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This study examines the communication strategy of the Public Relations
Division of the Department of Culture, Tourism, and Creative Economy of
North Sumatra (Disbudparekrat Sumut) in promoting tourism through the
DiSumutAja application. Using a qualitative phenomenological approach within
a constructivist paradigm, the study explores user experiences and digital-based
promotional strategies. The Diffusion of Innovation Theory and Media
Keywords: Richness Theory serve as the theoretical frameworks to evaluate the adoption

of the digital tool and its communication effectiveness. Data were collected

C()llaboratl()n_, C‘_’“““““”“F“’“ through semi-structured interviews, direct observation of the app, and document
strategy,‘ DiSumutAja,  Tourism analysis. Findings show that the DiSumutAja app 1s effective in promoting tourist
promotion. destinations and local events, but it faces challenges, including hmited

mteractivity and minimal private sector collaboration. In conclusion, optimizing
the app with user feedback features and expanding partnerships will enhance its
effectiveness and sustainability, making it a more inclusive and responsive
platform for tourism promotion in the digital age.
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1. INTRODUCTION

In November 2024, the number of international tourist visits to North Sumatra reached 19,322 through the
three main entry points, reflecting a 4.78% decrease compared to the previous month’s total of 20,292 visits,
according to data from Statistics Indonesia (BPS) North Sumatra (2024). Despite this decline, the number of
mternational tourist arrivals showed a 27.37% increase from January to November 2024, rising from 179,800 in
2023 to 229,013 i 2024. Conversely, the occupancy rate of star-rated hotels in the region decreased to 44.83%
i November 2024, down by 1.40 percentage points from 46.23% in October 2024. The average length of stay
in these hotels also decreased to 1.31 days, down from 1.34 days the previous month.

According to Kodhyat and Koen Meyers, tourism is a temporary travel activity, undertaken either
mdividually or in groups, from one location to another. Kodhyat defines tourism as a pursuit of harmony and
happiness through interaction with various social, cultural, natural, and scientific elements. Meanwhile, Meyers
emphasizes that tourism is a travel activity aimed at recreation, exploration, or the fulfillment of curiosity, without
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the itention of settling or seeking livelihood at the destination. These definitions broaden the understanding of
tourism not only as a recreational activity but also as a medium for the exchange of values and intercultural
experiences.

In the digital-driven era of globalization, tourism has undergone a significant transformation. Virtual
mteractions and the presence of digital platforms have facilitated easier access to information about travel
destinations, making tourism not only a means of cultural exchange but also an important economic sector. This
trend signifies a major shift in the way the global community experiences travel and leisure [1].

The Indonesian Ministry of Tourism and Creative Economy has acknowledged the importance of adapting
to this digital trend. Through various initiatives, the ministry aims to increase the visibility of local tourism and
strengthen Indonesia’s destination branding on the international stage. These efforts are undertaken to reinforce
the local economy and enhance the welfare of communities around tourist areas [2].

The Department of Culture, Tourism, and Creative Economy of North Sumatra (Disbudparekraf Sumut)
plays a crucial role in driving tourism growth in the region. Through mtensive and structured promotional
campaigns, Disbudparekral Sumut seeks to attract more tourists to explore the natural beauty and cultural
uniqueness of North Sumatra.

One of the communication strategies implemented by Disbudparekraf Sumut 1s through the use of the
DiSumutAja application. This app 1s designed as an information portal that provides data and interesting facts
about tourist destinations, local events, as well as useful travel tips for both domestic and international tourists
[3].

Digital marketing through the DiSumutAja application not only helps introduce lesser-known tourist
destinations but also makes it easier for visitors to plan their trips more efficiently. This includes accommodation
reservations, event ticket bookings, and access to local transportation services, thereby providing users with a
seamless experience [4].

The DiSumutAja application plays a vital role not only as a promotional and informational tool but also as
an interactive platform between tourists and local tourism service providers. Through review and rating features,
the app allows users to provide feedback that contributes to the improvement of service quality. This facilitates
the development of a dynamic tourism ecosystem, where continuous information exchange between tourists and
business operators results in mutual benefits.

Thus, the use of this application in the promotional strategy of Disbudparekraf Sumut not only assists in
gathering valuable data and analytics but also in strategic decision-making and the adjustment of more effective
tourism policies. The integration of the DiSumutAja application into the communication strategy of
Disbudparekraf Sumut represents a step forward in the digitalization of tourism, expanding promotional reach
to a broader audience, and enhancing operational efficiency, while modernizing the tourism sector and improving
the competitiveness and sustainability of the local tourism industry.

The urgency of this study lies in the need to understand and optimize the promotional strategy used by the
Public Relations Division of Disbudparekraf Sumut to advance regional tourism through the DiSumutAja
application. This study 1s expected to provide deep insights into how digital technology, particularly mobile-based
applications, can be integrated into communication and marketing strategies for effective tourism promotion.
This research also aims to evaluate the impact of the application on increasing tourist visits and its influence on
the local economy, providing a clear picture of the promotional model employed by Disbudparekraf Sumut’s
Public Relations in utilizing digital technology.

The tourism marketing communication strategy through the concept of Contextual Branding with the theme
"Thoughtful Indonesia" during the COVID-19 pandemic. The aim of this research is to analyze how this branding
strategy was applied in an effort to build a tourism image that remains attractive despite the crisis situation. Using
a qualitative method with content analysis, the study found that the "Thoughtful Indonesia" strategy focused on
more emotional and empathetic communication with tourists, emphasizing values such as safety, comfort, and
sustainability in the tourism sector [5].

The study published in Jurnal Mahardika Adiwidia examines the flow of communication within the
bureaucracy following the structural simplification policy at the Ministry of Tourism and Creative
Economy/Agency for Tourism and Creative Economy (Kemenparekraf/Baparekraf). The aim of this study is to
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analyze how organizational structural changes impact internal communication within the ministry. Using a case
study method, the research findings indicate that bureaucratic simplification affects the effectiveness of
communication in the workplace, particularly in decision-making and the coordination of tourism and creative
economy policies [6].

The study published in the Journal of Communication Studies evaluates a social media communication
audit during the COVID-19 crisis. This research aims to analyze how social media was used as a communication
tool in facing the crisis. Using a qualitative case study method on several social media platforms, the study found
that social media communication during the pandemic was more informational, persuasive, and interactive, but
still faced challenges in terms of message consistency and effective crisis management [7].

The study published in Tourism and Hospitality Essentials Journal examines the impact of the "Wonderful
Indonesia” Nation Branding strategy on the decision of Australian tourists to visit Indonesia. The aim of this
research is to determine the extent to which the branding strategy has been successful in attracting international
tourists. Using a quantitative method through a survey of Australian tourists, the study found that the "Wonderful
Indonesia" strategy has a positive impact on the appeal of Indonesia as a tourist destination, especially through
digital promotions and campaigns highlighting Indonesia's natural beauty and culture [8].

2. RESEARCH METHODS

This study uses a qualitative approach with a phenomenological method, aiming to gain an in-depth
understanding of the experiences, acceptance, and realities presented by the DiSumutAja application as an
mnovative tourism promotion tool by the Public Relations Division of Disbudparekraf Sumut [9]. Through a
constructivist paradigm, this research focuses on how stakeholders, including application developers, tourists,
and relevant parties at Disbudparekraf, build their understanding of virtual reality as part of the tourism
promotion strategy [10], [11]. This study explores their subjective experiences and perceptions related to the
benefits and challenges of using DiSumutAja in supporting the development of tourism in North Sumatra.

This study employs a combination of primary and secondary data to understand the implementation of the
DiSumutAja virtual reality application in tourism promotion. Primary data were collected through semi-
structured interviews with representatives from Disbudparekraf, application developers, and purposively selected
users. The sample was determined based on specific criteria, such as the relevance of the participant’s role in
tourism promotion and their direct interaction with the DiSumutAja application. In addition, direct observations
of user mteractions with the application were conducted. For secondary data, the research explored scholarly
literature, books, journalistic articles, and policy documents from Disbudparekraf that discuss the use of digital
technology in local tourism promotion.

The data analysis technique used follows the interactive model of Miles, Huberman, and Saldana, which
includes three main stages: data reduction, data presentation, and drawing conclusions [12]. In the data reduction
stage, the researcher sifted through the information from interviews and observations to focus on the findings
most relevant to the phenomenon of virtual reality-based tourism promotion. The selected data were presented
narratively to identify patterns and connections between the various findings. Conclusions were drawn
progressively through reflection on the analyzed data.

To ensure the validity of the data, this study applied source triangulation, comparing information from
interviews, observations, and secondary data sources to ensure that the conclusions are valid and credible [13].
Additionally, the study incorporated member checking by sharing preliminary findings with participants to
confirm the accuracy of the interpretations. An audit trail was also maintained to track the data collection process,
providing transparency regarding how decisions were made throughout the research.

The research was conducted in the context of North Sumatra’s tourism development, with data collection
taking place over a period of three months. The study acknowledges the limitations of the methodology,
particularly the potential for selection bias in participant recruitment and the challenge of generalizing findings
from a small, purposive sample. These factors may influence the scope of the conclusions, and future research
could address these limitations by expanding the sample size and exploring additional contexts.

3. RESULT AND ANALYSIS

Public Relations Strategy of Disbudparekraf Sumut in Tourism Promotion through the DiSumutAja Application
The tourism promotion strategy implemented by the Public Relations Division of the Department of

Culture, Tourism, and Creative Economy of North Sumatra (Disbudparekraf Sumut) through the DiSumutAja

application reflects the innovative use of digital technology to enhance the appeal and accessibility of regional

tourism. By integrating various interactive features that facilitate access to information about tourist destinations,

culture, culinary experiences, accommodations, events, and state museums, the application serves as an efficient

Public Relations Cx ication Strategy of Disbud kraf Sumut in Promoting Tourism through the DiSumutAja Application: Challenges, Opportunities, and Optimization in the
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communication medium between the government and tourists. This strategy not only changes how information
1s delivered but also how it is received and processed by users [14].

DiSumutAja is designed to provide an experience that is not only informative but also engaging, through
content tailored to the needs and preferences of local tourists. Integration with social media platforms such as
Instagram and the provision of data on location accessibility enhance the ease of trip planning, making this
application a highly valuable promotional tool. It allows Disbudparekraf Sumut to address small aspects of the
tourism experience that are often overlooked but crucial in shaping tourists' perceptions and satisfaction [15],
[16], [17].

Through the communication strategy led by the Public Relations (PR) of Disbudparekraf Sumut, the
DiSumutAja application has become a symbol of the serious effort to adopt digital technology to enhance the
quality of tourism promotion. This approach represents how technology, when applied strategically, can improve
user interaction and broaden the reach of promotional messages while ensuring that the messages remain relevant
and engaging. Thus, the application functions not only as a promotional tool but also as a platform that enriches
the tourist experience and fosters a closer relationship between tourists and the destinations they will visit.

Table 1. Communication Strategy of Disbudparekraf Sumut's Public Relations in Promoting Local Tourism

Through the DiSumutAja Application

Aspect Description Weakness Strategic
Development Actions
Communication The DiSumutAjaapp Limited integration with the  Initiate collaborative
Medium serves as an efficient private sector in providing partnerships between
communication information and services, the government and
medium between the  making the app focus only private tourism
government and on government-promoted businesses to expand
tourists through tourism. the scope of
interactive features promotion and service
and integrated content within the
information. app.
Interactive Integration of Lack of features such as Add features for
Features features such as reviews, ratings, and live reviews, ratings, and
tourist destinations, communication with the direct communication
culture, cuisine, Public Relations team, channels (text/audio-
accommodation, preventing real-time video) to enhance
events, and state interaction for tourists two-way interaction.
museums; as well as seeking assistance or
connectivity with additional information.
social media like
Instagram.
Promotion Digital promotion Promotional activities have  Increase the inclusion
Strategy strategy through the not actively involved the of private business

app to reach and
attract local tourists
with content tailored
to their preferences.

private sector, meaning the
potential of local tourism has
not been fully explored.

actors and local
communities in the
creation of
promotional content,
and organize cross-
sector joint
campaigns.
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User Experience User-friendly app Lack of content Optimize the user
design and diversification and tourism interface based on
informative, engaging  service providers, as wellas  actual needs and add
content that makes limited interactive features, interactive channels
planning trips easier preventing users from for feedback and user
for users. providing feedback or involvement in feature
communicating directly with development.
administrators.
Impact on The app is expected The potential of Sumatra's Reassess regional
Tourism to increase tourist tourism is not fully tourism potential,
visits and strengthen  represented because of the including informal
the cultural identity lack of broad involvement  and private sectors, to
and uniqueness of from the private sector and be better
North Sumatra as a limitations in addressing accommodated in the
tourist destination. tourists' direct needs or app-based
aspirations. promotional system.

Source: Data Processed by the Researcher (2025)

The table above shows that the communication strategy implemented by Disbudparekraf Sumut's Public
Relations through the DiSumutAja application reflects efforts to leverage digital technology as the main medium
for delivering tourism information to the public. This application serves as an interactive communication channel
that allows tourists to obtain integrated information about destinations, culture, cuisine, and local events.
However, the effectiveness of this strategy still faces challenges, particularly in terms of limited collaboration with
the private sector. This limitation results in the promotional content reaching only government-managed tourist
attractions, while the significant potential from independent tourism operators remains underdeveloped.

In terms of interactive features, the DiSumutAja application has integrated several important and visually
appealing contents, including connectivity with social media platforms like Instagram. However, the lack of
features such as user reviews, rating systems, and live talk channels with Public Relations poses a significant barrier
to building participatory two-way interactions. In the context of modern digital communication strategies,
mteractivity 1s a key element in fostering emotional closeness and public trust in the information presented.
Therefore, strengthening these features is crucial so that tourists are not just passive recipients of information,
but also active participants in the tourism communication process [18].

The promotion strategy of the Public Relations Department of Disbudparekraf Sumut so far seems to focus
on a top-down digital approach, where content i1s developed and disseminated by the agency without broad
mvolvement from the community and the private tourism sector. This certainly limits the potential for exploring
more authentic and contextual local narratives. To optimize the communication strategy, the involvement of local
communities and private tourism entrepreneurs is essential. By engaging these various actors, promotion can be
conducted in a more holistic, inclusive, and adaptive manner to the local social and cultural dynamics, which are
the main strengths of the region's tourism appeal [19].

From a user experience perspective, the application's simple and informative design does provide adequate
support for users in planning their trips. However, the lack of content diversity and the absence of a space for
users to provide direct feedback pose challenges in creating an application that 1s truly adaptive to real needs on
the ground. In an effective public communication strategy, the provision of dialogue spaces and reciprocal
communication channels is essential to ensure that the messages conveyed truly address the aspirations and
expectations of the public. Therefore, it 1s important to add feedback channels whether text, audio, or video-
based that can be accessed directly through the application [20].

Public Relations Communication Model of the Culture, Tourism, and Creative Economy Office of North
Sumatra in Tourism Promotion through the DiSumutAja Application

Public Relations Cx ication Strategy of Disbudparekraf Sumut in Promoting Tourism through the DiSumutAja Application: Challenges, Opportunities, and Optimization in the
Digital Era
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The Integrated Marketing Communication (IMC) model implemented by Humas Disbudparekraf Sumut
through the DiSumutAja application demonstrates a structured effort to integrate various promotional elements
mto a comprehensive digital platform. Findings from observations show that the application has combined several
communication channels, such as visual content, thematic narratives of destinations, accommodation
mformation, and connectivity with social media, all aimed at strengthening the positioning of North Sumatra as a
tourist destination. This approach reflects the application of IMC principles, which involve unifying promotional
messages through consistent and mutually supportive media. However, the effectiveness of this strategy has not
vet been fully optimized due to the weak elaboration of two-way communication, which should be a vital part of
the digital tourism ecosystem today [22].

Field observations show that the lack of interactive features such as reviews, a rating system, and direct
communication channels with Humas causes the DiSumutAja application to remain one-sided. In the context of
mtegrated marketing communication, the strength of a strategy lies not only in the delivery of structured messages
but also in the ability to receive and respond to feedback from the audience. The absence of these interactive
features impacts the weakness of the feedback loop, which could provide strategic input for content development,
service improvements, and real-time adjustments to promotional strategies. This also indicates that the role of
Humas as a facilitator of public communication has not been fully optimized in the dialogical dimension, even
though this aspect is crucial in participatory digital-based communication.

Furthermore, the limited collaboration with the private sector also serves as a barrier in strengthening
message integration within the IMC strategy. Most of the content in the application only features government-
managed tourist attractions, without involving independent tourism entrepreneurs who could make significant
contributions to enriching narratives and expanding the promotional reach. As a result, the promotion built
through this application becomes less representative of the diversity within the local tourism industry in North
Sumatra. In the IMC framework, cross-sector collaboration should be an inherent part of the promotional
strategy to create message harmony, enhance the credibility of campaigns, and strengthen the connection between
promoters and the target audience. Therefore, the communication strategy implemented by the Humas
Disbudparekraf Sumut needs to be directed towards enhancing participation, dialogue, and synergy among
stakeholders i order to position the DiSumutAja application as an inclusive and sustainable tourism
communication hub.

Table 2. Integrated Marketing Communication (IMC) Model of the Public Relations Department of the
Culture, Tourism, and Creative Economy Office of North Sumatra through the DiSumutAja Application

Aspect Description ‘Weaknesses Strategic Development
Actions
IMC Implementation in .. . . ..
. . Critical Findings Strategic Implications
Component DiSumutAja App & P

Tourist promotion content .
. . Expand narratives by
is delivered through : . )
.. N Promotional messages are Incorporating content from
destination narratives, .. . ) . ) .

Message ) . fairly consistent but only cover  the private sector to enrich
visuals, cultural, culinary

Integration . ) ) government-managed tourist the variety of messages and
information, and social i L L
. . . attractions. strengthen destination
media, centralized in the o .
positioning inclusively.
app.
. . Develop direct
Basic features only provide L
- i i communication features
one-way information with . . i .
for direct Lack of interactive features (live chat, Q&A forum,
no space for direc . .
Two-Way weakens the feedback loop review system) to

. Interaction between users . . .
Interaction ) . between tourists and the strengthen the dialogic
and Public Relations (no . . i

. ) . promoters. dimension between users

reviews, ratings, or live

i and the government

chat). i
agency.
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.. X . Expand promotional

The digital platform is . ) .
i . Promotional media have not channels through private
} used as the main channel, o . il
Consistency been maximized across media, tourism
connected to Instagram,

of Promotion . ) channels, and collaboration communities, and local
. presenting thematic . . . .
Media . . with external private sector influencers to increase the
information visually and . ) .
.. channels is lacking. reach and diversity of
descriptively. i .
promotions.

: Strengthen collaborative
Content and app i
. networks between the
management are still The app does not represent .
L . . government and the private
dominated by the local the entire tourism ecosystem of .
Cross-Sector B .. . .. sector 1 content
) government, with minimal ~ North Sumatra due to limited .. .
Collaboration . . ) production, information
mvolvement of ivolvement of non- . . ..
. ) dissemination, and digital
independent tourism government stakeholders. . N
. i platform-based tourism
industry players. )
promotion.

Source: Researcher Observation Results (2025)

Table 2 above illustrates that the communication strategy implemented by the Public Relations (Humas) of
the Sumatera Utara (Sumut) Cultural, Tourism, and Creative Economy Agency (Disbudparekraf Sumut) through
the DiSumutAja app has adopted an Integrated Marketing Communication (IMC) model. However, several
structural weaknesses remain that need strengthening [23]. One observed strength lies in the message integration
component, where promotional content such as destination information, culture, culinary offerings, and
accommodation is consistently delivered through a single digital platform integrated with social media. However,
this content 1s still limited to government-managed tourist sites, failing to fully represent the diversity of actors
and broader tourism potential, particularly from the private sector or local communities.

The two-way interaction component in the DiSumutAja app 1s another identified weakness. Although the
app serves as a digital communication tool, features enabling reciprocal interaction between users and the Public
Relations team, such as review systems, ratings, or live chat services, are still unavailable [24], [25]. The lack of
these features disrupts the feedback loop, which should be an essential part of participatory digital
communication. This limitation hinders the role of Public Relations as a facilitator of public communication,
which should be responsive to tourists’ needs and experiences directly.

The consistency of media promotion shows an effort to maintain a coherent narrative through primary
digital channels like Instagram. However, the media strategy remains centralized and has not yet leveraged
promotional networks from external channels such as community media, independent tourism platforms, or
local influencers [26]. In the IMC context, message consistency should not only be maintained within a single
channel but also enhanced through cross-media coherence and the expansion of message distribution networks.
This will ensure that the promotional message reaches a broader and more varied audience.

Furthermore, cross-sector collaboration remains a crucial strategic issue. Currently, the DiSumutAja
application 1s entirely managed by government agencies with minimal involvement from private tourism industry
players, creative economy actors, or local communities [27]. The lack of content from non-governmental sectors
causes the application to be elitist and not representative of the entire tourism ecosystem. From an IMC
perspective, multi-stakeholder involvement is essential for a communication strategy that is not only informative
but also collaborative and inclusive of all actors in the tourism industry.

Low audience participation is a logical consequence of the lack of open communication channels within the
application. Users are not given space to provide feedback, share experiences, or contribute to content
development. As a result, innovation in content and services becomes stagnant due to the absence of input from
users. In modern IMC, audience participation is key to creating communication that not only targets the audience
passively but also encourages them to engage actively as message producers [28].

Public Relations Cx ication Strategy of Disbud kraf Sumut in Promoting Tourism through the DiSumutAja Application: Challenges, Opportunities, and Optimization in the
Digital Era
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Based on these five components, it can be concluded that the DiSumutAja application has a solid
foundation as a digital communication tool for tourism promotion but has not fully optimized the principles of
Integrated Marketing Communication (IMC). To enhance its effectiveness, strategic improvements are needed,
mcluding strengthening two-way communication, involving the private sector and local communities, expanding
message distribution channels, and providing participatory space for the audience. This approach will transform
the application into not only an information hub but also a collaborative communication ecosystem that fosters
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inclusive, adaptive, and sustainable tourism growth in North Sumalra.
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Figure 1. Tourist Responses to Various Factors Within the Digital Tourism Ecosystem

This study focuses on tourist responses to various factors within the digital tourism ecosystem. The interview
map developed illustrates a thematic structure centered on the main category of "Tourist Response,” which
branches into eleven key subthemes. Fach subtheme represents a crucial aspect that influences tourists'
experiences, perceptions, and decision-making in the context of digital tourism information consumption. This
approach enables researchers to gain an in-depth understanding of the interrelationships among factors and to
identify key patterns emerging from the interview data.

The first subtheme explored is Content Development and Digital Tourism Engagement. In this context,
mterviews revealed that the quality of digital content plays a critical role in capturing tourists’ initial interest.
Informative, engaging, and authentic content enhances user engagement, shapes positive perceptions of
destinations, and fosters interest in visiting. These findings underscore the importance of user experience-based
content development strategies to improve the effectiveness of digital tourism promotion.

Local Cultural Insights and Tourist Decision-Making also emerged as central points in the analysis. Tourists
tend to consider local cultural values in their decision-making process. Cultural insights gained through digital
platforms enrich tourists’ knowledge and increase their desire to explore specific destinations. This factor
highlights the need for the presentation of well-curated and authentic cultural information in tourism promotion
materials.

Public-Private Collaboration and Tourism Discovery play a significant role in shaping tourist experiences.
Collaboration between public and private sectors has proven effective in expanding access to more diverse and
reliable tourism information. Through such partnerships, tourists can discover new and lesser-known
destinations, thereby broadening travel choices and enhancing the distribution of tourist visits across various
regions.

In the interview mapping, User Satisfaction and Government Presence emerged as moderating factors that
mfluence the relationship between tourists’ expectations and their actual experiences. Active government
participation in providing information and managing destinations significantly contributes to user satisfaction.
Government intervention is considered vital to ensuring the quality of information and promoting tourism
sustainability, particularly in digital contexts where oversight can be challenging.

Other highly influential aspects include Travel Decision-Making, Feature Improvement, and Destination
Recommendation. Continuously updated features on tourism platforms, based on user feedback, improve
convenience in travel planning. Personalized destination recommendations based on users’ previous preferences
enhance tourists’ trust in the platform and increase the likelihood of actual travel. This highlights the importance
of continuous innovation in the development of digital tourism services.
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Finally, User Trust and Tourism Information serve as critical nodes within the overall ecosystem. Users’
trust in the information provided greatly determines the effectiveness of digital tourism communication.
Accuracy, relevance, and timeliness of information are key factors considered by tourists. Therefore, digital
tourism service providers must ensure transparency and consistency in all forms of communication to maintain
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and strengthen user trust.

Figure 2. The most dominant words
The findings from the interview analysis are visualized through a word cloud that highlights the most

frequently mentioned keywords during conversations with respondents. The most dominant words "app",
"information”, and "DiSumutAja" indicate that discussions primarily revolved around a digital tourism application
as a medium for delivering information to travelers.

The words "government" and "Sumatra” appear prominently, suggesting that the role of the government and
the geographical focus of the study, North Sumatra, are significant concerns among respondents. The government
1s perceived as a key actor in providing, managing, and validating tourism-related information. This reflects
tourists’ expectations of public authorities to ensure the accuracy and credibility of digital tourism information
platforms.

Additionally, terms like "tourism", "destinations", and "travel" also stand out, implying that tourists seek
information not only about major attractions but also about a broader range of destinations, including lesser-
known places. Expanding destination options and enriching travel experiences appear to be priorities in users’
expectations from the application.

The word cloud also includes terms such as "accurate’,
tourists value information that is precise, beneficial, and relevant. The accuracy of data is critical in building user
trust in the application. Incorrect or outdated information may damage the platform’s reputation and erode

useful’, "helpful”, and "content", emphasizing that

public confidence.

Terms like "platform”, "sources", and "features" further suggest that beyond content, technical aspects such
as usability, feature design, and diversity of information sources are also key considerations. Tourists expect an
application that is not only rich in content but also user-friendly, with features that support practical and timely
travel decisions.

Interestingly, words like "feel", "personally”, and "experiences" also appear prominently, indicating that
personal experiences and user emotions while interacting with the app are taken into account. This underscores
the importance of a human-centered approach in digital tourism app design, where user experience (UX) plays
a central role in determining overall satisfaction.

In summary, the interview map demonstrates that the success of a tourism information application depends
on a combination of well-managed, government-backed informative content, user-friendly platform features, and
the delivery of accurate, personalized user experiences. These insights form a crucial foundation for developing
strategies to enhance digital tourism applications in North Sumatra and beyond.
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4. CONCLUSION

Based on the research findings, the communication strategy implemented by the Public Relations Division
of the Department of Culture, Tourism, and Creative Economy of North Sumatra through the utilization of the
DiSumutAja application demonstrates significant progress in the digitalization of regional tourism promotion.
The application serves as an effective communication medium for conveying information about tourist
destinations, local culture, and tourism activities through integrated and easily accessible content. However, the
effectiveness of communication remains limited due to the lack of interactive features, low two-way
communication, and minimal involvement of non-governmental actors, particularly the private sector and local
communities. These limitations hinder the creation of a participatory and representative tourism communication
ecosystem that truly reflects the region’s diverse tourism potential.

From the perspective of the Diffusion of Innovation and Media Richness theories, the DiSumutAja
application aligns with the characteristics of rich media in delivering information. However, it has yet to fully
capitalize on interactivity, which is a crucial component of modern digital communication. Strengthening a more
mclusive and dialogic communication strategy is essential. This can be achieved by developing features such as
reviews, real-time feedback systems, and fostering collaborative partnerships between the government and
imdependent tourism industry stakeholders.

In practical terms, the study highlights the need for more interactive and inclusive features within the
application, recommending that policymakers and app developers prioritize engagement from both the private
sector and local communities. This approach will enable DiSumutAja to evolve from merely an informational
tool 1nto a responsive, adaptive, and sustainable platform that supports the growth of North Sumatra’s tourism
sector in the digital age.

Although this research provides valuable insights into the current state of digital tourism promotion, it also
has limitations, including a lack of quantitative data to measure the app’s objective effectiveness. Future research
could focus on conducting more comprehensive evaluations, including user engagement metrics and broader
stakeholder participation, to refine the communication strategies employed.

In conclusion, the DiSumutAja application has the potential to become a transformative tool for regional
tourism promotion, but its success depends on adopting a more interactive, collaborative, and inclusive
communication strategy that integrates the diverse voices of all tourism stakeholders. By addressing these
challenges, the app can play a pivotal role in enhancing North Sumatra’s tourism sector while fostering greater
engagement and sustainability.
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