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Abstract (Calibri 9 Bold Center)
The study aims at investigating the readiness of Community based tourism (CBT) on post covid 19 crisis in facing digitalization. The method of the study is descriptive study. The subjects of research are 15 villagers participating in tourism village, Dayu. The setting of research is at Dayu tourism village, Gondangrejo, Karanganyar, Central Java. The study was done on September 2021. The data were taken through observation and questionnaire. The way of analyzing the data is through data display, data reduction, and drawing conclusion. The results of the study are (a) less than 30% of the villagers use Internet, E-mail, Facebook, Instagram, Affiliate Marketing, What’s App, Social Media, and Instagram to promote their products and skills; (b) most of them upload their products and skills in the form of photograph, and less than 50% of them use songs, written form, and videos; (c) Less than 25% of them upload their owned content and their friends’ content to social media; (d) there were less than 50% of them who were able to create videos, written form, and movement; and to choose themes Economic, fashion, religion, short movie about local community, promotion, education, social, culture, and arts as their social media content. 
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INTRODUCTION((Calibri 10 Bold, Left, Capslock)
The pandemic of Covid 19 has been giving impacts for tourism since its appearance in 2020. The impact of Covid crisis is accommodating tourism recovery governance based on the needs of current tourism [1]. Consumers do not get their rights to access hospitality and tourism experiences as the impact of the pandemic (Baum and Hai, 2020; 
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Covid 19 crisis hits tourism sector, i.e. decreasing the number of visitors; policy to close tourism destination and to quarantine visitors after travel overseas; therefore it needs solution to solve those problems. A social responsibility of company increases visitors attitude and behavioral intention [6]. Besides, it needs to re-explore and re-envision of the future of tourism in terms of what has to change and what has not to change or what has to be constant [7]. Solution to recover tourism problems during and post Covid 19 crisis is to employ information technology and its management [8]. Medical tourism is as a solution for post crisis recovery of Covid 19 especially for country having high number of transmission and death rate; therefore this solution gives positive image and creates trust for country and its tourism object [9]. To recover tourism from Covid 19 crisis, it requires a framework of community center tourism in which it redefines and reorients tourism according to the rights and interest of local people and local communities [10]. Also, establishing networking relationship among societies, intermediaries, government and tourists is to create sustainable tourism [11]. In addition, open communication is main solution against Covid 19 crisis [12].

Besides, there are a variety of guides as strategies to re-exist tourism in post- Covid/ new normal era. To face the current paradigm of contemporary science, growth, and technology, it needs to transform E-tourism through research that comprises historicity, reflexivity, equity, transparency, plurality, and creativity [8]. [13] summarize strategies to face early year of tourism after Covid19 crisis that include emphasizing cleaning and sanitizing; new health safety norm, i.e. new building design; reducing of hotels and restaurants’ occupancy rate; using technology to limit interaction among people; facilities to restrict access; handling room inventory; and using automation technologies, robots and artificial intelligence; and travelling confidently and risk perception will influence the speed of tourism industrial recovery.

Community based tourism (CBT) also responds how to manage tourism during and post covid 19 crisis. A study to develop marketing promotion for CBT through 7 strategies: promotion of tourism, advertisement of community’s tourist attraction, employing online marketing, tourism related skills for members and personnel of tourism, participation of new generation, fostering offline advertisement media for community tourists’ attraction, fostering cultural market of the community [14]. Another study also states the strategies adopted by CBT that comprise adopting food self-supply and supporting exchange of products among social business [15]. Highlighting the governance of CBT and utilizing local culture and resources expected to be relevant in the post- Covid crisis are strategies by CBT to face the crisis [16]. 

In this article, the authors intend to describe the readiness of Dayu villagers about digital promotion through internet, social media, affiliate marketing, and email; therefore the authors and readers are able to know their readiness and its description about digital promotion about the tourism destination and products in Dayu tourism village. 

MATERIAL AND METHOD(Calibri 10 Bold, Left, Capslock)
The type of study is descriptive study that focuses on the readiness of Dayu villagers about digital promotion. The research was carried out in July up to September 2021. The place of the research is at Dayu village, Karanganyar, Central Java, Indonesia. The sources of data are in-formant and document. The informant is the villagers of Dayu village. In this research, the re-searchers asked 15 villagers who working in tourism to attend three meetings of training about digital promotion through internet, social media, affiliate marketing, and email. The document is the questionnaire distributed to them to fill out. The techniques of collecting data used observation and interview. The data were analyzed through data display, data reduction, and conclusion draw-ing.(Calibri 10 Justify)
Data Collection (Calibri 10 Bold, Left)
The data were collected through observation and questionnaire. The observation was done on September 2021 while the authors delivered a presentation in the Dayu Village’s Hall. They present about the digitalization of tourism village to face post covid crisis era. The questionnaire was distributed after the presentation about the aspects of readiness of digital promotion by the villagers and their responses. It was distributed to 15 villagers as the representative from each village (dukuh/kebayanan) in Dayu tourism village. The consideration of choosing them is the health protocol that there was still restriction of people’s mobility (PPKM level 3) in September 2021.
RESULT AND DISCUSSION (Calibri 10 Bold, Left, Capslock)
In this research, the authors distributed a questionnaire that consists of 10 questions to 15 villagers. The questions are about the aspects of readiness of digital promotion. We are hoping that the questions can share information about the community based tourism in Dayu; therefore their effort will afford increasing of the number of visitors in the village. The result of questionnaire is as follows:
Table 1. The Aspects of Readiness of Digital Promotion by the Villagers and Their Responses (Calibri 8.5 Left)
	No
	Statements
	Types of Platforms/ Contents/Themes 

	1
	Types of digital promotion media that I know             
	Google (9);  Internet (12); Social Media (10); Email (7)

	2
	Types of digital promotion media that I use
	Social Media (10); Internet (11); Google (7); Email (6)

	3
	Media of promotion to promote my product and my skills
	Internet (3); E-mail (3);Facebook (2); Instagram (3); Affiliate Marketing (2); What’s App (2); Social Media (1); Instagram (1);

	4
	Social media that I know                                              
	Facebook (11);  Instagram (7);What’s App (10);  Youtube (10); Twitter (2)

	5
	Social media that I use                                                  
	Instagram (5); What’s App (13); Facebook (9); Youtube (8)

	6

7

8

9

10
	Form of Information that I upload in social media about my product and my skills
Types of materials I upload in social media                 
Form of content that I am able to create
Kind of social media that I use to upload my content
Theme of content that I upload to social media
	Songs (2); Writing (6); Photo (9); Video (5)

My own content (3), My friend’s Content (3); Fashion (1), Update Status (9); My Friend Social Media Status (2)
Movement (1); Photo (10); Video (6) Writing (5)
Youtube (5); Facebook (7); Instagram (4); What’s App (10);
Economy (7); Fashion (1), budaya (3) Promotion (3); Education (3); Social (5); Culture (2); Arts (2);   Religion (1); Short Movie about Local Community (1)


There are ten questions of the questionnaire above. The authors distributed it after the treatment they gave. The 1st question is about types of digital promotion media that the villagers know. From 15 of them, nine villagers choose Google, 12 of them choose Internet, ten of them choose social media, and seven choose E-mail. Then, the 2nd question is types of digital promotion media that the villagers use. The number of villagers who choose Social Media is 10, Internet is 11, Google  is seven, and E-mail is six. Subsequently, the 3rd question is media of promotion to promote my product and my skills. Those who choose Internet and E-mail is three; Facebook, Affiliate Marketing, and What’s Application is two; and Instagram and Social Media is one villager. Next, the 4th question is social media that they know. They answer that there are 11 villagers who choose Facebook, seven is Instagram, two is twitter, and 10 is for What’s App and Youtube. Then, the 5th question is social media that they use. They answer that five of them choose Instagram, 13 choose What’s Application, nine choose Facebook, and eight choose Youtube.
Continuing to the 6th question is form of information that they upload in social media about their product and skills. Those who choose songs is two, writing is six, photograph is nine, and video is five. Then, the 7th question is types of materials that they upload in social media. There are three who choose their own content and my friend’s content, one chooses Fashion, nine choose update status, and two choose my friend’s social media status. The 8th question is form of content that they are able to create. Those who choose movement is one, photo is ten, video is six, and writing is five. The 9th question is kind of social media that they use to upload their content. Five villagers choose you-tube, seven choose Facebook, four choose instagram, and ten choose What’s Application. The last question is theme of content that they upload to social media. Those choosing Economic is seven; fashion, religion, and short movie about local community is one; promotion and education is three; social is five; and culture and arts is two.
In this study, the villagers are familiar and use Social Media, Internet, Google, and Email as media of digital promotion on post covid situation. 50% of them were also able to create videos, written form, and movement (dance). These are in line with [13] who state that using technology and artificial intelligence are strategies to face post covid crisis, besides infrastructures and policy that support health protocols. Using social media, email, internet, and affiliate marketing are online platforms of promoting community based tourism. It is in line with [14] who employ seven strategies of developing CBT. Tourism promotion, advertisement about agenda/ program in CBT, and using online marketing are three of them. Furthermore, [8] state that employing information technology and its management are solution of recovering tourism problems during and post Covid 19 crisis.
Post covid crisis does not mean that the crisis ends, however it is more about the decreasing the number of people getting infected it. So, the future solution for CBT is designing promotion based on digitalization through social media, email, and internet based advertisement. This is in line with [7] who states that reexploring and reenvisioning the future of tourism about aspects that has to change and not or aspect that has to be constant. This means that the form of reexploring and reenvisioning is promoting the village through social media, internet, and email, and the aspect that has not to change is local culture either temporal or tradition agenda.

One of the results of the study is that there are less than 30% of them who use Internet, E-mail, Facebook, Instagram, Affiliate Marketing, What’s App, Social Media, and Instagram to promote the products and skills of villagers. It means that 70% of them use those digital platforms not to promote their owned products and skills, i.e for personal or working orientations. This finding is in line with [10] who state that the rights and interests of the villagers and CBT are the foundation of the plan for CBT. In other words, 70% of the villagers who not to use the platforms for those orientations have rights to explore their interests to promote the village by indirectly promoting their products and skills, i.e. creating videos about the interesting aspects of the village as their way to fill their sparetime.

Local wisdom needs to be preserved with the involvement of CBT and villagers. In this study, less than 50% of the villagers uploaded the content through social media and internet in the form of videos, writings, and movement (dance) and some of the themes of the content are short movies about their owned local community, arts, culture, and fashion; therefore the forms and themes of the content, and the platforms of uploading the content (internet and social media) are relevant with the current condition of covid crisis in which 70% of Indonesian people use social media. This condition is in line with [16] who state that utilizing local culture and resources which are relevant with the current condition (post covid crisis) are the the strategies in facing the crisis.

CONCLUSION (Calibri 10 Bold, Left, Capslock)
Promotion is one of fundamental aspects that supports the existence and sustainability of tourism destination. It means that it needs products being promote (local products), forms of promotion, persons or community organizing the promotion, and kinds of platforms or media of promotion. Tourism village on Post covid pandemic needs the touch of promotion to sustain the delayed agenda due to covid crisis policy; therefore the involvement of CBT to replan the agenda based on the current resources is very essential. This study attempts to describe the readiness of CBT in facing post covid crisis in the aspect of promotion through internet and social media.

The number of villagers who use internet, social media, affiliate marketing, and email to promote their products and skills is less than 30% that means that 70% of them use the platforms not to promote it; therefore indirect and unaware promotion by villagers is dominated to sustain tourism. It is not surprising that official promotion needs more preparation and checking before uploading to digital platforms; therefore creating content (i.e. songs, photograph, movement, videos) and uploading it is promising as indirect promotion rather than official promotion.

Skills of the villagers in creating videos, writings, and movement (dance) is less than 50% means that they tend to upload photographs that are easier to upload rather than those forms. It does not matter about the phenomenon because creating videos, writings, and movement needs more time and energy although these are more informative. Indirect promotion, as stated in the previous paragraph, should contain these platforms because society needs comprehensive information. If pictures or photograph, it is efficient and less time to prepare although not as informative as the three other platforms. Then, the types of themes of content as written in the previous section, i.e. economic, fashion, religion, short movie about local community, are vary depending on the desire and events faced by the villagers. These themes reflect their talent, interest, potency, and the events occurring in the time of uploading the content; therefore it needs to be preserved through assistance and guidance especially in choosing the appropriate topic based on the moment of local or national agenda.

Finally, the results of the study show the villagers are ready to face post covid era in terms of digital promotion in which it may be possible in increasing or decreasing the number of people get infection of covid (i.e. omicron); therefore making content (videos, pictures, movement, and writings) is essential to facilitate visitors whether they intend to visit the village physically or virtually. If physically, they can get ealy information about the tourism destination in the village from the promotion in the internet or social media so that they can chose what destination based on their interest. If they choose virtual visits, they can use the information from website, social media, and affiliate marketing in the forms of videos and many more in order to get comprehensive information. (Calibri 10 Justify)
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