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Abstract: This study investigates how strategic management and digital marketing integration
creates sustainable competitive advantage in Indonesia's tourism industry. While digital
technology adoption is widespread, the strategic alignment of digital initiatives with core
business strategies remains underexamined in emerging economy tourism contexts. Employing
an explanatory sequential mixed-methods design with 102 survey respondents and 18 industry
experts, this research demonstrates that strategic-digital integration significantly influences
customer engagement and business performance. Although 94% of businesses utilize digital
marketing tools, only 62% fully integrate them with strategic objectives—revealing a critical
implementation gap. The study extends Dynamic Capabilities Theory and Resource-Based
View by conceptualizing "digital strategic fit" and "digital strategic resilience." Findings
suggest competitive advantage emerges not from technology adoption alone, but from strategic
reconfiguration aligning digital capabilities with organizational objectives.
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INTRODUCTION

Indonesia's tourism industry contributes approximately 4.5% to national GDP and
employs over 13 million people (WTTC, 2024). Despite strong post-pandemic recovery—with
international arrivals reaching 85% of pre-pandemic levels by 2023 (UNWTO, 2024)—the
sector faces intensifying regional competition, rapid technological disruption, and shifting
consumer behaviors toward digital platforms (Gursoy et al., 2022). Digital marketing adoption
has accelerated through platforms such as TikTok, Instagram Reels, and Al-powered
recommendation systems, yet many Indonesian tourism businesses struggle to translate digital
investments into sustained competitive performance (Rachmawati et al., 2022).

Contemporary tourism scholarship has extensively examined either strategic management
or digital marketing in isolation. Strategic management research emphasizes resource
orchestration and dynamic capabilities (Teece, 2021; Sirmon et al., 2022), while digital
marketing studies focus on technology adoption and customer engagement (Dwivedi et al.,
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2023; Hollebeek et al., 2022). However, few studies investigate their integration as a joint
mechanism for sustainable competitive advantage, particularly within emerging economy
tourism contexts undergoing accelerated digital transformation. Prior work in Southeast Asian
settings remains fragmented, with limited empirical examination of how tourism businesses
strategically align digital initiatives with organizational objectives (Khan et al., 2023).

This study addresses this gap by asking: How can the integration of strategic management
and digital marketing create sustainable competitive advantage for Indonesian tourism
businesses? Specifically, this research examines:

1. The relationship between strategic-digital integration and customer engagement;
2. The relationship between customer engagement and business performance;

3. The moderating role of dynamic marketing capabilities; and

4. Organizational capabilities that enable effective strategic-digital integration.

The study advances theoretical understanding by extending Dynamic Capabilities Theory
and Resource-Based View into digital transformation contexts, introducing the concepts of
"digital strategic fit" and "digital strategic resilience." For practitioners and policymakers, this
research provides evidence-based guidance on moving beyond technology adoption toward
strategic digital transformation.

METHOD
Research Design and Context

This study employed an explanatory sequential mixed-methods design (Creswell & Plano
Clark, 2023), commencing with quantitative data collection and analysis followed by
qualitative investigation to elaborate quantitative findings. The research was conducted within
Indonesia's tourism sector, focusing on hospitality establishments, travel agencies, and tour
operators registered with the Ministry of Tourism and Creative Economy. Quantitative
sampling used stratified random sampling with sample size determined using G*Power (Faul
et al., 2022), requiring 97 respondents for medium effect size, power of 0.80, and a = 0.05. Of
350 distributed questionnaires, 102 were retained after data cleaning. Respondents comprised:
a). mid-level managers (48%); b). senior managers (38%); and c). business owners/directors
(14%). Qualitative purposive sampling selected 18 industry experts meeting criteria: minimum
eight years tourism management experience, direct involvement in digital transformation
initiatives, and regional/sub-sector diversity. Data saturation was achieved.

Data Collection and Measures

Quantitative data were collected October—December 2023 via structured online
questionnaire developed through systematic literature review, expert validation, and pilot
testing (n = 35). All constructs were measured using validated multi-item scales: a). strategic-
digital integration (o0 = 0.88); b). dynamic marketing capabilities (a = 0.89); c). business
performance (o0 = 0.91); d). customer engagement (o = 0.86); and e). digital transformation
maturity (oo = 0.87). Confirmatory factor analysis confirmed acceptable model fit and
convergent validity. Qualitative data were collected in January—February 2024 through semi-
structured Zoom interviews averaging 60 minutes, following Brinkmann and Kvale (2022),
covering strategic responses to digital disruption, integration mechanisms, success
measurement, and alignment barriers.

Data Analysis and Ethics

Quantitative analysis employed SPSS 28 and SmartPLS 4.0, including descriptive
statistics and partial least squares structural equation modeling (PLS-SEM). Common method
bias was assessed and found not to be a concern. Qualitative interview transcripts were analyzed
using NVivo 14 following Braun and Clarke's (2022) reflexive thematic analysis, with
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intercoder reliability reaching 89% agreement. The study received institutional ethical
approval. All participants provided informed consent, and data were stored on encrypted
Servers.

RESULTS AND DISCUSSION
Descriptive Findings and Integration Gap

Survey respondents represented: a). hotels/resorts (42%); b). travel agencies (31%); and
c). tour operators (27%) across Java (54%), Sumatra (22%), Sulawesi (14%), and other regions
(10%). Digital marketing tool adoption was nearly universal (94%), with social media
marketing (89%), websites (76%), and email marketing (58%) most prevalent. However, only
62% of businesses reported fully integrating digital marketing initiatives with strategic
objectives, revealing a 32-percentage point implementation gap. Small and medium enterprises
demonstrated significantly lower integration levels than larger enterprises (> = 11.42, p <.01).

Measurement Model Assessment

The measurement model demonstrated satisfactory psychometric properties. Composite
reliability scores ranged from 0.85 to 0.91, exceeding the 0.70 threshold. Average variance
extracted values exceeded 0.50 for all constructs, confirming convergent validity. Discriminant
validity was established through Fornell-Larcker criterion and HTMT ratios below 0.90.

Structural Model Assessment

PLS-SEM analysis revealed significant positive relationships among key constructs.
Strategic-digital integration demonstrated a strong positive effect on customer engagement (3
=0.72, p <.01). Customer engagement significantly influenced business performance (f = 0.56,
p <.01). The model explained 32% of variance in business performance (R? = 0.32) and 51%
of variance in customer engagement (R? = 0.51). Dynamic marketing capabilities positively
moderated the integration-performance relationship (B = 0.18, p <.05).

Qualitative Findings

Thematic analysis of expert interviews yielded three overarching themes explaining the
integration gap:
a). Strategic Ambiguity in Digital Implementation. Experts described digital initiatives
undertaken without clear strategic direction. One senior executive noted: "Businesses adopt
Instagram and TikTok because competitors do, not because these platforms align with their
positioning. Digital becomes activity, not strategy."
b). Capability Constraints at Middle Management. Implementation failures frequently
occurred at middle management levels. A digital transformation consultant explained:
"Directors mandate digitalization, but marketing managers lack strategic training. They know
how to operate platforms but not how to connect platform metrics to business objectives."
¢). Measurement Myopia. Organizations predominantly measured digital marketing success
through operational metrics rather than strategic metrics. An association leader observed:
"Vanity metrics create illusion of progress. Businesses celebrate viral content but cannot
explain how it contributes to competitive advantage."

Theoretical Contributions

This study extends Dynamic Capabilities Theory (Teece, 2021) by identifying specific
micro-foundations of digital dynamic capabilities in tourism contexts: a). sensing digital
opportunities through environmental scanning; b). seizing opportunities through agile
experimentation; and c). transforming organizational routines to embed digital capabilities.
These micro-foundations operate as interconnected routines that collectively enable strategic-
digital integration.
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The research further contributes to Digital Transformation Theory (Vial, 2021) by
demonstrating that strategic-digital integration creates "digital strategic fit"—alignment
between digital initiatives and strategic objectives that amplifies value creation. Organizations
achieving high digital strategic fit demonstrate superior customer engagement and business
performance because technology deployment directly serves strategic priorities.

Finally, the study advances Resource Orchestration theory (Sirmon et al., 2022) by
illustrating how tourism businesses: a). structure digital resources through platform and talent
investment; b). bundle them with existing capabilities through integrated marketing; and c).
leverage them for market advantages through distinctive digital service experiences. The
integration gap identified represents a failure of resource orchestration—digital resources are
acquired but not effectively bundled or leveraged.

Implications

a). For Practice. Tourism businesses must develop digital leadership capabilities throughout
organizational hierarchies, particularly at middle management levels where strategic
implementation occurs. Structured integration frameworks, such as strategy-aligned digital
scorecards, can translate strategic objectives into measurable digital initiatives. Organizations
should cultivate data-driven cultures that move beyond descriptive analytics toward predictive
applications. Strategic agility mechanisms—regular alignment reviews, cross-functional
integration teams, and rapid experimentation protocols—enable continuous adaptation to
digital market signals.

b). For Policy. Policymakers should accelerate digital infrastructure development in secondary
tourism destinations to reduce regional integration disparities. Collaborative skills development
programs involving government, educational institutions, and industry associations can address
digital tourism competency gaps. Innovation ecosystem development connecting tourism
businesses with technology startups would facilitate capability acquisition. Regulatory
frameworks require updating to accommodate emerging digital business models while
protecting consumer interests.

c). For Education. Tourism management curricula must transform to develop "T-shaped
professionals"—graduates with deep disciplinary tourism knowledge complemented by broad
digital competencies, including digital marketing strategy, data analytics, and emerging
technology applications. Experiential learning through industry-partnered digital projects,
simulation-based strategic decision-making, and case studies of successful integration should
become pedagogical pillars. Continuous professional development platforms and industry-
academia research collaborations can address incumbent workforce capability gaps.

Limitations and Future Research
This study has limitations suggesting future research directions:

1. Cross-sectional design. Captures integration patterns at a single point, limiting causal
inference. Longitudinal studies tracking digital transformation journeys over three to
five years would illuminate capability development sequences.

2. Indonesian context. While theoretically relevant as an emerging economy, findings
may limit generalizability. Comparative studies across Southeast Asian tourism markets
would assess boundary conditions.

3. Self-reported performance data. May contain biases despite statistical controls.
Future research should incorporate objective performance indicators and customer-
perceived value measures.

4. Rapid technological evolution. The fast-paced development of artificial intelligence
suggests investigation of generative Al's transformative potential for strategic
marketing in tourism.
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CONCLUSION
This study demonstrates that sustainable competitive advantage in Indonesia's digitalizing
tourism industry emerges not from digital technology adoption alone, but from strategic
integration of digital capabilities with core business strategies. Three key conclusions are
drawn:
1. Strategic-digital integration significantly enhances customer engagement and business
performance, explaining 32% of performance variance;
2. A persistent integration gap exists between digital tool adoption (94%) and strategic
alignment (62%), particularly acute among smaller enterprises; and
3. "Digital strategic resilience"—the capacity to continuously adapt strategic positioning
in response to digital disruptions while maintaining core value propositions—is
essential for sustained competitiveness.

Building digital strategic resilience requires not merely technological investment but
organizational learning, capability development, and ecosystem collaboration. For tourism
industries across emerging economies, the imperative extends beyond digital transformation to
strategic reconfiguration.
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Gambar 1. Model Penelitian: Integrasi Strategi-Digital dan Keunggulan Kompetitif
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Tabel 1. Profil Responden Penelitian (n = 102)

Kategori Sub-Kategori Frekuensi Persentase
Jabatan Mid-level Manager 49 48%
Senior Manager 39 38%
Owner/Direktur 14 14%
Sektor Usaha Hotel/Resort 43 42%
Biro Perjalanan 32 31%
Tour Operator 27 27%
Wilayah Jawa 55 54%
Sumatera 22 22%
Sulawesi 14 14%
Lainnya 11 10%
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TABEL 2: HASIL UJI HIPOTESIS (PLS-SEM)
Tabel 2. Path Coefficient dan Pengujian Hipotesis

Hipotesis Jalur B t-value p-value Keputusan

H1 SDI — CE 0,72 8,45 <0,01 Diterima

H2 CE — BP 0,56 6,12 <0,01 Diterima
SDI — BP (moderasi o

H3 DMC) 0,18 2,34 <0,05 Diterima

Gambar 2. Kesenjangan Adopsi vs Integrasi Digital di Industri Pariwisata Indonesia

“"Kesenjangan Digital (n=102)"
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Gambar 3. Model Digital Strategic Resilience untuk Pariwisata Berkelanjutan
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