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ABSTRACT

The growth of tourism in Bali particularly in the Canggu region has transformed the
hospitality landscape, fueled by an influx of wellness-focused travelers, digital nomads,
and experience-driven tourists. Despite this momentum, much of the market remains
polarized between budget accommodations and overly commercialized properties lacking
emotional and functional depth. This study aims to develop an innovative boutique-style
guesthouse model Nardis Bliss Guest House in Berawa, Canggu that bridges this gap by
integrating advanced technology, sustainable operations, and emotionally supportive
design principles to meet the evolving needs of modern travelers. Using a qualitative
methodology grounded in design thinking, the research combined market observation,
environmental and competitive analyses (SWOT, PESTLE, and VRIO), and in-depth
interviews with target customer profiles, including digital nomads, wellness seekers, and
lifestyle travelers, to identify pain points, motivations, and desired experiences. The
concept was prototyped to feature Al-powered smart rooms, wellness amenities such as
yoga and jacuzzi, communal spaces for social interaction, eco-friendly practices, and pet-
assisted therapy, then tested through customer feedback to refine service offerings.
Results reveal strong market interest in accommodations that combine personalized
comfort, technological convenience, and community connection, with respondents
valuing the balance of privacy, productivity, and emotional well-being. The findings
confirm both the market feasibility and strategic advantage of a purpose-driven
hospitality model that fuses emotional intelligence, design innovation, and sustainable
practices delivering not just a place to stay, but a space to belong.

Keywords: boutique hospitality, smart guesthouse, wellness tourism, emotional design,
digital nomads, sustainable accommodation, Canggu Bali, Al in hospitality
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ABSTRAK

Pertumbuhan pariwisata di Bali, khususnya di kawasan Canggu telah mengubah lanskap
industri perhotelan, didorong oleh meningkatnya wisatawan yang berfokus pada
kesehatan, digital nomad, dan wisatawan yang mencari pengalaman unik. Meskipun
mengalami perkembangan pesat, pasar akomodasi di wilayah ini masih terpolarisasi
antara pilihan dengan harga terjangkau dan properti yang terlalu komersial namun
kurang memiliki kedalaman emosional dan fungsional. Penelitian ini bertujuan
mengembangkan model guesthouse butik inovatif Nardis Bliss Guest House di Berawa,
Canggu yang mengintegrasikan teknologi canggih, operasional berkelanjutan, dan
desain yang mendukung kenyamanan emosional untuk memenuhi kebutuhan wisatawan
modern yang terus berkembang. Dengan menggunakan metodologi kualitatif berbasis
pendekatan design thinking, penelitian ini menggabungkan observasi pasar, analisis
lingkungan dan persaingan (SWOT, PESTLE, dan VRIO), serta wawancara mendalam
dengan profil pelanggan sasaran, termasuk digital nomad, pencari wellness, dan
wisatawan gaya hidup, untuk mengidentifikasi hambatan, motivasi, dan pengalaman
yang diinginkan. Konsep guesthouse ini diprototipekan dengan fitur kamar pintar
berbasis Al, fasilitas wellness seperti yoga dan jacuzzi, ruang komunal untuk interaksi
sosial, praktik ramah lingkungan, dan terapi hewan peliharaan, kemudian diuji melalui
umpan balik pelanggan untuk menyempurnakan layanan. Hasil penelitian menunjukkan
minat pasar yang kuat terhadap akomodasi yang menggabungkan kenyamanan personal,
kemudahan teknologi, dan koneksi komunitas, dengan apresiasi tinggi pada
keseimbangan privasi, produktivitas, dan kesejahteraan emosional. Temuan ini
menegaskan kelayakan pasar dan keunggulan strategis model perhotelan berbasis tujuan
yang memadukan kecerdasan emosional, inovasi desain, dan praktik berkelanjutan—
menawarkan bukan sekadar tempat menginap, tetapi ruang untuk merasa memiliki.

Kata kunci: perhotelan butik, guesthouse pintar, pariwisata wellness, desain emosional,
digital nomad, akomodasi berkelanjutan, Canggu Bali, Al dalam perhotelan

Xii



TABLE OF CONTENT

TITLE PAGE. ... bbbt b et i
APPROVAL PAGE ... e e il
PANEL OF EXAMINERS APPROVAL SHEET ......cccoiiiiie et iii
ACKNOWLEDGEMENT ...ttt ettt s stesneaneans iv
STATEMENT OF ORIGINALITY ..ottt v
SIMILARITY INDEX REPORT ...ttt Vi
GPT ZERO REPORT ..ottt sttt sttt nneene e viii
SCIENTIFIC PUBLICATION APPROVAL FOR ACADEMIC INTEREST ............... iX
ADVISOR APPROVAL FOR PUBLICATION ....ccoiiieie et X
ABSTRACT .ottt bbbttt bbb reanes Xi
ABSTRAK .. ottt et bbb ettt bbb R ne et e Xii
TABLE OF CONTENT ..ottt Xiii
CHAPTER Lo ettt ettt bbb ne s e e s 1
INTRODUCTION ...ttt ettt st sbesbeene e nens 1
1.1 Research BaCKgroUnd...........cccoceiiiiiiiieie et 1
1.2 MaiN ProbIBM ......ooe ettt 5
G o U 00U 10
CHAPTER .ottt sttt 11
PROJECT IDEA ...ttt bbbttt bbb sr e 11
2.1 DESIGN THINKING .....ciiiieiieie ettt sre e re e re e 11
2.2 ProducCt @Nd SEIVICE........icivieiie ettt ettt re et e s 15
P AV TS To a1 a0 Y [ o OSSPSR 17
FZ0 T80 V4 1 1o ] o USRS PSSR 18
FZ 2 Y/ 1 [ ] o USROS PSSRSR 18
2.3. 3 TAGNIINE .. e 19
2,34 OG0 .ttt 20
2.4 Target IMArKEL........ccoviiiii e 21



2.5 BUSINESS IMOUEE CANVAS ...t e e enns 22

2.6 COMPELILIVE ANAIYSIS ..o e 27
2.6.1  Positioning Map of Canggu Hospitality Market..............ccccocvirininnennn. 29
2.6.2 Differentiation Strategy of Nardis BliSS ...........cccoveviiviiiciicce e 30
2.6.3 Implications for BUuSINESS Plan ..........ccccceiiiiiiiiiieseece e 31

CHAPTER T oottt nn s 34
STRATEGIC ANALYSIS ...ttt sttt 34

3.1 ENVIroNmMeNntal ANAIYSIS.....cc.oiieiieiicie et 34
3.L.1Internal ENVIFONMENT......c.oiiiiiiiiiieieiee ettt 34
3.L.3 EXternal ENVIFONMENT........ccciiiiiiieieieiesie et 36

3.2 VRIO ANAIYSIS ...ttt 38

3.3 PESTLE Analysis for Nardis Bliss GUest HOUSE............ccccoereniiinininieieeen 42

3.3 SWOT ANAIYSIS ..ttt bbbt 46
BB L SHENGLN ... 46

3.3.2 WBBKINESS. ... ettt ettt sttt ettt e st e be e s e s e beenteaneesbeeneeaneenbeebeeneenreas 47
3.3.3 OPPOIUNILY ...ttt et e s e sr e e nesreesbeenbesneenres 47
TR I I =T | ST PRSR 47

34 TOWS IMIALTIX ..ttt sttt sttt nenae e eneenas 48

3.5 POTter’s FIVE FOTCES ..vviiiiiiiiiiii it 51

3.6 RISK ANAIYSIS ...t 52

CHAPTER IV ettt ettt e et e et e e et e e et e e e s e e aneeeaneaeas 55
MARKET STRATEGY ...ttt et e et e e e e neeeenneas 55
4.1.1 Grand Opening Strategy: Yoga with Bunny & Exclusive Giveaway ............ 55
4.1.2 Booking Challenge Program: “Book the BIisS” ...........ccccoiiiiiiiiiiiicnce 57
4.1.3 Influencer Marketing Strategy .......cccooerereiiriiinieeee e 57

4.2 Brand INteraction Srategy .........ccueueeeiieierieniesie st 58
4.2.1 Digital AdVertising Strategy ........cccceeiieiieiiieiie e 59
4.2.2 Marketing Mix Analysis: 4P (Product, Price, Place, Promaotion.................... 62
4.2.3 Strategi Marketing FUNNEL...........ccoiiiiiii e 68
4.2.4 Annual Marketing BUQEL .........c.cooviiiiiiie e 71
4.2.4 Annual Marketing Budget Strategy for Nardis BIiSS ..........cccccoovniiiiiniennnn, 72
4.2.5 Annual Sales Plan Nardis BliSS .........cccceiviieiieiieie e 77



4.2.6 Occupancy Rate BENChMarking ..........ccccooeviiiiininicieiescsescseseses e 78

A.2.7 FINANCIAL PIAN .. 80
4.3 ASSUMPLION SNEEL.......ciiiiiiiiiiie e 82
4.3.1 RALIO ANAIYSIS ..c.veeiiceie ettt 91
4.4 Human Resource Plan — Nardis BliSS ........ccociviiiiiiniininieeese s 94
4.4.1 HR Plan Summary — Nardis BliSS .........cccevviieiiiiiiiese e 94
4.4.2 Staffing Schedule — Nardis BIiSS.........ccccviiiiieiiccsecse e 96
4.4.3 Job Descriptions — Nardis BlISS.........cccciiiiiiiiiiinieieese e 96
4.4.3.1 SUPEIVISOI ...ttt bbbttt bttt bbbt 96
4.4.3.1 Front DesK/ AGMIN .......ccviiiiiieiieie e 97
4.4.3.2 HOUSEKEEPET ...ttt bbbt 97
4.4.3.3 SECUMLY GUAIT .....ecveiiieie ettt et nre s 98
4.4.3.4 Freelance ACCOUNTANT .........ccciveiirieierie ettt 98
4.5 Salary and Compensation SYStEM ........cccueiiiiiiieii e 99
4.5.1 Share and Tag Strategy for Investor Engagement...........cccccccevveveeivesieennenn, 100
4.5.1.1 Share and Tag Strategy for Investor Engagement.............cccccevveveiieennenn, 101
O VLU0 (T I8 =] 0 SRS 101
T8 Ao 0 Tod 11157 o o SRS 105
5.2  RECOMMENUALION ......oiiiiieieeie st ens 106
REFERENGCES ...ttt et e s e e e e e e nnneeannee e 106
APPEND X A et a i aaeennnes 1
BalanCe SNEEL.........o o 1
INCOME STALEIMENT ... .o et nes 3
SN FIOW.....c ettt sttt 5
INVESTMENT PIAN ..ot 7

Xv



