers. Various supporting activities for tourism are created, indoor and outdoor, each
appealing to different groups of tourists. Furthermore, the community increasingly needs tourist activities,
especially for urban residents weary of busy city life. Natural tourism then evolved and shifted into specialized
interest tourism and ecological tourism. Both tourism patterns generally heavily rely on the quality of nature,
ensuring the preservation and conservation of nature, which is the object and attraction of tourism (Fandeli, 2002,
p. 3).

One of the provinces with abundant tourism resources is West Java Province. West Java is a potential
tourist destination because it offers diverse natural, cultural, and historical attractions. West Java, consisting of
lowlands, hills, mountains, and beaches with altitudes ranging from 0 to 1,500 meters, forms a unique tourism
attraction in specific locations. These include the mountains in central West Java and the hilly areas with beaches
in the south. One of the potential tourist destinations that showcases the natural beauty of West Java is Wana
Wisata Gunung Puntang, located in Cimaung Village, Banjaran District, Bandung Regency. It is also the closest
natural destination to the capital of Bandung Regency.

Based on information from the Pasundan Info website, Gunung Puntang is part of the Malabar mountain
range. Within this attraction, there is a campsite managed by Perhutani. The cool air at an altitude of 1,300 meters
above sea level maintains a temperature of approximately 18-23°C. Clear rivers and a combination of naturally
grown pine trees enhance the area's beauty. Gunung Puntang spans an area of 54.84 hectares and is located in the
Logawa Forest Range (RPH Logawa), Banjaran BKPH, South Bandung KPH. Administratively, it falls under the
Cimaung Subdistrict, Bandung Regency.

Gunung Puntang boasts natural tourism and a unique historical tourist attraction. In 1923, this area gained
worldwide fame due to the presence of a Malabar radio transmitter station pioneered by Dr. de Groot. The radio
transmitter station was phenomenal, as the antenna used to broadcast radio signals spanned 2 km between Mount
Malabar and Halimun, reaching a height of 500 meters from the valley floor. This transmitter station was Asia's
first and largest radio transmitter station. From Gunung Puntang, the history of radio technology or shortwave
radio emerged, connecting two countries across continents. It is challenging to imagine how they built it using
the available technology. Additionally, in Gunung Puntang, there are Dutch caves that can be easily explored,
remnants of the Dutch colonial era.

The diversity of potentials that Gunung Puntang possesses, both in natural and cultural or historical
tourism resources, makes it a potential candidate for a specialized interest tourist destination. Besides being an
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adventure tourism destination, Gunung Puntang could also be developed as a historical tourism site. However,
these potentials need to be better developed, and the community needs to be made aware of Gunung Puntang's
potential as a historical tourism destination. Furthermore, the local government treats Gunung Puntang as merely
a part of history rather than a historical asset that should be preserved and developed. The tourism potentials
developed at Gunung Puntang are primarily for nature tourism. This condition has led to the suboptimal
development of Gunung Puntang as a tourist destination. It impacts the suboptimal development of micro, small,
and medium enterprises (UMKM) in Gunung Puntang, including NagaRa Puntang. The NagaRa Puntang
management has made efforts to increase visits to Gunung Puntang. However, these efforts have not been fully
optimized.

Given this situation, a marketing approach based on creating awareness about Gunung Puntang,
especially NagaRa Puntang, is crucial. One of the strategies is utilizing digital marketing. Digital marketing
involves marketing conducted through internet access, utilizing social media and other digital tools. Digital
marketing assists companies or entrepreneurs in promoting and marketing their products and services, opening
new markets that were previously closed or limited due to time constraints, distance, and communication methods
(Prabowo, 2018).

Research findings (Hendrawan et al., 2019) state that digital marketing positively and significantly

impacts increasing sales for MSMEs. The decrease in consumers in various sectors and industries demands that
UMKM players market their products maximally and think creatively and innovatively. Internet use during the
COVID-19 pandemic has become necessary for conducting business. One of the efforts adopted by UMKM
players to promote their products is through digital marketing. In the rapidly evolving digital era, it is impossible
to avoid embracing digital marketing."”
"Digital marketing is the promotion and market exploration activity through online digital media by utilizing
various means, such as social networks (Purwana et al., 2017). Standard digital marketing methods business
players use involve utilizing social media platforms such as Instagram, Facebook, Twitter, and many others to
market products. Digital marketing can also be conducted on e-commerce platforms and various other media. The
rapidly advancing technology necessitates that UMKM understand and study digital marketing.

There are several approaches that UMKM can employ for product marketing: Intensive publication of

product videos and photos on social media accounts. The use of social media is tailored to the product segments
we have. By Utilizing Facebook ads, Instagram ads, Twitter ads, and Google Display Network, easily accessible
through social media, to reach consumers based on predefined criteria. Creating marketing product videos
showcased through social media or conducting live product promotion. When done correctly, this strategy
positively impacts the business. Involving consumers in product selection, conducting education and intensive
product quality introduction on social media accounts, utilizing creative language, and employing hashtags (#) to
make it easier for consumers to find (Hardilawati, 2020).
Engaging in a digital marketing program requires UMKM players to learn and remain open to the evolving
technology continually. Digital marketing also considers the appropriate media and suitable communication
methods tailored to the chosen market segment. To ensure marketing efforts effectiveness and reach the intended
target audience.
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Figure 1
NagaRa Puntang
Source: NagaRa Puntang (2022)
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Il.  Research Objectives
Pertinent issues serving as a basis in the above background, and which will be addressed through this research,
are as follows:

1. How can digital marketing through the development of marketing content and e-CRM for the NagaRa
Puntang tourist destination enhance customer intimacy?
2. What recommendations and suggestions can NagaRa Puntang implement through marketing content and

e-CRM for NagaRa Puntang tourist destination to enhance customer intimacy?

I11.  Research Methodology and Data Analysis
Customer intimacy is the key to developing nature-based tourist destinations such as NagaRa Puntang. Therefore,
it is essential to develop customer intimacy with the following strategies:
1. Service Customization (Tailoring)
a. Providing timely services by delivering the right product at the right time and price. This approach aims to
allow customers to solve their problems quickly and efficiently. The ultimate goal of this model is to identify the
right customers, understand them, and offer products or services they want and need.
b. Accelerating service delivery to provide solutions promptly. In this model, the company must understand its
clients and study their preferences to meet customer needs effectively.
c. Addressing each consumer issue and striving to assist in problem resolution. The employees' willingness to aid
in resolving these issues will create interdependence, enhancing the company's intimacy with customers."
2. Guidance (Coaching):
a. The company commits to resolving issues related to products or services that have not been specified. A
company employing coaching educates customers to obtain the maximum value by offering comprehensive
information about the purchased product. For instance, if someone is about to purchase software, they will receive
instructions on how to use it.
b. The company demonstrates how customers change their business patterns, processes, and products or services.
c¢. The company demonstrates how customers can fully utilize their products, ultimately enhancing their product
use.

3. Partnership (Partnering):

a. partnership involves collaborating with suppliers and customers to design new products or services.
b. Resolving the gap between offered services and reality.
c. Suppliers and customers integrate their business processes, or in other words, two companies collaborate

to redesign the operational model to generate new ways of working together.

Some digital marketing tools that will be used to enhance customer intimacy are as follows:
1. Creation of the NagaRa Puntang Website
2. Facebook & Instagram Ads
Facebook Ads and Instagram Ads are features for promoting or advertising a brand with different reach and can
be controlled by advertisers (Chakti, 2020). They utilize engaging visual content and compelling copywriting to
capture the consumer's attention and stop scrolling on social media. Include a Call to Action (CTA) directed to
the NagaRaPuntang website.
3. Influencers or Celebrities (Celebgram)
Influencers are crucial in promoting a brand because they have a loyal following, thus aiding in building business
credibility (Chakti, 2020). Both micro and macro influencers will be utilized to enhance the value of NagaRa
Puntang. The advertising content will be posted on their IG Story and Feed on Instagram.

a. Content Marketing Strategy

Content marketing development is a highly sought-after marketing strategy by business owners. Besides being
budget-friendly, content marketing can effectively build engagement, allowing closer connections with followers.
Indirectly, it can enhance their trust in NagaRa Puntang. The developed content will include:

1. Awareness: The company must create content that helps the audience remember the company and its
products. It is essential to communicate about the products subtly by incorporating them into a dialogue or using
other creative methods.

2. Product Education: Product education is a crucial aspect of the company, as this education can change
consumers' perceptions of a product or brand. Provide an engaging and creative impression when creating product
education as part of the social media content plan.

3. Creating Demand: The last element to consider in a content marketing strategy is how to create demand
so that consumers use the product more frequently.
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Based on this description, the content developed is divided into primary and filler. The main content aims to
create awareness and provide product education, while filler content aims to build brand image and increase
consumer demand. Filler content is tentative as it will continuously change to adapt to current needs, while main
content is like a harvest as it aims to ensure the audience remembers the products NagaRa Puntang has and what
advantages NagaRa Puntang offers.

Table 1.
Marketing Content Category will be apply

Main Content

Filler Content

1. Product Look
2. Product Knowledge

1. Kuis

2. Testimoni
3. Giveaway
4. Sale

5. Artikel

Source : Researcher Modification (2022)

To support the content that has been created, schedule content regularly, as well as  determine the content
format.
Table 2.
Content Schedule
Week 1 ! Week 2 | Wesk 3 ! Wensk 4 : !
Oay | Content | Prodoct | Broduet [ Conters | Product | Product | Content | modies | Product | Cootent | modus. | Broduct
Mon l |
Tue | l
Wed |
Th | 1
i |
55 :
Sun l l
Instagram content layout:
Jenis Konten:
1. Konten Utama
- Product Look
- Product Knowledge
2. Konten Filler
- Kuis
- Testimoni
- Giveaway
- Sale
- Tips & Trik
Figure 2.
Instagram Content Schedule
Source : Researcher Modification (2022)
Obijectives & Goals:
1. Reach a minimum of 200,000 audience every month.
2. Increase engagement rates each month.
3. Attain 3,000 Instagram followers within three months.
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4. Achieve 1,000 Facebook Page Likes within three months.

Key Performance Indicators (KPIs): The success of these goals will be measured through the reach and
engagement rates of the advertisements run. Additionally, the number of social media followers will be a crucial
indicator. The higher the reach of advertisements and engagement rates compared to the budget, the better the
performance.

b. Building E-CRM

The next step involves building traffic for the website. The traffic sources are almost the same as
increasing brand awareness, but the difference lies in building traffic, which is to bring in as many clicks to the
website as possible and convert them into sales. Increasing traffic is not helpful if it does not result in sales
conversions. According to Martin & Michael Harwood in their book "Landing Page Optimization for Dummies,"
there are several essential criteria in building a landing page/website for conversions. The landing page structure
is depicted in Figure 3.

Based on these conversions, the data will be processed using an e-CRM approach, enabling NagaRa
Puntang to have a comprehensive customer database of those who have shown interest and frequently visited
NagaRa Puntang.
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Figure 3
Structure Step of Digital Marketing Platform
Source: Martin & Michael Harwood (2009)4.
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IV.  Findings and Interpretation

Figure 4
Welcoming Gate of NagaRa Puntang
Source: Team Documentation (2023)

1. Data Collection

Data collection is done through observations at Wana Wisata Gunung Puntang, located in Cimaung Village,
Banjaran District. The observation is conducted to identify problems and potential issues that arise and occur at
Wana Wisata Gunung Puntang in Cimaung Village, Banjaran District, and to map these problems.

2. Data/Information Collection

After conducting observations and mapping the issues at Wana Wisata Gunung Puntang in Cimaung Village,
Banjaran District, the next step is to collect data and information regarding these issues. Data and information
collection involved interviews with stakeholders, including representatives from Perhutani (Forestry Agency), the
management of Wana Wisata Gunung Puntang, and other relevant parties. Additionally, interviews are conducted
with field officers working daily to manage Wana Wisata Gunung Puntang in Cimaung Village, Banjaran District.

Figure 5
Information Gathering with NagaRa Puntang Manager
Source: Team Documentation (2023)
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Figure 6
Information Gathering with NagaRa Puntang Stakeholders
Source: Team Documentation (2023)

The results of observations and interviews by the team are presented as follows:

a. Lack of Digital Marketing Strategy: Wana Wisata Gunung Puntang has yet to be marketed with a digital
concept, necessitating a digital marketing approach to package the destination more attractively. A digital
marketing approach is crucial to target the intended audience, particularly millennials, Generation Y, and
Generation Z. A comprehensive digital marketing strategy is needed to address this.

b. Inadequate Compelling Content: The destination must effectively create engaging content supported by
visuals, illustrations, storyboards, and adequate copywriting. As a result, the mindset regarding this place has
remained the same, from merely a camping site to being recognized as a family tourism destination, encompassing
camping and other natural attractions. A solution is required to enhance content marketing strategies.

c. Insufficient Visitor Data Management: The management of Wana Wisata Gunung Puntang has yet to
effectively collect and manage adequate visitor data, hindering the implementation of appropriate marketing
strategies due to the lack of a comprehensive customer database. A solution is needed in terms of E-CRM.
Based on these findings, strategic recommendations should focus on developing a digital marketing strategy,
improving content marketing to create a stronger narrative, and implementing E-CRM for more effective visitor
data management. The integration of these elements is expected to enhance the attraction and management of
Wana Wisata Gunung Puntang.

3. Product Design

In the initial product development stage, marketing content, and e-CRM products are designed. The design aims
to provide an initial overview of the marketing content and e-CRM needed by Wana Wisata Gunung Puntang,
located in Cimaung Village, Banjaran District, such as adequate images, illustrations, storyboards, and
copywriting. The product is based on a website connected to social media accounts and the official Wana Wisata
Gunung Puntang business WhatsApp application that will be developed.
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Figure 7
NagaRa Puntang Website
Source: https://nagarapuntang.id, 2023
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