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ABSTRACT

Indonesia, renowned for its diverse cultural heritage and
Article history breathtaking natural landscapes, has strategically positioned
Received 8 January 2025 itself on the global tourism stage through the Wonderful
iﬁgés'i‘g dzg(l)wsaerctleiobzesr Indonesia branding campaign. This study explores the
2025p p effectiveness of this campaign in transforming Indonesia into

a globally recognized tourism destination. By analyzing key

performance indicators such as international tourist arrivals,
Keywords: domestic tourism growth, hotel occupancy rates, and the role

XI\;?c?ne gf;lgrllg?r?;esm of digital platforms, this research provides a comprehensive

Tourism Marketing assessment of the campaign's impact. The findings highlight

Sustainable Tourism significant achievements, including increased global brand

Digital Marketing recognition, economic contributions, and improved digital
engagement through social media platforms. However,
challenges such as over-tourism, regional disparities, and
infrastructure limitations persist, posing risks to long-term
sustainability. This study emphasizes the importance of
balancing growth with sustainable tourism practices and
recommends strategies to optimize future branding efforts.
Insights from this research aim to guide policymakers, tourism
stakeholders, and marketing professionals in enhancing the
effectiveness of destination branding campaigns in emerging
economies.
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1.Introduction

Tourism has emerged as one of the fastest-growing sectors in the global economy,
significantly contributing to economic growth, employment opportunities, and cultural
exchange (Prawibowo & Purnamasari, 2019; Rahmat, 2020). Countries worldwide are
increasingly adopting nation branding strategies to position themselves as attractive tourism
destinations. In this context, Indonesia has successfully implemented its nation branding
initiative through the Wonderful Indonesia campaign, which has played a pivotal role in
boosting its global image as a premier tourist destination (Sari, 2020; Dewi, 2023).

The Wonderful Indonesia branding campaign, launched by the Ministry of Tourism and
Creative Economy, seeks to showcase Indonesia's rich cultural heritage, breathtaking natural
landscapes, and warm hospitality (Yulliana, 2021; Usman & Pramezwary, 2023). This branding
effort goes beyond mere advertising; it involves a strategic combination of public diplomacy,
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cultural diplomacy, social media marketing, and international collaboration to position
Indonesia as a competitive player in the global tourism market (Nasution et al., 2020).

Over the years, the Wonderful Indonesia campaign has achieved significant milestones,
including increased international tourist arrivals, improved brand recognition, and enhanced
global perception of Indonesia's tourism sector (Novalina, 2017; Maulana et al, 2020).
Participation in global tourism events, partnerships with international stakeholders, and the
effective use of digital platforms have further amplified the success of the campaign (Rahmat,
2020; Kumoratih, 2020).

However, the question remains: Has the Wonderful Indonesia branding campaign truly
succeeded in achieving its objectives? While significant progress has been made, measuring
the overall effectiveness of such a large-scale campaign requires a closer examination of its
outcomes, including tourist satisfaction, economic impact, and long-term sustainability (Sari,
2020; Dewani et al., 2019). Evaluating whether the campaign has effectively influenced
international perceptions and driven consistent growth in tourist numbers is essential to
determine its success.

This research aims to explore whether the Wonderful Indonesia branding campaign has
been successful in achieving its intended goals. It will analyze the key performance indicators,
tourist feedback, and economic outcomes associated with the campaign. By doing so, the study
seeks to provide a comprehensive assessment of the campaign's effectiveness and identify
areas for improvement.

By analyzing the elements that have contributed to the success of this nation branding
initiative, this study seeks to provide valuable insights for policymakers, tourism stakeholders,
and future researchers in the field of tourism branding and destination marketing. The findings
will contribute to a deeper understanding of how strategic branding efforts can drive
sustainable tourism development in emerging economies like Indonesia (Yulliana, 2021;
Hubner et al,, 2021).

2.Literature Review

Tourism branding has become an essential strategy for destinations seeking to differentiate
themselves in a competitive global marketplace. By creating a unique and compelling image in
the minds of both international and domestic tourists, effective branding can significantly
influence decision-making processes, fostering economic growth and sustainable development
(Nurhadi, 2019). To measure the success of such initiatives, key performance metrics,
including International Tourist Arrivals, Domestic Tourist Arrivals, and the Hotel Occupancy
Rate, provide critical insights into the impact and reach of branding campaigns (Makhasi & Sari,
2018).

The "Wonderful Indonesia" campaign exemplifies the integration of strategic marketing
principles in nation branding. Drawing on Simon Anholt's Nation Branding Hexagon, the
campaign strategically aligns its efforts across six dimensions: tourism, exports, governance,
investment, culture and heritage, and people (Sari, 2020). This multidimensional approach
ensures a cohesive brand narrative that resonates with diverse global audiences while
promoting Indonesia's unique cultural and natural assets.

One of the primary indicators of tourism branding success is the growth in international
tourist arrivals (International Tourist Arrivals). Effective campaigns, such as Wonderful
Indonesia, have demonstrated measurable success in attracting international visitors. For
instance, targeted efforts to engage the Chinese market resulted in a significant 42.22%
increase in arrivals from China in 2017 (Makhasi & Sari, 2018). These increases not only reflect
the success of culturally tailored branding strategies but also contribute to broader economic
benefits, including foreign exchange earnings and GDP growth (Sumarjiyanto, 2020). However,
scholars argue that focusing solely on raw arrival numbers provides an incomplete picture,
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suggesting that factors such as tourist expenditure, duration of stay, and repeat visits must also
be considered to evaluate the overall effectiveness of branding efforts (Saleh & Anisah, 2018).

While international tourism often dominates discussions, domestic tourism (Domestic
Tourist Arrivals) plays an equally critical role in ensuring the sustainability of the tourism
industry. During global crises or economic downturns, domestic tourists provide a stable
foundation, acting as an economic buffer (Rudy & Mayasari, 2019). The Wonderful Indonesia
campaign has leveraged this opportunity by promoting regional travel and supporting small
and medium enterprises (SMEs) in the tourism sector (Saleh & Anisah, 2018). Beyond
economic contributions, domestic tourism fosters a sense of national pride, reinforcing
Indonesians' connection to their cultural and natural heritage while enhancing the resilience
of tourism destinations (Sumarjiyanto, 2020).

In recent years, digital platforms have become central to the success of tourism branding
campaigns. The Wonderful Indonesia campaign has effectively utilized social media platforms
such as Instagram, Facebook, and YouTube to engage both international and domestic
audiences. Metrics like increased hashtag usage (#Wonderfullndonesia) and higher
engagement rates underscore the power of digital marketing in amplifying brand awareness
and engagement (Prawibowo & Purnamasari, 2019). These efforts highlight the importance of
integrating digital tools into nation branding strategies to reach broader audiences in real-
time.

Another critical performance indicator in tourism branding is the Hotel Occupancy Rate,
which reflects the effectiveness of campaigns in driving overnight stays. High Hotel Occupancy
Rate rates signal increased tourist activity, benefiting local economies through greater
spending on accommodations, dining, and other services (Sumarjiyanto, 2020). However,
sustaining high occupancy levels requires continuous investment in infrastructure and service
quality. Seasonal fluctuations in Hotel Occupancy Rate further emphasize the need for
diversified strategies to attract visitors year-round (Azizah & Handoyo, 2020).

The interconnectedness of International Tourist Arrivals, Domestic Tourist Arrivals, and
Hotel Occupancy Rate data underscores the holistic nature of tourism branding evaluation.
International arrivals often drive higher occupancy rates, while domestic tourism ensures
stability during off-peak seasons. This interplay suggests that effective branding must balance
both segments while addressing infrastructure capacity and service quality to meet growing
demand (Nurhadi, 2019). Hotel Occupancy Rate data also serves as a feedback loop for tourism
planners, helping to identify areas for strategic improvement and investment (Sumarjiyanto,
2020).

The Wonderful Indonesia campaign has achieved measurable success across key
performance metrics, including growth in International Tourist Arrivals and Domestic Tourist
Arrivals arrivals, increased Hotel Occupancy Rate rates, and higher foreign exchange earnings
(Novalina, 2017; Maulana et al.,, 2020). Surveys have consistently indicated high levels of
tourist satisfaction, validating the effectiveness of the campaign in delivering on its brand
promise (Nasution et al., 2020). However, challenges persist, particularly in maintaining
consistency across platforms, addressing infrastructure gaps, and improving service quality at
tourist destinations (Kumoratih, 2020). These challenges highlight the need for ongoing
evaluation and data-driven adjustments to sustain the campaign's impact.

Although International Tourist Arrivals, Domestic Tourist Arrivals, and Hotel Occupancy
Rate provide robust indicators of branding success, future research should explore their
interaction with emerging trends in digital branding, eco-tourism, and smart tourism
technologies. By integrating these elements, Indonesia can further refine its branding
strategies, ensuring sustained competitiveness and long-term growth in the global tourism
market.
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3.Method

This study employs a quantitative content analysis approach using secondary data sourced
from Badan Pusat Statistik (BPS) to evaluate the effectiveness of the Wonderful Indonesia
nation branding campaign. Content analysis is selected as the primary method to
systematically interpret and extract meaningful patterns from statistical tourism data, focusing
on measurable indicators that reflect campaign outcomes.

The study adopts a descriptive quantitative design to analyze statistical data related to
tourism performance indicators. This approach allows for an objective assessment of trends,
patterns, and relationships within the data, enabling a clear evaluation of the campaign's
effectiveness. According to Creswell (2014), a quantitative approach is suitable for studies
aiming to examine relationships among measurable variables, while Hair et al. (2010)
emphasize the importance of using validated indicators for reliable results. The data used in
this study is derived from official publications and statistical reports released by BPS over a
defined period, specifically focusing on the year 2024.

4.Results and Discussion

In 2024, Indonesia experienced remarkable growth in its tourism sector, signifying a strong
recovery from the impact of the COVID-19 pandemic. The tourism industry saw a surge in both
international and domestic tourist activities, as demonstrated by data from the Badan Pusat
Statistik (BPS). This analysis focuses on the trends and implications of tourism data from BPS
for October 2024, reinforced by relevant academic insights and frameworks.

Tourist Source Countries

&

Australian Bureau of Statistics, GeoNames, Micrasoft, Navndfo, Open Places, OpenStreetMap, Overture Mag undation, TomTam, Zenrin

Figure 1.
Tourist Source Countries

In April 2024, Indonesia recorded 1.07 million international tourist arrivals, marking a
2.41% increase from March 2024 and a 23.23% year-over-year increase from April 2023. From
January to April 2024, cumulative arrivals increased by 24.85% compared to the same period
in 2023. Significant growth was noted at key entry points such as Ngurah Rai International
Airport, Bali (28.92%), and Soekarno-Hatta International Airport, Banten (38.31%).

1. Tourist Source Countries
1. Malaysia (15.99%)

a. Malaysia continues to be a dominant source of tourists, driven by geographic
proximity, shared cultural heritage, and affordable travel packages.

W: http://spektrum.stikosa-aws.ac.id/index.php/spektrum | E: spektrum@stikosa-aws.ac.id



eISSN 2621 — 8712 | pISSN 2338-0861 354

b. Cities like Jakarta, Bandung, and Batam remain popular destinations for
Malaysian tourists.

2. Australia (11.99%)

a. Australian tourists predominantly visit Bali, drawn by its tropical climate,
world-class resorts, and surfing opportunities.

b. The resurgence of direct flight routes has further facilitated this growth.
3. China (8.06%)

a. Chinese tourists are gradually returning post-pandemic, focusing on
destinations such as Bali, Jakarta, and Manado.

b. Visa-on-arrival policies and cultural affinity contribute to this recovery.
4. Singapore (8.90%)

a. Proximity allows Singaporeans to favor weekend getaways to destinations such
as Batam, Bintan, and Jakarta.

b. The affordable cost of living in Indonesia compared to Singapore serves as an
additional pull factor.

5. Saudi Arabia (7.45%)

a. Saudi tourists primarily visit for family vacations and luxury tourism
experiences in cities like Jakarta, Bandung, and Bali.

b. Indonesia's halal tourism branding also resonates strongly with Saudi tourists.
6. Japan (5.80%)

a. Japanese tourists often prefer cultural destinations such as Yogyakarta, Bali,
and Bandung.

b. Culinary tourism and historical sites remain key attractions.
7. South Korea (5.50%)

a. South Korean tourists are drawn to Bali's beaches and Jakarta’s shopping
districts.

b. Increased airline connectivity has supported growth in arrivals.
8. India (5.20%)

a. Indian tourists primarily visit Bali for honeymoon destinations and spiritual
retreats.

b. Promotional campaigns targeting the Indian market have shown significant
success.

9. United States (4.65%)

a. US tourists favor Bali, Yogyakarta, and Komodo Island for their unique cultural
experiences and natural beauty.

b. The rise of digital nomads has also contributed to sustained visits.
10. United Kingdom (4.40%)

a. British tourists are typically long-haul travelers, visiting Bali, Lombok, and
Yogyakarta.

b. Adventure tourism and cultural exploration remain primary motivators.

These statistics align with Nurhadi (2019), who emphasizes that effective branding
campaigns, particularly Wonderful Indonesia, have played a critical role in attracting tourists
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from diverse regions (Nurhadi, 2019). Furthermore, Makhasi & Sari (2018) underscore the
importance of multi-channel strategies in reaching global audiences (Makhasi & Sari, 2018).
Despite this growth, Sumarjiyanto (2020) highlights potential infrastructure and
environmental challenges posed by increased tourist volumes (Sumarjiyanto, 2020).

2. Domestic Tourism Trends

In April 2024, 756.02 thousand domestic trips were recorded, representing a 9.28%
increase month-over-month and a 33.13% increase year-over-year. Outbound tourism
destinations for Indonesian nationals include:

1. Malaysia (33.17%) - Proximity and affordability.

2. Singapore (16.33%) - Urban tourism and shopping.

3. Saudi Arabia (10.65%) - Religious tourism (Hajj and Umrah).
4. China (5.44%) - Business and cultural exchanges.

This data aligns with Rudy & Mayasari (2019), emphasizing domestic tourism’s stabilizing
role (Rudy & Mayasari, 2019).

3. Hotel Occupancy Rates

e Star-Rated Hotels: 47.14% occupancy (+5.77 points YoY).
¢ Non-Star Hotels: 26.21% occupancy (+4.35 points YoY).

e Average Length of Stay: 1.63 nights (stable YoY).

These indicators show that both premium and budget tourism segments have rebounded
effectively (Sumarjiyanto, 2020).

The hospitality sector showed clear signs of recovery, with hotel occupancy rates (TPK) in
October 2024 reaching 55.67% for star-rated hotels (a 2.65-point increase from October
2023). For non-star hotels, the occupancy rate climbed to 25.61%, marking a 0.80-point
improvement. This growth suggests increased travel confidence and a balance between high-
end international tourism and budget-friendly domestic tourism.

Research by Sumarjiyanto (2020) highlights that hotel occupancy rates serve as a key
operational indicator of tourism performance, reflecting both international and domestic
travel trends (Sumarjiyanto, 2020). However, high occupancy rates in popular destinations
also signal emerging pressures on infrastructure, aligning with Doxey’s Irridex Model, which
warns of potential social and environmental strains in overburdened destinations.

4. Average Length of Stay

The average length of stay for star-rated hotels was 1.64 nights in October 2024, showing
only a marginal increase of 0.01 nights compared to October 2023. This pattern suggests that
Indonesia continues to attract short-term, high-frequency travelers.

According to McKercher’s Typology of Tourists, such visitors can be classified as "shallow
tourists,” who prioritize quick engagements with key attractions rather than extended
immersive experiences. Efforts to increase the average length of stay through bundled
packages, extended cultural events, or strategic multi-destination tourism routes could yield
significant economic and cultural benefits (Saleh & Anisah, 2018).

The findings from BPS highlight a promising yet cautious recovery trajectory for Indonesia's
tourism sector. While campaigns such as Wonderful Indonesia have proven effective in driving
international arrivals (Nurhadi, 2019), a balanced focus on sustainable infrastructure,
environmental conservation, and community involvement is essential (Sumarjiyanto, 2020).

Efforts must also focus on diversifying domestic tourism destinations to alleviate over-
tourism in popular hotspots. By encouraging travel to underutilized regions, such as emerging
cultural and natural attractions, tourism benefits can be distributed more equitably while
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reducing strain on overburdened destinations. Additionally, introducing experiential tourism
strategies, such as immersive cultural experiences and thematic travel packages, can
encourage visitors to extend their stays, enhancing both economic impact and engagement
with local communities. To ensure the sustainability of these efforts, robust environmental and
infrastructure management systems must be implemented. These systems will help mitigate
negative externalities, such as environmental degradation and overuse of resources, while
supporting long-term growth and preserving the quality of visitor experiences.

5.Conclusion

The tourism performance data for April 2024 reflects Indonesia's remarkable recovery
and growth in the sector, marked by increases in international arrivals, domestic tourism
participation, and hotel occupancy rates. These achievements highlight the effectiveness of the
nation's branding campaigns, such as "Wonderful Indonesia," as well as improvements in
infrastructure and service quality. However, significant challenges persist, including over-
tourism in popular destinations, the prevalence of short visitor stays, and disparities in tourism
benefits across regions. Addressing these issues is crucial to achieving long-term sustainability
and balanced growth.

To build on this momentum, a strategic shift is required to ensure sustained success. First,
diversifying source markets by targeting emerging regions such as India, South Korea, and the
Middle East will reduce reliance on traditional markets and foster resilience. Second,
promoting secondary destinations such as Lombok, Sumatra, and Sulawesi will alleviate
pressure on Bali while encouraging equitable regional development. Third, adopting
sustainable tourism practices, including carrying capacity limits and eco-friendly policies, will
mitigate environmental impacts and promote responsible tourism.

Additionally, extending tourist stays by offering multi-destination packages and hosting
cultural festivals can increase tourist spending and deepen engagement with local culture.
Finally, leveraging technology, such as real-time analytics and smart tourism tools, will enable
more effective management of visitor flows and infrastructure demands.

By focusing on these strategic priorities—market diversification, sustainable practices,
and enhanced visitor experiences—Indonesia is poised to position itself as a global leader in
sustainable tourism development. This approach not only ensures economic growth but also
preserves the nation’s cultural and natural heritage for future generations
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