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This study aims to determine the significant 
influence between variables, following the 
hypothesis in this study. This research has both 
theoretical and practical benefits to the world of 
education, especially concerning marketing 
strategies and visiting decisions in educational 
tourism. This research uses a quantitative 
approach with descriptive research methods. 
The population in this study were all visitors to 
the Kampung Coklat educational tour whose 
numbers were not known with certainty while 
the sample used in this study was 222 
respondents. The sampling technique in this 
study is classified as a non-random / non-
probability sampling method with incidental 
sampling. The results showed that there was a 
direct and significant positive influence between 
Marketing Strategy on Visiting Decisions. In 
addition, there is a direct and significant 
positive influence between Digital Literacy on 
Visiting Decisions. The ability to use technology 
and information from digital devices is very 
helpful to be more effective and efficient in 
various tourism marketing contexts that 
collaborate with YouTube, TikTok, and 
Instagram. Furthermore, there is a direct and 
significant positive influence between 
Marketing Strategy on Social Media Marketing. 
In addition, there is no influence between 
Digital Literacy on Media Social Marketing. 
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INTRODUCTION 
East Java Province is one of the provinces most frequently visited by local 

tourists. This can be seen from the data released by BPS (Central Bureau of 
Statistics), in 2022 The number of domestic tourist trips in East Java was 
198,913,339 or ranked first out of 33 provinces in Indonesia with a total of 734 
864 693 tourist trips (Central Bureau of Statistics, 2022). 

Educational tourism is one of the unique types of tourism in East Java. 
Educational tourism utilizes the potential of natural wealth as a tourist 
attraction. Visitors to educational tourism will get a learning experience from 
the natural wealth at that location (Syahputra & Andjarwati, 2019). As 
explained (Gibsan, 1998) educational tourism is a combination of several sub-
types of tourism such as ecotourism, historical and cultural tourism, and rural 
tourism that provides learning experiences to visitors. Based on data released 
by BPS in 2013-2016, during that time there were five new educational tours in 
East Java, namely Eco Green Park, Kampung Coklat, Belimbing Agrotourism, 
Kediri Eco Park, and PUSLITKOKA. 

Since its establishment in 2014, Kampung Coklat has been the most visited 
educational tourism compared to Eco Green Park, Agro Tourism Belimbing, 
Kediri Eco Park, and PUSLITKOKA. Educational Tourism in Kampung Coklat 
during 2020-2023 experienced a growth in the number of visitors around 
13.68%. 

Marketing strategy is a variable that influences a person's decision to a 
tourist attraction. This can be proven from several previous studies. Research 
by Dethan et al., (2020) found that the marketing mix and service quality have a 
significant effect on return visit intentions. In the research results of Pasaribu et 
al., (2019), marketing strategies (product, price, promotion, place, packaging, 
program, HR, and partnership) simultaneously have a significant effect on 
visiting decisions at Bukit Doa. 

Similar results were also found in the research of Fatimah et al., (2022), 
that the marketing mix strategy (service methods, price, location, and 
advertising) influences the decision of visitors to Tasnan Bathhouse Tourism in 
Bondowoso Regency. Likewise, research Santoso et al. (2020), the marketing 
mix consisting of product, price, promotion, location, people, process , and 
physical evidence simultaneously affects visiting decision-making. 

Although marketing strategy has a significant effect on visiting decisions, 
it cannot be fully concluded as a variable that has a very dominant influence. 
Nowadays, marketing strategies are no longer effective if only done directly. 
Marketing strategies will be effective and influential in achieving company 
goals if carried out through social media (social media marketing). This is in 
line with the opinion of Amalina et al. (2022), that technological advances and 
the tendency of consumers to use social media require conventional marketing 
strategies to switch to social media marketing. 

Directly proportional to the reasons for the above transition, the results of 
Patma et al.'s research (2021) show that the adoption of internet/e-business 
technology and social media marketing has succeeded in explaining the 
mediating role between the variables of usability, ease of use, and cost of 
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internet/e-business adoption on the sustainability of SMEs during the Covid-19 
pandemic. Therefore, the research conducted by Kurniasari & Budiatmo (2018) 
and Farih et al. (2019) found a positive significant influence between promotion 
through social media on purchasing decisions. 

The influence of marketing strategies through social media marketing is 
not even only in the aspect of purchasing decisions. Analysis of the results of 
research conducted by Zakiyah & Gunawan (2022) shows that Instagram social 
media has a significant influence on visiting decisions at Kopi Taji Lereng 
Bromo. Similar to the results of Khotimah's research (2022), electronic word of 
mouth (e-Wom) through social media has a significant influence on the interest 
and decision to visit visitors to historical tourist attractions in Surabaya. 

Contrary to several explanations of the research results above, in 2020 the 
effectiveness of social media did not have a significant effect on visiting 
decisions at Curug Goa Jalmo Tourism, Pasuruan Regency. The decision to visit 
this tourist location is significantly influenced by tourist attractions and the 
price of admission (Tina & Kholid, 2020). 

Digital literacy according to the results of Hasanah & Setiaji's research 
(2019) affects entrepreneurial intentions in electronic business (e-business). 
Meanwhile, the results of Sulistianingsih et al.'s research (2021) found that 
digital illiteracy affects a person's financial behavior. These two research results 
show that digital illiteracy affects a person's intentions and behavior in 
electronic business. 

The urgency in this research raises the known problem that there are still 
inconsistencies or differences from the results of previous findings on the 
influence of marketing strategies and digital literacy through Social Media 
Marketing on the decision to visit visitors to Kampung Coklat Blitar 
Educational Tourism. This difference is due to different research subjects, less 
active digital media in promoting tourist attractions, small sample coverage, 
and internal and external factors. Related to this condition, researchers feel the 
need to review the relationship between these interconnected research variables 
to test and prove the hypothesis in this study so that it can be used as literature 
and follow-up material for further research. It is necessary to conduct research 
on marketing strategies and digital literacy through social media marketing 
because it can help a business reach more audiences than conventional 
methods. In addition, social media marketing is also more cost-effective and 
measurable. 

Novelty in this study can be seen from several variations in variables such 
as the effect of marketing strategies and digital literacy on social media 
marketing on visiting decisions in Blitar City, East Java. In addition, no 
previous research literacy has been found that discusses the effect of marketing 
strategies and digital literacy on social media marketing on visiting decisions in 
Blitar City, East Java.  

Based on the entire description above, it can be assumed that the manager 
of Blitar Chocolate Village Educational Tourism applies marketing strategies 
through Social Media Marketing to influence visiting decisions. However, this 
has never been an object studied by previous researchers. On the other hand, 
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the number of followers on the social media accounts of Wisata Edukasi 
Kampung Coklat indicates the digital literacy of the community towards the 
media owned by the tourist attraction. Thus, research on marketing strategies 
and digital literacy through Social Media Marketing on visiting decisions 
(Study on Visitors to Blitar Chocolate Village Educational Tourism) is important 
to carry out. 
 
LITERATURE REVIEW 
Marketing Strategies 

Expert opinions about marketing strategy are very diverse. However, at 
the very least, among several expert opinions, marketing strategy can be 
concluded as a comprehensive, integrated, and unified plan in the field of 
marketing goods and services. Marketing strategy means a series of policy goals 
and objectives, as well as rules related to marketing efforts for goods and 
services. The form of a directed plan in the field of marketing, to obtain an 
optimal result can also be called a marketing strategy As Kotler (2014) argues, 
"marketing strategy is marketing logic and based on it business units are 
expected to achieve marketing goals marketing strategy which consists of 
making decisions about marketing costs." 

Based on the above opinion, it can be concluded that marketing strategy is 
a series of activities that are organized to achieve goals and with an innovative 
and creative thinking pattern to deal with trends that occur within the company 
and outside the company, which affect the interests and future of the company 
itself. 

H1: Marketing strategy has a significant effect on visitor decisions 
 

Digital Literacy   
Literacy according to UNESCO (2005), is the ability to identify, 

understand, interpret, create, communicate, calculate, and use printed and 
written materials interrelated to achieve the goal of developing knowledge and 
participating fully in society. iEshet (2004) emphasizes that digital literacy is 
more than just the ability to use various digital resources effectively but also a 
certain way of thinking. 

Based on Bawden's concept, digital literacy is more associated with the 
technical skills of accessing, assembling, understanding, and disseminating 
information in digital media. There are 4 indicators of digital literacy, namely 
internet search, hypertext direction, information content evaluation, and 
knowledge preparation. 
H2: Digital Literacy has a significant effect on visiting decisions 
 
Social Media Marketing 

Social media marketing is more about building and utilizing social media 
areas as a means or place to build a target market for online businesses. In the 
development of social media marketing, keep in mind that business people 
must build groups or target markets with mutual respect and always 
communicate with target markets. Each social media used has different usage 
procedures. Therefore, Evans & Mckee (2013) said that social media marketing 
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techniques must be carried out by website owners and online businesses 
because social media marketing techniques are easier, cheaper, and more 
efficient. The way social media marketing works is by building a market area 
and online business website links that are shared to various social media. Links 
that have been shared can have an impact on attracting many new visitors who 
are interested and may become regular visitors to the online business website.  

H4: Digital Literacy has a significant effect on Social Media Marketing 
 
Visiting Decision 

 Kotler (2014) states that a visiting decision is the real action of a 
consumer and is a quality of action that includes stability in a product, giving 
recommendations to others, and making repeat purchases. Thus, the indicators 
used to measure consumer visiting decisions include Frequency of visits, 
namely the frequency of a consumer visit or reach products from marketing 
activities, steadiness, namely consumer confidence in using the company's 
products or services obtained from a marketing activity, Recommendations, 
namely consumer actions due to the influence of frequency of visits and 
steadiness on products or services so that they recommend products or services 
that have been felt to other people or potential consumers, and Repeat visits, 
namely consumer interest in the company's products or services so that they 
decide to make a repeat visit. 
H5: Social Media Marketing has a significant effect on visiting decisions 
H6: Marketing strategy has a significant indirect effect on visiting decisions 

through Social Media Marketing 
H7: Digital literacy has a significant indirect effect on visiting decisions through 

Social Media Marketing. 
 

 
 

 
 
 
 
 
 
 
 
 
 
 

Figure 1. Conceptual Framework 
Source: Processed by Researchers (2023) 
 
METHODOLOGY 

This research uses a descriptive method, which is a method that focuses 
on solving problems by collecting data, testing, analyzing, and interpreting 
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descriptively Ajak Rukajat (2018). The approach used in this research is 
quantitative. According to Creswell (2009), a quantitative approach is a research 
approach used to test certain theories by examining the relationship between 
variables measured using research instruments and statistical procedures.  

With this method and approach, this research will be conducted to collect, 
test, analyze, and interpret the influence of marketing strategy and digital 
literacy on the decision to visit visitors to Kampung Coklat Educational 
Tourism in Blitar descriptively using statistical procedures to find the 
relationship between each variable. 

Quantitative data is obtained through the distribution of 
questionnaires/instruments aimed at the perception of visitors to Blitar 
Chocolate Village Educational Tourism about digital literacy through social 
media marketing. Marketing Strategy as an independent variable (X1) Digital 
Literacy as an independent variable (X2) and also Social Media Marketing as a 
mediating variable (Z) are connected to how they influence Visiting Decisions 
as the dependent variable (Y). Data analysis was carried out using the Partial 
Least Square (PLS) method using SmartPLS software version 3. PLS is one of 
the methods of solving Structural Equation Modeling (SEM) which in this case 
is more compared to other SEM techniques. Because this research is 
quantitative, the data analysis technique uses Sugiyono's statistics (2017).  
 
RESEARCH RESULT 
Hypothesis Testing of Direct Influence 
 The analysis results show that if the t-statistic value> 1.96 there is a 
significant direct effect between exogenous variables (variables X1 and X2) and 
endogenous variables (variables Z and Y) and the p-value <0.05 so it can be 
concluded that the hypothesis (Ha) is accepted and has a positive effect if the 
Path Coefisients (Original sample (O)) is positive. The results of testing the 
direct effect hypothesis include the following: 
 

Table 1. Results of Direct Effect Path Coefficients Resampling Bootstrap 

 
Hypothes

is 
Relationshi
ps between 
Variables 

Origin
al 

Sampl
e (O) 

Sampl
e 

Avera
ge (M) 

Standar
d 

Deviatio
n 

(STDEV
) 

T 
Statist

ic 

P 
Value

s 

 
Decisio

ns 

H1 Marketing 
Strategy -> 

Visiting 

decision_ 

0.666 0.668 0.090 7.368 0.000 

Not 
Rejected 

H2 Digital 
Literacy -> 

Visiting 

decision_ 

0.209 0.209 0.096 2.164 0.031 

Not 
Rejected 

H3 Marketing 
Strategy -> 

0.954 0.954 0.019 50.903 0.000 
Not 

Rejected 



                                                            Asian Journal of Management Analytics (AJMA) 
  Vol. 3  No. 2, 2024: 311-328                                                                                

                                                                                           

  317 
 

Social Media 

Marketing 
H4 Digital 

Literacy -> 

Social Media 

Marketing 

0.031 0.031 0.022 1.405 0.161 

Rejected 

H5 Social Media 

Marketing -

> Visiting 

decision_ 

0.935 0.885 0.256 3.651 0.000 

Not 
Rejected 

Source: Data processed by researchers (2023) 
 
Table 1. above shows that hypotheses 1,2,3, and 5 have a T statistical 

value of more than 1.96 and a p-value <0.05. Therefore, the hypothesis is 
accepted (not rejected) and the hypothesis has a positive effect except for 
hypothesis 4 which is rejected. The more detailed description is as follows:  
The Effect of Marketing Strategy on Visiting Decisions 

The first hypothesis in this study is based on the research conceptual 
framework in Chapter II, namely H1: Marketing Strategy has a direct and 
significant influence on visiting decisions based on the results of the data 
analysis above, the t-statistic value> 1.96 (t-statistic of 7.368) and p-value <0.05, 
namely 0.000 and the value of path coefficients (original sample (O) of 0.666 so 
that H1 is statistically accepted or there is a direct and significant positive 
influence of 0.666 between Marketing Strategy on Visiting decisions 
 
The Effect of Digital Literacy on Visiting Decisions  

The second hypothesis in this study is H2: Digital Literacy has a direct 
and significant influence on visiting decisions based on the results of the data 
analysis above, the t-statistic value> 1.96 (t-statistic of 2.164) and p-value <0.05, 
which is 0.031 and the value of path coefficients (original sample (O)) of 0.209 so 
that H2 is statistically accepted or there is a direct and significant positive 
influence of 0.209 between Digital Literacy on visiting decisions.  
 
The Effect of Marketing Strategy on Social Media Marketing  

The third hypothesis in this study is H3: The influence of Marketing 
Strategy has a direct and significant influence on Social Media Marketing based 
on the results of the data analysis above, the t-statistic value> 1.96 (t-statistic of 
50,903) and p-value <0.05, which is 0.000 and the value of path coefficients 
(original sample (O) of 0.954 so that H3 is statistically accepted or there is a 
direct and significant positive influence of 0.954 between Marketing Strategy on 
Social Media Marketing. 
 
The Effect of Digital Literacy on Social Media Marketing 

The fourth hypothesis in this study is H4: The effect of Digital Literacy 
has a direct and significant effect on Social Media Marketing based on the 
results of the data analysis above, the t-statistic value <1.96 (t-statistic of 1.405) 
and p-value> 0.05, which is 0.161 and the value of path coefficients (original 
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sample (O) of 0.031 so that H4 is statistically rejected or there is no direct 
influence of 0.031 between Digital Literacy on Social Media Marketing. 
 
Social Media Marketing on Visiting Decisions  

The fifth hypothesis in this study, namely H5 Social Media Marketing (Z) 
has a direct and significant influence on visiting decisions (Y) based on the 
results of the data analysis above, the t-statistic value> 1.96 (t-statistic of 3.651) 
and p-value <0.05, which is equal to 0.000 and the value of path coefficients 
(original sample (O)) of 0.935 so that H5 is statistically accepted or there is a 
direct and significant positive influence of 0.935 between Social Media 
Marketing (Z) on visiting decisions (Y). 
 
Hypothesis Testing for Indirect Influence 
 There is a significant indirect effect between endogenous variables 
(variable Y) and exogenous variables (variables X1 and X2) if the t-statistic 
value> 1.96 and the p-value <0.05 so it can be concluded that the hypothesis 
(Ha) is accepted and has a positive effect if the Path Coefisients (Original 
sample (O)) are positive. The results of indirect effect hypothesis testing are to 
determine whether exogenous variables have an indirect effect on endogenous 
variables through mediating variables. The research results in this study 
include the following: 
 

Table 2. Results of Indirect Effect Path Coefficients Resampling Bootstrap 
 

 
Hypothes

is 
Relationshi
ps between 
Variables 

Origin
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Sampl
e (O) 

Sampl
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Avera
ge (M) 
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d 

Deviatio
n 

(STDEV
) 

T 
Statist

ic 

P 
Value

s 

 
Decisio

ns 

H6 Digital 
Literacy -> 

Visitor 
Decision 

0.029 0.026 0.021 1.366 0.172 

 
Rejected 

H7 Marketing 
Strategy -> 

Visitor 
Decision 

0.891 0.845 0.247 3.609 0.000 

 
Not 

Rejected 

Source: Data processed by researchers (2023) 
 
Indirect Influence of Marketing Strategy on Visiting Decisions Through Social Media 
Marketing 

The sixth hypothesis in this study is based on the research conceptual 
framework in Chapter II, namely H6: there is a positive and significant indirect 
effect of Marketing Strategy on Visiting Decisions through Social Media 
Marketing. Based on the results of the data analysis in Table 4.20 above, the t-
statistic value <1.96 (t-statistic of 1.366), and p-value> 0.05, which is 0.172 and 
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the value of the path coefficients (original sample (O) of 0.029 so that H6 is 
statistically rejected or there is a direct and significant positive influence of 
0.029 between Marketing Strategy on Visiting Decisions through Social Media 
Marketing. 

The results of this analysis can also mean that the intervening variable 
Social Media Marketing does not play a role in mediating the relationship 
between an exogenous variable (Marketing Strategy) and its endogenous 
variable (Visiting Decisions), so it can be concluded that, Social Media 
Marketing does not directly influence through Marketing Strategy on Visiting 
Decisions and does not play a role in providing the influence of Marketing 
Strategy on Visiting Decisions without going through Social Media Marketing. 
 
Indirect Influence of Digital Literacy on Visiting Decisions Through Social Media 
Marketing  

The seventh hypothesis in this study is based on the research conceptual 
framework in chapter II, namely H7: there is a positive and significant indirect 
effect of Digital Literacy on Visiting Decisions through Social Media Marketing. 
Based on the results of the data analysis table 4.20 above, the t-statistic value> 
1.96 (t-statistic of 3,609) and the p-value <0.05, which is 0.000 and the value of 
the path coefficients (original sample (O) of 0.891 so that H7 is statistically 
accepted or there is an indirect and significant positive influence of 0.891 
between Digital Literacy on Visiting Decisions Through Social Media 
Marketing. 

The results of this analysis can also be interpreted that the intervening 
variable Social Media Marketing plays a role in mediating the relationship 
between an exogenous variable (Digital Literacy) and its endogenous variable 
(Visiting Decisions) so that it can be concluded that Social Media Marketing 
influences directly through Marketing Strategy on Visiting Decisions so that it 
plays a role in providing the influence of Marketing Strategy on Visiting 
Decisions through Social Media Marketing. 
 
DISCUSSION 

In this study, the dependent variable is the Visiting Decision while the 
independent variables are Marketing Strategy, and Digital Literacy, while Social 
Media Marketing is the Intervening variable. 
 
The Effect of Marketing Strategy on Visiting Decisions 

As the results of the data analysis described in the previous chapter, it can 
be seen that the first hypothesis tester Marketing Strategy has a significant effect 
on visiting decisions. Thus, the hypothesis proposed is tested and proven, 
namely that there is a direct and significant influence between the Marketing 
Strategy that is carried out to produce better, visiting decisions are also getting 
better. The company is more concerned with developing marketing where, with 
the realization of a new marketing strategy, it can increase the company's income 
and also make the company more famous. With this realization, it is necessary to 
improve good marketing communication by adding promotions through clans, 
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personal selling, and public relations (Nasruddin, 2021). The decision to visit is a 
real action including the stability of a product, as well as providing 
recommendations to others (Kotler, 2014). In the decision to visit someone also 
assesses the novelty of the new Marketing Strategy. Because it affects the 
frequency of visitors and the stability of the product or service so that it can be 
recommended to others. To increase consumer interest in a place and product to 
decide to visit again.  

This is in line with the results of research conducted by Pasaribu et al., 
(2019) which shows that the marketing strategy which consists of product, price, 
promotion, place, packaging, program, HR, and partnership variables 
simultaneously has a significant positive effect on tourist visiting decisions. This 
shows that the better the strategy carried out by a tourist attraction, it can 
increase the number of tourist visitors. 
 
The Effect of Digital Literacy on Visiting Decisions 

As the results of the data analysis described in the previous chapter, it can 
be seen that the second hypothesis tester Digital Literacy has a significant effect 
on visiting decisions. These results prove the findings of Helina et al., (2022) and 
Pratama et al., (2021) which state that digital literacy has a significant positive 
effect on visiting decisions, so the better the use of digital literacy carried out by a 
tourist attraction, it can increase the number of tourist visitors. The results of this 
study are in line with previous research conducted by Sulistianingsih et al. (2021) 
which found that Digital Literacy affects Visiting Decisions. In addition, this 
research is in line with previous researcher Cristian F. Freisleben Teutscher (2015) 
who found that Digital Literacy affects Visiting Decisions. 
 
The Effect of Marketing Strategy on Social Media Marketing (Z) 

As the results of the data analysis described in the previous chapter, it can 
be seen that the third hypothesis tester Marketing Strategy has a direct and 
significant effect on Social Media Marketing. This proves the findings of 
Moriansyah (2015) which states that Marketing Strategy has a significant positive 
effect on Social Media Marketing. So, it can be described that social media is one 
of the marketing tools that can be used to formulate a more effective and efficient 
strategy following the object of tourism marketing. With better social media 
capabilities, marketers can formulate marketing strategies according to better 
marketing objectives.  Based on the results of the research, companies that 
implement Marketing Strategies need to develop targets with an innovative and 
creative mindset to deal with trends that occur in tourist attractions. The 
company also applies online promotions through social media marketing 
through advertisements, instagram, and tiktok to ensure that the tourist 
attraction is attractive to visitors. According to previous researcher Zarella (2010) 
social media marketing is a strategy of marketing activities that use social media 
sites. Social media itself supports marketing activities that have a tremendous 
impact on companies with this social media tourist attraction companies can be 
seen by all people in the world. 
 
The Effect of Digital Literacy on Social Media Marketing 
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As the results of the data analysis described in the previous chapter, it can 
be seen that the fourth hypothesis tester The effect of Digital Literacy has a direct 
and significant influence on Social Media Marketing. This proves the findings of 
Fharas et.al. (2022) state that Digital Literacy has a direct and significant influence 
on social media marketing. Higher Digital Literacy can increase e-marketing 
literacy (Social Media Marketing) which is expected to increase the adoption of e-
marketing of tourist attractions to visitors. The results of this study are in line 
with previous research conducted by Tina & Kholid (2020) which also states that 
the effectiveness of social media and digital literacy has no significant effect on 
visiting decisions at Curug Goa Jalmo Tourism, Pasuruan Regency. The decision 
to visit this tourist location is significantly influenced by tourist attractions and 
the price of admission tickets.  
 
Social Media Marketing on Visiting Decisions 

As the results of the data analysis described in the previous chapter, it can 
be seen that the fifth hypothesis tester Social Media Marketing has a direct and 
significant influence on visiting decisions. This proves the findings of Mohd 
Azhar et.al. (2023) state that social media marketing has a significant effect on 
visiting decisions. The higher the number of social media marketing users, the 
higher a person's decision to visit. The results of this study are in line with 
previous research conducted by iZakiyah & Gunawan (2022) which shows that 
Instagram social media has a significant positive influence on visiting decisions at 
Kopi Taji Lereng Bromo. In addition, the results of this study are in line with 
previous research conducted by Khotimah (2022), electronic word of mouth (e-
Wom) through social media has a significant influence on the interest and 
visiting decisions of visitors to historical tourist attractions in Surabaya which 
shows that social media can mediate and influence visitors' decisions to visit 
tourist attractions. Thus social media marketing can be a variable that mediates 
marketing strategies in influencing a person's decision to visit a tourist attraction. 
 
Indirect Effect of Marketing Strategy on Visiting Decisions Through Social 
Media Marketing 

As the results of the data analysis described in the previous chapter, it can 
be seen that the sixth hypothesis tester has a positive and significant indirect 
effect on Marketing Strategy on Visiting Decisions through Social Media 
Marketing. Thus the results of the analysis are tested and it is proven that the 
intervening variable Social Media Marketing does not play a role in mediating 
the relationship between an exogenous variable (Marketing Strategy) and its 
endogenous variable (Visiting Decision). This research is in line with previous 
researchers Mei Dong (2022) also states that marketing strategies on social media 
do not have a significant effect on the decision to visit tourist visitors. In the 
current implementation system, the application of marketing strategies through 
social media is a form of communication conveyed in the form of promotions 
delivered to tourist visitors which can be conveyed properly and efficiently so 
that it can increase the decision to visit the tourist attraction. This is supported by 
the existence of marketing tools in social media marketing in the form of content 
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creation, content sharing, connecting, and community building which have a 
simultaneous and significant influence on visitor decision variables at culinary 
tourist destinations. 
 
Indirect Effect of Digital Literacy on Visiting Decisions Through Social Media 
Marketing 

As the results of the data analysis described in the previous chapter, it can 
be seen that the seventh hypothesis tester there is a positive and significant 
indirect effect of Digital Literacy on Visiting Decisions Through Social Media 
Marketing. Thus, the results of the tested analysis can describe that the 
intervening variable Social Media Marketing plays a role in mediating the 
relationship between an exogenous variable (Digital Literacy) and its 
endogenous variable (Visiting Decisions).  

From the research results that have been described, it can be seen that 
Social Media Marketing directly affects Marketing Strategy on Visiting Decisions 
so it plays a role in providing the influence of Digital Literacy on Visiting 
Decisions through Social Media Marketing. It can be stated that Digital Literacy 
can influence Visiting Decisions through the intervening variable of Social Media 
Marketing. 
Referring to previous research related to the use of digital technology, it is 
proven that digital literacy can provide benefits to increase tourist attractiveness 
(Jariah, 2021), efficient and effective tourism promotion (Pratama et al., 2021), and 
increase tourist visits through social media marketing (Herlina et al., 2022). 
 
CONCLUSIONS AND RECOMMENDATIONS 

As a finding of the research conducted by researchers, it can be concluded 
that there is a direct and significant positive influence between Marketing 
Strategy on Visiting Decisions. This follows the initial assumption that the better 
the strategy carried out by a tourist attraction, it can increase the number of 
tourist visitors. Companies tend to realize that currently entering the millennial 
era. Where the company creates a Marketing Strategy by realizing a directed plan 
in the marketing field to achieve optimal results with an innovative and creative 
mindset.   

In addition, there is a direct and significant positive influence between 
Digital Literacy on Visiting Decisions. This is following the assumption that the 
better the use of digital literacy carried out by a tourist attraction, it can increase 
the number of tourist visitors. The ability to use technology and information from 
digital devices is very helpful to be more effective and efficient in various 
contexts of tourism marketing in collaboration with YouTube, TikTok, and 
Instagram. 

 
ADVANCED RESEARCH 
 For other researchers, development can be carried out by conducting 
research with a broader scope by adding other variables that can influence 
visiting decisions. For further research, can expand the subject and object of 
research, so that it is not limited to visitors to Kampung Coklat Educational 
Tourism but rather tourist attractions that have play areas, culinary tours, and 
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also the sale of chocolate products, and expand supporting variables that can 
influence visiting decisions such as other variables. 
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