
 Enrichment: Journal of Management, 13 (4) (2023) 
   

 

 

 

Journal homepage: www.enrichment.iocspublisher.org 

Published by: Instiute of Computer Science (IOCS) 
 

Enrichment: Journal of Management 
 

Journal homepage: www.enrichment.iocspublisher.org 

Marketing strategy analysis of Sam Poo Kong in increasing 
number of visitors 

 
Nabilah1, Michael Rudolf Bernadus2 

1,2Corporate Communications, LSPR Communication & Business Institute 

A R T I C L E  I N F O  ABSTRACT  

Article history: 

Received Jul 22, 2023 
Revised Sep 12, 2023 

Accepted Sep 27, 2023 
 

 
This research aimed to investigate the marketing strategies used by 
Sam Poo Kong, a leading tourist destination business in Semarang, 
to ensure the sustainability of their business. Qualitative methods 
were used in this study. The research utilized in-depth interviews 
with Sam Poo Kong's managers and CEO to collect data on their 
marketing approach. The findings showed that Sam Poo Kong relied 
heavily on two main marketing strategies, such as event promotion 
and social media promotion. The organization actively organizes 
and participates in various events to interact with potential 
customers, create brand awareness, and foster customer loyalty. In 
addition, social media promotion has also emerged as another 
important aspect of Sam Poo Kong's marketing strategy. By 
harnessing the power of social media platforms, the company 
effectively reaches a wider audience and engages with customers in 
a more interactive and dynamic way. The insights gained from this 
study can be useful for other businesses in the industry looking to 
improve their marketing strategies and maintain long-term 
sustainability. 
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INTRODUCTION  

Traveling is one of the needs of modern humans (Neupane, 2021). The development of technology 
and information makes it easier for people to find and enjoy various attractions (Heever, 2022; 
Nielsen et al., 2022). Indonesia is one of the many countries in the world that is rich in natural 
resources, including global tourism resources (Dalimunthe et al., 2020). Yesterday's COVID-19 
pandemic has hit the tourism industry and creative economy in Indonesia (Putri, 2020; Susilawati 
et al., 2020). According to the Indonesian Ministry of Tourism and Creative Economy, since 
February 2020 the number of foreign tourists entering Indonesia has dropped dramatically, and the 
peak occurred in April 2020 which only reached 158,000 foreign tourists, according to data 
summarized in the 2021 Tourism Trends Book published by the Ministry of Tourism and Creative 
Economy. In total, throughout 2020 the number of foreign tourists entering Indonesia was only 
around 4.052 million people. This figure is very concerning, because in total it is only about 25% of 
the number of tourists who entered Indonesia in 2019 (Rijal et al., 2022).  
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All destinations or tourist attractions in Indonesia were affected by the Covid-19 pandemic 
situation last year (Heever, 2022; Nielsen et al., 2022). Tourism objects are the potential that 
encourages the presence of tourists to an area. One of the tourist destinations or tourist attractions 
in Central Java is the Sam Poo Kong Grand Temple also experienced a decrease in the number of 
tourists and was almost deserted during the pandemic several years ago (Neupane, 2021).  

As a historical tourist attraction, Sam Poo Kong Temple has a lot of potential to be further 
developed post-pandemic. However, it is still difficult to achieve, especially to restore the level of 
tourist visits as before the pandemic hit (Lin & Kishore, 2021; Rosmadi, 2021). Several strategies are 
implemented by the tourism industry. One of them is a marketing strategy. Kotler, P. & Armstrong 
(2018) explain that the marketing mix strategy can be interpreted as a set of controllable variables 
used by companies to pursue the desired level of sales in target markets or in other words 4P is a 
combination of marketing variables in the form of internal factors that are within the range that can 
be controlled by the company. 

One of the strategies is promotion, which is an effort to disseminate or offer a product or 
service with the aim of attracting potential customers to buy it. One way can be done digitally. 
According to Soegoto & Rahmansyah (2018), digital marketing is interactive and integrated 
marketing that allows producers, market intermediaries, and potential customers to communicate. 
Meanwhile, Rizaldi & Hidayat (2020) state that digital marketing plays a strategic role in the sale of 
their company's goods, namely through the use of social media as marketing communication. 

Some previous research results also examined marketing strategies. First, research by 
Cahyani (2022) shows that marketing communication strategies (MCS) do not directly influence 
purchasing decisions (BD) in the context of the Shopee application. However, the study found that 
perceived quality (PQ) has a positive and significant influence on purchasing decisions (BD), and 
confirmed that the effect of marketing communication strategies on purchasing decisions occurs 
through the perceived quality factor as an intermediary variable. 

In addition, research by Haris (2022) highlights the importance of marketing 
communication in expanding market share in the 4.0 era. This research emphasizes that marketing 
communication plays an important role in directing potential customers to products that suit their 
needs based on factors such as culture, lifestyle, purchasing habits, and preferred communication 
channels. The results of this study provide a deeper understanding of how marketing 
communications can influence consumer preferences and behavior in today's digital era. 

These studies provide insights into effective marketing communication strategies in 
various contexts, including digital marketing, online marketplaces, social media, and MSME 
businesses. The research gap between previous research and current research is that the current 
research focuses more on tourist destinations and post-pandemic visit recovery, while previous 
research focuses more on MSMEs, product marketing, digitally. 

This research aims to find out the marketing strategy analysis of Sam Poo Kong in 
increasing the number of visitors. The practical implication of this research is that this research can 
be used as marketing input in various places to increase the number of visitors. 

 

RESEARCH METHOD  
According to Harmon in Moleong (2004), a paradigm is a fundamental way of perceiving, 
thinking, assessing and doing things that are specifically related to reality. In other words, 
paradigms are concepts, methods, and rules used as a framework for implementation in research 
(Rukajat, 2018; Sugiyono, 2018, 2019). This research uses a constructivist paradigm because 
researchers want to get the development of understanding that helps the process of interpreting an 
event. 

This research is a descriptive case study with a qualitative approach. According to Nawawi 
(2005), descriptive method by describing or describing the state of the object of research at the 
present time based on the facts that appear or as they are. According to Moleong (2010), qualitative 
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research is research that intends to understand the phenomena of what is experienced by research 
subjects such as behavior, perceptions, motivations, actions, etc., holistically, and by means of 
descriptions in the form of words and phrases. 
 The research data was collected by conducting in-depth interviews with the manager and 
CEO of Sam Poo Kong itself. According to Sugiyono (2016), in qualitative research, data collection 
is carried out in natural settings (natural conditions), primary data sources, and data collection 
techniques are more on participant observation, in-depth interviews and documentation. 
 

RESULTS AND DISCUSSIONS  
 
The data analysis is carried out by collecting data in natural settings (natural conditions). Retrieve 
data from various related sources. For the most part, data collection relies more on participant 
observation and by conducting in-depth interviews with selected and predetermined response 
respondents. Local area documentation is also carried out when carrying out the data collection 
process. All data sources obtained were analyzed and presented in the following results.  
 Sam Poo Kong, also known as Klenteng Gedung Batu, is the oldest Chinese pagoda in 
Semarang, the capital of Central Java province. The 1,020-square-meter building combines Javanese 
and Chinese architectural elements from the 14th century. The pagoda can be visited at Jl. 
Simongan No.129, Bongsari, West Semarang, Semarang City, Central Java 50148.  

 

 
Figure 1. Location of Sam Poo Kong. 

 
Based on the results of in-depth interviews with the manager and CEO of the Sam Poo 

Kong Grand Temple, information was obtained that this historical tourist destination maintains its 
existence and attracts more visitors after the pandemic last year through two main strategies, 
namely direct promotion in the form of events and promotions by utilizing information 
technology, in this case social media. 

The strategy used is in line with the theory expressed by Kotler and Armstrong (2018) 
explaining that the marketing mix can be interpreted as a set of controllable variables used by 
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companies to pursue the desired level of sales in target markets or in other words 4P is a 
combination of marketing variables in the form of internal factors that are within the range that can 
be controlled by the company. 

The 4Ps are (1) Product, which is a combination of goods and services offered by the 
company to the target market. (2) Price is the amount of value that consumers must pay to get the 
product. (3) Place is a place where company activities that can make products accessible to 
consumers. Then the last one is (4) Promotion, which is an activity to communicate product 
advantages and persuade consumers to buy it. 

According to Firmansyah (2020), there are at least 5 types of promotions, namely 
advertising, personal selling, sales promotion, public relations and public relations, and direct 
marketing. Marketing techniques by communicating directly to customers, both new customers 
and potential customers, without going through third-party intermediaries, such as media or 
advertisements. One example is holding events for tourist destinations. 
 
Event Promotion 

Sam Poo Kong, a famous historical tourist destination in Semarang, Central Java, 
implements an effective marketing strategy by utilizing direct promotion in the form of events. 
Sam Poo Kong regularly organizes special events that attract local and foreign tourists. By 
involving the community directly, this strategy has succeeded in creating a high awareness of Sam 
Poo Kong's existence and attractiveness as an attractive tourist destination. 

The events organized by Sam Poo Kong include a variety of interesting activities, such as 
art performances, cultural exhibitions, culinary festivals, and traditional art demonstrations. By 
presenting a variety of activities related to history and culture, Sam Poo Kong is able to attract a 
diverse audience and expand its visitor base. In addition, Sam Poo Kong also often participates in 
other events themed around historical tourism, such as cultural festivals and tourism seminars. By 
actively participating in these events, Sam Poo Kong strengthens its image and reputation as a 
tourist destination that is influential in maintaining and raising historical awareness. 

Through direct promotion strategies in the form of events, it helps business to be succeed 
in achieving its marketing objectives well (Noor, 2013). By organizing interesting events and 
participating in other events, Sam Poo Kong managed to build community engagement, attract 
tourists, and raise awareness of the uniqueness and beauty of the place. This strategy also helped 
Sam Poo Kong to expand its market reach, create visitor satisfaction, and increase revenue through 
increased visitor numbers and merchandise sales. In this condition after the big pandemic, direct 
marketing strategies in the form of events are still relevant and effective in promoting tourist 
destinations such as Sam Poo Kong. 
 
Social Media Promotion 

Sam Poo Kong has also employed effective marketing strategies through social media. By 
utilizing platforms such as Facebook, Instagram, and Twitter, business can actively communicate 
with its followers and promotes its appeal to a wider audience (Rehman, 2022). In its social media 
promotion campaign, Sam Poo Kong uses beautiful photos, short videos, and interesting stories to 
showcase its beauty and history to its followers (Bharathi et al., 2022; Bramantyo, 2021; 
Kusumawardhani & Sari, 2021; Zubiaga et al., 2016). Through this strategy, Sam Poo Kong 
managed to reach a larger audience and attract local and foreign tourists to visit the place. 

In addition, Sam Poo Kong also actively interacts with its followers through social media. 
They respond to questions, provide information about upcoming events, and invite followers to 
participate in contests and giveaways. In this way, Sam Poo Kong creates strong engagement with 
its followers and builds closer relationships. Promotion through social media allows Sam Poo Kong 
to be constantly present in the minds of its followers, reminding them of its existence, and keeping 
their interest alive. By utilizing the potential for wide reach and direct interaction offered by social 
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media, this marketing strategy helps Sam Poo Kong to remain a popular and relevant tourist 
destination in today's digital age. 
 
Promotion Factors 

Several factors can affect or inhibit the promotion of a tourism destination. According to 
the interview, here are several factors that might become obstacles in promoting Sam Poo Kong. 

Infrastructure and Accessibility. The availability and quality of transportation networks, 
such as airports, roads, and public transportation, significantly impact a destination's promotion. 
Good infrastructure and easy accessibility make it more attractive to potential visitors. There still 
some transportation that did not operate fully in Semarang area since pandemic. 

Economic Factors. Economic stability, exchange rates, and disposable income levels of 
potential tourists can affect the promotion of a destination. The stability of economic still 
fluctuated.  

 

CONCLUSION  
Sam Poo Kong's marketing strategy in increasing the number of visitors, it was found that 
promotional strategies through events and social media play an important role in achieving these 
goals. Through organizing various events such as art performances, cultural exhibitions, and 
culinary festivals, Sam Poo Kong managed to attract and expand its visitor base. These events 
created a high awareness of Sam Poo Kong's existence and appeal as an attractive tourist 
destination. 

In addition, promotional strategies using social media have also proven effective in 
increasing the number of visitors. By utilizing social media platforms such as Facebook, Instagram, 
and Twitter, Sam Poo Kong can communicate directly with its followers and promote this tourist 
destination to a wider audience. Through engaging content and active interaction with its 
followers, Sam Poo Kong is able to build strong engagement and keep visitor interest alive. 
Promotion through social media also allows Sam Poo Kong to expand its market reach and remain 
relevant in this digital age. 

The influencing factors during promotional activities are also not very significant. As 
explained, these factors are only accommodation issues and the economic situation of the 
community since the pandemic. Overall, this research has successfully revealed that the marketing 
strategies used by Sam Poo Kong, namely promotion through events and social media, have a 
positive impact in increasing the number of visitors. The combination of engaging events and a 
strong presence on social media succeeded in building awareness, engagement and interest in Sam 
Poo Kong as a historical tourist destination. This research provides valuable insights for Sam Poo 
Kong and other tourist destinations in planning effective marketing strategies to achieve their 
goals. 
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