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Abstract. The tourism sector has experienced positive development in recent
periods. This situation is a positive signal for the industry and the attractiveness of
supporting tourism. Various roles of tourism are present, such as: increasing the
economy; empowering people to be considered part of the community’s lifestyle.
Changes in the behavior of tourists draw more tourists to rural tourism as an
alternative tourist attraction. This positive signal makes managers have to be more
attractive and innovative, especiallywith theirmarketing activities. This study aims
to explore digital-based marketing innovations carried out by the rural tourism of
Tinalah. The concept of diffusion of innovation is used to explore activities car-
ried out by rural tourism through innovative instruments such as innovations, time,
marketing communication channels, and social systems. Qualitative research was
conducted to find out the various digital marketing innovations carried out by the
Tinalah rural tourism, Yogyakarta special region. Collecting data in this study
through interviews and using The Miles Huberman method through four stages:
transcription, reduction, categorization, and conclusions. The results show that
the concept of diffusion innovation has been applied through supporting instru-
ments such as innovation, time, communication channels, and social systems. This
research is expected to be a guide for other rural tourism in creating strategies that
will be used. This study is unique because it shows how the rural tourism of Tinalah
used strategic applications to make its tourism more sustainable.
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1 Introduction

The development of digital technology can change various sectors globally [1, 2]. These
changes give rise to new perspectives in managing marketing strategies, including the
use of every opportunity that arises [3]. The development of digital technology has a
direct impact on improving management performance and determining market targets
[4]. The impact of changes in digital technology is not only seen in the industrial sector
but also other sectors, including tourism [1, 5]. As one of the priority sectors of the
Indonesian government, tourism is seen as a sector that is ready for the post-COVID-
19 era. This situation can be seen in the enthusiasm of the community when carrying
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Table 1. Tourist Village Clusters

No Clusters Total

1 Pilot 709

2 Developing 967

3 Advance 158

4 Independent 2

Total 1836

Source: Ministry of Tourism and Creative Economy of
the Republic of Indonesia

out tourism activities amidst the loosening of community mobility policies [6]. Tourism
activities are one of the answers to negative feelings caused by the pandemic [7]. Various
tourism supporting instruments are an attraction for tourists, such as tourist objects [8],
cultural tourism [9], culinary [10], agriculture [11], and tourism villages that have their
advantages and uniqueness [12].

The presence of tourism villages as one of the instruments of tourism in Indonesia is
another alternative for tourists. A tourism village is an interesting collaboration between
accommodation and other facilities offered to tourists [13, 14]. This combination is
becoming increasingly interesting because there is community participation in its man-
agement [15]. The development of tourist villages is currently becoming increasingly
competitive, as can be seen from the various offers of tourist village attractions [16, 17].
The presence of tourist villages in Indonesia is significantly interpreted as one of the
efforts of each region to create independence through its potential [18]. The following
data can be seen in Table 1.

Serious attention needs to be given to policymakers in efforts to develop rural tourism.
This situation is becoming increasingly complex with the presence of information tech-
nology [19]. Various changes that exist make rural tourism managers need to redesign
the strategy they are running. Managers need to rearrange innovation strategies by look-
ing at effectiveness and conditions in the field. Continuous innovation needs to be raised
as a way to achieve organizational goals [20]. The theory of the diffusion of innovation
focuses on the creation and implementation of innovations over time. Every line in the
organization must focus on finding new innovations that can be applied. Innovation is
not always a significant or radical change, but the few innovation changes that have been
made have fulfilled the elements of this theory. The management of the tourism sector
is also inseparable from the application of the diffusion of innovation. Various research
results related to this area are presented to strengthen the importance of innovation dif-
fusion [21, 22]. Tourism sector managers can find out how the strategies that will be
used can be applied and accepted by tourists. This situation explains that a strategy or
innovation is not only based on one particular point of view but also considers another
point of view, namely the service recipient [23].

The rapid development of technology means the innovation strategy implemented
will intersect with the use of technology. Various sectors understand the importance of
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the presence of technology, and the tourism industry is no exception [24]. The use and
application of technology in organizational management activities is no longer a difficult
thing but should be considered as an opportunity that must be taken [25, 26]. Competi-
tion in the competitive and collaborative era like today forces organizational managers
to think creatively in the marketing strategies they use [27]. Following developments,
tourism village managers began to use digital tools in their marketing activities, such as
websites, social media, and other digital tools [28, 29]. By using digital technology, an
organization can reach more people with marketing [30], improve service quality [31],
reduce marketing costs [32], and more profitability [33].

One of the rural tourisms that has started to apply technology inmarketing activities is
the rural tourism of Tinalah. This rural tourism is a special-interest tourist area that seeks
to maximize its natural potential [12]. Tinalah rural tourism is located in Kulon Progo
Regency, Yogyakarta Special Region. This area combines the concept of nature with the
cultural values that exist in the community. Some of the attractions include camping,
outbound, caving, and other activities. The utilization of technology by rural tourism
managers is an innovation in to develop rural tourism and reach a wider market [34, 35].
This study aims to explore digital-based marketing innovations carried out by the rural
tourism of Tinalah. The concept of diffusion of innovation is used to explore activities
carried out by rural tourism through innovative instruments such as innovations, time,
marketing communication channels, and social systems.

2 Literature Review

2.1 Sustainability Strategy

The main focus of organizational sustainability has emerged in the social and environ-
mental areas. In responding to business changes, organizations need to design strategies
that can meet market needs [36], and care about the organizational environment [37].
The current focus of the organization is not merely pursuing income but considering the
economic and social environment to create sustainable management [38]. Understand-
ing creating sustainable management will make organizations competitive [39]; increase
organizational value [Galvo et al., 2020]; and further strengthen brands in consumers’
minds [40]. Various changes that occur make the organization have an obligation to
re-understand the strategy that is being implemented, especially in marketing.

The focus of sustainable organizations is not only on customers but also on the
business environment [41]. With a growing understanding, marketing is considered a
way of selling products and techniques that are oriented tomeeting needs alone [42]. The
essence ofmarketing is broader, not only related tomeeting customer needs but also being
able to consider the impact of marketing on future life [43]. Some literature emphasizes
the role of marketing in creating sustainable organizational ventures through business
value creation [44], and focuses on marketing instruments [45]. Sustainability is a way
of thinking to get an organization involved on a wider scale [38]. An understanding of
sustainability can be linked to the achievement of environmental, social, and economic
goals. The complexity of sustainability is often difficult to understand [46], whether
sustainability is strong or whether sustainability is weak [46].
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Sustainability in tourism must consider the economic and social environment and be
able to maintain its tourist attraction [47]. As one of the new potentials in the tourism
sector, the existence of rural tourism needs to be appreciated. The development of rural
tourism as a regional potential is interpreted as a way to deal with the effects of accul-
turation that arise [48]. A rural tourism is an area in which there are tourist attractions
[cultural, artificial, natural] packaged in such a way that tourists visit the area [49, 50].
For rural tourism managers to provide a path of interaction between tourists and the
local community [51], Interesting experiences felt by tourists after visiting will leave an
impression in their minds. Designing a competitive rural tourism needs to be understood
by managers [52], so that the obstacles that arise, such as consistency, originality, and
human resources, can be resolved [53]. Seeing this, the management of rural tpurism
must consider various aspects originating from the internal and external environment so
that, in the end, it does not conflict with the culture and authenticity of the environment
[50, 52].

2.2 Innovation Diffusion

Sustainable development is the main focus in the development of various sectors [54].
Growing research emphasizes the need for the role of innovation in creating sustain-
ability. The facts on the ground illustrate that there are still activities that ignore the
importance of innovation. Sustainability innovation will help organizations achieve var-
ious improvements in terms of performance, the economy, and the environment [55].
Innovation is not only related to radical change but simple and new things such as ideas,
beliefs, knowledge, implementation, use of technology, and system changes [54, 56].

Diffusion of innovation was originally introduced by Gabriel Tarde in 1903. Under-
standing this theory guide the relationship between the emergence of an innovation that
can be communicated and can be accepted objectively by others. The next development
of this concept was popularized in 1964 by Everett Rogers. Diffusion is understood as
an innovation process that is presented and communicated over time [20]. Innovation
needs to be communicated so that providers and recipients of innovation understand each
other. This idea has been used a lot in the development of fields like communication [57],
culture [58], agriculture [59], public health [55], law [60], and marketing [61].

Understanding the concept, they believe that if innovation is diffused throughout
society, it will eventually be accepted and agreed upon. This concept also defines the
diffusion of innovation as a process that communicates information about a new idea
that is viewed subjectively. The diffusion of innovation is supported by several elements,
including innovation, communication channels, time, and social systems that accept the
presence of the innovation [20]. The continuous emergence of organizational innovation
is the basis for research activities, especially research related to the field of digital-based
marketing [62]. One way to do something new and different in an organization is to use
digital technology [20].

2.3 Digital Marketing

Improving service performance is an activity carried out by organizations through the use
of digital technology [63] and gaining new customers [64]. Through digital technology,
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various information about quality products and services can be provided by organizations
[65]. The measure of digital technology performance in marketing activities can be seen
through several criteria, such as the digital tools used and the goals to be achieved [66],
increasing assets, profits, and customer satisfaction [67]. The use of digital technology
in organizations is an innovative activity that continues to be developed [20]. Innovation
is not only related to radical change but also simple and new things such as ideas, beliefs,
knowledge, implementation, use of technology, and system changes [54].

Digital-based marketing makes it easy for organizations to establish relationships
with customers through integrated, attractive, deep, and targeted marketing communi-
cation channels [63]. Digital marketing does not make customers passive targets but
contributors to two-way communication [68]. Some researchers suggest that digital
marketing can improve communication efficiency, encourage customer interaction [62],
and build brands and sales prospects [69]. Developing a product image in the minds
of consumers can be done through virtual content [70] so that the organization will
get the attention of customers [71]. Digital marketing content can be in the form of
words, images, or motion graphics that attract consumers’ attention [71]. Other research
explains that engaging content causes users to choose digital portals as a key component
in reading, studying, and having memorable experiences [72]. The emergence of various
digital platforms is expected to make it easier for tourism managers to reach the market
and disseminate information more broadly [19]. The use of digital technology can also
be an important guide for tourists in considering the tourism products they want to enjoy
[73]. Through digital technology, tourists can contribute to the marketing of tourist des-
tinations through activities such as live broadcast activities, making selfie photos, and
commenting on tourist attractions visited [74].

3 Methodology

A qualitative descriptive research design was used in this study and tried to explore vari-
ous things related to digital-based marketing innovations in rural tourism. This research
design is combined with existing instruments on the concept of diffusion of innovations,
such as innovations, time, marketing communication channels, and social systems. The
exploratory case study approach was chosen to explore a single sample [75], so the
researcher adopted a constructivist and interpretive design [76]. The applied qualitative
research design is limited and is meant to encourage and push people to domore research
in the field [77].

This study uses the rural tourism of Tinalah as the object of research. This tourist
attraction was chosen because it has a uniqueness that is able to unite natural conditions
with cultural values that exist in the community. Some of the achievements that can be
achieved by the rural tourism of Tinalah include: being a winner at the rural tourism
creative economy event in Kulon Progo Regency and being one of the winners in the
category for “digital rural tourism “ put on by the Ministry of Tourism and Creative
Economy is also a good thing.

Collecting data in this study through interviews. Questions were posed to the rural
tourism manager using “how” and “what” to help provide explanations for the phenom-
ena found [78, 79]. Through interviews, the experience of rural tourism managers and
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Table 2. Timeline Methodology

Design Approach Data Collection Data Analysis

Qualitative Case Study Interview
[Digital Marketing]

Miles Huberman:
Transcription
Reduction
Categorization
Conclusions

staff will be obtained in bringing up the innovations offered, especially the use of tech-
nology in marketing activities [80]. Semi-structured interviews were conducted first by
making appointments with prospective informants [77, 78], and then by compiling a list
of questions to be asked by the interviewer [81]. Wrote these guidelines so that people
can have conversations during certain activities [80].

The interviews in this study were recorded using a tape recorder and analyzed using
Miles Huberman Method [82, 83] through four stages. In the first stage, interviews were
conducted in Indonesian to facilitate the communication process with informants. The
results of the recorded interviews were then heard and transcribed into writing. This
was done to ensure that the various meanings implied in the interview activities did
not shift [80, 84]. The second stage is data reduction. The results of the interviews that
have been transcribed into writing are then selected for words that have meaning. The
results of the reduction are read repeatedly to analyze each word that has meaning.
Finding words that have meaning and are examined to find basic concepts [83]. The next
stage is categorization to show the concepts found in the literature and then compared
with the transcription results to ensure consistency and identify other things that arise
[83]. This activity is the final examination stage of a series of transcription, coding, and
categorization of the data obtained. The meaningful information found will be grouped
to identify core themes. The last stage, coding, is identified with further literature to get
a conclusion [82, 83]. The recording of the interview was heard repeatedly along with
the transcription that had been made. This activity is carried out to ensure that no data
is missed or lost in the translation and documentation of data. The literacy process is
completed if the next themes are not found (Table 2).

4 Finding and Discussion

Sustainability innovation will help organizations achieve various improvements in terms
of performance, the economy, and the environment. The diffusion of innovation is sup-
ported by several elements, including innovation, communication channels, time, and
social systems that accept the presence of the innovation.

4.1 Innovation

It becomes important when an organization brings up various innovations as one of
its sustainable strategy efforts. Diffusion of innovation is understood as an innovation
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process that is presented and communicated over time [20]. Innovation needs to be
communicated so that providers and recipients of innovation understand each other.
This concept also defines the diffusion of innovation as a process that communicates
information about a new idea that is viewed subjectively. The diffusion of innovation
is supported by several elements, including innovation, communication channels, time,
and social systems that accept the presence of the innovation [20]. Several digital-based
marketing innovations carried out by theTinalah rural tourismmanager include the use of
websites and social media. The development of digital technology encourages the birth
of various digital portals that can be used by rural tourism managers. Some of the digital
portals that have become popular for this rural tourism are thewebsite, Instagram, and the
Tinalah rural tourism portal through the play store. Rural tourism village managers must
be able to fulfill the elements of digital-based marketing activities [74, 85]. The tourists’
point of view also places the use of digital technology as a way to meet their needs. The
results of the interviews that have been conducted confirm that the process of adopting
digital technology does not appear immediately but through a series of processes. The
emergence of various kinds of digital platforms is interpreted by the management of the
rural tourism as one of the strategies that must be used. This strategy is carried out in
response to the use of digital tools that are also used by tourists [73, 86].

“We have usedmanymarketing communications channels and digital portals. Fol-
lowing the development of the times, we used some until now. The most frequently
used ones are the website, the Play Store, and Instagram.” [Manager]

“The digital portal contains a variety of interesting and innovative content. We
must continue to create interesting content.” [Staff 1]

“Content does not always contain information about tourist villages, but we can
also turn tourist visit activities into the content.” [Staff 2]

The digital-basedmarketing pattern carried out by the Tinalah rural tourismmanager
is not only thorough. Periodically, the rural tourism manager also sends a chain message
as a signal of the existence of a rural tourism. These activities are carried out by rural
tourism managers in to establish communication with tourists (Figs. 1 and 2).

4.2 Communication Channels

The reality of marketing activities places marketing communication channels into an
undeniable element [87]. Subsequent developments put the tourism industry in a favor-
able position due to the impact of technological developments. The emergence of various
kinds of digital platforms makes tourismmanagers need to think hard about how to man-
age them. Various contents are tried to appear in digital-based marketing such as videos,
photos, or other information. These activities significantly change the face of tourism
into something that can offer experiences for tourists [71]. Marketing of tourism prod-
ucts begins with the use of traditional advertising tools such as newspapers, magazines,
radio, television, billboards, pamphlets, catalogs, brochures, and pamphlets. Currently,
technological developments have brought social networking sites to offer tourism prod-
ucts. The importance of communication channels makes this point of view need to be
considered by rural tourism managers. The communication channel is defined as the



Creating Sustainable Tourism Through Innovation 407

Fig. 1. Instagram_Tinalah

Fig. 2. Play Store

method used by the organization so that the products offered are easily known. The var-
ious attractions that are owned by the rural tourism of Tinalah need to be disseminated
by the manager. The role of published content as a stimulus becomes important when it
is offered by the manager. Several displays often appear in the digital portal they have
to describe the various attractions and activities of tourists who visit. One of the digital
portals owned by the rural tourism of Tinalah is Instagram. The number of followers
of this digital tool reaches around 5000 people, making this marketing tool one of the
marketing methods used. The role of connected friendships in this marketing tool is also
an important one. Various comments and responses given to each published content that
appears are one of the added values (Fig. 3).
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Fig. 3. Publication_Content

4.3 Time

The next instrument in the concept of diffusion of innovation is time, which includes
the decision process for giving rise to innovation, the category adopted, and the level
of adoption [Rogers, 1983]. The manager of the Tinalah rural tourism conveyed several
innovative strategies that had been realized professionally. The diffusion of innovation
emphasizes that information gathering is needed by managers in making decisions such
as digital-basedmarketing activities. The decisions taken relate to whether it is necessary
to adopt or reject the use of digital in marketing activities. The emergence of the COVID
pandemic has made rural tourism managers more confident in using digital as one of the
innovations that need to be taken.

“Creating interesting content and publishing it according to schedule has become
a routine activity carried out by Tinalah’s tourist village at this time”. [Manager]

“The video content of the publication is indeed interesting, but it cannot replace the
real appearance of a real tourist village.” Publication videos have an important
role in stimulating tourist visits”. [staff 1& 2]

The adoption process by the manager is carried out in stages and with full consid-
eration. The decision to adopt digital tools was taken after considering various things
about the effectiveness of use and achieving maximum results.

4.4 Social System

The last instrument of the diffusion of innovation is the social system that will be felt
by individuals, community groups, or organizations [Rogers, 1983]. The results of the
study reveal that the existing social system needs to be present to produce attractive
products and services. Each of these elements can meet the other’s needs through mutual
agreement. As in the rural tourism of Tinalah, themanager provides several locations and
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activities that can be accessed by tourists or organizations. Activities that can be done
include outbound, camping and other activities related to the culture and environment
of the local community.

“Some of the attractions that we offer include camping, outbound, river crossing,
and several community activities that can be followed.” [staff 1]

“Not only small groups of tourists, but large groups of tourists can also access the
various attractions of this tourist village.” [Manager]

The essence of management activities is how to be able to make tourists have pos-
itive perceptions as service recipients. Good cooperation from various parties will lead
to the desired results. A tourist attraction must provide space for tourists to express
opinions, open doors to investors, and have an attractive appeal. The important role of
local government is also very necessary. The policies taken are also very influential on
the sustainability of the region, not least in achieving success, stability, security and the
local economy.

Adopting and implementing innovations is a complex and gradual process. Inno-
vating in various situations will bring the organization to new phases and levels as a
process of adapting to change [20]. The findings in this study highlight the diffusion of
innovation as a new strategy that is carried out continuously over time. Furthermore, this
study also confirms that the management of rural tourism does not only wait for tourists
to come, but also requires a step in attracting tourist visits. The role of digital technology
further emphasizes the dominance of marketing activities carried out in a modern way
[88]. Finding innovation is an important step in creating sustainable management. The
innovations that arise will grow over time and are interrelated. The emergence of inno-
vation will involve sources of knowledge, analysis, decision-making, implementation,
and confirmation of the strategy used [89]. The innovations used not only contribute to
the organization but also the development of the community and region.

The use of technology as an innovation in rural tourismmarketing activities is impor-
tant. The use of digital tools and social media as one of the adoptions of advances in
information technology needs to be considered. The role of the website and Instagram
is more dominantly used by the Tinalah rural tourism manager and requires a high focus
[90]. Presenting digital content as a stimulus needs to be done. Rural tourism village
managers position various published content in the form of photos, videos, or graphics as
a way to encourage tourist attendance. The different attractions of rural tourism are one
of the reasons for their presence. Travelers are the value maximizers from the presence
of published content who can like, comment, and re-share the content they get [71].
Tourists are not only interpreted as a passive group, but they also have greater power.
Seeing such conditions, tourism managers need to follow this trend.

In this competitive and collaborative era, rural tourism manager needs to reconsider
the strategy used. The various strengths of attractions that are owned are a differentiator
in the minds of tourists. The shift in the mindset of tourists when determining tourist
destinations needs to be considered. Tourists are now starting to shift frommass tourism
options to more specialized tourism. The rural tourism is interpreted as a collaboration
of culture, nature, and community activities into a complementary unit. The emergence
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of innovation in the development of rural tourism needs to be present throughout the
ages, from management to marketing activities for sustainable tourism.

5 Conclusions

The results of the study found that the management of the Tinalah rural tourism had ful-
filled the elements of the concept of diffusion of innovation. Some existing instruments
that can be used include innovations, time, marketing communication channels, and
social systems. The innovation instrument emphasizes the use of digital tools in appro-
priate and effective marketing activities to achieve goals. The communication channel
instrument emphasizes the use of attractive methods in the process of delivering inno-
vations that are presented through conventional and modern digital-based channels. The
time instrument confirms the duration of the effectiveness of the innovation and the accu-
racy of bringing the innovation back regularly. The last instrument is the social system
related to the acceptance of innovation by tourists. They can respond directly in the form
of suggestions or comments through existing digital tools.

This study will contribute to the perspective of sustainable tourism through the
concept of diffusion of innovation. Rural tourism, as a new sector of tourism, needs to
redesign the innovation strategy thatwill be carried out. Through the innovation diffusion
instrument, the rural tourism will have a guide in determining the innovations that will
be offered to tourists. Research on the diffusion of innovations in rural tourism has not
been much done, so this research will be able to close the research gaps that existed
before. Innovation needs to be carried out by rural tourism managers all the time so that
sustainability will continue to be maintained.
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