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This study aimed to develop a targeted promotional strategy to increase tourist visitation at KiudKad – “The Last Resort,” an off-grid eco-tourism destination located in Siruma, Camarines Sur. Guided by the Destination Image Formation Theory, Push-Pull Theory, and the 7Ps of Marketing, the research employed a descriptive-exploratory qualitative design. Data were gathered through a case study approach, including unstructured interviews with management and employee surveys. A comprehensive SWOT and TOWS analysis was conducted to identify internal strengths and weaknesses, as well as external opportunities and threats.
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INTRODUCTION
The growing global tourism industry stands as a significant driver of economic growth, cultural exchange, and regional development for numerous nations worldwide (United Nations World Tourism Organization, 2023). For countries rich in natural resources and cultural heritage, tourism, when responsibly managed to foster job creation, social integration, heritage protection, and sustainable livelihoods, presents a vital pathway towards sustainable economic resilience and local livelihood opportunities (United Nations World Tourism Organization, 2025). In relation, the Philippines, an archipelago recognized for its rich biodiversity and varied landscapes, strategically acknowledges the significant potential of its tourism sector as a key contributor to national economic development and a driver for local economic empowerment. This recognition is evidenced by initiatives focusing on enhanced air connectivity, infrastructure development, and the promotion of emerging destinations to decentralize tourism & economic benefits across diverse communities (Rosel, 2025). Within the Philippine context, regions blessed with unique geographical features and ecological richness often hold untapped potential for tourism development. The Bicol Region, situated in southeastern Luzon, exemplifies this with its tapestry of volcanic peaks like Mayon and Bulusan, pristine coastlines and beaches, and verdant landscapes, making it a prime ecotourism destination with diverse attractions from mountains and caves to beaches and coral reefs (Philippine Department Development). 
The Bicol Region, situated in southeastern Luzon, exemplifies this with its tapestry of volcanic peaks like Mayon and Bulusan, pristine coastlines and beaches, and verdant landscapes, making it a prime ecotourism destination with diverse attractions from mountains and caves to beaches and coral reefs (Philippine Department of Tourism, 2024). The province of Camarines Sur, a key component of the Bicol Region, is endowed with a diverse topography that ranges from fertile agricultural lands to rugged mountain ranges and an extensive coastline dotted with picturesque islands and beaches (Visit CamSur, 2025). This inherent natural capital positions Camarines Sur as an attractive destination for both domestic and international tourists seeking authentic and immersive experiences.
In relation, the coastal municipality of Siruma in Camarines Sur has strong potential for nature-based and ecotourism. With its diverse topography of upland and hilly areas (GOV.PH, 2023), Siruma offers rich biodiversity and scenic landscapes. Its combination of land and coastal features provides a unique setting for both relaxing beach visits and adventurous inland activities.
On one hand, anecdotal evidence and initial observations suggest the inherent beauty of Siruma's natural environment. A travel blog post by Banaria D. (2022) deeply highlights the town's "immeasurable deep breathing sensation" stemming from its verdant green scenery, alongside captivating scenic sights such as its pristine white and beige sand beaches, serene and untouched islands, the inviting aquamarine ocean, and panoramic mountain top views. This narrative highlights the potential for Siruma to offer a deeply restorative and aesthetically pleasing experience for visitors seeking rest from urban environments and immersion in natural beauty. Vivid descriptions of deep breathing and the beauty of the beaches and ocean show that the place can create strong positive emotions in tourists.
However, despite these inherent natural advantages and the positive sentiments expressed by some visitors, Siruma currently lags behind other leading tourist destinations in the Philippines, requiring significant and concerted effort to achieve major recognition both nationally and globally (Banaria D., 2022). This gap between its potential and its current standing highlights a critical need for strategic interventions aimed at enhancing its visibility, improving its tourism infrastructure, and effectively marketing its unique attractions. The lack of widespread recognition may stem from various factors including limited accessibility, insufficient marketing efforts, underdeveloped tourism facilities, or a combination thereof. Addressing these limitations is crucial to unlocking Siruma's full tourism potential and ensuring its sustainable growth as a desirable destination.
Recognizing this gap and aiming to capitalize on its inherent potential, the Local Government of Siruma has explicitly stated its mission to promote investment opportunities and enhance the local tourism industry (GOV.PH, 2023). This proactive stance by the local authorities underscores a commitment to leveraging Siruma's natural assets for economic development and community benefit. Their focus on promoting investment suggests an understanding of the need for both financial resources and strategic partnerships to develop the necessary infrastructure and services to support a thriving tourism sector. This study aligns with the local government's objectives by focusing on a specific tourism establishment within Siruma and aiming to contribute to the broader tourism goals of the municipality.
This study focuses on Kiudkad, a resort located in Barangay San Ramon, Siruma, which was locally known as "the last resort" (Tan, K.S., 2022). By concentrating on a specific resort, this research aims to provide a micro-level analysis that can offer practical and targeted recommendations for enhancing its appeal and operational efficiency, ultimately contributing to the overall attractiveness of Siruma as a tourist destination. KiudKAd distinguishes itself by offering a diverse range of accommodations, each designed to cater to varying group sizes and preferences. All available houses, including Blakhaws, Brownhaus, Kamarin, and Kiudkad Lodge, were thoughtfully equipped with essential amenities such as a full kitchen, running water, a toilet, fans, solar power, and reliable WiFi connectivity. The pricing and capacity vary across the different units; for instance, the Kamarin was the most spacious, accommodating up to 12 people, while the Kiudkad Lodge was better suited for smaller groups of 6. This flexibility in housing options, coupled with consistent essential amenities, allows guests to select an accommodation that best fits their specific needs and budget, providing a comprehensive and comfortable experience at KiudKAd (KiudKad - The Last Resort, 2024).
Kiudkad, while offering a seemingly paradisiacal experience where a cliffside overlooks rolling hills gently covered in cogon grass (Tan, K.S., 2022), faces significant infrastructural challenges that could impede its growth and the overall tourism experience in the area. Access to the resort involves a considerable journey, including a substantial 71 kilometers of paved road from Naga City followed by a challenging seven-kilometer muddy trail (Tan, K.S., 2022). This accessibility issue presents a significant barrier for many potential tourists, particularly those seeking convenience and ease of travel. The difficult terrain not only increases travel time and costs but also raises concerns about safety and comfort.
Despite these hurdles, KiudKad - The Last Resort, nestled in the remote fishing community of Siruma, Camarines Sur, employs a distinctive blend of promotional strategies that highlight its identity as an exclusive, off-grid, and deeply immersive nature retreat. These strategies were meticulously crafted to attract a specific niche market: individuals seeking to disconnect from urban life and reconnect with nature in its rawest form, all while strictly adhering to a philosophy of exclusivity over high-volume tourist arrivals. A core strategy involves emphasizing exclusivity and seclusion; KiudKad operates strictly "by reservation only," a policy that fundamentally limits tourist numbers and fosters a peaceful, private atmosphere (KiudKad - The Last Resort, 2024). This approach was reinforced by the promise that booking a house grant "exclusive access to the whole property—a white-sand beach, numerous sunset and picnic spots and its surroundings" (KiudKad - The Last Resort, 2024). 
This commitment to exclusivity means that the resort does not aim for high average tourist arrivals; their business model inherently dictates a lower guest count, prioritizing a high-quality, private, and sustainable experience over maximizing visitor volume. For instance, their accommodation options were limited to four houses and two campsites, with capacities ranging from 6 to 12 people per house and 10 per campsite, and the provision of exclusive property access per booking (KiudKad - The Last Resort, 2024). This limited capacity and "reservation only" policy were direct manifestations of their strategy to maintain an exclusive atmosphere rather than attracting a large volume of tourists. Furthermore, KiudKad's promotions heavily focus on an authentic "off-grid" nature experience. The resort proudly advertises its solar-powered facilities and encourages guests to embrace the "quiet, raw, and unapologetic" natural surroundings (Rappler, 2023). Promotional content frequently showcases nature-based activities such as trekking, free-diving, snorkeling, and kayaking, aligning the resort with environmental consciousness and outdoor adventure (KiudKad - The Last Resort, 2024; Rappler, 2023). The resort effectively utilizes a robust digital presence and content marketing to reach its audience, actively using social media platforms to share captivating visuals of their property and the unique experiences available (Destinations and Tea, 2023). They also benefit significantly from online listings and features in travel blogs and news articles, which detail their operational journey and unique offerings (Destinations and Tea, 2023; Rappler, 2023). A notable aspect of their promotional strategy was showcasing connectivity in a remote setting; recognizing the challenge of being in an isolated area, KiudKad highlights its reliable satellite internet connection. This directly addresses a common concern for travelers who desire an off-grid experience but still require some level of connectivity, transforming a potential drawback into a unique selling proposition (Panay News, 2023; SunStar, 2023). 
Finally, KiudKad employs transparent communication regarding the "difficult journey" to the resort. They were upfront about the challenging 7-kilometer muddy trail leading to their location, advising visitors on appropriate transport (4x4 vehicles) and even offering shuttle services (KiudKad - The Last Resort, 2024). This transparency effectively manages guest expectations and attracts a clientele genuinely seeking an adventurous and unconventional destination, further contributing to the self-selection of their exclusive guest base.
This paper will outline a promotional strategy tailored specifically to Kiudkad, carefully considering both its unique natural assets and the existing infrastructural and environmental challenges. By thoroughly analyzing the current situation, this study aims to provide actionable and contextually relevant recommendations to enhance Kiudkad's visibility, improve its attractiveness to tourists, and contribute to the sustainable growth of ecotourism within the municipality of Siruma. The findings of this study were intended to be of practical value to the management of Kiudkad, the local tourism authorities in Siruma, and potentially other tourism stakeholders in similar developing destinations facing infrastructural and environmental considerations. The subsequent chapters will delve deeper into the existing literature on tourism promotion, analyze the specific context of Kiudkad and Siruma, and propose a comprehensive promotional strategy with concrete recommendations.

Research Objectives
This study aimed to develop a targeted promotional strategy to increase tourist visitation at KiudKad – “The Last Resort” of Siruma, Camarines Sur.

Theoretical Framework
	This study's theoretical framework was built upon three foundational theories: Destination Image Formation Theory, Push-Pull Theory, and the 7Ps of Marketing. Together, these theories provide a robust and integrated lens through which to understand tourist perceptions and motivations, and to strategically devise an effective promotional strategy for KiudKad, a serene eco-friendly resort. Figure 1 allows for a deep analysis of how potential visitors form impressions, what drives their travel decisions, and how a tailored marketing mix can effectively engage them. The interplay between these theories will guide our understanding of how-to best shape KiudKad's appeal as a calm, eco-friendly escape, attracting visitors seeking tranquility and a connection with nature.
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Figure 1. Theoretical Paradigm
Destination Image Formation Theory
Gunn (1972) Destination Image Formation Theory, as cited in Zuo, Udomwong, Fu, and Onpium (2023), posits that a tourist's perception of a destination develops through two distinct stages: the organic image and the induced image. The organic image refers to perceptions formed based on unsolicited information and pre-existing knowledge from non-commercial sources, such such as word-of-mouth, news reports, documentaries, or general cultural awareness. This natural formation of an image about a destination like KiudKad occurs without direct marketing influence.
The relevance of this theory to KiudKad's promotional strategy lies in its focus on the induced image. This image was deliberately shaped through planned marketing and promotional efforts, aiming to influence how potential tourists perceive the resort. For KiudKad, this means strategically highlighting its unique "pull" factors like pristine beaches, mountains, and immersive natural experiences. A consistent and targeted promotional approach across various media platforms—digital content, partnerships, and public relations—was crucial to present KiudKad as a calm, eco-friendly escape that resonates with travelers seeking relaxation and a retreat from urban life.

Push-Pull Theory
The Push-Pull Theory, as complemented by Fatih (2022), explains the psychological and motivational drivers behind travel decisions. According to this theory, "push" factors were internal desires that compel individuals to travel, such as the need to escape city stress, seek rejuvenation, or satisfy rising eco-awareness. Conversely, "pull" factors were the specific attributes or characteristics of a destination that attract tourists, as defined by Crompton (1977) and Dann (1977) (both cited in Fatih, 2022). These external allurements make one destination more appealing than another.
This theory was highly relevant as it guides the design of KiudKad's promotional messages to resonate deeply with potential visitors. By understanding the "push" motivations of travelers, promotions can position KiudKad as the ideal antidote to city life, offering a chance to "breathe" and disconnect. Simultaneously, by emphasizing KiudKad's compelling "pull" factors—its clear beaches, stunning mountain views, and unique nature-rich experiences like cliffside meditation and island-hopping—the strategy strengthens its appeal as a distinctive and scenic getaway. This dual approach ensures that promotional content addresses both the inherent reasons for travel and the specific attractions that fulfill those desires.

The 7Ps of Marketing
Building on the Destination Image Formation Theory and Push-Pull Theory, this study incorporates the 7Ps of Marketing to craft a comprehensive promotional strategy for KiudKad. This expanded framework, originally developed by Booms and Bitner (1981) and further emphasized by Allen (2023), was particularly relevant for service-oriented businesses such as beach resorts. Beyond the traditional Product, Price, and Place, the inclusion of Promotion, People, Process, and Physical Evidence provides a more holistic approach to marketing by addressing the unique and often intangible characteristics of service experiences.
The 7Ps framework was directly relevant as it operationalizes the marketing efforts for KiudKad, with a central emphasis on Promotion. Product encompasses the entire accommodation experience, natural scenery, activities, and the getaway itself, designed to align with "pull" factors. Price must reflect the value while remaining competitive. Place highlights accessibility, with promotions explaining the journey. People (staff) were crucial for guest satisfaction, showcased in promotions. Efficient service Processes (booking, check-in) enhance experience and were highlighted to reassure visitors. Physical Evidence—visible elements like clean facilities, scenic views, and a strong online presence—shapes perceptions and reinforces quality, especially for an intangible service. Most importantly, Promotion serves as the core element, directly aligning with the "induced image" concept and leveraging "push-pull" dynamics. KiudKad achieves this by emphasizing exclusivity, an authentic "off-grid" experience, robust digital presence, reliable satellite internet connectivity even in remoteness, and transparent communication about the journey, all meticulously crafted to shape perceptions and appeal to the target audience's motivations.

Conceptual Framework
	This study was anchored on the Input-Process-Output (IPO) model to systematically guide the development of a promotional strategy aimed at increasing tourist visitation at KiudKad – “The Last Resort” of Siruma, Camarines Sur as shown in Figure 2. The IPO model provides a structured approach for analyzing the resort’s current situation and formulating appropriate promotional strategies.
The input phase utilizes a comprehensive SWOT analysis to examine key internal and external factors affecting the resort. Internal factors include strengths such as natural attractions and unique branding, as well as weaknesses like limited marketing reach or infrastructure. External factors cover opportunities such as ecotourism growth and threats like regional competition or climate vulnerability. This phase provides a clear picture of KiudKad’s position in the ecotourism landscape and helps identify areas for strategic focus.
The process phase employs a TOWS analysis to build upon the insights gained from the SWOT findings. This step goes beyond simply identifying factors by integrating them into actionable and strategic insights. Through the TOWS matrix, internal strengths were matched with external opportunities, while contingency plans were developed to address weaknesses, and proactive  measures were crafted to mitigate potential threats. This comprehensive strategic synthesis results in the creation of targeted marketing and development strategies.
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Figure 2. Conceptual Paradigm

Throughout this phase, guiding principles rooted in ecotourism, sustainability objectives, and established strategic marketing frameworks ensure that the proposed strategies were both feasible and closely aligned with the resort’s vision of enriching the visitor experience while safeguarding the natural beauty of Siruma.
The output phase is a targeted promotional strategy tailored to KiudKad’s unique context and informed by the insights generated in the previous phases. It may include initiatives such as social media campaigns emphasizing the resort’s eco-values, curated eco-tour packages that highlight local biodiversity and heritage, partnerships with local communities and NGOs, and refined brand positioning to appeal to conscious travelers. This strategy aims to increase visibility in key markets, attract more visitors, enhance community engagement, and foster sustainable, long-term growth for both the resort and the surrounding area.

METHODS 
Research Methods
	The study was conducted in several phases to ensure a systematic and comprehensive approach to data collection and analysis.
1. Coordination and Permissions
The researcher will first coordinate with the relevant authorities and the management of KiudKad – “The Last Resort” to obtain the necessary permissions and approvals to conduct the study. This will involve formal communication and documentation outlining the purpose of the research, the data collection procedures, and ethical considerations.
Marketing and Promotional Strategy Evaluation Survey (MPSES)
The MPSES will be administered to the selected employees of KiudKad to assess the current marketing and promotional strategies of KiudKad “The Last Resort”. The survey will gather employee insights and experiences related to their awareness of the resort’s current marketing efforts, social media and online presence, promotional channels, marketing challenges and opportunities, and staff involvement and training. Clear explanations to the participants regarding the assessment's purpose and instructions will be provided, allowing them sufficient time to respond and ensuring that all completed forms are collected and kept confidential.

2. Unstructured Interview
It will be conducted with the resort owner/administrator. The interview will be conducted in a conversational manner to encourage open-ended discussions, guided by key questions to ensure coverage of relevant topics, and audio recorded with the participant's consent for accurate transcription and analysis with detailed notes taken by the researcher. This qualitative interview will be analyzed to identify perceived strengths, weaknesses, opportunities, and threats related to the resort's promotional efforts.

3. SWOT Analysis
Following the collection of data through the Marketing and Promotional Strategy Evaluation Survey and unstructured interview, the data will undergo thematic analysis to identify key patterns and insights. Subsequently, a SWOT (Strengths, Weaknesses, Opportunities, and Threats) analysis will be conducted using the findings from the thematic analysis to provide a structured framework for the development of a targeted promotional strategy for KiudKad – “The Last Resort”.


4. TOWS Analysis
Following the completion of the SWOT analysis, a TOWS analysis will be conducted. This will involve using the identified Strengths, Weaknesses, Opportunities, and Threats to formulate strategic options for KiudKad – “The Last Resort”. The TOWS matrix will facilitate the development of strategies that: leverage strengths to maximize opportunities (SO strategies), overcome weaknesses by taking advantage of opportunities (WO strategies), use strengths to mitigate threats (ST strategies), and minimize weaknesses and avoid threats (WT strategies). This comprehensive analysis will further inform the development of a tailored and relevant promotional strategy.

5. Statistical Treatment
Descriptive statistics such as frequencies and percentages will be used to analyze the demographic profile of the respondents as presented in Table 1. Qualitative data gathered from the Marketing and Promotional Strategy Evaluation Survey and unstructured interviews will be analyzed using thematic analysis, which focuses on identifying patterns and themes within the textual data.

Respondents Profile
Table 1. Consolidated profile of the respondents
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RESULTS & DISCUSSIONS
Table 2
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	The survey data shows mixed perceptions of KiudKad’s marketing. Awareness of promotions was moderate (Mean = 3.23), while social media effectiveness (Mean = 4.15) and guest attraction (Mean = 4.076) scored high. A weakness was noted with the official website's infrequent updates (Mean = 2.76). Overall, the performance mean was 3.55, indicating strong digital engagement but highlighting a need for better traditional platform maintenance. This suggests gaps in KiudKad’s promotional strategy, especially in online presence.
	KiudKad’s strong social media presence aligns with ecotourism marketing trends, utilizing platforms like Instagram and Facebook for visual storytelling (Filieri et al., 2018). However, their low website score indicates a missed opportunity for credibility and direct bookings, as official sites are key information sources (Buhalis & Law, 2008). With moderate awareness, expanding outreach through collaborations with eco-travel influencers or regional tourism fairs could improve visibility. This highlights the need for a balanced strategy leveraging both social media and website channels.
	The results indicate that KiudKad’s promotional strategy effectively engages niche audiences on social media but does not fully leverage its digital presence. High social media scores align with the Push-Pull Theory, where appealing content meets travelers’ desires for nature-based experiences. However, the resort's poor website performance risks undermining trust among eco-tourists, who prioritize transparency. This suggests the need for KiudKad to align its messaging across platforms to reinforce its brand as a sustainable destination.
The findings relate to destination image formation and the 7Ps of marketing. While social media shapes KiudKad’s "induced image," the lack of website updates weakens physical evidence, a crucial aspect of the 7Ps. The Global Sustainable Tourism Council highlights digital storytelling for eco-destinations, supporting the need for website improvements. Case studies like Bantayan Island demonstrate that consistent online branding enhances visibility for lesser-known eco-destinations, emphasizing the importance of aligning KiudKad’s promotional strategy with sustainable tourism practices.
	To enhance credibility and convenience, KiudKad should revamp its website with real-time updates, sustainability metrics, and seamless booking features. Amplifying social media campaigns through eco-influencers and user-generated content can strengthen its appeal. Implementing the 7Ps framework, by training staff to share guest stories and offering virtual tours of eco-friendly facilities, will further reinforce the brand. Collaborating with regional tourism boards to include KiudKad in Bicol’s promotional materials will expand its reach. These actions create a cohesive strategy that combines digital strengths with sustainable branding to attract more tourists.

Table 3
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Table 3 illustrates the disparities in KiudKad's non-digital promotional efforts. Word-of-mouth (WOM) received a "Very High" rating (Mean = 4.46), establishing its strong influence in raising awareness. In contrast, non-social media promotions such as events and partnerships were rated "Low" (Mean = 2.15), while mentions of natural features received a "Moderate" score (Mean = 2.84). The overall mean (3.15) indicates a "Moderate" performance, highlighting a reliance on organic WOM but weak offline campaigns.
The data emphasizes the importance of WOM, consistent with ecotourism's dependence on personal recommendations (Lee et al., 2019). However, the low score for organized offline promotions signals missed opportunities in community-based tourism (Hafezi et al., 2023) and regional collaborations. The moderate score for experiential mentions suggests guests appreciate nature immersion but lack avenues to share these experiences widely.
KiudKad's promotional strategy is imbalanced: effective WOM pulls visitors through trusted networks, but the absence of formal offline campaigns limits broader outreach. This is in line with destination image theory (Stylidis et al., 2017), which advocates for diverse channels. While natural features are highlighted in WOM, they need strategic amplification to convert interest into visits.
Insights on sustainable ecotourism practices (e.g., community partnerships) and push-pull theory (Joo et al., 2020) provide context. Successful eco-destinations balance organic WOM with proactive promotions. KiudKad’s inadequate offline efforts contrast with successful models like Suyac Island, showcasing missed chances to highlight unique selling points through structured campaigns.
To enhance its promotion, KiudKad should forge partnerships with local governments, like Siruma's, to co-host eco-tourism events. Implementing a referral program could incentivize guests to share their experiences on platforms like TripAdvisor. Creating branded storytelling content, including testimonials and mini-documentaries, can elevate immersive experiences. Finally, participating in regional tourism fairs can increase visibility among eco-tourists and travel agencies, addressing the current lack of awareness in non-digital promotions.

Table 4
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Table 4 highlights important aspects of KiudKad’s operational and marketing landscape. The resort effectively promotes its "off-grid," nature-focused experience (Mean = 4.00), yet faces challenges with muddy trails (Mean = 3.53) and underdeveloped facilities (Mean = 3.69). Awareness of global ecotourism trends is moderate (Mean = 2.69), indicating a need for better market alignment, while the overall mean score (3.47) signifies "High" performance but also points to areas needing improvement.
High scores regarding trails and facilities could hinder visitor satisfaction, affecting repeat business and word-of-mouth referrals. Although the "off-grid" experience appeals to eco-conscious travelers, the moderate trend awareness suggests KiudKad is not fully leveraging the demand for sustainable travel. Infrastructure gaps and market awareness indicate a disconnect between branding and execution, risking its destination image. 
To address these issues, KiudKad should enhance its infrastructure sustainably and align its offerings with current wellness trends, such as yoga sessions. Partnerships with local governments could help fund these improvements and promote KiudKad as a sustainable tourism model in Bicol. 
Despite moderate formal training scores, staff report high confidence in promoting KiudKad, indicating that experience rather than structured training drives their knowledge. Their enthusiasm for further training suggests a motivated workforce, which could enhance guest interactions but needs formalized training structures to improve consistency. This reflects the importance of staff interactions in shaping visitor perceptions.

Table 5
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Table 5 highlights staff preparedness and engagement in KiudKad's promotional efforts. While staff feel moderately trained (Mean = 2.76) and are confident in sharing resort features (Mean = 3.92), their strong interest in additional training (Mean = 4.61) is notable. The overall mean of 3.76 indicates solid staff engagement and the need for improved training programs.
Referring to the 7Ps' "People" component and community-based ecotourism models (Hafezi et al., 2023), successful eco-destinations emphasize continuous staff development. The push-pull theory (Joo et al., 2020) suggests that well-trained staff can better convey KiudKad's unique offerings.
KiudKad should implement a structured training program focusing on sustainability, storytelling, and guest engagement. A "Culture Ambassador" initiative can empower confident staff to mentor others. Monthly expert sessions, case studies, and digital training tools will enhance continuous learning, tying these efforts to career development to sustain high motivation.









Table 6
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The data highlights two main categories of improvement suggestions from staff. For non-training improvements, 69.2% had no input, while minor suggestions included promotional bundles and collaborations (7.7% each). In contrast, training-related suggestions were more significant, with hospital management training being the top request (38.46%), followed by service quality training (15.38%). This suggests staff prioritize training needs over marketing strategies.
The lack of suggestions for marketing may indicate either satisfaction with current strategies or limited engagement in that area. The focus on training aligns with the 7Ps' "People" and "Process" elements, emphasizing the importance of service delivery in enhancing guest experiences. Findings suggest KiudKad's staff are more focused on improving service than promotional efforts, showing a need for increased involvement in strategic marketing planning.
To address this, KiudKad should prioritize hospitality training in guest relations and crisis management. They could also implement peer sharing sessions to encourage marketing ideas and cross-train front-line staff with the marketing team. Establishing a "continuous improvement" channel for staff suggestions will further enhance operations, ensuring alignment with global ecotourism standards while maintaining local authenticity.

The unstructured interview with the owner of KiudKad “The Last Resort” highlights a strong commitment to authentic branding and social media marketing. Visitors appreciate the resort's natural ambiance, contributing to high customer satisfaction. local empowerment initiatives, no formal tour-guiding programs, limited government support for tourism, minimal food services, and weather-related disruptions.

Table 7
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While KiudKad maintains a beneficial partnership with the community and relies heavily on Instagram for promotion, this narrow marketing focus may limit reach. The resort’s operational gaps—like limited food options and the absence of a clear growth strategy—risk undermining long-term sustainability and competitiveness.
Insights from the Review of Related Literature emphasize the need for local training and support in tourism development. To foster sustainable growth, it is recommended that KiudKad diversify its marketing strategies, collaborate with local governments, offer structured training for locals, and explore partnerships with eco-tourism agencies to enhance community-led tourism.

Table 8
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The KiudKad resort has strengths in social media marketing, off-grid branding, staff hospitality, and local partnerships, but faces weaknesses in marketing diversification, infrastructure, and lack of training programs. It has opportunities related to global ecotourism trends, but threats include overdependence on digital marketing and operational gaps.
While the resort excels in branding and social media engagement, weaknesses in infrastructure and limited marketing outreach hinder accessibility and community integration. To improve, KiudKad should diversify its marketing strategy beyond social media, enhance its facilities, and invest in local community training.
The Review of Related Literature supports KiudKad’s alignment with ecotourism principles, but highlights the need for formal empowerment initiatives. Challenges noted in Philippine tourism stress the importance of targeted, community-driven interventions.
For sustainable growth, KiudKad should adopt a broader marketing approach, empower local communities through training, address infrastructure issues, and monitor its environmental impact. Launching a unified marketing campaign can help position the resort effectively in the ecotourism market.

Table 9
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The TOWS analysis for KiudKad highlights how its internal strengths and weaknesses interact with external opportunities and threats to inform strategic actions. SO strategies focus on expanding partnerships and enhancing staff training to leverage the growing ecotourism trend. ST strategies aim to manage guest expectations and strengthen brand communication, addressing its marketing and infrastructure vulnerabilities. WO strategies emphasize community collaboration for infrastructure improvement, while WT strategies focus on brand protection through diversification and local community empowerment.
KiudKad stands at a pivotal point, with the potential to become a leading ecotourism destination if foundational weaknesses are addressed. Long-term success relies on integrating digital innovation, community involvement, and government collaboration to meet the expectations of conscious travelers.
The TOWS strategies align with insights from relevant literature, linking ecotourism initiatives to sustainable practices and community engagement. Recommendations for KiudKad include prioritizing training programs with local agencies, developing infrastructure via grants, and diversifying promotional strategies. Messaging should reframe “remoteness” as a unique and authentic experience, enhancing its appeal while leveraging existing brand recognition.



Steps for an Effective Promotional Strategy
This section analyzes the Marketing and Promotional Strategy Evaluation Survey (MPSES) and interviews with KiudKad employees and the owner/administrator, detailing the resort's marketing strategies, operational challenges, unique assets, and areas for growth.

Input
The input phase involved collecting and analyzing primary and secondary data to evaluate KiudKad – “The Last Resort” within the ecotourism landscape.


Primary Resources:
· MPSES Survey:Conducted with staff, revealing awareness of social media marketing but highlighting challenges such as poor road access, waste management issues, and lack of training. The staff recognized strengths in branding and hospitality.
· Unstructured Interviews: Reinforced the commitment to authentic branding and high customer satisfaction, while identifying challenges like minimal local empowerment and limited services.


Secondary Resources:
Contextual research examined the tourism landscape of Siruma, marketing strategies for ecotourism, and the importance of community engagement, underscoring KiudKad's authentic experiences and local benefits.

Process
A systematic approach using the Input-Process-Output (IPO) model analyzed data to formulate strategies. Key steps included:

SWOT Analysis: 
· Strengths: Strong social media marketing, clear branding, high guest satisfaction, and eagerness for staff training.
· Weaknesses: Limited marketing channels, poor infrastructure, and no formal training programs.
· Opportunities: Rising ecotourism demand, strategic partnerships, and local training.
· Threats: Over-dependence on marketing, infrastructure challenges, and unmet guest expectations.

TOWS Analysis:
Developed actionable strategies by matching internal strengths with external opportunities while creating contingency plans for weaknesses and proactive measures for threats. Key strategies included partnering with eco-travel agencies, enhancing staff training, and pursuing eco-certifications.

CONCLUSIONS & RECOMMENDATION
This section presents the findings based on the gathered data, the conclusions derived from the analysis, and the recommendations formulated to help increase tourist visitation at KiudKad – “The Last Resort” of Siruma, Camarines Sur.

This study aimed to develop a targeted promotional strategy to increase tourist visitation at KiudKad – “The Last Resort” of Siruma, Camarines Sur.

	The analysis highlights that KiudKad's identity as an authentic, off-grid ecotourism site is a significant strength. To attract eco-conscious travelers, it is crucial to enhance marketing efforts by developing a professional website, improving search engine visibility, and collaborating with online travel platforms. Engaging the community and focusing on sustainability are also essential. However, the resort faces challenges with limited training, amenities, and infrastructure that could threaten its competitiveness. Therefore, its promotional strategy should reach diverse audiences while preserving its authentic character and clearly communicating its value.
	
It was recommended to the following recommendation:
· Diversify and Enhance Digital Marketing Channels 
KiudKad should create a professional, user-friendly, search-optimized website as a central hub for information and bookings. Partnering with online travel agencies, influencers, and niche platforms will expand its reach.
· Craft Compelling Messaging 
It clearly communicates KiudKad's identity as "The Last Resort," a haven for off-grid, nature-driven travel, using storytelling and high-quality visuals to showcase experiences and community involvement.
· Implement Targeted Content Marketing  
Develop a content calendar with blog posts, videos, and social media campaigns focusing on ecological and cultural richness, covering local traditions, wildlife, sustainability, and visitor testimonials.
· Foster Strategic Partnerships  
Collaborate with local government units and ecotourism organizations for co-created campaigns and inclusion in targeted travel packages.
· Develop Experiential Marketing  
Engage visitors through virtual tours, tourism expos, and user-generated content, incorporating reviews and testimonials for credibility.

· Empower the Local Community  
Formalize staff training with local agencies for quality service and promote community-led initiatives for authentic engagement.

· Address Operational Gaps  
Improve infrastructure, such as road access and trail maintenance, and introduce local cuisine while implementing sustainability measures to enhance the visitor experience.
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