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Abstract. In this era, technologies are fundamental to doing business. The role of technologies in 

business communications is expanding, and it offers many opportunities. Not only it creates 

impacts on the internal matters to business, but it also helps to develop social, political, and 

economic environments. Many technologies internet that is using to promote the business or 

collaborate with the other platform business. Social media has become one amongst the most-used 

channel both for private and business communication since the start of this decade, but its various 

sides might not use within the same manner as individual usage, while for business or company 

purposes, it becomes a tool to develop the tourism sector. This study aims to know and how the 

tourism industry business today is in anticipating competition in industry 4.0, how the tourism 

industry doing business communication, and the media tourism industry to promote business. The 

tourism industry is the world's largest economic sector, which contributes 10,4% to global GDP. 

Three hundred thirteen million jobs or 1/10 jobs in the world supported by the travel and tourism 

industry, this is equal to 9,9 % of global employment and 1/5 of all global net jobs created in last 

decade have been within the travel and tourism sector (World and Tourism Council,2018 p.3). The 

tourism industry is an industry that has a positive impact on improving the economy of countries. 

In addition to creating employment in the tertiary sector, the tourism industry often promotes 

growth in the primary and secondary industries regarded as the multiplier effect. Increasing the 

tourism industry will create new entrepreneurs and a new workforce, and often see as a promotion 

media used by the tourism industry. To achieve these objectives, the writers use a qualitative 

methodology by collecting the data from primer and secondary data. This research addressed how 

the tourism industry can exist in industry 4.0 by using the key reveal determinants found in the 

analysis. 
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INTRODUCTION 

Globalization is an effort to integrate various countries throughout the world economic, 

political, or cultural activities in the public and private sectors. The rapid advancement of 

information technology drove it during the decade. Globalization has become an inevitable 

phenomenon in national borders to facilitate the movement of people, data, capital flows, goods, 

and services. Meanwhile, according to Daly (1999), globalization refers to the integration of the 

global economy from many national economies into the single global economy, primarily through 

free trade and free capital mobility, but also by smooth or uncontrolled migration. From this 

understanding, it is understandable that globalization can have both positive and negative impacts 

on a country. The involvement of cooperation between countries carried out by the government of 

Indonesia, including the trade cooperation between the ASEAN Economic Community (AEC) and 

the World Trade Forum (WTO). The benefits that can be obtained by business people from free 

trade include market expansion that will open up opportunities to increase profits, increase 

economies of scale, and opportunities for business growth. In the case of the AEC, the engagement 

could also enhance security and socio-cultural cooperation among the 10 ASEAN member 

countries. Foreign trade is also a source of foreign exchange, especially if exports are higher than 

imports.  
Tourism in one type of business whose consumers come from local and international 

customers. The contribution of tourism business to the country’s economic growth is quite 
significant. Recent data shows that the tourism sector can absorb around the workforce 313 

million jobs, which equal to 9,9 % of global employment, ,and 1/5 of all global net jobs created 
in the last decade have been within the travel and tourism sector (World and Tourism 

Concil,2018.  
In Indonesia, the tourism industry contributed to the country’s foreign exchange of 

15.20 billion USD in 2017 and increased in 2018 to 2018 to 17.00 billion USD, and in 2019 to 
20 billion USD. Meanwhile, the number of tourists coming to Indonesia has also increased 

from 2014 to 2017 from 9 million foreign tourist to 12.6 million, and the target for 2019 will 
be 2o million foreign tourist. The digital platform becomes a vital tool for promoting tourism 

destinations. With social media, websites, and mobile applications, various stakeholders promote 

tourist destinations for different purposes. Both service providers and travelers able to collect much 
information as they can for their benefit. However, on the other side, there is no guarantee that the 

tourism promotion campaign will be a success just by having a presence on the Internet. This 

phenomenon happens because people provided with much information about tourist destinations 
as people nowadays actively sharing information, experiences, references about product and 

service.  
The organization in charge of promoting tourism has to participate in the Internet actively and 

engage with people as well. Generally, they create a collaborative platform on the Internet to sharing 

experiences by delivering quality content. Hence, it allows people who have not been in a tourist 

destination to get a picture of what is going on there or to simplify; they have to create a live experience 

for a tourist destination. “Tourism promotion should give consumers knowledge of the existing 

attractions and infrastructure, differentiating the destination from the competition, 
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inspiring confidence and credibility as well as influencing the management of the destination and 
the purchasing process” (Da Cruz, 2008).  

The recent development in technologies for a couple of decades creates many 

opportunities for communication and the plan to develop social, political, and economic 
environment. Social media has become one amongst the most-used channel both for private 

and business communication since the start of this decade, but its various sides might not use 
within the same manner as individual usage, while for business or company purposes, it 
becomes a tool to develop the tourism sector.  

The phenomenon of technology development gives countless and various ways to 
support as well as support social and economic environment. Social media created a way for 

people around the world to communicate with each other about anything, such as services and 
products, events, news, and corporation that they encountered in their daily life. Social media 

in promoting business took approach by combining the traditional way of company to 
introduce or sell their product by salesman or saleswoman and digitalization, which allows 

people to have borderless communication without having to meet each other in real life. 
(W.Mangold and Faulds, 2009).  

Hotel is one of the tourism industries, which have an essential role in supporting the 
tourism industry. The increasing number of tourist will have an impact on increasing the 
number of dwellings, so the promotion carried out by hotels must be following the 

characteristics of tourists in the millennial era. As for the media that is currently considered 
appropriate is digital media. Digital media can reach more and broader tourist without limits 
 

 

RESEARCH BACKGROUND 

International business communication 

Communications is vital apart from personal benefit, which is also essential for the 

company. Effective communication can help the business. As stated by Courtland L. Bovee (2013) 

regarding the effectiveness of business communications has a step: Provide practical information, 

Give fact rather than vague impressions, Present information in concise, Efficient manner, Clarify 

expectation and responsibilities, Offer compelling, Persuasive argument and recommendation are 

the essentials factors for the effective business communication.  
Communicating is a necessity in the business world today, a professional cannot 

express their idea adequately, and it will be difficult for them to reach a desired agreement 

when operating internationally the role of communication in the global business environment 
which evolves into intercultural communication and necessary to doing business globally. 
Companies have to face the reality of an intercultural environment which brings diversity and 

shortcomings. Without the awareness of this fact, we cannot compete in the market, and there 
is a possibility of restricted profitability opportunities. (Marcel Pikhart, 2014). The relevant 
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literature on the subject, the proposed approach, and the new value of research which is its 
innovation, as well as the urgency.  

As for international business communication activities related to the promotion of 

business and product (exports) that seek to reach government and the private sector from other 
countries to conduct business transactions (trade, investment, travel and tourism).The 
stakeholders in international business communication include communication who come from 

business circle, whereas communicators usually come from officials of government agencies, 
business circle and communities in other countries (Darwis Yulandre,2013)  

Quality communication is not only a straightforward transmission of data but also 
getting the same perspective of needs and wishes. It is the responsibility of professional 

workers in the tourism industry to make sure that the information provided is accurate, which 
is influenced by the different impressions of feedback received from outside. Tourists have 

subjective interpretations and perceptions in their beliefs, but at the same time, they have to 
come clear to their preferences in order to avoid confusion or ambiguity in receiving requested 
services.  

For the past two decades, the art of managing global communications developed 
gradually. Most business communication textbook wrote by expert such as Hanna and Wilson 

(1998), Chaney and Martin (2000), Locker (2000) Thill and Bovee (2002), Adler and Elmhurst 

(2005) suggest people who in charge in international business communication matter should 
understand the basic features about culture they aimed to. This action is essential to create 

efficient communication in the global business environment. The communicators also need to 

consider the cultural diversity and intercultural awareness within the country such identify the 

“dos and don’ts," what is appropriate and inappropriate ways to express ourselves and how 
those are associated with various culture, values, attitudes, group and social setting which 

involves the international business communicator. In turn, international business 

communicator deals with issues supported by comprehensive, realistic information. Issues that 
often emerge are verbal and nonverbal communications habit, corporate behavior, business, 

and social norms, and intercultural negotiation mechanism in a different country (see Harris 

and Moran, 1996). But the truth is culture is complex.  
Effective communication is a vital aspect of organization activities, and it applies to any 

function and position. For example, the global manager needs to plan, organize, monitor, and 

facilitate all functions to create one dynamic and effectively functioning operational system by 

effective communication. Cross-cultural communication will happen when two managers from 

different cultures interacting in both verbal and nonverbal ways for business purposes. Like usual 

business, the international business also involves negotiation, coordination, and conflict resolution 

that requires inter-firm communication. A direct meeting will cost time and finances for both 

parties due to the geographical factor. As a writer doing research for this paper, the writer found 

only a few research available for inter-firm communication technology in international operations. 

Most of them focused on the role of communication technology in promoting economic 

development and analyzed it from a macroeconomic perspective (e.g., Overa2006; Molony, 2009). 

Some of them focus on micro-level, where the use of information communication 

Advances in Social Science, Education and Humanities Research, volume 423

427



 
 
 

 

  
 

 

 

 

 

technology enables more timely market information, lower coordination costs, and trust-based 
ties between the partners (e.g.Datta,2001; Overa 2006).  

The magnitude of the role of the tourism industry on a country’s economy is necessary 

to make an appropriate business communication strategy both to build internal business 
communication and external business communication. The scope of communication here is 

refer to the business organization environment. In this environment, there are several interested 

parties (stakeholders) that influence the organization as a whole. Based on the ‘map’ of 
organization, it carried out in the organization internal and external environment. In the internal 

environment, the organization certainly has internal stakeholders, such as manager and 

employees. In the external environment, the organization has external stakeholders such as its 

customers or other organization or company such as distributor and supplier companies  
Based on the statement Revista Latina de (2016), the tourism industry becomes one of 

the pillars of the world's economy because it is constantly to show an obvious impact on the 
country. The constant growth of tourism is due to various factors, including:  
a. Internalization. Because of its existence, tourism is expected to become internalized, but it 

shows some significant change over the years, such as opening borders between countries 
and the mutual agreement between countries to erase visa requirements to ease tourist when 
they are traveling abroad. This action is the country's way of promoting its tourism sector.  

b. Corporate globalization. The significant growth over decades in the tourism industry triggered 

the player in the service and tourism industry to expand more. This created consolidation of the 

major player in hotels, restaurants, aviation, and transportation corporation in order to provide 

the tourist with one-stop service.  
c. Sustainable tourism. Mass-tourism activities are creating a big impact on the environment, 

society, and culture. The stakeholders in the tourism industry are aware of the impact of 

mass-tourism and collaborate to establish policies related to those factors that affecting 
sustainable tourism as well supported programs to promote sustainable tourism to create 

well-used resources and significant economic and social development.  
d. The emergence of a new business model: The technology development, especially in the 

Information Technology area, enables tourism companies to market their product directly 

to people without using the third-party such as travel operators and agents. E-commerce in 
the tourism industry added with low-cost tourism services changes their consumption and 
purchasing habits and created independent traveling and direct purchasing.  

e. Trend shift: The shifting trend in tourist's way to travel is quite significant. They change 

from general and "stick to the rule" way of travel to specialized tourism, which caters to the 
specific needs of travelers. This type of tourist usually more active, desire to blending with 
the culture of places they visited, which creates a new market segment and tourist 
destination.  

f. The emergence of a collaborative promotion model: In this model, tourist voluntarily gives 
their impression to tourist destination or services they visited or suggest the unique 
destination by writing in a travel blog, rating and giving a 
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review in mobile application or website or travel blog to create a live experience for the 
potential visitor. 

 

The Role of Media in Business 

The international business, international business communication, international 

business transactions, and international management are four things that run together and can't 
be separated. The international business transaction starts with an exchange between cultures 

and people with different job functions. This practice changes gradually over a thousand years 

and specific commercial practices and unique rules until it created a dynamic yet expanding 
system that we have today. There is a significant difference between domestic and international 

business transactions. As for domestic transactions, the interaction between customers and 

traders treated as a part of business management. Meanwhile, international transaction treated 

the interaction as general management, at least when considering business communication 
research.  

International business transactions have the following characteristics (Kitagawa and 

Kashiwagi,1999): (1) The possibility of using foreign law as a legal umbrella for business 

contracts and it might result in more complicated latter action rather than using domestic law. 

(2) There are possibilities of intercultural understanding issues due to cross-cultural 
negotiation, conclusion, fulfillment, and conflict resolution. (3) Foreign language issues. (4) 

Exchange rate risk issues due to differences in the country's currencies and its value. (5) State 

interventions or policies that might create an unexpected loss of international business deal are 
more likely to happen in a cross-cultural business agreement. (6) Participation by foreign law 

institution and procedure such as courts, arbitration/mediation, and lawyer when resolving a 

dispute between two parties.  
Promotion is an essential part of introducing products or services to consumers. 

Promotional activities will have a positive impact on increasing company operating profit. 

Promotion as an element of the marketing mix, which has communication and lighting 
guidelines. Communication mix functions. To foster public awareness about attractions and 

provide information to the market (target market). Hotels can take several actions in 
communicating their business. The approach can be made directly or through cooperation with 

other parties. The approach can directly be made with sales promotion, and the indirect 
approach can be made using the media.  

The development of digital media is currently more advanced, more and more media that 

can be used by individuals and companies in optimizing their business. This will require individuals 

and organizations to make changes in communication. Likewise, it is the case with the tourism 

business world. The higher the use of the media. Hotel is one part of the need for media to make 

changes to business communication. Media has very high strength in disseminating information 

and promotions that can affect the people who see it. Likewise, digital media has advantages such 

as lower promotional costs with high effectiveness. 
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Today digital media is a lifestyle for individuals and organizations, with no access 

limits and can be done anytime and anywhere so that it is beneficial in the promotion of the 
tourism sector. Changing the use of business communications from conventional to online 
media is one of the strategies carried out by the hotel. Implementation of strategies online 

through social media is now widely used by tourism businesses to build relationships with 
other stakeholders through trust and content that is beneficial to the community. Social media 

to be accessed anywhere and anytime provides opportunities for businesses to reach a broader 
audience to promote a variety of existing tourist areas.  

In terms of business success, technology and innovation are important. The corporation 
that follows technological changes and adapts it to their business process, products, and other 

factors often easily increase their competitiveness. Research and Development activities 

should prioritize the role of technology-changing and innovation-making. For instance, in 

order to increase corporate's growth, there should be an enabling atmosphere where the 
development of the business is taking place. Firms, organizations, or industries, where 

knowledge is used with great care, prosperity is based on innovation capabilities rather than 

low cost. Innovation improving in added-value in product or service, country's productivity, 
and tackle global programs such as environment and scarcity. International competitiveness 

also triggered by specialization in technological innovation. (Sarıçoban, 2013) 

 

Tourism in Industry 4.0 

Industry 4.0 was first time mentioned in 2011, at the Hannover Fair, Germany. The 
digital technologies application expand lead to a new industrial revolution era, which becomes 

an important topic in the last decade. Industry 4.0 defined as the ability of machines to replace 
manpower in manufacturing and supporting daily needs. This new era is changing the way 
mass-manufacture produces and applied digital technology in its processor called in terms of 

"smart way." The experts who attend the fair stated the digital era creates a new way of the 
production process and new economic concept based on advanced technology strategy. 

(EBSO, 2015; Robles et al., 2016).  
There are three significant innovations in ICT that have influenced the redefinition of the 

organizational structure in the global tourism industry (Shanker, 2008; Pease & Rowe, 2005), 

which are: The development of Computerized Reservation Systems (CRS) as a platform for public 

information application, The development of Global Distribution Systems (GDS), and The 

development of the Internet as a new platform for commercial tourism stakeholders.  
Industry 4.0 represents an integrated industry vision to apply through the computer, 

software, and internet. In this context, it also represents a digital revolution in the production 

process, such as smart factories, automation orders, and robot distribution. In addition, this 
vision is designed to include all stages of the value chain, starts from the initial idea stage to 
engineering, production, usage, and recycling stages (Lydon,2016). 
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Industry 4.0 has an impact on the business world, where the target consumer has no 

boundaries. This can change the strategy of business communication carried out into 
international business communication. According to the US Competitiveness Council, the 

factors that determine competitiveness changes over time. In the past, "quality and low 

production costs" were an important determinant of competitiveness, but it is not relevant to 
today's environment. According to them, there is a small possibility that a country can compete 

by apply low labor costs, equal access to the market, and using standard production methods 

over the years. Competitiveness is able to achieve by having innovation capability and creates 
products and services by the capability of the company. Innovation also not only the tool to 

ensure an effective way to facilitate interaction between customer and business partners but 

also ensure the continued success of the tourism market. (Čavlek,2006).  
Hotel is one of the tourism industries that must make changes to its business 

communication strategy. Business communication strategy carried out, in this case, is in the 
form of promotion using digital media or online media. In the travel structure, we know Hotel 
is a part of the accommodation service for tourists so Hotel should make a linkage to another 
part of the travel structure.  
 
 
 
 
 
 
 
 
 
 
 
 
 

 

Picture 1: Tourism structure 

 

Development of applications that provide regional tourism information that includes 
travel cost, entrance fees, nearby lodging, and other information can also be a surefire strategy 
in optimizing digital marketing. The effect of industry 4.0 in the business sector are defined in 

three main factor: integrated and digitalization of vertical and horizontal value chains, 
digitalization of product and services, creation of digital business models, and customer 

relations. 

 

 

METHODOLOGY 

Methodology in this research is a case study and then using descriptive analysis. Data 
collected from primer and secondary data. The unit analysis is a Hotel at West Java, Indonesia. 
The interview is one technique to get current information about the media to promote a Hotel. 
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RESULTS AND DISCUSSION 

Social Media to Promoting Business Hotel 

According to Rob Torres (2017), the Managing Director of Google, starting from 2017, 

there will be another 1 billion people coming online and mobile device is the only source to 
connect to the Internet. Nevertheless, a growing mobile phone user population remains strongly 

opposed to the slow pace of mobile development that we see through the small travel business. 

He mentioned that it is now up to travel companies to become mobile-phone oriented because 
they have the responsibility to global mobile users to both boost the basic experience in terms 

of internet speed and usability and taking advantage of mobile device's capabilities. The media 

can use for personal and organization, especially hotels. District Jatinangor as a little city in 
Sumedang West Java, but we can see there are many hotels, apartments, apartcoss, and 

something like this (dormitory for student). So, they should be a competition to get many 

guests. For these cases, Manager Hotel X said; we should make a good strategy if we want 

sustainable.  

In developing the hotel business, many strategies are carried out, especially in 
promoting the hotel to consumers from abroad. Some of the strategies used are to use social 

media, which is widely used when establishing cooperation with large business platforms and 

having more extensive users. Based on interviews The social media used by Hotel X are 
Instagram, WhatsApp, and Facebook. This social media, according to Hotel X Manager, is 

more effective and efficient in promoting hotels. However, this media is limited to the number 

of followers, so there are still consumer limitations. Hotel X is located at Raya Jatinangor 

street. Sumedang, West Java. This hotel has been around for a long time and until now still 
survives and is able to compete with new and more modern hotels in terms of design. The 

number of guests staying at Hotel X in the last three months, from July to October 2019, 

amounted to 2210 people. The number of guests staying will increase if the graduation season, 
especially IPDN graduation events. For the spread of guest hotel described in the table below: 

Table .5.1 Guest Hotel X on July- October 2019 (Data Analysis) 
 

 NO   Month    

Guest

/    Reservation      

             

Perso
n          

 1    July       

59
7      Traveloka,Agoda,Pegipegi.com,rajakamar,   

                     sales, Instagram    

 2    August      

68
9      Traveloka,Agoda,tiket.com,pegipegi.com,   

                     hotel sales   

 3    Septem     

38
0      Traveloka,Agoda,pegipegi.com, hotel sales  

     ber                   

 4    Octobe     

54
4      Traveloka,Agoda,pegipegi.com, hotel sales  

     r                   

     Total    

2.21
0            
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Based on the table above, the higher Hotel guest in August, namely 689 guests. The 

increasing number of hotel guests because in August there are many events on Campus, namely 
IPDN graduation. The increasing number of guests due to the Hotel strategy to collaborate 

with Online Travel Agent (OTA). This strategy is proven to can increasing guest hotels. Online 

Travel Agents that have collaborated with Hotel X, namely Traveloka, Agoda, pegipegi.com 
and tickets.com, and rajakamar. The collaboration with OTA has succeeded in increasing the 

number of guests staying by 60%. This hotel states that the media is very influential towards 

guests who are staying overnight. Other reasons delivered by Hotel X Managers at this time 
the public needs to use an online compilation of hotel bookings. This is also adapted to the 4.0 

era or the new era apart from the use of digital technology. 

 

Based on the results of the interview with the General Manager of Hotel X about the 
strategy obtained by his hotel, it was obtained about the methods obtained so that his hotel was 
in demand by guests who would stay at Jatinangor by collaborating with all parties such as: 

1. Local Government 

2. Private parties and companies 

3. Companies that already have a Digital Business Platform 

4. Sales Promotion 

5. Tourism conscious community 

 

The types of guests staying at Hotel X, namely: (1) Domestic Tourists; guests who stay 

are from local tourists who travel for business or leisure.(2)FITS (Free Independent Travelers): 

guests who stay personally. (3) GITs (Group Inclusive Tours): Guests who stay at this X Hotel 

together are on a tour or work visit and (4) Regular Guest: Guests who stay overnight without 

making a reservation in advance 

Guests staying at Hotel X are from all parts of Indonesia, very few guests or tourists 
from abroad Jatinangor. This data is obtained from secondary data submitted by the Hotel X 
Reservation. Many guests are from within the country because Hotel X is near to IPDN, 
IKOPIN, and ITB campus, where students come from all provinces in Indonesia. 
 
 
CONCLUSION 

Based on research analysis, the Internet, especially social media, become the main 

platform for corporate and individuals to fulfill their daily communication needs. Using social 

media is vital for promoting business to reach the international 
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market. Blogs, micro-blogs, social networks, video file sharing, and forums for discussions are 

various types of Internet products in terms of communication and sharing information, but not 
every single platform is suitable for specific communicative purposes. Our analysis showed 
that all forms of Social Media that hotels used for doing business communication with direct 

communication like using the blog, Instagram, Facebook, and collaborating with the digital 
platform such as Traveloka, tiket.com, Agoda, and pegipegi.com. Its platform has a remarkable 

impact on increasing hotel guests. 

From the discussion above, it can be concluded the digital media should continue to be 

optimized to support tourism marketing strategies because, with digital media, it is expected 

to help increase the income of the tourism sector, especially for regional income itself. So that 

remote areas that have hidden tourism potential can be more independent and better known by 

local and foreign tourists. The use of technology as a medium to collect information is now 

supported by the existence of social media, which enables interactive communication. 

Technology development also enables the delivery of exciting content in the form of text, 

images, audio, and video that can provide clear information about the products or services. No 

exception, social media is also widely used by the tourism industry. 
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