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Abstract

This research explores the twitter @hrhbali (Hard Rock Hotel Bali) to obtain the marketing communications
attributes @hrhbali. This research focus on Hard Rock Hotel Bali as a case study, after exploring the hospitality
marketing communication, then the hotel management can focus on developing the quality of hotel service
attributes @hrhbali and understand the different service proposition submitted by hotel @hrhbali compare with
the other hotels. The findings of this study indicate that @hrhbali hotel positioning on the combination of party,
music, and fun, and on the other hand, @hrhbali major basic service proposition such as room comfort, hotel
service quality, food, beverage and the other hotel facilities did not delivered as the positioning @hrhbali.
Further research on the hotel positioning delivered by the hotel marketing communication channel shall be
conducted to enrich the varieties of hotel attribute.

Keywords: Hospitality, Marketing Communication, @hrhbali,idd&rock Hotel Bali, Exploratory

Abstrak

Penelitian ini mengeksplorasi tweet @hrhbali (HRatck Hotel Bali) untuk mendapatkan atribut komusika
pemasaran @hrhbali. Fokus penelitian ini adalahdHaock Hotel Bali sebagai studi kasus komunikasi
pemasaran hotel. Penelitian ini mengungkapkan tagalayanan hotel @hrhbali serta proposisi layayamg
berbeda disampaikan oleh hotel @hrhbali dibandingk@ngan hotel lainnya. Temuan-temuan dari studi in
menunjukkan bahwa @hrhbali menawarkan kombinasiaswapesta, dan musik yang menyenangkan, digisi lai
tidak banyak menyampaikan layanan dasar sepertyakesmnan kamar, kualitas layanan hotel, makanan,
minuman dan lain serta fasilitas hotel yang umum @rhbali. Penelitian selanjutnya perlu dilakuldangan

memanfaatkan data komunikasi pemasaran dari hotel-fainnya.

Kata kunci Hotel, Komunikasi pemasaran, @hrhbali, Hard RookeHBali, Eksplorasi

1. Introduction

Indonesia population growing in numbers, ifiddle-class groups in Indonesia also increasesefore the
Indonesian population income will also be growingtiluthe year 2050. This the period when Indonesia
experience the demographic bonus, since more ane afidndonesia productive generation growing, hmekia
wil have improvement in revenue and expenditure.

The financial capability that is owned by the peopi Indonesia will be allocated to fulfill basieeds.
Once basic needs are met, then the populationaliditated the spending for leisure. Furthermore,rttiddle
class that have more income will allocate the higggending on leisure such as tourism and hodpitali
(Desfiandi, Fionita, & Ali, 2017§Tafiprios, Kartini, Hilmiana, & Sari, 2015).

The phenomenon of a growing population, rising mes along with the growing number of residents
who are productive, is an opportunity that needsetmptimalized by the government. These opporamaims
to develop the economy and improve the peoplesnig; which means that the economy is indeed impgpvi
the welfare of society in Indonesia. One of thewgng phenomenon on the rising population number taed
growing number of middle-class will increase theriem industry.
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The development of tourism influenced the growttofels in Indonesia. Hotel industry and tourism
have shown a significant growth in the last fewrge@he economic crisis apparently didn’t decrehsenterest
in sightseeing. Looking at this hotel growth deyeh®nt and competition, hotel companies might earallsr
income (Rauch, Damian, Holzner, & Matt, 2016). Hiere each hotel should strives to provide optisealice
and convince consumers with its service propositfopugh the marketing communications channels sgch
twitter and facebook.

Hotels in Indonesia are growing rapidly, it shoWwattits market is indeed growing. On the other hand
this is a positive thing, because improving thenecoy of the community, but on the other hand tlierthe
level of competition which are also getting high&o. the only way to be able to manage the riskbarindustry
is developing a focus on the diverse needs of e

The growth of the hotel services varieties evotveneet the multi market target needs. There ardsot
that provide basic services such as a bedroonefty bathroom with additional minimum features. t&& other
hand, there is also a hotel that puts conveniercécgs such as the luxury hotel, service enhanntsria
addition to the basic features of the hotel. Nédwadetss, some studies have shown there is no differm these
hotel services.

Variations of the services provided by the hotelnideed diverse, to be able to understand what is
communicated by the hotel, then we need to do #meices measurement. A good measurement for hotel
services can be the benchmark, and can be usetbakta monitor the development of the performarteve
can measure the services and the hotel positiaghargfore we could build a good strategy in therkit

These relationships exposed from the marketing comration research in the hospitality industry.
Every hotel has an effort to be able to build arggrbond and strive to not imitate the other hotalstrong
bond is an effort to be able to win the competitisimce growing number of hotels provide a basiwises
which is a place to stay for tourists.

This challenge is even more difficult, because ted tourists had a novelty seeking, or commonly
referred to as an attempt to keep looking for neiwgs. Therefore, the hotel need extra effort t@ble to build
a bond between the visitor's hotel with the exgtiuman resources of hotel, building emotional Isoace
indeed unique, which is only obtained within theqass.

One of the scale measurement proposed by (AriffiM&ghzi, 2012), which is called the scale to
measure commercial hospitality for hotel serviégem 101 international and local hotel guests egtudy, the
results showed that expectations for hospitalitielsoare influenced by personal factors, such asleye the
purpose of stay, nationality, as well as hospitalitthe domain the private (Ariffin & Maghzi, 201L.2

The main question is how we could measure théat&iproposed by the hotel. The indicators obtained
from the attribute delivered by the hotel to theyéd market. Each hotel conveys different thinggpehds on the
positioning of which services delivered to the nedrkAlthough we know that every hotel provides &@rvto
stay, such as mattresses, room conditions, theitemmaf the bathroom, food, as well as facilitigsy at the
hotel.

This research seeks to identify hotel services @sitipn delivered from the @hrhbali marketing
communication channel. Hard Rock Hotel Bali Hotehihotel which is known to have an internatiorrahid,
the Hard Rock Hotel have many attractions in theldvand has a high prestige in the eyes of the gqeople.
This research explores @hrhbali during the peridti62so that we can obtain service the @hrhbaligsibipn
toward to the target audiences.

This research has the benefit of being able toalete attributes delivered by the hotel to thangét
market. The attribute gained can be used as benkHoraservices provided by Hard Rock hotel Bali.

This research has a special purpose to explorm#nketing communications of Hard Rock Hotel Bali
via a twitter account @hrhbali so that the lectuned students have the insight of service promosiliesired by
the tourism industry and hospitality. Through tleadprocessed from social media, we can obtaierhgrical
evidence of the services by the company to itsetamparket. Research conducted for this study iptteeer of
research that would explore other hotel in Indaaelsiom the results of this research, we couldiohtee basic
findings for the service delivered compared todtier hotels via social media.
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This research will also show that the hotel didehdifferent competitive advantages. But there tge the
basic needs provided by a hotel to its customers.av¢ exploring these competitive advantages tlirdhg
utilization of social media data from the Twitter.

2. Literature Review

The hospitality research is increasingly attractioe academics. This research is interesting becaus
reality of the society that is indeed demandingitya and leisure. More population traveling becanfsihe cost
of the flight is cheap. More people exposed toithages with many tourist destinations that theyfsea the
social media. This development make the researtbwism are growing and generate more article.

(Sainaghi, Phillips, Baggio, & Mauri, 2018) statha@t hotel is a growing research topic in the thstade.
Research on the hospitality can also become a pituedy reflects the community interest in Hotel. $fixig
journal also attribute receive the article on Teariand Hospitality (Garcia-Lillo, Ubeda-Garcia,Marco-
Lajara, 2016; Leung, Sun, & Bai, 2017). Therefdre humber of percentage topic journal on Hospjtditiom
the marketing perspective is 39% from the overalbpitality journal published between the years 1088l
2015 (Koseoglu, Sehitoglu, & Craft, 2015).

Tourism offers the concept of experience, expededelivered by destination or by hotel is a form of
experience that will be consumed by tourists ag #re participating in tours and where the stayhim hotel.
This concept is important to understand to exploréhe context of hospitality. The concept of haasiity
requires a measurement which can help the hotabtator the performance of the hotel toward theighuThis
measurement is necessary, even though the coscaipstiract.

If we only see the facility of the hotel, and ditistay at the hotel, we would not necessarily ble &b
obtain the Hospitality as the experience offeredti®y hotel to the guests. But if we go through ecpss of
staying and interact with the human resources athititel and also enjoy the services, which arertioen,
breakfast, swimming pool, events, and other a@iwitWe can feel the new experience or experieffeecd by
the hotel to the guests.

(Pijls, Groen, Galetzka, & Pruyn, 2017) stated ttie basic concept of Hospitality explains that the
fundamental of the hospitality product is the aadaility of food, drink, shelter and a range of cleanenities for
Traveler's who are far from their home. Therefdre product and services delivered by the ownehefGuest
House are known as Hospitality, the concept of litakty was very closely related to the experienédow the
first party that is the owner of the place intertacprovide a place to live for the guests.

Previously we have discussed about the noveltyisgeind the concept of experience that continuesaae the
new experience provided by the stakeholders inigoutoward the guests. Context of the novelty segeko
convey that a tourist looking for a novelty fromethxperience gained by his experience as a coticapts
obtained through the process, of course, hotel rieeduild the experience so that the hotel couldeha
uniqueness compared to the other hotel experieBgahk.this concept shows the need for innovationarelty
that can give birth to a new experience in medtiegneeds of novelty seeking (COTEC, 2006).

This novelty as the definition of (Hall & William&008) said that all activities that introduce rimgs and can
solve the problem that recently referred to as eakthrough or innovation. From the concept conveyed
therefore innovation can overcome problems of bomgdnake them fresh, refreshed. The novelty istisence
of tourism that aims to overcome the boredom. Theism need to know the attributes delivered totérget
audience, so that it can develop or provide theiceattributes that are unique to the target marke

(de la Pefia, Nufez-Serrano, Turrién, & Velazqudxl 62 conduct a research which is relevant for the
hospitality. The basic idea proposed by (Rosen4),93onvey that different goods or services dueddain
attributes upon request to the consumers. Therefioeeattribute becomes important, because ovataibutes
gained from this research process is the overalkage offered by companies to their target audentée
whole package is the value of a whole which isreffieto the consumer.

In various studies, we see that the price of tteaphr rooms are part of the services provided éyHibtel in a
period of 10 to 20 years, a low price is a greptesentation of consumer needs. On the other maaddition to
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low prices, we could dig many attributes from difflet consumer segments. There is a segment of w@nsu
who want a Hotel with a more premium services, lasd considered the price given for the service.

Based on the various attributes of the servicerel@dby the consumer from certain consumer categjorie
Research on the attributes of the hotel, carrigdvith the latest literature studies can reveahdwgous attribute
of the hotel. There are studies that convey thadvation activities is presented in services aitab. There is
also a study at how attributes of the servicesvdedd by the hotel compared to the other hotel. Wainthe
research stated that the hotel services is closdbted to what is done by the staff when servihgirt
consumers.

(de la Pefa et al., 2016) research evaluates flnence of innovation activities in the hotel inthysagainst
the desire of the consumers to pay. In this sttigy,researcher estimated how hedonic price funatiban
innovation is identified, indirectly connected wigbhme of the attributes in the previous literatelated with the
innovativeness of the hotel.

According (Ariffin, 2013), the place to stay is thely basic services provided to tourists. To ble &b give
a newness that could break down exhausted, couddcome boredom and restore energy, evoke passion,
therefore the services provided should be ablévio @ newness.

The experience gained when staying in the hotel miglifferent compare with staying at home, arnslith
the reason the hotel provides an experience oingtat a convenient place with good facilities. fehis indeed
a standard hotel, there are hotels that provideriuwhen we went into the bedroom, and variatidagrate into
a differentiation and develop a positioning for thatel. Various differentiation can be exploredotigh the
research on marketing communications by the hotehid the target market.

If we look at what delivered by the hotel via tharketing communication channel, therefore we could
expose the process of conveying the differentiatibrdifferent services compare to the other conbpesti
Within this context, the research conducted caminkdn overview of the positioning delivered by éi&ock
Hotel Bali.

(Ariffin, 2013) stated that hospitality is a semithat gives other people a place to stay in a rooman
environment. Therefore this service activities barcategorized as behavior for hosting or to gieegto other
people, this concept fits with what was identifigd(Lovelock, Wirtz, Keh, & Lu, 2002).

The idea that every hotel has various attributespart of the supporting attributes that suppaoet itain
core of the hospitality service. This is meant @sacess to be able to distinguish the serviceamefhotel with
the other hotel. In short the diverse attributepag of the efforts on differentiation for hot&rsices with the
other hotel.

The challenge is to be able to provide a varietgtofbutes to the consumer, because the hotepiace of
interaction between consumers who will stay witl tiverall hotel services. The interaction will happvhen
consumers begin the journey by searching the lmtbns then check in and then meet the needsasblath,
bed, breakfast in the hotel while also enjoy thesimand formal activities such as discussion mgstieven
concerts. A wide range of services provided by lirein which become the source of differentiatiowand
other hotel.

The main objective of this research is to identlg attribute of the hotel services, and also exptbe
attribute of the star rating hotel that differentrpared to the generic dimension for customerfaatisn. The
response from 305 hotel guests from home and alypazhssing a detailed questionnaire that analyzéth
SEM techniques (Structural Equation Modelling), gemeric services of the hotel was identified asqmalized
or special service giver for everyone, the comfarg warmth when welcoming guests. This researntis &b
improve hospitality literature that can give a nesight on the dimensions of the different h@#gliffin, 2013).

The scale of the hotel experience using a broaeesppctive conducted to measure how the behavitbreof
hospitality of the staff to develop the measuremmagtle for organizations in the hospitality industhis scale
measures the three factors of experiential hodpitalhe first is experiences that consist of opesm
attractiveness, and freedom. Then there is alsexperience of care, the presence of servitudebavors that
serve, the existence of empathy and understandimgn there are also experiences regarding comfarely
ease, relaxed, and comfortable (Pijls et al., 2017)
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Comfort and environmental factors is an importadtdr for consumers or those who want to experience
adventure. This cozy atmosphere delivered by statfie guests or toward the consumer influencedtiznce
of the environment.

Color is one of the key dimensions for the envirentrwhich have an impact on the emotions and behavi
Emotions are affected by color, which is importemthe hospitality industry because emotions asgpel by a
strong effective component for consumer satisfacf®iamionava, Slevitch, & Tomas, 2018).

A review of the literature that was built in thissearch can map two-part of the hotel's attribniteatd the
consumer. The first group consists of how intecactetween the staff toward the consumers, theerdenmce,
hospitality, homey warmth from the staff to the gisewho come to the hotel. It also deliver the isess
facilities provided by the hotel to the guest. Tehé&acilities consists of a parking lot facilitidebby, restaurant,
room, bed, swimming pool, fitness, place, officenmp as well as various other facilities that suppbe
activities of the guests.

€éonduct a research to explore the attributes medsn the hedonic hotel rates. The
results show that the attributes such as room,| lsetevices, hotel facilities, location, and markgtiare the
attributes developed in the typology constructedczy .&he attributes that tend to build was
the physical attributes that can be viewed easityekample the costs as measured by the cost abtm, the
facilities, the hotel's service can be measurel aitestaurant, bikes, money, and doctor praciicts hotel.

In addition there are attributes comprised of nastats, movie theaters. The attributes of the Hatilities
such as swimming pool, business facilities, spdktgibutes of the site such as the proximity te tity center,
close to the natural attraction, located in theafetourism. Other marketing attributes consisthef market, the
social status of the background of the target markeve look at the attributes built, there isabn attribute of
experience or experience gained from the combinatfahe overall process.

This attribute became important because of the noumsefacilities delivered by the hotel should busld
good sense, developing an experience. Therefoig,ighthe research objective which are managing,dat
leveraging twitter in obtaining the attributes getied by the hotel to the target audience.

After all in attempts to provide a sense of emalpigood experience when staying in the hotel, we c
differentiate the hotel with the other group atitda The more different services delivered by tbeehto satisfy
its customers, is part of the hotels efforts tdddifferentiation compared to the hotel main seeviThe process
to build a different differentiation within the hgitality industry hotel between one another is sseey for the
hotel industry.

3. Methods

The data in a data which is delivered by a compdangugh Twitter. Characters of data presented are
information delivered to the company's target markberefore the data being processed is the affatata of
the hotel company that delivered to prospectiveatuers. Based on the characteristics of the infiomahen
we can be sure that the data is valid.

Data from twitter is unstructured data, unlike sesl quantitative research that uses the LikerteSthe
study tried to find answers or findings of the @sh submitted by the company through tweets. Taergethis
research does require a basic understanding of ath#tutes delivered by the hotel to satisfy itstomers.
Therefore after we are processing the data recewedave already had the wisdom and understaridingrd
the category of attribute groups of services deditieby the hotel.

In this research the data processed during thegdanuary to December 2017. Data with an intevfal
one-year will be able to reveal the activity foreoyear operational marketing Hard Rock Hotel Bailit not all
data can be processed, because there is also/émeli@formation for this research to reveal thepmsition of
services delivered by @hrhbali.

The process of data processing start with cleattieglata, removing data that is not needed irrésisarch.

Since the numbers of the data is very much andldte consists of words. Then the next processusilive the
analysis program, the Provalis software, which midlp the dominant topics topic delivered by twit@hrhbali.
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The dominant topics obtained from this researclh fwither analyzed thorough the relevant subjecttlie
purpose of the research. The next process, thestagiich are not relevant will be removed fromdalysis.

Topic results from this last process will then bmalgzed further, and also in the elaboration in the
explanation of the research results. The resuthisflast topic was later shown in the visual formamely, a
dendrogram topic that can be more easily understaddshows a group of major topics retrieved.

This method is a method that is continuously penfmt in an effort to build a new method that caretak
advantage of social media data on the internetségtiyanto Nugroho & Sihite, 2018) (Arissetyanto hing,
2017; Arissetyanto Nugroho & Sihite, 2016; Sil8tdNugroho, 2017) (Arissetyanto Nugroho & Janfrigs,
2015a, 2015b, 2015c; Arissetyanto Nugroho & Jan8ite, 2015). This methods can respond the rieed
faster analysis on the company's marketing comnatinits activities.

This method also conducted to explore the attrbuke stock markets Indonesia, the regional tourism
organization, attributes the national tourism oigation, as well as the attributes in the industith various
case study. The process to take advantage of araumde of data from a variety of industries, ist jpdran effort
to build a method to reveal the attributes with timstructured data sets forth from twitter moréatdé and can
be utilized by practitioners who need a rapid respo and can also build a theory by leveraging ttethare
still new in the research data, namely data oresooedia or big data.

This methods make use of unstructured data to reéleaattributes of a service company. This mettsod
still in the process of development, therefores timethod is using a new software program that ddtis
research QDAMiner.

4. Results& Discussion

Research conducted to explore the novelty or diffeation on Hard Rock Hotel Bali compare with the
other hotel. It is becoming important as hotelsttrygive novelty that can parse fatigue and malkeghests
refresh.

Research conducted by (de la Pefia et al., 20J8)sex the attributes measured that indeed can be
seen, but in addition to the attributes that casd®n there is also the new attributes that wedcenjby through
the process. The attributes we are trying to expoglis research by analyzing data from social imede
believe that the identity of the hotels presentgdhle hotel through its marketing communicationroies. This
identity is the soul that developed in the entirecpss of service and interaction between toud&tlh. We are
developing empirical argument to support this apphoto express the abstract attribute which is more
responsive through the whole process of intera@mong the tourists.

The results of this research were obtained by demloratory analysis that will classify the doniba
topics submitted by the hotel to the target. Souph this research we will be able to obtain aftels that can
further confirmed the attributes experienced bystgi®f the hotel after their visit from the HarddRdHotel
Bali.

An interesting idea is to convey the mechanismsldeelop an identity with the construction that
supports the creation of tourism environment. lis ttoncept the mechanism to interpret an envirommen
conducted by the mechanism on building relatiorshigtween tourists (visitors) and the environment.
Therefore the music festival, activities, encourageraction between hotel guests with event ogasi will
improve the emotional relationship and also devedapidentical environment to the hotel. Hard Roaktetl
choose to build an atmosphere of hotel environmeétiit music, by building this relationship Hard Roklotel
created an emotional bond.

The interesting thing is how the Hard Rock Hotalils part of the Hard Rock Hotel network in the
world. This means that experience delivered by Hgwdk Hotel Bali is an attempt to build an emotiolnand
that was built by the hotel with a target audietiet has emotional bonding with the music. Variatid Hard
Rock Hotels around the world shows that the HardkRdotel has the ability to manage a harmony toagan
relationship and identity toward the consumer agiddp part of his identity (Aitken & Campelo, 2011).

There are 271 tweets processed in the analysis.ifiiial findings of the exploratory process
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conducted to @hrhbali show that Hard Rock Hoteli Bahot delivering basic service features sucthatel
facilities, comfortable beds, swimming pool, chegktime, fithess and basic other service featuidse
exploratory results showed that none of the featofehe services delivered through @hrhbali. Tieresting
thing is @hrhbali convey the brand Hard Rock Habgl strengthening the statement ThislsHardRock.
Furthermore conveying more intense activities @alihimusic, parties, concerts, Bon Jovi, MelissastyPat
the pool party, foam and feel of music rock (Figlire
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FREE_ENTRY
PM_ONWARDS |—‘7

PERFORM_AT_CENTERSTAGE
HARD_ROCK_HOTEL
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FAMOUS_BAND_BATTLE }_I

HARD_ROCK
TRIBUTE_TO_JLO
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[ I I I I I
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Figure 1. @hrhbali Dendogram

@hrhbali also delivered a promo discount flasle $ai the visitors, for example, “be able to enjoy
flash sale by entering code SWEETROCK". Hard RockeHBali also deliver tweet that state they alsweh
sauna facilities to be enjoyed when the weathboiswhich can make the body relax and calm.

@hrhbali retweet posts from twitter account @hackifmbali. The account @hardrockfmbali is a
twitter account of radio organizations owned by dH&ock Hotel Bali, @hrhbali delivering a diversega of
music information and as a means to share infoomadbout the activities that will be held at therdH&ock
Hotel Bali.

In addition, the @hrhbali pass on the informationts culinary followers. Hard Rock restaurant
Splash Bistro, has a wide range of food and drihied can satisfy the visitors. One of the foodsnmted
@hrhbali are ox-tail soup, pork steak schnitzedzgj fried rice, and a variety of dessert. Thegdtthe food in
the restaurant was range between 60-155 USD. Rewiehve restaurant is the place and view a greatyi
friendly service, but the price of the food is guitxpensive.

In addition to the restaurant, Hard Rock HoteliBddo has other facilities mentioned in the twitte
but there are also other facilities such as faedifor children, namely children's Club Lil ' roalock, boombox
recording studio and also shopping Shop Hard RoetelrBali. As in the post @hrhbali promote one loé t
amenities, "Saturday shopping time at the Rock Shaip Hard Rock Hotel Bali #thisishardrock
#hardrockhotelbali".

Hard Rock Hotel Bali also provide Rock Spa whistuseful to its visitors who want to experience
the tranquility and only for relaxing the body. Ra@pa has some sort of services such as massagds faail
care manicure and pedicure services. And also geofock spa offers a package with a cheaper place,
example, a package which includes reborn foot skeadetox body mask, sole revival, green tea badlk.s
Services from the Rock spa can be enjoyed alsohbget children because they provide the ingredients
specifically for children.

Not just for adolescents and adults only, but HRatk Hotel Bali also provides facilities for
children educational purposes. There is a tweetitabib' Rock Kids Club activity, one of which "teg's Lil '
Rock Kids Club activity is Balinese Dance Lessomivel you tried it?" There are also other excitintvies
like putting together Lego, play-doh game, lookiagthe treasure.
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@hrhbali also conveys about the activities that el performed at Hard Rock Hotel Bali, and thespodhform
artists or guest star who will be present at thedHock Hotel Bali. These are an attraction for @érhbali
followers for continuous monitoring or observingyaweet that delivered the Hard Rock Hotel BalieTdbove

findings also consistent with the topics clustdmgadlocument that categorized similar phrases (Table

Table 1. Topics by Document

NO

NAME

KEYWORDS

EIGENVALUE

% VAR

FREQ

1

THISISHARDROCK;
HARDROCKHOTELBALI

THISISHARDROCK;
HARDROCKHOTELBALI;
ROCKERS; HARD; ENJOY;
PM; DAY; GOOD; ROCKIN;
TRIBUTE; CENTERSTAGE;
HRHBALI; SPLASH,;
BISTRO; HOPE

3.48

5.79

350

SPLASH BISTRO; ENJOY

BISTRO; SPLASH; ENJOY;
READY; POOL; ROCKIN;
THISISHARDROCK;
ROCKERS; CENTERSTAGE
TRIBUTE; PARTY;
TONIGHT; FUN;
BRONCOOK; FOAM

2.15

7.36

497

FOAM PARTY; FRIDAY

FOAM; PARTY; FRIDAY;
PM; FUN; ROCK; HRHBALI;
GOOD; TONIGHT;
CENTERSTAGE; HOTEL;
HARDROCKHOTELBALI;
THISISHARDROCK;
MELISSABONJOVI;
BRONCOOK

1.95

7.00

609

TONIGHT; TRIBUTE

TONIGHT; TRIBUTE;
CENTERSTAGE; HARD;
ENJOY; BAND; NIGHT;
DAY; WEEKEND;
ROCKERS; POOL,;
BRONCOOK;
MELISSABONJOVI;
HARDROCKHOTELBALI,
PARTY

1.62

5.30

473

ROCK HOTEL; HARD
ROCKERS

HOTEL,; ROCK; HARD;
ROCKERS; CENTERSTAGE
PM; ROCKIN; BRONCOOK;
FOAM; MELISSABONJOVI;
POOL; NIGHT; TONIGHT;
DAY; GOOD

1.52

7.55

574

WEEKEND; FUN

WEEKEND; FUN; POOL;
ROCKERS; HARD; HOPE;
ENJOY; HRHBALI;
TRIBUTE; READY; PM;
PARTY;
THISISHARDROCK; FOAM;
BAND

1.40

5.04

386

ROCKIN; HOPE

ROCKIN; HOPE; ENJOY;
HRHBALI; POOL; FRIDAY;
PM; GOOD; NIGHT; ROCK;
TONIGHT; WEEKEND;

HARDROCKHOTELBALI,

1.36

4.65

377
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FUN; BAND

8 |BRONCOOK; BRONCOOK; 1.24 5.51 450
MELISSABONJOVI MELISSABONJOVI;
HRHBALI; HARD;
ROCKERS; DAY; READY;
ROCK; ROCKIN;
CENTERSTAGE; NIGHT,;
HOPE; BISTRO; PARTY; PM

9 |DAY; POOL DAY; POOL; FUN; 1.19 4.50 336
CENTERSTAGE;
HARDROCKHOTELBALI,
PM; ROCKIN;
MELISSABONJOVI;
TONIGHT; SPLASH; ROCK;
READY; BRONCOOK;
HOTEL; BISTRO

10 |NIGHT AT CENTERSTAGE|NIGHT; FRIDAY; 1.15 5.30 536
FRIDAY CENTERSTAGE; READY;
HARD; ROCKIN; HRHBALI,
ROCKERS; TRIBUTE;
POOL; FOAM; SPLASH,;
BISTRO; WEEKEND; GOOD

Managerial Implications

We also look at how the major features of the hegelices are not delivered by @hrhbali, Hard Rock
Hotel Bali even more focus to experience the masit the environment. This makes the results ofékearch
has interesting findings to be compared with otfwels who does have a different ion compare tmther the
hotel in general.

Exploratory analysis in this study reveal the maipics being delivered via twitter @hrhbali. This
research can explain the positioning of the HaradkRBotel Bali toward the target market. This anelys
technique is also empirically proven to show thenoh@nt topic delivered by the social media to @sget
audience. We can see in the figures one how thHestgpesented such as the music gimmick and aésontisic
concerts held in Bali.

5. Conclusion

Hard Rock Hotel Bali did not convey the main seegicuch as another financial mattress. Howeverd Har
Rock Hotel Bali emphasize on the atmosphere ofukery hotel, music, joy, party.

Hard Rock Hotel Bali has a different positioningrgqeared to other hotels. Hard Rock Hotel Bali positid
itself as the cheerful hotel, closely related tosiouassociated with the party. Therefore the tanggrkets are
those which indeed provide more value to the haiti the feel of the cheerful music party. The fiosing
delivered via twitter @hrhbali, the hotel did natlisler the comfort in the rooms and also the othasic
services.

The study also opened up space for more new rdsstudies that can reveal the proposition of thielho
services in Indonesia. The difference on economical also premium hotel. Through the exploratiod an
service proposition elaboration, delivered throtigh twitter, then we will be able to obtain emptievidence
of various differences between the varieties oéhpbsitioning.

The limitations of the data obtained from Hard Rdd&tel Bali need to be developed by conducting
research studies with a longer time interval, beeahe dynamic of hotel which always evolving, thisvement
which can then be immediately captured and prodefsggher via social media data analysis, whicimigre
responsive and more easily to reveal the realitytwdt is delivered by the company to the targetketar

This is the preliminary research to establish ttigbates of Hard Rock Hotel Bali. The attributellvie
developed further to build questionnaire, whichlwi¢ tested through quantitative methods approaith av
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survey presented to the guest of Hard Rock Hotél Bhis study will exposed the attributes deliverigy the
hotel, not only the physical measurable attribubed,also the identity of the brand. This resegrabves that
music is part of the identity built by Hard Rock tdbBali. So presumably further research can pwkiether

this identity is successfully delivered to the gaesfter they enjoy the services provided by HaotkRHotel
Bali.

Other research-related on budget hotels, luxurigslhair bnb, also need to be conducted so thatawe
gain an identity or an attribute other than phylsitibutes that are delivered by the hotel tottrget audience.
So that through this approach we could build aveele questionnaire, and we could explore the bidadtity
and positioning intended by each hotel. Finallys ttesearch has contributed insight that can liél gap for
attribute consist the physical attribute of thechonly.

Other studies that can be conducted consist ofarelseby leveraging Facebook data, data from the
comments submitted by guests via social mediayen &y pulling data from tripadvisor. Through theraction
of application data from applications that promtuerist destinations and opportunity to provideieas, we
could reveal the attributes correspond to the perdeexperience. The research process that armatggl from
literature review but also from the reality of hitafity marketing communication. This is relevamchuse this
analysis would reveal the content of the attriliheg are originated from the stakeholder top ofdvartribute
proposition.

The study also gives recommendations for furtheeaech to be able to construct a typology of thesighl
attribute and the intangible attribute obtainedtiy process. By doing the 7 P marketing mix categtion
which are the product, price, place, promotion,gitel evidence furthermore the people and procégshvware
part of the more abstract attributes could be aged by building the hotel brand identity and pdeva major
influence in establishing the tourist experience.

This research also deliver recommendations forrotbsearch in disclosing the complaint submitted by
tourists in the comments on my post on social medich as through trip advisor. This method utilities
complaints data that can reveal the attributes tiesid to be improved, and the possibility of atti@s not
particularly into consideration the main hotel noyiding service to the guests. Eventually thiseesh method
can hopefully reveal a more valid findings basecerperience data experienced by tourists. Reseaartiudd
terminology Experience based content analysis ea@al more relevant experience in the tourism itrgius
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