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ABSTRAK 

Seiring dengan transformasi digital yang terus membentuk kembali lanskap industri 
perhotelan global, hotel dituntut untuk mengadopsi strategi pemasaran berbasis data 
dan saluran spesifik, guna mempertahankan daya saing serta keterlibatan 
pelanggan. Penelitian ini mengkaji pengaruh enam format utama periklanan digital, 
e-mail marketing, mobile marketing, social media marketing, search engine 
marketing, affiliate marketing, dan website marketing, terhadap keputusan 
pembelian pelanggan dalam konteks Hotel Hyatt di Indonesia sebagai studi kasus. 
Penelitian ini menggunakan desain penelitian kuantitatif, dengan pengumpulan data 
melalui kuesioner terstruktur yang disebarkan kepada tamu yang pernah menginap 
di properti Hyatt di Indonesia dalam kurun waktu 6 hingga 12 bulan terakhir. Proses 
pengambilan keputusan pelanggan dianalisis melalui tiga tahapan utama, yaitu 
pencarian informasi, evaluasi alternatif, dan keputusan pembelian akhir. Setiap 
saluran periklanan digital dianalisis berdasarkan tingkat efektivitasnya pada 
masing-masing tahapan tersebut. Hasil penelitian menunjukkan bahwa pengaruh 
periklanan digital tidak bersifat homogen di seluruh tahapan proses pengambilan 
keputusan. Mobile marketing, affiliate marketing, dan website marketing 
memberikan pengaruh yang signifikan pada tahap keputusan pembelian akhir 
karena kemampuannya dalam memfasilitasi transaksi, menyajikan konten yang 
dipersonalisasi, serta mendukung pengalaman pengguna yang mulus. Sebaliknya, 
e-mail marketing, social media marketing, dan search engine marketing lebih 
berpengaruh pada tahap awal, khususnya dalam membangun kesadaran merek serta 
membantu proses pencarian, penemuan, dan perbandingan informasi. Temuan ini 
menegaskan pentingnya keselarasan strategis antara penggunaan perangkat 
periklanan digital dan perilaku konsumen pada setiap tahapan perjalanan 
pengambilan keputusan. Bagi bisnis perhotelan yang beroperasi di pasar yang 
kompetitif, seperti Hyatt di Indonesia, penerapan strategi pemasaran digital yang 
terintegrasi, yang disesuaikan dengan keunggulan fungsional masing-masing 
platform, dapat meningkatkan efektivitas kampanye, menaikkan tingkat konversi 
pelanggan, serta pada akhirnya mendorong kinerja bisnis. 

Kata kunci: Digital Advertising, Customer Decision-Making, Hospitality 
Marketing, Hyatt Hotels 
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ABSTRACT 
 
As digital transformation continues to reshape the global hospitality landscape, 
hotels are compelled to adopt data-driven and channel-specific marketing 
strategies to maintain competitiveness and customer engagement. This study 
explores the impact of six major digital advertising formats—e-mail marketing, 
mobile marketing, social media marketing, search engine marketing , affiliate 
marketing, and website marketing—on customer purchasing decisions within the 
Indonesian context, using Hyatt Hotels as a case study. Employing a quantitative 
research design, data were collected through structured questionnaires distributed 
to guests who had stayed at Hyatt properties in Indonesia within the past 6 to 12 
months. The customer decision-making process is examined across three distinct 
phases: information search, alternative evaluation, and final purchase decision. 
Each digital advertising channel was analyzed in relation to its effectiveness at 
these stages. The results demonstrate that the influence of digital advertising is not 
homogeneous across the decision-making process. Mobile marketing, affiliate 
marketing, and website marketing exert a significant influence on the final purchase 
stage due to their ability to facilitate transactions, deliver personalized content, and 
support seamless user experiences. Conversely, e-mail marketing, social media 
marketing, and search engine marketing  are more influential during the early 
stages, particularly in generating brand awareness and aiding information 
discovery and comparison. These findings underscore the importance of strategic 
alignment between digital advertising tools and consumer behavior at each stage 
of the decision journey. For hospitality brands operating in competitive markets, 
such as Hyatt in Indonesia, the adoption of an integrated digital marketing 
strategy—tailored to the functional strengths of each platform—can enhance 
campaign effectiveness, increase customer conversion rates, and ultimately drive 
business performance. 
 

Keywords: Digital Advertising, Customer Decision-Making, Hospitality 
Marketing, Hyatt Hotels 
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