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ABSTRAK 
 

 
Penulisan karya tulis ini bertujuan untuk mengetahui bauran promosi pada atraksi wisata 
alam Batu Hiu Kab. Pangandaran, dimana penelitian ini sendiri adalah bertujuan untuk 
mengetahui kegiatan promosi seperti bagaimanakah yang dapat membuat calon wisatawan 
memiliki rasa ingin berkunjung, hal ini dilakukan demi membantu Dinas Pariwisata 
Kab.Pangandaran dalam melakukan kegiatan promosi yang lebih terarah. 
       Sebuah Promotion activities terdiri atas 8 unsur pembentuk yakni : advertising, Sales 
Promotion, Event and Experiences, Hubungan Masyarakat dan Publisitas, Online and Social 
Media Marketing, Word od Mouth marketing, Direct and database marketing, Personal 
Selling yang mana ke delapan unsur inilah yang menjadi penilaian peneliti yang disarankan 
nantinya untuk dapat digunakan oleh pihak  atraksi wisata alam Batu Hiu Kab. Pangandaran. 
Penelitian ini menggunakan metode deskriptif kuantitatif dengan jumlah responden 110 
wisatawan yang berkunjung dan mencari tahu informasi mengenai promosi yang  dilakukan 
melalui berbagai media. Penentuan responden dilakukan dengan cara Sampling Purposive, 
dan teknik pengumpulan data yang kami lakukan yakni dengan cara penyebaran 
questionnairre melalui g-form. 
       Hasil penelitian menunjukkan bahwa beberapa penilaian mengenai indikator dalam 
promotion activities terbilang baik dan layak disarankan untuk digunakan oleh pihak atraksi 
wisata alam Batu Hiu Kab. Pangandaran. Adapun beberapa indikator yang mendapatkan nilai 
kurang baik, dengan begitu maka pihak Dinas Pariwisata Kab. Pangandaran dapat lebih 
berfokus dalam mengelola kegiatan promosi yang menjadi preferensi bagi wisatawan. 

 
 

Kata Kunci: Promotion  Activities, Advertising, Sales Promotion, Event and Experiences, 
Hubungan Masyarakat dan Publisitas, Online and Social Media Marketing, Word of Mouth 
Marketing, Direct and Database Marketing, Personal Selling. 
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ABSTRACT 
 

       The writing of this paper aims to find out how promotion mix are the preferences 
of tourists in the natural tourist attractions of Batu Hiu Kab. Pangandaran, where 
this research itself aims to find out how promotion activities can make potential 
tourists feel like visiting, this is done in order to help the Pangandaran Regency 
Tourism Office in carrying out more targeted promotion activities. 
       A Promotion activity consists of 8 elements, namely: advertising, Sales 
Promotion, Events and Experiences, Public Relations and Publicity, Online and 
Social Media Marketing, Word of Mouth marketing, Direct and database marketing, 
Personal Selling, of which these eight elements are the The researcher's assessment is 
recommended later to be used by the natural tourist attractions of Batu Hiu Kab. 
Pangandaran. This study uses a quantitative descriptive method with the number of 
respondents 110 tourists who visit and find out information about promotions carried 
out through various media. Determination of respondents was done by means of 
purposive sampling, and the data collection technique that we did was by distributing 
questionnaires through the g-form. 
       The results of the study indicate that several assessments of indicators in 
promotion activities are fairly good and deserve to be recommended for use by the 
natural tourist attractions of Batu Hiu Kab. Pangandaran. As for some indicators 
that get a bad score, so the District Tourism Office. Pangandaran can focus more on 
managing promotional activities that are a preference for tourists. 
 
Keywords: Promotion Activities, Advertising, Sales Promotion, Events and 
Experiences, Public Relations and Publicity, Online and Social Media Marketing, 
Word of Mouth Marketing, Direct and Database Marketing, Personal Selling. 
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