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ABSTRACT  

This research focuses on the development of the Setu Babakan Betawi cultural village tourist destination 

through marketing strategies as an added value. The research will discuss the development opportunities of 

this tourist destination and highlight the approach to be taken, namely the marketing strategy to increase the 

added value of the destination. This research discusses the marketing strategy of artificial tourist destinations, 

such as the Setu Babakan Betawi Cultural Village Tourism Destination, is very important in the context of 

cultural heritage preservation and local economic development. This research can have significant positive 

impacts. First of all, the research can provide in-depth insights into the preferences, expectations and 

motivations of tourists visiting artificial tourist destinations. The object of this research is in the UN Setu 

Babakan in Srengseng Sawah Village. This research method uses qualitative with a SWOT analysis approach. 

This research aims to explore the marketing strategy of artificial tourist destinations, especially focusing on 

the Setu Babakan Betawi Cultural Village Tourism Destination. The results concluded that through the 

development of appropriate marketing strategies, this destination can become more attractive to various 

groups of visitors. The interactive experience that Setu Babakan offers through cultural, artistic, and culinary 

activities is its main strength. 
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1. INTRODUCTION  

Artificial tourist destinations are recreational places or tourist attractions that are 

deliberately built or created for the purpose of entertainment and tourist visits [1]. These include 

amusement parks, water rides, theme complexes, and other attractions specifically designed to 

attract visitors and provide a unique experience [2]. The uniqueness of man-made tourist 

destinations lies in the creativity in design and construction, often creating imaginative worlds or 

specific atmospheres that set them apart from their surroundings [3]. 

A tourist village is an area that is developed and used as a tourist destination with the aim 

of promoting and preserving the cultural heritage, traditions, and life of the local community [4]. 

Village tourism generally offers an authentic experience of rural life, such as agricultural activities, 

local crafts, dances, music and culinary specialties. The village community plays an active role in the 

management and organization of tourism activities, so tourists can interact directly with daily life 

and local culture [5]. Therefore, the main focus of a tourist village is the original traditions that 

remain attached to the life of the community, so a tourist village cannot be separated from the 

traditions [6]. 

One of them is the Setu Babakan Betawi Cultural Village, which reflects an extraordinary 

wealth of culture and history [7]. These cultural tourism destinations are a key focus for enhancing 

the tourist experience and maintaining the original local cultural heritage [8]. Cultural tourism 

destinations are not only a place to visit but also an entry point to the important heritage of human 
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civilization. Preserving, promoting and developing cultural diversity is becoming increasingly 

important amidst the dynamics of globalization [9]. 

The Setu Babakan Betawi Cultural Village tourist destination is not just a collection of 

historical sites and tourist attractions, it is a Betawi life that is rich in tradition, culture, art, and 

culinary traditions. This shows how important effective marketing is to strengthen and increase the 

added value of this cultural tourism destination. This research aims to learn more about how 

marketing strategies can play an important role in making Setu Babakan a flagship destination that 

attracts tourists and benefits the local community and their cultural heritage. In this case, "Add 

Value" means increasing tourist attraction and maintaining sustainable economic, social and cultural 

value. 

This research discusses the marketing strategy of artificial tourist destinations, such as the 

Setu Babakan Betawi Cultural Village Tourist Destination, is very important in the context of cultural 

heritage preservation and local economic development. The destination reflects efforts to maintain 

the uniqueness of Betawi culture through authentic experiences for tourists. An effective marketing 

strategy can be key to increasing the attractiveness and sustainability of this destination. 

This research can have significant positive impacts. First of all, the research can provide in-

depth insights into the preferences, expectations and motivations of tourists visiting man-made 

tourism destinations [10]. It can help destination managers and related parties to adapt and improve 

the visitor experience [11]. In addition, the researched marketing strategies can provide concrete 

guidance for the development of more effective marketing. Involving digital media, cooperation 

with influencers, or innovative technology can be steps that are able to increase the visibility of Setu 

Babakan and attract more tourists [12]. 

According to research conducted by [13] shows that the development of Kampung Adat 

Saribu Rumah Gadang Selatan Solok as a tourist destination involves physical and non-physical 

elements that can be measured in relation to the government, stakeholders, tourists, and the 

community. It aims to increase the competitiveness and added value of regional tourism products, 

increase community economic growth, and optimize the potential of tourism resources in the region 

[2]. 

Furthermore, according to research conducted by  concluded that Kampung Lawas Maspati, 

with its tourism potential, offers a promising opportunity to become an attractive new tourist 

destination in Surabaya. In developing this village, the most appropriate strategy is to focus on 

overcoming existing weaknesses and taking advantage of open opportunities [14].  Strengthening 

infrastructure, effective promotion, and empowering local communities can be key measures to 

overcome weaknesses, such as lack of facilities and lack of tourist awareness [15]. 

Therefore, it is very important to understand the role of marketing in managing, 

maintaining, and promoting cultural tourism destinations such as Setu Babakan. In sustainable 

tourism development, the main problem that needs to be answered is how marketing strategies are 

effectively identified and implemented to increase the attractiveness of Setu Babakan Betawi 

Cultural Village. Secondly, the research will focus on the implementation of effective marketing 

strategies, by evaluating the concrete steps taken in the process of increasing the value of tourist 

destinations. Lastly, this research will analyze the direct and indirect effects of marketing strategies 

on increasing the attractiveness and accessibility of tourists in Setu Babakan. By detailing these 

questions, this research aims to provide in-depth insights into the effectiveness of marketing 
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strategies in the context of the development of man-made tourist destinations, particularly in the 

Setu Babakan Betawi Cultural Village.

 

2. LITERATURE REVIEW  

2.1 Artificial Tourism Destinations  

Man-made tourism destinations refer to areas or locations that are intentionally built 

or created for the purpose of attracting tourism [8]. These destinations often involve 

specialized construction and design to provide a unique and exciting experience for 

visitors [10]. Unlike natural tourist destinations that form naturally, man-made tourist 

destinations involve human intervention in the creation, development, and maintenance 

[16]. 

Man-made tourist destinations are becoming increasingly popular among travelers 

because they offer unique and creative experiences [17]. For one, visitors can enjoy 

exciting rides, thrilling shows and breathtaking views [18]. In addition, these 

destinations often feature contemporary art attractions, stylish restaurants and exciting 

special events [13]. 

Man-made tourism includes special tourist attractions that include other human 

activities outside the scope of natural and cultural tourism. This man-made creation is 

also known as handmade activities [19]. Tourism attraction created by people and 

special. This tourist attraction is strongly influenced by human activity and creativity, 

so its form is very dependent on human activity . Self-made tourism is the result of 

human creativity to use what is available to make something interesting for tourists. It 

is also the result of human thinking to utilize other attractions, such as natural and 

cultural attractions which are then developed to become artificial attractions that are 

more attractive to tourists. 

According to (Muhyidin, 2020) classifies the attractiveness of artificial tourist 

destinations based on four indicators, namely : 

a) Natural environmental characteristics such as beaches, caves, rivers, lakes, 

forests, and flora and fauna wildlife. 

b) Man-made buildings, structures, and sites built for purposes other than 

attracting visitors, such as temples, churches, religious buildings, historical 

sites, archaeological sites, and ancient monuments. 

c) Man-made buildings, structures and sites designed to attract visitors. 

d) Special event, an event or activity that can attract public attention, such as sports 

(watching and participating), art festivals, markets and exhibitions, traditions 

and folklore, concerts, and traditional cultural events and folklore. 

2.2 Artificial Tourism Destination Development 

The development of man-made tourist destinations is a process that involves 

planning and implementing creative concepts to create unique and engaging 

experiences for visitors [13]. In recent years, the tourism industry has seen a significant 

increase in the development of man-made tourist destinations that include theme parks, 

leisure complexes, and iconic landmarks [21]. At the planning stage, aspects such as 
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innovative architectural design, cutting-edge technology, and local community 

involvement are the main focus [22]. 

In addition to providing attractive rides, the development of man-made tourist 

destinations also often involves offering a variety of facilities such as hotels, restaurants, 

and shopping areas, all designed to increase visitor satisfaction levels. Sustainability and 

environmental preservation are also important considerations in the development of 

these destinations, with efforts to integrate eco-friendly principles in every aspect of 

development. 

World Tourism Organization (2021) has developed indicators for sustainable 

tourism development or development as evidence of its commitment to support Agenda 

21. These indicators are as follows : 

a) The well being of the host community 

b) Protection of cultural assets 

c) Community participation 

d) Health and safety assurance 

e) Economic benefits 

f) Protection of natural assets 

g) Management of scarce natural resources 

h) Impact limitation and 

i) Development planning and control 

2.3 Marketing Strategy 

According to Philip Kotler (2022), a marketing strategy is a way of thinking about 

marketing that is used to achieve marketing objectives. This can include positioning, 

target market-specific strategies, or more general strategies for places, marketing plans, 

and marketing budgets. The following are some of the functions of a marketing strategy 

[23] : 

1. More effective marketing coordination 

2. Formulate company goals 

3. Supervision of marketing activities 

4. Increase motivation to see the future. 

According to [24] besides that, marketing strategies are categorized into five 

concepts, namely : 

1. Market segmentation 

Every company needs to do division (classification) based on different consumer 

needs and tastes. 

2. Market positioning 

Positioning here means that a company must have a different pattern in order to 

achieve the strongest and most profitable position in the market. 

different patterns in order to achieve the strongest and most profitable position 

in the market. 

3. Market entry strategy 
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The strategy carried out by the company aims to compete with other market 

segments. The usual ways that companies do include buying other companies, 

cooperating with other companies, and developing internal companies. 

4. Marketing mix strategy, which is a variable used by companies to influence 

consumer opinion. These variables consist of product, price, place, promotion, 

participant, process, people, and physical evidence. 

5. Timing strategy 

By considering the preparation time of the company's production department 

for distribution of products to the market. 

2.4 Marketing Mix 

According to [25] the marketing mix is a set of tools that greatly assist marketing 

managers in providing comprehensive services to consumers.  Long-term program 

marketing strategies and short-term implementation tactics can be created with the help 

of these tools [26].  Initially, industrial companies used the concept of marketing mix, 

also known as marketing mix, which consists of four components, namely [27] :  

1. Product, is something that is traded in the business world in the form of goods 

or services that have a use for consumers. Products can be said to be identifiable 

physical evidence. 

2. Price, is the nominal money that must be paid by consumers to the seller in 

order to get goods or services. 

3. Place, is the location used for buying and selling goods or services and must be 

strategic so that it is easily visited by consumers. 

4. Promotion, is an activity in business that has the aim of making it easier for 

consumers to recognize, understand, and be interested in products in the form 

of goods or services from businesses in a company. 

5. People, are human resources involved in the work of a company that is 

obtained productively to get the results expected by a company. 

6. Process, is a process or step that is carried out between sellers and buyers which 

includes services and transactions. 

7. Physical Evidence, is everything in the form of equipment and devices and is 

used to support the running of a company. Physical evidence can also be said 

to be the geography and environmental conditions used as objects. 

2.5 Add Value 

Add value is a concept in business where a product or service is designed and 

presented in a way that increases its benefits or quality, thus providing added value to 

consumers [22]. Basically, this idea reflects the company's efforts to exceed customer 

expectations and deliver more than anticipated [28]. 

Adding value can be done through various means, including improved product 

quality, enhanced customer service, product feature innovation, or even through 

creative marketing approaches [28]. A product or service that successfully adds value 

will create a higher perception of its quality, and this can be a key factor in 

differentiating it from competitors [29]. 
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For example, a destination not only provides attractions, but also provides a 

pleasant experience with a comfortable atmosphere and friendly service. In this context, 

the destination not only sells existing attractions, but also provides added value in the 

form of a satisfying experience.  

Adding value is not just about the product or service itself, but also how the 

company interacts with customers, creates a strong brand, and builds sustainable 

relationship [3]. By focusing on this concept, companies can create higher customer 

satisfaction, increase consumer loyalty, and build a positive reputation in the market 

[13]. 

 

3. METHODS  

This research method uses a qualitative approach and descriptive research type. Qualitative 

research is a research method used to research on natural object conditions, where the researcher is 

the key instrument, data collection techniques are triangulated (combined), data analysis is 

inductive, and qualitative research results emphasize meaning rather than generalization [26]. 

Analyzing data in qualitative research is when collecting data. So that the data can be reduced, data 

reduction is an effort to summarize the data, then sort the data into certain concept units, certain 

categories, and certain themes [26]. The research was conducted at the UN Setu Babakan in 

Srengseng Sawah Village, Jagakarsa District, South Jakarta, DKI Jakarta. The area that became the 

study location was only included in the tourist area (Figure 1). 

 
Figure 1. Map of PBB Setu Babakan 

To obtain the data needed in this writing consists of two sources, namely primary and 

secondary data used in this study. Primary data was obtained directly from UPKPBB (Betawi 

Cultural Village Area Management Unit) and also through observations to visitors to see directly on 

the object of this research. These data and secondary data sources are collected from various literacies 

that contain material and theories that support the problem to be studied. The secondary data is 

obtained from literature such as scientific journals, scientific articles, and books. 

This research uses interviews, observations, and documentation studies to collect data. 

Interviews were conducted with UPKPBB (Betawi Cultural Village Area Management Unit), and 

observations were made to see how visitors were interested in visiting Setu Babakan Betawi Cultural 

Village to see the available facilities, attractions provided, and accessibility conditions. In addition, 

documentation was conducted to obtain secondary data. 

 

4. RESULTS AND DISCUSSION  

Setu Babakan Betawi Cultural Village is an artificial tourist destination that developed in 

DKI Jakarta based on culture in the form of traditions and handicrafts that characterize Betawi 
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culture. PBB Setu Babakan was developed into a tourist attraction because it has tourism potential. 

As a tourist attraction, PBB Setu Babakan already has 6 components, namely attractions, amenity, 

accessibility, price, human resources, and image. PBB Setu Babakan has a complete tourist attraction 

component consisting of something to see, something to do, and something to buy. This tourist 

village offers beautiful natural scenery that can be enjoyed by tourists (something to see) with lakes 

and shade trees. Visitors can relax near the lake, fish, or rent a boat. In addition, Setu Babakan offers 

agro-tourism in the form of gardens planted with various trees such as melinjo and jamblang, as well 

as delmans and rides for children. 

Setu Babakan Betawi Cultural Village has become one of the most popular tourist 

destinations in Jakarta. Supporting data from the Setu Babakan Betawi Cultural Village Area 

Management Unit shows continuous growth in the number of visitors each year. In 2022, the 

destination achieved the remarkable feat of attracting 2.5 million visitors, up from 2.3 million the 

previous year. This success can be explained by various factors, including its strategic location in the 

South Jakarta area, which is the city center. Easy access by various modes of transportation as well 

as affordable ticket prices contribute to the destination's appeal. Various cultural attractions, such as 

music performances, dances, and traditional Betawi games, further add to the charm of Setu Babakan 

Betawi Cultural Village. 

The DKI Jakarta government has made significant investments in infrastructure 

development at the Setu Babakan Betawi Cultural Village. This investment includes the construction 

of roads, bridges, public facilities such as toilets and prayer rooms, as well as supporting facilities 

such as performance stages and information centers. The positive impact of this investment is seen 

in improved accessibility and convenience for visitors to the destination. In addition, Setu Babakan 

Betawi Cultural Village features a diversity of cultural attractions, including traditional Betawi 

music and dance performances, traditional games, cooking and batik classes, and Betawi culinary 

tours. This diversity makes the destination attractive to various groups of visitors. Equally 

important, the active participation of local communities in the development and maintenance of the 

destination creates sustainable engagement, making them cultural actors, tourism service providers, 

and custodians of Betawi culture. The involvement of local communities helps maintain local 

wisdom and enhance the cultural value of the Setu Babakan Betawi Cultural Village. 

The assessment of the Setu Babakan Betawi Cultural Village tourist destination involves an 

evaluation of the marketing strategy implemented. The DKI Jakarta government has run various 

marketing campaigns, mainly through social media, mass media, and tourism promotion events. A 

2022 survey by the Setu Babakan Betawi Cultural Village Area Management Unit noted that 90% of 

visitors learned about the destination through social media, signaling the success of the digital 

marketing campaign.  

The destination on various social media platforms, such as Facebook, Instagram, and 

Twitter, has promoted attractions and activities, and interacted with visitors. Its Instagram account, 

for example, has gained more than 5,000 followers with high monthly interactions.  The DKI Jakarta 

government has also been successful in implementing special promotions and creating special 

events. Surveys show that 70% of visitors are attracted to a destination because of a promotion or 

special offer. 

Regional Regulation No. 4/2015 on the Preservation of Betawi Culture establishes the Setu 

Babakan Betawi Cultural Village as the implementing unit for the preservation of Betawi culture. 

One of the attractions offered is the Betawi Museum, which has items related to Betawi culture. On 

Saturdays or special days there are art performances held in the performance plaza. On certain days 

when there are activities, visitors can also watch community activities such as pencak silat training, 

palang pintu processions, etc. PBB Setu Babakan also provides Betawi culinary, including food and 

drinks. In addition, there are replicas of traditional Betawi houses. In addition, there are craftsmen 

who sell their artworks as souvenirs. 
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(a) `    (b) 

        
(c)     (d) 

 Keterangan : 

(a) Setu Babakan Lake 

(b) Performance Plaza 

(c) Museum 

(d) Typical UN Culinary of Setu Babakan 

Based on the results of this research, there are questions, most of which are related to public 

knowledge about the Setu Babakan Betawi Cultural Village. The results of the survey of tourist visits 

and managers in the object can be attached below. Most tourists are domiciled in Jabodetabek, with 

a percentage of 92% and then followed by outside Jabodetabek with a percentage of 4%. Based on 

the results of visitor interviews regarding what media made respondents find out about PBB Setu 

Babakan, 36% of tourists really did not know about the Betawi Setu Babakan Cultural Village. As 

many as 64% of the remaining respondents above, which means they have visited the Setu Babakan 

Betawi Cultural Village. The following is the media that makes them aware of the existence of the 

Setu Babakan Betawi Cultural Village. 

Table  1. Visitor Information Media 

Information Media 

Mouth Of Mouth 37,50% 

Social Media 25,00% 

Television 12,50% 

Parents 6,25% 

Web PBB Setu Babakan 6,25% 

School 6,25% 

Direct Visit 6,25% 
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From the results of the interview above regarding people's interest in visiting the Setu 

Betawi Cultural Village, the majority of people are interested in visiting the Setu Babakan Betawi 

Cultural Village. From the results of the question above regarding whether or not they have seen 

promotions/invitations to come visit the Setu Betawi Cultural Village Setu Babakan Betawi Cultural 

Village, the majority of respondents who have a percentage of 72% have never seen or found 

promotions or invitations to come visit the Setu Babakan Betawi Cultural Village. On the other hand, 

28% of respondents have seen promotions or invitations to come to the Setu Babakan Betawi Cultural 

Village. 

The Betawi Cultural Village Area Management Unit (UPPK PBB) to develop several 

attractive strategies so that more domestic and international visitors to the Betawi cultural village. 

Researchers used the data results from the previous chapter to find the tourism marketing strategies 

used. These strategies concentrate on tourism marketing strategy, tourism marketing 

communication, and destination branding. One of the strategies that can be used to see the results of 

the research is as follows : 

a) Segmentation 

Overall, Setu Babakan attracts both domestic and foreign tourists. One of the goals 

of embracing these tourists is to introduce the Betawi cultural village to the general 

public. An additional goal of this introduction is that the Betawi cultural village in 

Jakarta is considered a new tourist spot for tourists coming to Jakarta. It is important to 

conduct this segmentation analysis to find out the visitation interests in Jakarta, 

especially in the Setu Babakan cultural village located in South Jakarta. In addition, it is 

considered that this segment has covered various groups of people, the Jakarta Culture 

and Tourism Office. 

b) Targeting 

After conducting market segmentation, businesses can improve their product 

positioning by making marketing references to the target or target market. The Betawi 

Cultural Village (PBB) and the Department of Culture and Tourism are currently 

concentrating on introducing the Betawi Cultural Village to the wider community, both 

local and international, because the Betawi Cultural Village is still very new. In 

addition, the nature of this Betawi cultural village as a place of recreation, education, 

and family tourism makes it not only enjoyed by certain groups. Therefore, no specific 

targeting was done. 

c) Positioning 

To make products look different and unique in the eyes of consumers, placement is 

positioning. Therefore it can be concluded as a strategy to place products in a superior 

position in the eyes of consumers compared to competing products. This positioning is 

to place itself carried out by the UN agency or the Tourism Office by actively 

participating in embracing the community from institutions to Betawi cultural arts 

studios. This is evidenced by the initial action to embrace residents who live in the 

Jakarta city area.  

1. Product  

Products are a combination of goods and services. This is seen from the marketing 

activities of the products that want to be marketed. Basically, products are created 

from market or consumer desires, so these products are customized for consumers 

because they are made for consumers. The products found in the Betawi cultural 

village in Setu Babakan include:  

1) Betawi Culture Museum 

2) Betawi Culture Library 

3) Children's Play Area 
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4) Performance Plaza 

5) Betawi Traditional House 

6) Typical Betawi Culinary 

7) Art Studio (Silat and Dance) 

Setu Babakan Betawi Cultural Village not only offers attractions or 

activities, but there are various other supporting facilities such as prayer rooms, 

toilets, parking lots. PBB Setu Babakan is continuing to make improvements in 

order to attract visitors who want to come to Setu Babakan. 

2. Price. 

The price of a product or service set by the producer or manager is based on 

its identity, quality, and value. In tourist destinations, retribution is usually used 

as a tool to measure the price value of existing products. The Jakarta tourism office 

determines that tourists who come and visit Setu Babakan are upper, middle and 

lower class. Because there is no fee charged to travel to Setu Babakan this is a 

consideration. So that this Setu Babakan tour can be recognized in advance by 

tourists and also the people who come to Setu Babakan. 

3. Place 

This Betawi cultural village is located in Setu Babakan, Jagakarsa, South 

Jakarta. This was chosen because Setu Babakan still maintains culture and is still 

thick with nuances of Betawi culture which can be seen from the form of buildings 

that are still solid in the form of kebaya and joglo houses complete with cultural 

heritage. 

d) Promotion 

In the marketing mix, the promotional element is very important to achieve the 

objectives of marketing activities. Promotion also consists of several important tools, 

called the marketing mix or marketing communications mix. According to the 

researcher's analysis, as follows: 

1. Advertisting 

Advertisting is the main reference in promoting a product because its ability to 

reach the audience is considered successful. Advertising also makes consumers 

aware of the existence of a particular brand that is being promoted. Advertising is 

carried out using several media, namely electronic or audiovisual media and print 

media. 

2. Personal Selling 

In this case, PBB Setu Babakan participated in exhibition activities that are usually 

used to promote existing tourist destinations in a wider market. This activity is 

carried out face- to-face or personally between the manager and visitors who visit 

the exhibition booth that has been provided. 

3. Sales Promotion 

This promotion aims to attract visitors who want to see the Betawi culture in 

Jakarta. To facilitate visitors who want to visit Jakarta, especially to the Betawi 

cultural village, the price offered includes an additional travel package with a 

companion called a tourguide. 

4. Publicity/Public Relations 

This publication is also a marketing promotion, but unlike advertising, it is done 

through print media. The target of this promotion is to encourage customers to 

buy the goods being marketed. Articles that have been published in newspapers 

and magazines are a means of this promotion. For example, the publicity done by 
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some national and private television media on lebaran betawi and betawi birthday 

events can be considered as publicity. 

5. Internet Marketing 

Nowadays, promotions are carried out not only through outdoor and print media, 

but also through electronic media, especially the internet, to disseminate 

information about everything with the aim that everyone can see it and can access 

it. Although electronic delivery systems basically do not require direct interaction, 

this distribution channel has many advantages. The existence of official accounts 

such as :  

Instagram  : @upkpbbsetubabakan 

Twitter : @SetuBabakan 

e) People 

The Betawi Cultural Village Area Management Unit (UPK PBB) is aggressively 

conducting training and workshops for all citizens living in the Betawi cultural village 

area. This is the first step to providing the best service to every visitor. The people in 

this marketing mix focus on the human aspects involved. People who work in tourism 

management have liveliness and knowledge about tourist attractions. To build the 

resources of the surrounding community, the agency can provide training to tourists. 

To support the development of Setu Babakan, UPK PBB invites Betawi art studios and 

Betawi cultural institutions (LKB) to join. 

f) Process 

Currently, Setu Babakan is developing itself both physically and non- physically. In 

terms of non-physical development, Setu Babakan cooperates with Betawi art studios 

in Jakarta with the aim that each studio can show its quality and be recognized. 

Currently, there are 23 Betawi art studios working together with Setu Babakan. In 

addition, the facilities are physically built by Setu Babakan. This is done to ensure that 

the facilities have adequate completeness and standards so that visitors can learn 

thoroughly about Betawi culture. The betawi culture museum within the office building 

is currently being expanded and added to the kebaya traditional house. 

g) Physical Evidence 

The construction of the management center building is physical evidence of Setu 

Babakan. Such as making museums, miniatures and replicas of traditional Betawi 

houses, maps of tourist attractions, and public transportation facilities to go to existing 

tourist attractions. Physical planning and development also proceeds very quickly. It is 

considered important to improve the completeness of existing facilities so that visitors 

can learn more about the Betawi cultural village, especially the culture that exists in the 

Betawi cultural village that does not exist elsewhere. There are various facilities 

available, both in terms of facilities and infrastructure. There are art stages, cultural 

offices, kebaya houses, prayer rooms, toilets, and museums that can be accessed 

comfortably by every visitor. 

SWOT Analysis 

SWOT analysis of marketing strategy activities in an effort to preserve the Setu Babakan 

Betawi cultural village, among others: 

1. Strengths 

The rich flavor of authentic Betawi culture is exuded from Setu Babakan. This destination 

is a vehicle to experience and explore the uniqueness of Betawi culture, from well-

preserved traditional houses to distinctive arts and cuisine. In addition to providing 

beautiful scenery, this destination gives visitors the opportunity to engage directly in 

Betawi cultural life. They can experience the daily life of the Betawi people through 
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dance, traditional music and traditional events. Setu Babakan is in the center of a busy 

city and provides an interesting contrast. The destination is in the midst of the hustle and 

bustle of the big city of Jakarta and offers an escape to vast green spaces and a traditional 

atmosphere that is rarely found in the midst of a bustling city. With cultural conservation 

aspects in mind, the management of setu babakan has yielded good results. Preservation 

of cultural heritage and arts 

2. Weaknesses 

Most of the 7Ps used in marketing are product, price, promotion, people and physical 

evidence. However, in marketing, not only rely more on the current promotional 

elements. In the marketing concept itself, promotion is very important but other elements 

are also important. Not only focus on one element, because marketing functions with 

other elements that exist in its concept. In the concept of promotions mix that has been 

done by not using direct marketing. This has not been carried out and planned in the 

promotions mix activities. The lack of target specifications and targets from the 

marketing of this Betawi cultural village makes it difficult to get accurate focusing in 

inviting or embracing a certain group. 

3. Opportunities 

Since online media is highly demanded by the public, cooperation with online media in 

various tourism promotion activities in Jakarta is considered capable of reaching more 

tourists, especially foreign tourists. Cooperation with travel sites other than Trip Advisor, 

for example, can include cooperation with traveloka, skyscanner, pegipegi, and valadoo, 

as well as other sites to offer products such as hotels, flights, and tours in Jakarta. The 

opportunity is huge to expand this cooperation, which will help tourism industry players 

and make travel easier for tourists. UPKPBB Setu Babakan can work with the local 

community to develop and manage the tourism potential of the Betawi cultural village, 

which has great potential to be managed well. 

4. Threats 

Successful tourism marketing in Indonesia and even around the world is a competition 

for the city of Jakarta, especially Setu Babakan. Tourism business competition between 

major cities in Indonesia and even developed countries that rely on technology to 

promote tourism is one of the threats for Betawi cultural village in tourism 

communication strategy. This is because technological advances in developed countries 

are faster than developing countries. Continuous promotion is needed to increase 

consumer awareness of the destination brand.  
 

SWOT Matrix Analysis 

In the research, SWOT analysis was used to develop tourism-based attractions in Indonesia. 

SWOT analysis was used to develop the cultural tourist attraction Setu Babakan Betawi Cultural 

Village in Jakarta. SWOT analysis is also used in research to develop the Setu Babakan Betawi 

Cultural Village as a tourist attraction in DKI Jakarta. Therefore, SWOT analysis can be used to 

develop an appropriate marketing strategy for the Setu Babakan Betawi Cultural Village Tourism 

Destination. 

 

                             

                Internal Factors 

 

 

 

Streangth 

1. Wealth of Authentic Betawi 

Culture 

2. Interactive Travel Experience 

3. Strategic Location and Contrast

 with Metropolitan City 

Weakness 

1. Not optimal application of the 

7P concept (product, price, 

promotion, people, physical 

evidence, process, and place) in 

marketing, especially the lack of 

use of direct marketing. 
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External Factors 

2. The absence of target and target 

marketing specifications makes it 

difficult to focus promotions and 

reach certain groups. 

3. Less    focus     on marketing 

elements other than promotion 

may limit Setu Babakan's 

attractiveness and 

competitiveness in the tourism 

market. 

Opportunity 

1. Cooperation with online media 

and tourist sites can increase the 

visibility of Setu Babakan, 

especially among foreign tourists. 

2. Cooperation with platforms can 

make it easier for travelers to plan 

their trip to Jakarta. 

3. Great opportunity to work with 

the local community in 

developing the tourism potential 

of the Betawi cultural village, 

increasing local engagement and 

supporting better management. 

S-O 

1. The richness of authentic Betawi 

culture can be used as the main 

attraction in the promotion of 

tourism in Jakarta. 

2. Potential cooperation with 

online media can expand the 

reach of promotion, attracting 

more tourists, especially from 

abroad. 

3. Cooperation with websites can 

improve accessibility of 

information and bookings for 

visitors. 

W-O 

1. Limitations in promotion and 

marketing can be overcome by 

adopting online marketing 

strategies and cooperating with 

online tourism sites. 

2. Direct marketing can be 

introduced to improve 

promotional effectiveness and 

reach the target market more 

accurately. 

Thereats 

1. Intense competition in the 

tourism business, both from major 

cities in Indonesia     and     from 

developed countries, can threaten 

the attractiveness of Setu 

Babakan. 

2. Faster technological 

advancements in developed 

countries can create gaps in 

tourism promotion, requiring 

extra efforts to remain relevant in 

the global market. 

3. Continuous promotion is 

needed to overcome competition 

and increase consumer awareness 

of the Setu Babakan destination 

brand. 

S-T 

1. Good cultural conservation can 

be a defense     against     the 

increasingly fierce tourism 

business competition at the 

national and international levels. 

2. A focus on preserving cultural 

heritage and the arts can be a 

differentiating advantage that 

other tourism destinations 

struggle to match. 

W-T 

1. The absence of specific 

marketing goals and   targets   can   

be   a greater weakness when 

competing with tourist 

destinations from other major 

cities. 

2. Need to innovate in marketing 

concepts to face the increasingly 

fierce and technology- dependent 

competition in the tourism 

business. 

 

CONCLUSION  

Setu Babakan has great potential as a cultural tourism destination that is rich with authentic 

Betawi cultural heritage. Through the development of the right marketing strategy, this destination 

can become more attractive to a wide range of visitors. The interactive experience that Setu Babakan 
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offers through cultural, artistic and culinary activities is its main strength. However, to enhance its 

appeal, infrastructure expansion, more effective promotion, and utilization of technology in 

marketing can open up great opportunities. By integrating its unique cultural strengths with 

innovative marketing strategies, Setu Babakan can increase its competitiveness in the tourism 

market. Infrastructure development, use of digital media, and diversification of tourist experiences 

will help this destination to continue to grow and become a sought-after destination for tourists who 

want to experience the beauty of authentic Betawi culture. 

Based on the results of the SWOT analysis and marketing strategy previously described, it 

can be concluded that the Setu Babakan Betawi Cultural Village Tourism Destination has great 

potential to be developed as an attractive tourist attraction. This tourist destination has a unique and 

rich Betawi culture that can be an attraction for local and international tourists. However, there are 

still weaknesses in infrastructure and promotion that need to be improved. Therefore, an appropriate 

marketing strategy needs to be developed to increase the number of tourist visits and generate added 

value through marketing strategies as added value. Marketing strategies that can be adopted include 

market segmentation, targeting, positioning, communication, operations, and strategy containers. 

ACKNOWLEDGEMENTS  

In the marketing concept or known as the 7P UPKPBB Setu Babakan only focuses on the 

concept of promotion, so there is a marketing gap in the 7P concept carried out. The marketing mix 

concept does not use direct marketing as one of the marketing mix concepts. There is no specification 

both in terms of targets, targets and marketing carried out by Setu Babakan. The need for continuous 

promotion in various cities and even abroad such as in electronic media and other print media. 

REFERENCES  

[1] R. L. Pehulisya and S. Nugroho, “Eksistensi Perkampungan Setu Babakan Sebagai Daya tarik Wisata Budaya Betawi, 

Jakarta Selatan,” J. Destin. Pariwisata, vol. 8, no. 2, p. 232, 2020. 

[2] T. Titi Widaningsih, R. Rahtika Diana, and A. W. Arry Wahyudianto, “Komunikasi Pemasaran Kawasan Wisata 

Budaya Betawi Setu Babakan”. 

[3] O. F. Ngabito and S. Yendra, “PENGEMBANGAN DESTINASI WISATA BUATAN PADA KAWASAN DANAU 

WANA TIRTA KOTA BALIKPAPAN,” Madani J. Pengabdi. Kpd. Masy., vol. 9, no. 1, 2023. 

[4] R. N. Nugraha and A. Y. Nahlony, “Strategi Pengembangan Destinasi Wisata Penanganan Pandemi Covid-19 Di 

Provinsi Bali,” NAWASENA J. Ilm. Pariwisata, vol. 2, no. 1, pp. 1–7, 2023. 

[5] A. T. Ananda, R. N. Nugraha, D. F. Januarty, and K. M. Irsyad, “Potensi Pengembangan Pada Padepokan Ciliwung 

Condet,” J. Ilm. Wahana Pendidik., vol. 9, no. 25, pp. 791–804, 2023. 

[6] F. Luthfiani, S. Sunardi, and H. Kasmara, “The Dynamic of Blue-Green Algae (Cyanobacteria) in Eutrophic Tropical 

Waters, The Cirata Reservoir,” Indones. J. Limnol., vol. 1, no. 1, pp. 1–6, 2020. 

[7] G. Al Kahfi and R. N. Nugraha, “The effect of tangible, reliability, responsiveness, assurance and empathy on tourist 

satisfaction in Dunia Fantasi Taman Impian Jaya Ancol After The Implementation of The Covid-19 Vaccination,” Trj 

Tour. Res. J., vol. 6, no. 1, pp. 127–139, 2022. 

[8] R. N. Nugraha and P. Indriani, “Peningkatan Kualitas Pelayanan UPK Perkampungan Budaya Betawi Setu Babakan,” 

J. Ilm. Wahana Pendidik., vol. 8, no. 23, pp. 51–57, 2022. 

[9] T. Fursykova, O. Akimkin, and L. Hodii, “The system of functioning of out-of-school education in modern conditions 

of development,” Rev. Tempos e Espaços em Educ., vol. 15, no. 34, 2022. 

[10] R. N. Nugraha and M. L. Mawo, “A Daya Tarik Wisata Taman Ismail Marzuki Dalam Meningkatkan Minat 

Berkunjung,” J. Manaj. Perhotelan Dan Pariwisata, vol. 6, no. 1, pp. 236–240, 2023. 

[11] R. N. Nugraha and F. Virgiawan, “Pengembangan daya tarik wisata di objek wisata Telaga Arwana Cibubur,” J. Inov. 

Penelit., vol. 3, no. 6, pp. 6445–6454, 2022. 

[12] O. B. Samosir, D. S. Radjiman, and F. Aninditya, “Food consumption diversity and nutritional status among children 

aged 6–23 months in Indonesia: The analysis of the results of the 2018 Basic Health Research,” PLoS One, vol. 18, no. 

3, p. e0281426, 2023. 

[13] R. N. Nugraha, P. D. Rosa, and M. Ivanka, “Metaverse tourism sebagai strategi promosi wisata Museum Bank 

Indonesia,” J. Ilm. Wahana Pendidik., vol. 9, no. 8, pp. 731–744, 2023. 

[14]  dan B. R. Ivo Novitaningtyas, Andhatu Achsa, “Strategi pemasaran desa brajan menuju desa wisata mandiri,” vol. 

6, no. 3, pp. 591–601, 2020. 

[15] I. Novitaningtyas, A. Achsa, and B. Rahardjo, “Strategi pemasaran desa brajan menuju Desa Wisata Mandiri,” J. Apl. 



West Science Interdisciplinary Studies   

Vol. 02, No. 03, March and 2024: pp. 689-705 

 

704 

Bisnis Dan Manaj., vol. 6, no. 3, p. 591, 2020. 

[16] D. Kristanti, E. Triwidyati, and R. L. Pangastuti, “Determining the Most Dominant Indicators of Employee 

Performance in KSP Artha Mulia Kediri with Multiple Linear Regression Methods,” in International Joined Conference 

on Social Science (ICSS 2021), Atlantis Press, 2021, pp. 286–289. 

[17] M. Sukmaratri and M. Damayanti, “Diversifikasi Produk Wisata Sebagai Strategi Pengembangan Daya Saing Wisata 

Kota Batu,” J. Pembang. Wil. Kota, vol. 12, no. 3, p. 325, 2016. 

[18] A. Yulianto and E. D. H. Putri, “Strategi Pengembangan Daya Tarik Untuk Mendukung Promosi Desa Wisata 

Puspoardi Yogyakarta,” J. Pariwisata, vol. 8, no. 1, pp. 51–62, 2021. 

[19] P. D. Arystiana, “Identifikasi Accessibillity Pada Objek Wisata Di Desa Sambangan Sebagai Desa Wisata,” J. 

BOSAPARIS Pendidik. Kesejaht. Kel., vol. 12, no. 2, pp. 52–59, 2021. 

[20] M. Made Wilantara, “Green Marketing sebagai Manajemen Komunikasi Public Relations Industri Pariwisata Bali,” 

vol. 29, no. 2, pp. 131–147, 2023. 

[21] U. Sukaesih and M. Miswan, “ANALISIS KUALITAS DAYA TARIK DESTINASI PARIWISATA PERKAMPUNGAN 

BUDAYA BETAWI SETU BABAKAN (di Kelurahan Srengseng Sawah Kecamatan Jagakarsa Jakarta Selatan),” J. Ind. 

Pariwisata, vol. 3, no. 2, pp. 74–88, 2021. 

[22] Y. K. Sari, “Pengaruh kepemimpinan, motivasi dan disiplin kerja terhadap kinerja karyawan pada PT. Patra Komala 

di Dumai,” J. tepak Manaj. bisnis, vol. 6, no. 2, pp. 119–127, 2014. 

[23] R. N. Hamdali and T. Melinda, “Analisis Pengaruh Service Marketing Mix 7p Terhadap Loyalitas Pelanggan Melalui 

Kepuasan Pelanggan Di Kozko Digital Printing Surabaya,” Media Mahard., vol. 20, no. 1, pp. 37–49, 2021. 

[24] R. Afina et al., “Strategi Marketing Desa Wisata Berbasis Informasi dan Teknologi,” IKRAITH-Teknologi, vol. 6, no. 3, 

pp. 7–17, 2022, doi: 10.37817/ikraith-teknologi.v6i3.2302. 

[25] I. Ghozali, Aplikasi Analisis Multivariate dengan Program IBM SPSS 25. Semarang: Badan Penerbit Universitas 

Diponegor, 2018. 

[26] R. Afina et al., “Strategi Marketing Desa Wisata Berbasis Informasi dan Teknologi,” Ikra-Ith Teknol. J. Sains Dan Teknol., 

vol. 6, no. 3, pp. 7–17, 2022. 

[27] S. S. Gama, “Strategi Komunikasi Pemasaran Dinas Kebudayaan Dan Pariwisata Kota Jakarta Dalam Meningkatkan 

Jumlah Kunjungan Wisatawan Di Kampung Budaya (Kampung Setu Babakan Dan Kampung Pecinan Glodok).” 

Universitas Islam Indonesia, 2019. 

[28] S. Fakhrona, N. Sari, and W. I. Rukmi, “PENILAIAN KUALITAS KAWASAN WISATA ALAM DAN BUDAYA 

PERKAMPUNGAN BUDAYA BETAWI SETU BABAKAN, DKI JAKARTA,” Plan. Urban Reg. Environ. J., vol. 10, no. 

2, pp. 195–206, 2021. 

[29] N. Hayati and I. A. Suryasih, “Strategi Pengelolaan Kampung Betawi Setu Babakan Sebagai Daya Tarik Wisata Di 

Jakarta Selatan,” J. Destin. Pariwisata, vol. 7, no. 1, p. 105, 2019. 

 

BIOGRAPHIES OF AUTHORS  
 

 

Padri Achyarsyah, Graduate from Accounting Doctoral Program Padjadjaran 

University in 2016. As management consultant for Business Valuation,  

management consultant and public accountant. Email: 

padri.achyarsyah@civitas.unas.ac.id,  

 

 

Rizki Nurul Nugraha, SST.Par., MM.Par, Graduate from master Program Tourism 

Administration STP Bandung 2015, Lecture at National University Jakarta. As a 

tourism consultant specialist for Tourism Planning and Development.  

Email: rizki.nurul@civitas.unas.ac.id, ORCID: 0009000734368750 

mailto:padri.achyarsyah@civitas.unas.ac.id
mailto:rizki.nurul@civitas.unas.ac.id


West Science Interdisciplinary Studies   

Vol. 02, No. 03, March and 2024: pp. 689-705 

 

705 

 

 

Name : Hilya Lutfiana 

I am a 3rd semester student of the national university tourism study program. My 

interest in the development of the Setu Babakan Betawi cultural village tourist 

destination arises from its awareness of the rich culture and history of the Betawi 

people. Research focuses on the application of marketing strategies as an added 

value to develop these tourist destinations. The aim is to increase the attractiveness 

and positive impact on the local community. I hope this research can provide 

practical guidance to the government, tourism industry, and local communities in 

developing and marketing Betawi cultural village tourist destinations in a 

sustainable manner. Here is my email hilyalutfiana04@gmail.com 

 

 

 

Dipa Teruna Awaloedin, Graduate from Doktor Ilmu Akuntansi, Hasanuddin 

University Indonesia, Lecture at National University Jakarta, member of IAI, 

dipateruna@civitas.unas.ac.id ORCID: 0000000161747659  id scopus : 57782579100    

id sinta : 260124 

 

file:///C:/Users/INTEL/Downloads/hilyalutfiana04@gmail.com
mailto:dipateruna@civitas.unas.ac.id

