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Abstract

Introduction/Main Objectives: This study examines how promotional practices
and tourism readiness interact in the development of traditional palm sugar as an
agrifood tourism business in Tanjung Lesung, Indonesia. Background Problems:
Palm sugar is already promoted through social media, word of mouth, local tour
guides, and tourism-market networks, yet this visibility has not consistently
translated into sustained visitor activity or market transactions. Local producers
face limited working capital, made-to-order production, consignment constraints,
and uneven visitor facilities at the production site. Novelty: Rather than treating
promotion and tourism readiness as separate development issues, this study applies
a promotion—readiness perspective to explain how market visibility can advance
faster than local business and site capacity. It identifies three related mismatches:
the market visibility—business capacity gap, the attraction-site readiness gap, and
the training—implementation gap. Research Methods: An exploratory qualitative
case-study design was used. Data were collected through a semi-structured
interview with one purposively selected key informant who was directly involved
in palm sugar production and tourism-related activities, together with direct
observations at Ladda Bay Resort and a palm sugar production house. The data
were analyzed thematically across four analytical categories: promotional
practices, local business readiness, tourism-site readiness, and stakeholder support.
Finding/Results: Promotional channels and market-linkage opportunities already
exist, but promotion remains informal and inconsistent. Business participation is
constrained by limited capital, made-to-order production, supply continuity, and
consignment-based payment. The production process has strong educational-
tourism potential, but the site lacks several basic visitor-support facilities, including
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parking, directional signage, adequate sanitation, and safety infrastructure.
Training and institutional support are available, although financial and
technological constraints limit implementation. Conclusion: The central challenge
is therefore not simply insufficient promotion, but an imbalance between visibility
and readiness. Palm sugar agrifood tourism should be developed by aligning
promotional expansion with production capacity, working-capital support, basic
visitor infrastructure, and sustained stakeholder coordination. Because the study is
based on a single key informant and field observations, the findings should be
interpreted as exploratory and case-specific.

Keywords: agrifood tourism; palm sugar; promotion—readiness gap; tourism
readiness; local business readiness; Tanjung Lesung

1. Introduction

1. Introduction

Rural destinations increasingly use tourism to create additional economic value
from local resources beyond their traditional agricultural functions. This trend is
especially relevant for communities with distinctive agricultural products that have
not yet been fully integrated into regional tourism networks. Agritourism can
support rural economic diversification, community participation, and the
regeneration of underused agricultural and cultural resources (Ndhlovu & Dube,
2024; Li et al., 2024). However, the presence of an attractive agricultural resource
does not automatically mean that a community is ready to develop it as a tourism
product.

Tourism readiness is particularly important in community-based and rural
destinations. Readiness extends beyond the existence of an attraction and includes
the preparedness of local actors, facilities, infrastructure, and supporting
institutions to receive and serve visitors. Sayuti (2023), for example, shows that
sustainable tourism development in Indonesia is shaped by community readiness
and the involvement of key actors, including government, private-sector
organizations, educational institutions, and other stakeholders. Tourism
development should therefore be assessed not only in terms of destination
attractiveness, but also in terms of the capacity of the local system to support
tourism activity.

The challenge becomes more pronounced when promotional activity develops
faster than destination readiness. Digital platforms provide relatively affordable
channels through which tourism villages and small local enterprises can increase
visibility, communicate information, and connect rural attractions with potential
visitors. In Indonesian tourism villages, digital marketing has expanded, although
its effectiveness still depends on how well promotional strategies match the
characteristics of the destination and its target markets (Nurmadewi et al., 2024).
The existence of social-media accounts alone therefore does not guarantee effective
tourism marketing or development.

More importantly, increased visibility does not necessarily generate local economic
value when businesses and tourism sites are not sufficiently prepared to respond to
the demand created by promotion. Tourism competitiveness depends not only on
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marketing exposure but also on supporting infrastructure, including transportation,
accommodation, health services, safety, and other facilities that shape visitors'
ability to access and experience a destination (Chan et al., 2022; Chan et al., 2023).
Tourism-readiness research similarly indicates that accessibility and destination
preparedness need to develop alongside technological and promotional capabilities
(Akbar et al., 2024). From a supply-chain perspective, tourism performance also
depends on coordination among stakeholders and the effective functioning of
tourism supply chains (Mulyani, 2024). Promotion may generate awareness, but
converting awareness into visitation, satisfactory experiences, and local
transactions requires corresponding business and destination capacity.

This issue is relevant to Tanjung Lesung, a Tourism Special Economic Zone in
Banten Province. Tourism development in the area has created opportunities for
hospitality, food processing, and other tourism-related businesses; however, recent
research continues to identify infrastructure and local capacity as important
constraints. Hidayana and Lestari (2025), for example, report that tourism
development in Tanjung Lesung remains affected by transportation limitations and
local human-resource competencies. This suggests that destination-level tourism
investment does not automatically eliminate readiness gaps in surrounding
communities.

Traditional palm sugar provides a local example of this challenge. Evidence from
the present study shows that palm sugar and palm-sugar-related tourism activities
are promoted through Facebook, Instagram, WhatsApp, YouTube, personal
networks, and local tour-guide recommendations. Local producers have also
received opportunities to display products in a tourism gallery and have participated
in training provided by government agencies and Tanjung Lesung management.
Nevertheless, these opportunities have not been fully utilized. Limited working
capital, made-to-order production, difficulty maintaining continuous stock, and the
cash-flow implications of consignment arrangements continue to constrain
participation in the tourism market.

Physical conditions at the production site create an additional constraint. Field
observations showed that the established tourism area provides parking and
directional signage, whereas the palm sugar production site has fewer visitor-
support facilities. The production site lacks dedicated parking and directional
signage, requires improvement in toilet maintenance, and has limited visitor-safety
infrastructure. Accessibility to the production area is also uneven. This contrast
indicates that tourism development within the wider destination is not uniform:
formal tourism areas are more prepared to receive visitors than community-based
production sites.

These conditions indicate a problem that is broader than insufficient promotion.
Palm sugar tourism has already entered several promotional channels, but greater
visibility is not yet consistently converted into sustainable visitor experiences or
market transactions. The more relevant development question is therefore not
simply how palm sugar should be promoted, but whether local businesses and
production sites are sufficiently prepared to benefit from the interest that promotion
creates.

Previous studies have examined agritourism sustainability (Ndhlovu & Dube,
2024), rural tourism development (Li et al., 2024), community readiness (Sayulti,
2023), digital marketing in Indonesian tourism villages (Nurmadewi et al., 2024),
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destination infrastructure (Chan et al., 2022; Chan et al., 2023), and tourism supply-
chain performance (Mulyani, 2024). These streams of literature provide important
explanations of tourism development, but promotion, business capacity, physical
readiness, and stakeholder support are frequently discussed as separate issues. In
emerging community-based agrifood tourism, however, these dimensions may
develop at different speeds. Examining their interrelationship helps explain why
greater promotional exposure does not always produce greater local participation
or economic benefit.

How do promotional practices, local business readiness, tourism-site readiness, and
stakeholder support shape the development readiness of palm sugar agrifood
tourism in Tanjung Lesung?

This study contributes to agrifood tourism research by treating promotion and
readiness as interdependent rather than separate development concerns. Its
contribution is not to propose another general tourism-readiness scale, but to
introduce a relational lens—the promotion-readiness gap—for identifying
situations in which promotional visibility and market opportunities advance faster
than the capacity of local businesses and production sites to respond. This
perspective draws attention to the operational conditions required to convert
exposure into visitor experiences and local economic transactions. The findings
also provide practical implications for producers, tourism managers, and
government actors seeking to integrate community-based agricultural products into
established tourism destinations.

2. Literature Review

2.1 Promotion and Market Visibility in Rural Tourism

Marketing is important for linking tourism products with potential visitors,
particularly when destinations are located outside mainstream tourism routes.
Digital platforms enable small tourism businesses and rural communities to reach
visitors through social media, websites, and other online channels. Social media
can provide destination information, create awareness, and influence destination
image formation (Liu et al., 2024). However, access to digital platforms does not
automatically translate into effective marketing.

The effectiveness of digital marketing depends on the ability of tourism actors to
manage technology, content, and customer interaction in an integrated manner.
Abate et al. (2025) show that digital marketing readiness among tourism firms in
emerging economies is influenced by organizational and technological conditions.
Similarly, local empowerment and technical capability are important for the digital
transformation of rural tourism (Lapuz, 2023). In Indonesian tourism villages,
digital promotion has expanded, but its effectiveness remains strongly influenced
by the fit between promotional strategies, destination characteristics, and target
markets (Nurmadewi et al., 2024). In the context of community-based agrifood
tourism, promotion therefore creates market visibility rather than development
readiness by itself. Social media, word of mouth, tour-guide recommendations, and
tourism networks can generate interest, but economic opportunities become
meaningful only when local actors can respond to that interest.
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2.2 Local Business Readiness

Local business readiness refers to the ability of place-based producers to convert
tourism opportunities into actual products, services, and transactions. It includes
access to resources and working capital, production continuity, workforce and
technical capability, product availability, and the ability to participate in market and
transaction arrangements.

Many small rural tourism enterprises operate with limited resources, which can
restrict their ability to respond consistently to new market opportunities. Sutomo et
al. (2024) show that self-reliance in community-based rural tourism depends on
community capacity and control over the resources needed across the tourism value
chain. Access to finance is also important. Luan et al. (2023), using data from 989
local respondents, found that access to credit and financial services significantly
affects the participation of household-owned businesses as suppliers in community-
based tourism.

Business readiness also involves resilience and the capacity to manage operational
risk. Tourism smallholders may face financial, operational, and contextual
uncertainties that influence their ability to participate sustainably (Yu et al., 2023).
Market access alone is therefore insufficient. Producers need adequate working
capital, reliable production and supply capacity, business capability, and
transaction arrangements that do not create excessive cash-flow risk. This issue
becomes especially important when agricultural producers enter tourism
distribution channels, where product placement, souvenirs, direct sales, and visitor
engagement require consistent availability. Business readiness therefore represents
the operational bridge between promotional exposure and sustained market
participation.

2.3 Tourism Site Readiness

Physical readiness is another important component of tourism development. An
attractive local product or production process does not automatically constitute a
visitor-ready tourism experience. Accessibility and supporting infrastructure
influence whether tourists can reach and experience a destination safely and
conveniently. Transportation, accommodation, health services, safety, and other
supporting facilities have been associated with destination competitiveness (Chan
et al., 2022; Chan et al., 2023). Tourism-readiness research also identifies
accessibility and destination infrastructure as elements that should develop
alongside technological and promotional capabilities (Akbar et al., 2024).

These considerations are particularly relevant when agricultural production sites
begin receiving visitors. Rural production environments are usually designed for
agricultural operations rather than tourism. As visitor numbers increase,
improvements may be required in road access, parking, directional signage,
sanitation, and visitor safety. Such improvements do not require turning a
production site into a highly commercialized attraction; rather, tourism-site
readiness concerns providing minimum conditions for access, comfort, and safety
while maintaining the authenticity of local production activities.

2.4 Institutional and Stakeholder Support

Rural and community-based tourism rarely develops through the actions of a single
producer. Tourism destinations involve relationships among communities,
producers, government institutions, tourism businesses, destination managers, tour
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guides, and visitors. Together, these actors influence access to information,
infrastructure, training, marketing channels, and commercial opportunities. Perkins
et al. (2022) emphasize that effective tourism collaboration requires an
understanding of stakeholder roles, networks, and actions, while Susila et al. (2024)
demonstrate the importance of interconnectivity among actors in agro-tourism
development. Ferdian et al. (2024) similarly highlight stakeholder commitment,
participation, and performance in sustainable tourism-village development.

Stakeholder support is particularly important when local communities lack
resources that cannot easily be developed internally. Government agencies, tourism
managers, and other organizations can provide training, infrastructure, promotion,
market linkages, and business-development assistance. However, training alone
does not guarantee implementation. Local actors also need the financial,
technological, and institutional capacity to apply the knowledge they receive. Rural
tourism research therefore increasingly emphasizes collaborative governance in
which stakeholders contribute complementary resources and participate jointly in
destination development (Reina-Usuga et al., 2024).

In agrifood tourism, stakeholder coordination can connect local producers with
existing tourism markets. Tourism managers and guides can strengthen visibility
and market access; government institutions can support infrastructure and capacity
building; and local producers provide the agricultural products, knowledge, and
experiences that form the basis of the tourism offer. Sustainable development
therefore depends on coordination among these functions rather than on the actions
of a single actor.

2.5 Promotion—Readiness Framework

Based on the literature, this study uses four interdependent components to examine
the development readiness of palm sugar agrifood tourism:

1) Promotional Practices: social media, word of mouth, tour-guide
recommendations, and exposure through tourism-market networks.

2) Local Business Readiness: working capital, production continuity, product
availability, technological capability, and the ability to participate in market
and transaction arrangements.

3) Tourism-Site Readiness: accessibility, parking, directional signage,
sanitation, and visitor-safety facilities.

4) Institutional and Stakeholder Support: capacity building, infrastructure
assistance, market linkages, tourism management, and coordination among
relevant actors.

2.5.1 Conceptualizing the Promotion—Readiness Gap

Existing tourism-readiness concepts generally assess whether communities,
destinations, infrastructure, or organizations possess the capacity required for
tourism development. The promotion—readiness perspective used in this study
focuses on a different question: whether the pace and reach of promotional
exposure are aligned with the capacity of local businesses and production sites to
respond. Promotion is therefore not treated as another readiness dimension. Instead,
it is considered an external visibility and market-opportunity process that may
develop faster than operational readiness. A promotion—readiness gap exists when
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awareness and market access increase while local business capacity, visitor
facilities, or implementation capability remain insufficient to convert those
opportunities into sustained tourism experiences and economic transactions.
Stakeholder support is treated as an enabling condition that can reduce these gaps
by strengthening business and site readiness. The framework is used as an
analytical lens rather than as a causal model.

3. Research Method

This study employed a qualitative descriptive approach within an exploratory case-
study design to examine how traditional palm sugar may be developed as an
agrifood tourism enterprise in Tanjung Lesung. A qualitative approach was selected
because the study focused on experiences, perceptions, operational conditions, and
interpretations related to palm sugar production, promotion, market access, visitor
readiness, and institutional support. The study sought to understand an
underdeveloped local phenomenon in its real-life context rather than test statistical
or causal relationships among predetermined variables.

3.1 Research Design and Setting

Using an exploratory qualitative case-study design, this study investigated the
relationship between promotional practices and tourism readiness in palm sugar
agrifood tourism in Tanjung Lesung, Banten, Indonesia. Case-study research is
appropriate for examining a contemporary phenomenon within its real-life context
when contextual conditions are relevant to the phenomenon being studied (Yin,
2018).

The case was bounded around a traditional palm sugar producer, the associated
production site, and its connection with the wider Tanjung Lesung tourism
environment. This design enabled the study to examine promotional practices, local
business constraints, tourism-site conditions, and institutional support as
interconnected aspects of one local case. The study does not attempt to estimate
relationships statistically or generalize the findings to all palm sugar producers in
Tanjung Lesung.

3.2 Data Collection

Primary data were collected through a semi-structured interview and direct field
observation. Semi-structured interviewing provides a consistent focus while
allowing an informant to elaborate on experiences and issues related to the research
problem (Kallio et al., 2016). One key informant was selected purposively because
he was directly involved in palm sugar production and tourism-related activities
and had first-hand knowledge of product promotion, distribution, consignment
arrangements, visitor activities, business constraints, and support from government
and Tanjung Lesung management. The interview lasted approximately 30 minutes.
The use of a single key informant was appropriate for this bounded exploratory
case because the objective was to document an information-rich local case rather
than achieve stakeholder-level thematic saturation. To reduce overreliance on one
account, interview evidence was compared with direct field observations. The
interview explored:
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1) advertising on social platforms and private networks;

2) collaboration with tourism businesses;

3) product distribution and consignment arrangements;

4) tourist access to information;

5) educational tourism activities;

6) business and production constraints; and

7) government and tourism-management support.
The interview data were complemented by direct observation at two field sites:
Ladda Bay Resort, representing an established tourism environment, and a palm
sugar production house, representing a community-based agrifood tourism site.

An observation checklist examined environmental cleanliness, trash-bin
availability, parking, directional signage, toilet conditions, service, accessibility,
and visitor-safety facilities. The observations were used to compare visitor-
supporting conditions between the established tourism area and the community
production site and to contextualize the interview findings.

3.3 Data Analysis

Interview responses and field observations were analyzed thematically. Thematic
analysis provides a flexible approach for identifying, organizing, and interpreting
patterns in qualitative data (Braun & Clarke, 2006). To make the analytical process
transparent, the analysis followed four linked steps. First, the interview record and
field notes were reviewed to identify evidence related to promotion, business
operations, visitor facilities, and stakeholder support. Second, relevant evidence
was assigned initial descriptive codes, such as fragmented promotion, working-
capital constraints, supply-continuity constraints, visitor-infrastructure gaps, and
support—-implementation constraints. Third, these codes were grouped under four
theory-informed analytical themes: promotional practices, local business readiness,
tourism-site readiness, and institutional and stakeholder support. Fourth, interview
and observation evidence was compared across themes to identify areas in which
promotional or market opportunities were not matched by operational readiness.
This final comparison produced the promotion—-readiness gap as the integrative
interpretation of the case.

1) Promotional practices: social media, word of mouth, tour-guide
recommendations, and tourism-market exposure.

2) Local business readiness: working capital, production continuity, product
availability, and consignment arrangements.

3) Tourism-site readiness: accessibility, parking, signage, sanitation, and
visitor-safety facilities.

4) Institutional and stakeholder support: training, tourism management, market
linkage, and support from government agencies and Tanjung Lesung
management.

The analytical categories were used as organizing themes rather than causal
variables. Consistent with Nowell et al. (2017), the study sought to maintain a
visible analytical chain from empirical evidence to initial codes, themes, and
interpretation. Table 1 summarizes this analytical trace.
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Table 1. Analytical Trace from Data to Codes, Themes, and Findings

observation

more developed
than local
operational
capacity.

development

readiness gap

Data Source IIIus_,tratlve Initial Code Analytical Finding
Evidence Theme
Facebook,
Instagram,
y:j{'slﬁjgp\,/vor dof Visibility exists
' Fragmented . but remains
. mouth, and tour- . Promotional .

Interview . multi-channel . informal and
quide romotion practices weakl
recommendations P coor di)r/1 ated
are used, but ’
promotion remains
irregular.

L|m_|ted working Market access
capital, made-to-
. does not
order production, .
. Cash-flow and . automatically
. lack of continuous - Local business

Interview supply-continuity . produce

stock, and . readiness .

constraints continuous

payment after sale L

under participation or
. sales.

consignment.

No dedicated

parking or

directional .

signage; toilet Visitor- Tourism-site A;geictgflr}s

Observation maintenance needs | infrastructure . P .
improvement: gap readiness stronger than site
visitor-safety preparedness.
facilities are
limited.

Training in

promotion, digital

mark_etlng, Knowledge

creative economy, Support— support does not
. and tourism >upp . Stakeholder pport (

Interview . implementation automatically
management is . support ;
available. but constraint 'granslate mto_
financial ’and implementation.
technological
constraints remain.

. Three related
Promotional and )
market gaps emerge:
opportunities are visibility—

Interview + PP Asynchronous Promotion— capacity,

attraction—site
readiness, and
training—
implementation.

Source : Authors own work

The four dimensions were treated as qualitative analytical categories rather than
causal variables. Accordingly, the analysis does not infer statistical or causal
relationships among promotional practices, local business readiness, tourism-site
readiness, and stakeholder support.
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3.4 Research Trustworthiness

Trustworthiness was strengthened through method and source comparison between
the semi-structured interview and direct observations. Triangulation can increase
understanding of a qualitative research context by examining a phenomenon
through more than one source or method (Carter et al., 2014). Interview statements
concerning visitor facilities and operational constraints were compared with
observed conditions related to parking, signage, sanitation, accessibility, and safety.
The comparison between Ladda Bay Resort and the palm sugar production house
also provided contextual contrast between an established tourism environment and
a community production site.

The study nevertheless has important trustworthiness limitations. It relies on one
key informant and observations conducted within a single bounded case; therefore,
the evidence does not represent all palm sugar producers, tourists, tourism
businesses, or public institutions in Tanjung Lesung. The findings are interpreted
as an exploratory explanation of this case rather than as a claim of qualitative
saturation or broad generalizability.

3.5 Ethical Considerations

Before the interview, the informant was informed that the data would be used for
academic purposes. Participation was voluntary, and the interview focused on
tourism, promotion, production, market participation, and community-development
issues. No sensitive personal information was solicited.

3.6 Scope and Methodological Limitations

This study is intentionally limited to a specific exploratory case. The single-key-
informant design provides detailed insight into one palm sugar producer and
tourism actor but does not support statistical generalization or thematic saturation
across stakeholder groups. The study also does not measure tourist demand,
willingness to visit, willingness to pay, sales performance, profitability, or the
economic impact of palm sugar tourism. The findings should therefore be
interpreted as an assessment of current promotional practices and development
readiness rather than as evidence of market demand or financial feasibility.

Future research should include additional palm sugar producers, tourists, tourism
businesses, tour guides, and government representatives to determine whether
similar promotion—readiness gaps appear across the wider Tanjung Lesung tourism
ecosystem.

4. Results and Discussion

The analysis identified four interdependent dimensions shaping the development
readiness of palm sugar agrifood tourism in Tanjung Lesung: promotional
practices, local business readiness, tourism-site readiness, and stakeholder support.
Promotional channels and market opportunities are already present, but local
operational capacity has not developed at the same pace. The findings are discussed
below through the promotion—readiness perspective.
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4.1 Promotional Practices: Visibility Exists but Remains Informal

Palm sugar tourism in Tanjung Lesung is promoted through several channels. The
informant reported the use of Facebook, Instagram, WhatsApp, and YouTube,
while visitors also obtain information through friends and local tour guides. Palm
sugar and honey had also been offered through Shopee, although online selling was
not considered consistently effective. These findings indicate that the main
promotional problem is not the complete absence of digital channels, but irregular
and weakly coordinated use of those channels. Promotion still relies heavily on
personal accounts and informal networks rather than an integrated destination-level
marketing approach. As the respondent explained, “Yes, that’s how it works.
Sometimes the orders come from friends. Other times, they come from the content
I post in my spare time.” This statement indicates that promotional activities remain
largely dependent on personal networks and individually managed content. This
finding is consistent with Nurmadewi et al. (2024), who show that digital marketing
in Indonesian tourism villages depends not merely on adopting websites or social
media but on aligning promotional practices with destination characteristics and
target markets. In the present case, digital and interpersonal promotion operate
simultaneously, especially through tour guides and personal recommendations. The
gap emerges because increased visibility is not supported by equally consistent
content management, market coordination, or destination-level integration.
Theoretically, this illustrates the first element of the promotion—readiness
perspective: promotional presence can exist without the organizational readiness
required to convert visibility into sustained engagement.

4.2 Local Business Readiness: Market Opportunities Are Limited by
Operational Capacity

The findings indicate that opportunities to enter the formal tourism market already
exist. Tanjung Lesung management provides space for local products in a tourism
gallery, creating a direct market-linkage opportunity for producers. However,
participation is constrained by limited working capital and the existing production
model. Production is primarily made to order, which means that continuous
inventory is not maintained. Inventory continuity remains limited because
production capacity is constrained. As the respondent explained, “Sometimes
orders come from friends or from the content | post, but even then | cannot always
Sfulfill them because production is limited. I prioritize quality.” This indicates that
existing market interest does not always translate into fulfilled sales because supply
is constrained by production capacity and quality considerations.

This mechanism explains the market visibility—business capacity gap. Promotion
and market access may create demand opportunities, but a producer with limited
working capital and no continuous stock cannot respond reliably to those
opportunities. Under a consignment arrangement, the time between production
expenditure and payment also increases financial pressure. The constraint is
therefore not simply a lack of buyers; it is the inability to maintain the operational
and financial capacity required for continuous participation in the tourism market.

This finding is consistent with studies showing that participation in community-
based tourism depends on local resources and business capacity, not only on market
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opportunities (Sutomo et al., 2024). Access to finance is also important for
household-owned businesses participating in community-based tourism supply
chains (Luan et al., 2023). The present case extends these insights by showing how
financial and production constraints can interrupt the conversion of promotional
exposure into actual market participation.

Accordingly, expanding promotion without strengthening production continuity
and working-capital capacity may produce limited economic benefits.
Development interventions should therefore address inventory capability, access to
working capital, and transaction arrangements alongside promotional expansion.

4.3 Tourism-Site Readiness: Strong Experience Potential but Uneven Facilities

The production site also demonstrates potential for experiential and educational
tourism. The respondent described how visitors and student groups in the area are
interested in learning about local production activities, stating, “They often want to
learn and understand the production process. Elementary and junior high school
students also come to learn, and sometimes our group is invited to hotels to give
demonstrations.” The field visit further showed that the palm sugar production
process itself can be observed directly, from cooking the sap to the moulding stage.
These characteristics indicate potential for combining local agricultural knowledge,
traditional production practices, and experiential learning. However, the production
site's readiness to receive visitors remains uneven. Direct observation showed a
clear contrast between Ladda Bay Resort and the palm sugar production house, as
summarized in Table 2.

Table 2. Comparison of Tourism-Supporting Facilities at Ladda Bay Resort and
the Palm Sugar Production House

Tourism_Supporting Ladda Bay Resort Palm Sugar PrOdUCtiOI‘l

Element House

Clean environment Available / generally Available / generally

clean clean

Trash bins Available Available

Parking area Available Not available

Directional signage Available Not available

Toilet condition Generally adequate Requwes better

maintenance
Staff/service Helpful Helpful
Visitor-safety facilities | Available Limited

Source : Authors own work

The established tourism area provides relatively comprehensive visitor services and
facilities, whereas the production site is less prepared for regular tourism activity.
The production house does not have dedicated parking or directional signage, its
toilet facilities require better maintenance, and visitor-safety facilities remain
limited. Accessibility is also a practical concern because road and terrain conditions
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may reduce convenience for visitors. These conditions demonstrate that attraction
quality and tourism-site readiness are not the same. The traditional production
process may be authentic and educational, but visitors still require minimum
standards of accessibility, sanitation, orientation, and safety.

Infrastructure is an important component of destination competitiveness because
transportation, safety, and supporting facilities affect the visitor experience (Chan
et al., 2022; Chan et al., 2023). Tourism-readiness research similarly emphasizes
that accessibility and infrastructure should develop alongside promotional and
technological capability (Akbar et al., 2024). In the present case, the attraction—site
readiness gap occurs because the production space was developed primarily for
production rather than visitor reception. Promotion can therefore increase interest
before the physical site is prepared to accommodate additional visitors. The
development priority should be to maintain the authenticity of the production
process while meeting basic visitor requirements.

4.4 Stakeholder Support: Training Exists, but Implementation Capacity
Remains Limited

Stakeholder support is visible primarily through infrastructure improvement and
linkages with tourism businesses. The respondent noted that road conditions had
recently improved following a provincial government program, stating, “I¢ is a little
better now because in recent months there has been a program from the provincial
government.” The respondent also explained that local community groups had
occasionally been invited by hotels to demonstrate traditional crafts. These forms
of support indicate that government and tourism-sector actors have begun
facilitating community participation and improving connections between local
activities and the wider tourism market. However, infrastructure remains an
important constraint, particularly access to community-based production areas.

These findings suggest a stakeholder support—readiness gap. Institutional support
and tourism-business linkages are present, but they have not yet fully addressed the
practical conditions required for community-based tourism activities to develop
consistently. Improvements in road infrastructure and opportunities to participate
in hotel-based activities can enhance access and visibility, but limitations at
community production sites, including accessibility, parking, sanitation, signage,
and visitor-safety facilities, still constrain their readiness to receive visitors. The
underlying issue is therefore not the absence of stakeholder involvement, but the
uneven translation of external support into site-level tourism readiness. This
supports the broader view that rural tourism development requires sustained
coordination among communities, tourism businesses, and institutions (Perkins et
al., 2022; Susila et al., 2024). Stakeholder support should therefore extend beyond
providing occasional opportunities toward continuous infrastructure improvement,
market linkages, and practical assistance that directly strengthen local tourism
readiness.

4.5 The Promotion—-Readiness Gap in Palm Sugar Agrifood Tourism

Taken together, the findings show that the central development challenge is not
simply a lack of promotion. Palm sugar tourism already has promotional channels,
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access to tourism networks, educational-tourism potential, and institutional support.
The problem is that these opportunities are not matched by equivalent local
readiness. Three related gaps are visible. First, the market visibility—business
capacity gap occurs when promotion and market access increase while limited
capital, made-to-order production, and inconsistent supply prevent continuous
participation. Second, the attraction-site readiness gap occurs when an authentic
and educational production process is available but the site lacks sufficient parking,
signage, sanitation, accessibility, and safety facilities. Third, the training—
implementation gap occurs when capacity-building programs exist but local
financial, technological, and infrastructure constraints prevent full implementation.
Together, these gaps constitute the promotion—readiness gap observed in this case.

Figure 1. Promotion-Readiness Framework for Palm Sugar Agrifood Tourism
Development

Promotion and Market Visibility
Facebook, Instagram, WhatsApp, YouTube, word of mouth, and tour guides

!

Tourism and Market Opportunities

!

Readiness Constraints

» Limited working capital and inconsistent product supply
+ Consignment-related cash-flow pressure

* Inadequate visitor facilities and accessibility

l
Stakeholder Support
* Training and capacity building
» Market linkage
* Infrastructure support
* Tourism-management support
l

Palm Sugar Agrifood Tourism Development Readiness

Source : Analytical framework based on interview and field observation

These findings indicate that promotion should not be treated as an isolated solution
for local tourism inclusion. Greater visibility can create interest and market access,
but the value of that visibility depends on whether local businesses and tourism sites
can respond. Development should therefore proceed through coordinated
improvements in promotional management, production continuity, working-capital
access, visitor facilities, and stakeholder support. Digital promotion can be
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expanded progressively as local operational capacity improves, while basic
infrastructure such as signage, parking, sanitation, accessibility, and visitor-safety
facilities should be strengthened in parallel.

The theoretical contribution of the promotion—readiness perspective lies in its
relational focus. Existing tourism-readiness approaches primarily assess whether a
community, organization, or destination possesses the capacities needed for
tourism development. The present study adds a temporal and functional comparison
between external visibility and internal response capacity. It shows that these
dimensions can develop asynchronously: promotion and market opportunities may
advance while business and site readiness lag behind. The promotion-readiness gap
is therefore not proposed as a replacement for existing readiness concepts, but as
an analytical lens for explaining why additional promotion may fail to produce
proportional increases in local participation, visitor experience quality, or economic
transactions when operational readiness remains insufficient

5. Conclusion and Implications

This study examined palm sugar agrifood tourism in Tanjung Lesung through a
promotion—readiness perspective. Palm sugar tourism already has visibility through
social media, word of mouth, tour-guide referrals, and market linkages within the
wider Tanjung Lesung tourism network. However, these promotional opportunities
have not yet been consistently converted into sustainable tourism experiences and
market transactions.

The main challenge is therefore not the absence of promotion, but a mismatch
between market visibility and local preparedness. At the business level, limited
working capital, made-to-order production, inconsistent product availability, and
consignment arrangements restrict participation in formal tourism-market
channels. At the site level, the palm sugar production house has educational-
tourism potential but lacks several basic visitor-support facilities, including
dedicated parking, directional signage, adequate sanitation, accessibility, and
visitor-safety infrastructure. At the stakeholder level, training in digital marketing,
promotion, creative-economy development, and tourism management is available,
but financial, technological, and infrastructure constraints limit implementation.

From a theoretical perspective, the study contributes a relational explanation of
tourism development by showing that promotion and readiness may progress
asynchronously. The promotion-readiness gap complements existing readiness
concepts by focusing on the mismatch between external market visibility and the
internal business, site, and implementation capacity required to respond to that
visibility. The case suggests that increased promotional activity will not necessarily
produce proportional increases in local economic participation when operational
readiness remains insufficient.

Practically, palm sugar agrifood tourism in Tanjung Lesung should be developed
incrementally by balancing promotional expansion with operational capacity.
Digital marketing should become more consistent, while local producers need
support for production continuity, working capital, and transaction arrangements.
Basic visitor facilities at the production site—including access, signage, sanitation,
parking, and safety—should be improved. Continued coordination among local
producers, Tanjung Lesung management, local government, tour guides, and other
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tourism intermediaries is necessary to convert awareness into accessible visitor
experiences and sustainable local-market participation.

These findings should be interpreted within the limits of an exploratory case study
based on one key informant and direct field observation. They do not represent all
producers or tourism stakeholders in Tanjung Lesung. Further research with
broader stakeholder participation is required to examine whether similar
promotion—readiness gaps occur across the wider tourism ecosystem.

6. Limitations and Future Research

This study has several limitations. First, it relies on one key informant, so the
findings primarily reflect the experience of one local palm sugar producer and
tourism actor and do not capture the perspectives of other producers, tourists,
tourism businesses, government institutions, or community members. Second, the
field observations were limited in duration and could not capture seasonal variation,
changes in visitor volume, or changes in production and access conditions over
time. Third, the study did not measure tourist demand, willingness to visit,
willingness to pay, sales performance, profitability, or the economic impact of palm
sugar tourism. The findings therefore concern promotional practices and
development readiness rather than demonstrated market demand or financial
feasibility.

Future studies should include a broader range of stakeholders, including other palm
sugar producers, tourists, tourism managers, tour guides, government
representatives, and local businesses. Quantitative or mixed-methods research
could examine tourist awareness, intention to visit, willingness to participate in
palm sugar activities, and willingness to pay. Further work could also assess the
financial feasibility of tourism packages, the sustainability of product supply, and
the relative effectiveness of different promotional channels. Longitudinal or
repeated field studies would be useful for examining whether improvements in
promotion, infrastructure, business capacity, and stakeholder collaboration are
associated with stronger agrifood tourism performance over time.
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