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RUTE PESAN STORYTELLING VIDEO PROMOSI 

WONDERFUL INDONESIA TERHADAP CITRA DESTINASI 

BERDASARKAN TOURIST EXPERIENCE 
 

Anabel Yevina Mulyadi Wahyu 
 

ABSTRAK 
 

Storytelling merupakan salah satu teknik yang digunakan sebagai strategi promosi 

pariwisata dan dapat mempengaruhi citra destinasi. Kemenparekraf melalui kanal 

Youtube resmi Wonderful Indonesia menggunakan konten video promosi 

storytelling Bali selama peralihan masa pandemi Covid-19, di antaranya The 

Vibration of Bali, We Love Bali, dan The First Time He Said It (Bali). Tujuan dari 

penelitian ini untuk mengetahui bagaimana pengaruh konsep storytelling pada 

video promosi Kemenparekraf terhadap citra destinasi Bali pada khalayak yang 

memiliki pengalaman ke Bali. Metode yang digunakan dalam penelitian ini 

eksperimen, dengan pendekatan kuantitatif. Penelitian ini mengacu pada teori 

Ellaboration Likelihood Model yang terdiri dari rute sentral dan rute periferal. Rute 

sentral dianggap sebagai eloaborasi kognitif yang informasinya diproses secara 

terpusat, sedangkan rute periferal memeriksa pesan dengan depat untuk membantu 

memutuskan dalam menerima atau tidak pesan yang dianjurkan. Hasil penelitian 

membuktikan bahwa video promosi storytelling Wonderful Indonesia memiliki 

pengaruh terhadap citra destinasi Bali bagi orang yang memiliki pengalaman ke 

Bali. Maka dari itu, pemerintah mampu menampilkan cerita orisinal yang 

berhubungan dengan keindahan alam Bali sesuai kenyataannya. 

 

 
Kata kunci: storytelling, tourist experience, citra destinasi, Ellaboration 

Likelihood Model 
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MESSAGE ROUTE PROMOTION VIDEO STORYTELLING 

WONDERFUL INDONESIA TO DESTINATION IMAGE BASED 

ON TOURIST EXPERIENCE 

Anabel Yevina Mulyadi Wahyu 

 

 

ABSTRACT (English) 
 

Storytelling is one of the techniques used as a tourism promotion strategy and can 

influence the image of a destination. The Ministry of Tourism and Creative 

Economy through the official Wonderful Indonesia Youtube channel used 

promotional video content for storytelling Bali during the Covid-19 pandemic 

transition period, including The Vibration of Bali, We Love Bali, and The First 

Time He Said It (Bali). The purpose of this research is to find out how the influence 

of the concept of storytelling on the Ministry of Tourism and Creative Economy 

promotional video on the image of a Bali destination for audiences who have 

experience in Bali. The method used in this research is experimental, with a 

quantitative approach. This study refers to the theory of the Ellaboration Likelihood 

Model which consists of a central route and a peripheral route. The central route 

is considered as a cognitive elaboration whose information is processed 

specifically, while the peripheral route examines the message with depat to help 

decide whether to accept or not the recommended message. The results of the study 

prove that the promotional video storytelling Wonderful Indonesia has an influence 

on the image of a Bali destination for people who have experience in Bali. 

Therefore, the government is able to present original stories related to the natural 

beauty of Bali according to reality. 

 

 
Keywords: storytelling, tourist experience, destination image, Ellaboration 

Likelihood Model 
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