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PE®EPAT

Llenr wuccienoBaHus: HW3YYUTh POJb O(PUIMAIBHOTO TYPUCTHYECKOTO caiiTa B
MPOJIBMKEHUU TYPUCTUUECKOTO HAITMOHAIBHOTO MTPOIYKTA, €0 OCHOBHBIE KOMMYHHUKAIIMOHHbBIE
O0COOCHHOCTH M peKJIaMHbIe CTpaTeruy, HAIpPaBJICHHbIE HA MPHUBJICUEHUE TYPHUCTOB, a TaKKe
pa3paboTaTh MPOEKT KOMMYHHUKAIIMOHHOTO TPOABUIKEHUS TYPUCTHUYECKOTO MPOAYKTa
WNHpoHe3un nist pOCCUICKUX TYPUCTOB.

OOBeKT uccneoBaHus — HHCTPYMEHTHI MPOJBIKEHHS HAIMOHATBHOTO TYPUCTUYECKOTO
npoaykTa. [IpeameToM HaHHOTO MCCIEIOBaHUSA SIBISETCS UCIOJIb30BaHUE OQUIIMATBHBIX BEO-
CaliTOB KAaK HWHCTPYMEHTOB IMPOJBWXEHUS HALMOHAIBHOIO TYPUCTUYECKOIO MPOAYKTA
Nunone3nn 1 poCCUICKON ayTUTOPUH.

Pe3ynbpTaThl MOKa3aau, YTO POCCUMCKUE TYPHUCTHI IEHAT MOAPOOHYIO M MPAKTUYECKYIO
TYPUCTHYECKYIO HH(POpMAIINIO, peKIaMHBIE CTUMYJIbI M IPUBIICUEHUE COIMATBHBIX MeIUa. DTO
JIOJKHO JIeYh B OCHOBY pa3pabOTKH MapKETUHTOBBIX CTPATETUH, KOTOPBIE Oy1yT BOCTPEOOBAHBI
POCCUNCKUMU TypUCTaMH U OyAYyT OTBEUATh UX KOHKPETHBIM MOTPEOHOCTSIM.

[IpennoskeHHBIN TPOEKT NPEJCTaBISET COOON TOPOKHYIO KapTy ISl TOBBIMICHUS
3G (HEKTUBHOCTH HHJIOHE3UHUCKOTO TYPUCTUYECKOTO CaiiTa B MPUBICYCHHH POCCHUICKUX
TypuctoB. CrenyeT u3MeHUTh (popMar BeO-caiiTa, BKJIIOYMB B HEro 0oJiee JOKAIM30BaHHBIN
KOHTEHT IS PYCCKOTO SI3bIKAa, HANPUMEP, MOJPOOHYIO MPAKTHUYECKYI0 U YYUTHIBAIOIIYIO
KYJbTYPHBIE OCOOCHHOCTH MH(OPMAIIHIO O TIOE3IKaX, PACIIUPEHHYIO S3bIKOBYIO MOJJICPKKY U
WHTEpaKTUBHBIC QYHKIMU. HIOHE3UIICKHE TYPUCTUUECKHUE BIACTH JIOJDKHBI TPOJBUTAThH BEO-
CalT uepe3 COIMAIbHBIE CETHU, MAPTHEPCKUE OTHOIIEHUS C POCCUUCKUMHU TYPUCTUUECKUMHU
areHTCTBAMH U BIMSTEIbHBIMU JUIIaMH, onrTuMu3aiiio SEO u nieneByro HHTEpHET-peKiIamy JIs
Jy4IlEro 0XBara U MPUBJIECYEHUSI POCCUICKUX TYPUCTOB.
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ABSTRACT

The purpose of the study: to study the role of the official tourist site in promoting
the tourist national product, its main communication features and advertising strategies
aimed at attracting tourists, and also to develop a communication project to promote the
tourist product of Indonesia for Russian tourists.

The object of the study is tools for promoting the national tourism product. The
subject of this study is the use of official websites as tools for promoting the national
tourism product of Indonesia to the Russian audience.

The results showed that Russian tourists value detailed and practical travel
information, promotional incentives and social media engagement. This should form the
basis for developing marketing strategies that will be in demand by Russian tourists and
will meet their specific needs.

The proposed project provides a roadmap for improving the effectiveness of the
Indonesian tourism website in attracting Russian tourists.

The website should be changed to include more localized content for Russian, such
as detailed practical and culturally relevant travel information, enhanced language
support, and interactive features. Indonesian tourism authorities should promote the
website through social media, partnerships with Russian travel agencies and influencers,
SEO optimization, and targeted online advertising to better reach and engage Russian

tourists.

Keywords: Website, Tourism product promotion, Digital platform, Information
resources, Tourism identity, Nation-Branding, Games, Storytelling, Russian market,

Tourism product understanding
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INTRODUCTION

In the context of globalization, tourism is emerging as a very important economic
driver, especially in countries like Indonesia because tourism makes a significant
contribution to foreign exchange earnings and overall economic growth. The importance
of tourism lies in its role as a source of state income, and tourist visits are the main key to
economic prosperity. This statement, as highlighted by Sari (2018), underscores the
symbiotic relationship between tourism and economic progress, where the absence of an
influx of tourists will hamper the trajectory of major economic growth. Indeed, tourist
influx is a cornerstone of economic progress. Without a steady flow of visitors, major
economic growth will be stunted, highlighting the importance of tourism in shaping the
national economy (Maturbongs, E. E., & Lekatompessy, R. L., 2020).

The Internet is a widely used source of information around the world. Then Internet
is now widely used in the life of our society and in all spheres. Today, the role of the
Internet in the development of tourism is invaluable. Organizations operating in all areas
of tourism use the Internet directly. In addition to advertising their organizations through
the Internet, they are delivering travel products to tourists online. The Internet allows
tourism organizations to provide information about their organizations to partner
organizations over long distances (Irgashevich, Odilovich, Mamadaliyevich, 2022).

Tourism promotion is undergoing a process of transformation. It has evolved from
controlled mass communication, focused on the asymmetrical and one-way promotion of
popular tourist destinations, to a new era of web-based multimedia information. It is
important to have sophisticated and advanced technology to attain an exponential growth
in travel industry to manage the quality and increasing volume of traffic in tourism. The
evolution of innovative tourism services and products along with an exponential increase
in tourism demand, has helped businesses adopt IT at a wide-scale and internet as an

electronic intermediary. In simple words, the Internet medium acts as a new
J



communication and distribution medium for travelers and providers of travel services and
products. Advent of the technology of internet has enabled tourism and travel businesses
to further improve their efficiency, competitiveness, productivity, and performance
(Goyal, Sharma, 2013).

This study focuses on how countries promote and improve their national tourism
products using official tourism website. Websites have become consolidated as an
essential platform for tourism promotion and advertising, but these platforms need to be
adapted to the changing needs and behaviors of the tourist in the era of 4.0, using resources
and tools that make the tourism offer more attractive and through the creation spaces of
interaction that allow users to participate and obtain direct advice on the web (Tudnez,
Altamirano, Valarezo, 2016).

People use technology and information as a means of supporting messages,
searching for data and information, and even solutions to problems (Sugiono, 2020). This
development cannot be separated from the results of the industrial revolution 4.0, namely
the maximum use of digital technology (Schweb, 2016) giving rise to a new concept in
the form of 5.0 society developed by the Japanese government (Fukuyama, 2018). 5.0
society is the concept that technology will coexist with humans to improve a good quality
of life. Tourism is one sector that can benefit from the 5.0 era of society (Yaldi, D., &
Mareta, Y, 2022).

In the era of Society 5.0 and Industry 4.0, characterized by advanced digital
integration and automation, researching the position of official tourism websites for
promoting national tourism products in Indonesia is increasingly urgent. Society 5.0
emphasizes human-centered innovation, making it crucial to personalize and enhance user
experiences on tourism websites. Industry 4.0, with its focus on technologies like Al and
big data, offers tools to create interactive and engaging online platforms. Different
countries have different experiences and challenges.

As tourism continues to grow, it is important to recognize its broader impacts

beyond economic considerations. Tourism also functions as a catalyst for socio-cultural
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exchange, fostering understanding and appreciation between nations (Hermawan, 2016).
In addition, the emergence of specialized tourism markets, such as ecotourism and cultural
tourism, presents challenges and opportunities for tourism promotion efforts. Official
tourism websites play an important role in serving this niche market, providing specialized
information and tailored experiences to meet the diverse needs of tourists.

In an era where digital platforms play a critical role in shaping consumer
perceptions and behavior, understanding website effectiveness is critical to optimizing
promotional strategies. This dissertation aims to analyze the utilization of official websites
as a tool for promoting the national tourism product of Indonesia, with a specific focus on
attracting Russian tourists. By examining best practices and common pitfalls, this research
seeks to provide actionable insights for enhancing Indonesia's online presence in the
competitive global tourism market.

The purpose of the study: to study the role of the official tourist site in promoting
the tourist national product, its main communication features and advertising strategies
aimed at attracting tourists, and also to develop a communication project to promote the
tourist product of Indonesia for Russian tourists.

The object of the study - tools to promote the national tourist product. The subject
of this study is the use of official websites as tools to promote the national tourist product
of Indonesia for the Russian audience.

The primary objective is to determine the position of official tourism websites as a
source of information by Russian tourists and to investigate the effectiveness of the
official Indonesian tourism website in influencing Russian tourists' decisions and
preferences when seeking information about traveling to Indonesia. To achieve this, the
study employs a mixed-methods approach, involving in-depth interviews with experts and
a questionnaire survey targeting Russian individuals. Additionally, this research also
contains a comparative analysis of promotional technologies used by the official tourism
websites in Indonesia and Thailand.



The research program delves into the promotion complex for Indonesia's national
tourism product, specifically focusing on the pivotal role played by official websites in
this context. The primary aim is to foster the development of a robust national identity,
instill pride in the nation through tourism activities, and bolster the economy by attracting
a greater number of tourists. A key emphasis lies on achieving these objectives sustainably
by preserving and safeguarding the natural environment.

The subject of this study revolves around the efficacy of official websites as
instrumental tools for promoting Indonesia's national tourism product. The purpose is
multifaceted: to scrutinize promotional strategies aimed at attracting and influencing
Russian tourists, enhance communication channels through the official tourism website,
and establish a proficient communication framework. Ultimately, this research endeavor
aims to serve as a valuable reference for the enhancement and refinement of Indonesian
tourism websites.

Several hypotheses are put forth, including explores the position of official tourism
sites which are not the primary information source for Russian tourists to obtain
information about traveling to Indonesia. Additionally, this research also assumes that
official and accurate information from national tourism websites, one of which is
regarding certain entry points to Indonesia, is an important and interesting element on
official tourism websites to attract Russian tourists.

The research objectives encompass a thorough analysis of decision-making
processes and choice logic among Russian tourists when selecting tourist destinations,
identification of crucial and engaging elements on the official tourism website for
attracting Russian tourists.

Expected outcomes from this research effort include the formulation of a
comprehensive model designed to promote Indonesian tourism effectively to Russian
audiences, utilizing the official tourism website as a tool, the primary information source.
The main tasks involve conducting a systematic literature review, exploring the

relationship between websites and tourism product promotion, collecting firsthand
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information through interviews and surveys, analyzing promotion strategies in Russia, and
devising a project plan tailored to enhance Indonesian tourism promotion in the Russian
market.

Methodologically, a combination of qualitative and quantitative approaches is
adopted, encompassing direct observation of the official Indonesian tourism website,
descriptive statistics, and data collection methods such as interviews, surveys,
comparative case of Indonesia and Thailand official tourism website and literature
searches.

The scientific and practical significance of this study is underscored by its potential
to aid government entities and stakeholders in assessing the efficacy of websites as
promotional tools for tourism products, thereby facilitating informed decision-making
processes concerning investments in tourism-related activities. The empirical base for this
research includes direct observations on the official Indonesian tourism website, data
collection from interviews and surveys, and subsequent analysis utilizing descriptive
statistics analysis.

In terms of data collection procedures, the main methods include the content
analysis of official tourism website, in-depth interviews with 14 resource persons, and
questionnaires administered to 202 individuals meeting specific criteria, including being
Russian citizens aged between 18-80 years with prior international travel experiences.
Additionally, expert interviews are conducted to glean valuable insights during the in-

depth interview phase.



1 Theoretical foundations for research into the promotion of national tourism

products through a website

1.1 Promotion of National Tourism Products in The Digital Era: Tools and
Methods

Tourism is an activity that has multidimensionality as part of a series of
development processes concerning socio-cultural, economic, and political aspects
(Hikmah & Nurdin, 2021). The various urgencies offered by the tourism sector emphasize
the importance of planned, sustainable, and synergistic tourism development. This is very
crucial because the progress of a region is related to the role of its tourism sector (Hadi,
2023).

Promotion is a way to communicate a product or service. The previous research,
defines promotion as a form of coordination of various parties in order to build
information channels that aim to sell goods and services or introduce ideas (Mahardika &
Gilang, 2018). Thus, the definition of tourism promotion is an effort to introduce a tour
with the intention of providing information and influencing tourists to visit the tour
(Venata & Aji 2023).

Promotion of tourism products has more complex challenges compared to
promotion of other goods or services. Because promotion of tourism products related to
the fulfillment of community welfare, socio-cultural sustainability and environmental
sustainability. Tourism destinations as a product also have unique characteristics so that a
holistic understanding is needed and must be studied comprehensively because of its
multi-dimensional, multi-sectoral and multi-stakeholder nature. Tourism destination

promotion is a very dynamic concept in line with changes in the tourism industry



environment which are getting faster, harder to predict and increasingly uncertain
(Hidayah, 2021).

Tourism marketing in the digital era encourages tourism resources to be able to
utilize technology optimally. Changes in tourist behavior reflected in the travel planning
stage, travel decision making, to experiences during the trip have an influence on tourism
industry managers to prepare an effective platform to access as many tourists as possible
(Muliawanti & Susanti, 2020; Srisusilawati et al., 2022).

The advent of the Internet and the development of information and communication
technologies have revolutionized the economy of the information society and led to the
digital economy, which required a major transformation of the tourism industry by
creating new business models and redesigning all processes. The development of tourism
through digital programs in the era of globalization shows significant and very rapid
growth. The understanding of tourism without boundaries has created a narrower distance,
bilateral relations between countries have become easier and faster (Isdarmanto, 2020).

In the digital age, tourism has been and remains a booming economic sector. This
applies to both domestic and international tourism, and encompasses the main tourist
destinations around the world. According to recent research, it is expected that people
travelling abroad (which account for 700 million today) will become 1.8 million by 2030
(World Trade Organization, 2016). These data are the result of a set of favourable factors
that are able to balance and overcome the unfavourable actors (particularly terrorism and
economic crisis).

The Internet is a widely used source of information around the world. The Internet
is now widely used in the life of our society and in all spheres. Today, the role of the
Internet in the development of tourism is invaluable. Organizations operating in all areas
of tourism use the Internet directly. In addition to advertising their organizations through
the Internet, they are delivering travel products to tourists online. The Internet allows
tourism organizations to provide information about their organizations to partner

organizations over long distances.



According to Irgashevich et al (2022), Internet has recently become an essential
part of media planning. It can be concluded that modern Internet technologies help
organizations in creating a unique identity, increasing efficiency, and developing value
added services. A very large percentage of people around the world have made tourism
an integral part of their lives in order to satisfy their travel needs and desires, both for
recreational purposes and to learn about unknown destinations, conditions of life and
cultures, customs, and attitudes.

Throughout this growth in tourism flows, the progress of information technology
has played, and will continue to play, a fundamental role. This process has been
progressively enriched by the creation and development of social networks, and by the
increasing use of mobile telephones as multifunctional tools. These factors have expanded
the level of knowledge about tourist destinations, with relative offers, and have enabled
the masses ready access to the tools and information to select from a variety of choices.
The multiple factors interplaying in this sector and the overlapping perspective between
demand and offer have rendered the evolution of tourism more dynamic and
unpredictable. In particular, some factors occupy a central position within the evolutionary
scheme of tourism, including the increasing amount of information, the variability in
demand and the hyper-competition of the offer (Coshall, 2009; Michopoulou and Buhalis,
2008).

However, while the increasing amount of information has widened the knowledge
of potential tourists, it has also increased the complexity of the choices, and caused
increased difficulty in performing a systematic information search. The methods and tools
used to acquire information have impressively changed over time, and the main decisions
and evaluations appear to be influenced much more by word of mouth or clicks within
social networks, as expressions of the tourist experience (Coshall, 2009). Within the
evolution of the tourism sector has been widely covered by digitalization (now labelled as
Industry 4.0) (Chiarini and Vagnoni, 2017), this has also changed the approaches to

promoting tourist destinations.
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The development of science and technology has accelerated the development of
Internet technology, which has prompted the traditional tourism industry to attach
importance to e-commerce and actively approach it, and fundamentally shaken the
competitive pattern of the tourism market. The marketing channels of tourism enterprises
have broken through the geographical restrictions. The traditional tourism enterprises rely
on direct sales of personnel and entity networks, which has created numerous possibilities
based on the Internet. More and more diversified sales channels have changed the
dominant phenomenon of travel agencies in the past, while new B2B platforms, B2C
platforms and B2B2C platforms have become the main distribution channels. This series
of changes have a great impact on all aspects of the current tourism industry, mainly
reflected in the service and operation mode. Traditional tourism enterprises and tourism
industry chain enterprises are under great pressure to construct their own e-commerce
framework from all aspects. At the same time, many Internet companies have begun to
actively explore new tourism business models and achieved succes.

Marketing is a factor in the ultimate success of a tourism destination (Prideaux &
Cooper, 2003). Marketing is an integral part of conducting business in tourism, with the
Internet becoming an essential part of media planning. The Internet provides readily
available information to potential customers from around the world and it represents an
important ‘marketing and communication channel’ that can effectively connect the
subjects of offer and demand in contemporary tourism. The increasing competitiveness in
the global tourism market demands of the organization’s exceptional efforts and
investments in promotion, resources, knowledge, and quality in order to achieve
satisfactory growth. Therefore, it is extremely important for each organization to follow
new technological trends and to have the knowledge required to effectively respond to
challenges of global competition.

Destination promotion refers to entire set of marketing communications in the
process of marketing the destination with its products and experiences to make the

potential visitor aware, attract, and induce to visit the destination, in preference over
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others. Tourism promotion aims principally at the extensive dissemination of crucial
information about a destination and its attractions (Seetanah & Sannassee, 2015).

Nowadays, information and communications technology (ICT) is not only
important for travel purchases, but also because of the influence of online information and
reviews (Buhalis and Law, 2008) on the ‘planning process, including pre-, during-, and
post-trips’ (Simeon et al., 2017). The growing complexity of tourists’ choices and the
process of purchase (how the decision-making process is developed) seriously influence
the management of tourist destinations and tourist firms.

Tourism presents new characteristics such as intelligence, wireless and networking
in the contemporary era. Internet or mobile client and tourists have reached a win-win
relationship. Internet or mobile clients provide a better platform and services, reducing
unnecessary losses and troubles in unknown areas. For tourists, marketing is reflected in
all aspects of tourism. The existence of the Internet provides travelers with an important
reference guide; while traveling, this is the core link of travel, experience the recreational
activities of travel, landscape games, accommodation, customs and so on, but also with
the information provided by the Internet. Therefore, the preparation before travel should
be the main starting point of marketing, while during and after travel, the travel marketing
mode and system have been improved.

The digital expansion has imposed an adequate ‘web presence’ (including the
preparation of sites and participation in social networks) of destinations, hotel facilities
and transport carriers to be able to offer the innovations required by demand and to share
information with customers (Hays et al., 2013; Mich, 2011; Mich et al., 2003). The
differentiation of the offer favoured by the web has represented, and will represent in the
future, a valid product policy.

Web marketing has contributed to the development of demand in three directions.
It has created the stimulus for connection with potential customers, built a relationship of
trust with appropriate guarantees, and implemented both pull and push strategies to

improve the quality of information (Rita, 2000). The result of web activities can be
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positive or negative in terms of brand image related to destinations, accommodation
facilities and so forth. The above distinction appears to be particularly important because
it enables the understanding of the possible unfavorable influences that social networks
can have on the quality of information-either exalting false benefits or hiding the real
benefits.

The role of the Internet in the promotion of all aspects of international tourism has
also expanded rapidly in recent years (Wan, 2002, p.155). Many nations and districts are
now designing government-sponsored tourism websites, in the hope that tourists can
access information about their potential destinations by browsing them. Although the
official tourism websites of some countries need to be improved in terms of information
provision, updating, web interfaces, and hyperlinks (Boyne, Hall, & Williams, 2003), the
government tourism website has also become a significant means of advertising the local
cultures and cuisines of culinary tourist destinations (du Rand et al., 2003). Therefore,
constructing effective government tourism websites is the first step in the marketing of
these destinations. The development of tourism in Indonesia and in other countries can

improve the economic life and social welfare of a country.

1.2 Official Website as a Tool of Promoting National Tourism Products

In 1990, the internet was the main tool for creating online static brochures. It is
known as Web 1.0. In 2005, Web 2.0—Here social networking websites, blogs, and
podcasts became popular. Tourists use these mediums to share their experience with
others about service providers. Audio, video, and text messages became the tools through
which tourists communicated more. So, the human interaction became very dominant

force.
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In 2007, Web 3.0—Semantic Web searches focused on context analysis and word
meanings. It collaborated with various other sectors to accumulate information in e-
commerce and e-health, as well as for use in the tourism sector. Here, information was be
semantically attached to a corresponding level of relevance for a better output. Metadata
(i.e., data of existing information) were cultivated for more remarkable results.

Moreover, Web 3.0—Network Digital technology along with human cooperation
focused on the transition from information orientation to knowledge orientation. It
connected human cooperation with machines’ digital ability and came out as digitalized
organic source knowledge. It made interaction on the internet more fruitful and searching
became a chutzpadik, self-collected, confident shareable, and informative experience. It
connected to what one can do with available information and gave a structural meaning
to data. It was not an upgrade type of software. Instead, it was an evolution of web
interference in tourism. It extended to Web 4.0 and 5.0, which represented web integration
and decentralized smart communication.

In 2010, Web 4.0 Al agents acted as middlemen of human and machine interaction,
dealing with the basic notion of computers, and working without programs or apps. Web
4.0 had herculean potential in the tourism and hospitality industry. Web 4.0 also mostly
worked on Al.

In 2017, Web 5.0 became a decentralized idea based on the Symbionet web. Here,
a personal server (PS) was not always possible and people could be interconnected by a
smart connector for communication like virtual reality devices and augmented reality tools
(smart glasses). The Symbiont could be a part of emotional and cognitive elements in
tourists. The Web can no longer be neutral. Companies like Emotive systems have built
smart headphones by which one can connect with real-time facial expression and change
output simultaneously. Web 5.0 virtual reality brings emotional and cognitive impedance.

Analyzing the digital economy indicates that the overall effect of the

‘disintermediation’ process (Stamboulis and Skayannis, 2003) in the tourism value chain
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has seen a dramatic change. Figure 1 displays how strategic marketing activities have

evolved during the last 20 years.
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During the early-stage years of 1996 to 2000 in figure 1, there existed a classical
scheme that began with the destination with all of its connected tourist services. This
“productive” system then interacted with the distribution channels, made of tour operators
(in this phase considered wholesalers) and travel agencies. In this model, the business-to-
business relationships played a key role in meeting the customer.

The symbolic date of the early-stage framework is 1996, when the online travel
agency started to appear (Expedia was born in 1996, while Priceline appeared in 1997)
and online tickets began being used. Hence, on this date, tourists started to autonomously
purchase the components of travel, which reinforced the increase of the ‘do it yourself’
(‘DIY”) tourist (Franch et al., 2001). At this stage, the communication of tourist services
was mainly managed by travel agents, despite the phenomenon of ‘disinterested’ word of
mouth being present at all steps of the process.

During the in-between stage (2001 to 2006), the framework was more complex than
in the previous stage, because distribution and communication started to be interrelated,
and not only overlapping. In this stage, the first differentiation appeared in terms of
tourists’ typologies (DIY and dynamic packaging), which arose to create two parallel and
coexisting channels of promotion and distribution. The tourist package followed a path
that was very similar to the traditional process stage seen before, with the difference that
it began using the internet to search information. The DIY tourist instead used internet
providers to research information and make purchases, thereby proposing an apparent
overlap of the functions. Even more, the DIY tourist used the internet for both functions,
yet not necessarily the same providers.

Distribution and communication were characterized by the multi-channel strategy
(Koo et al., 2011). At the end of the in-between stage, destinations started to
commercialize their offers through tour operators and destination management systems,

and this phenomenon led to the definition of multiple integrated channels.
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In this global era, competition among destinations gets stiffer over time (Mariani &
Baggio, 2012), and the fastest growing tourism destinations are in the emerging markets.
Successfully promoting a destination is therefore more challenging. Tourism marketers’
resort to a wide array of marketing mix strategies including destination/product
development, pricing, promotion, and distribution including access to the destination and
information about it (Manhas et al., 2016). The advent of the World Wide Web (www)
and the Internet revolutionized the promotional concept of destinations from the beginning
of the twenty-first century.

The Internet has become an e-intermediary simultaneously serving as a media for
promotional mix as well as functioning as a distribution channel. The Internet provides a
flood of information to create a destination image, in additional to the conventional
sources. Internet marketing began with static websites that provided one-way
dissemination of multimedia information about destinations, facilities of email, and other
online enquiries.

With the evolution of the Web 2.0-the second stage of development of the Internet,
characterized by dynamic web pages, user-generated content (UGC), and the growth of
social media — consumers are in control as never before, posing serious challenges and
opportunities for the smart destination promoters. Organizations have to keep an eye into
the new technologies that are emerging in the third decade of this century such as artificial
intelligence, virtual reality, blockchain, robotics, etc.

Emergence of the Web 3.0 powered by artificial intelligence, semantic web with
ability to understand the meaning of words, 3D graphics, etc. has been making inroads in
tourism services too. Chat bots, Al-powered artificial conversational interface capable of
engaging a conversation through auditory or textual inputs in websites/apps/messenger
services, are being employed to answer frequently asked questions reducing the workload
of customer support staff. Virtual reality (VR) is also being used to provide virtual tours
of hotels in the booking websites to support customer decision-making (Nayyar et al.,

2018).
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3D maps, 3D armchair tour of a destination, etc. are promotional tools influencing
various travel decision-making. Tourist boards of many countries have started to apply
augmented reality (AR) to create interactive panoramas, 360-degree videos, 3D maps, etc.
as a teaser virtual tour to lure visitors. Unlike VR, where the real-world elements are
totally replaced, AR augments real ones with digital components. 3D maps of trekking
and adventure trails provide unprecedented details of the adventures to the potential
visitors. Google has “Arts and Culture Platform” which has incorporated 360-degree
views of popular tourist destinations. Google’s “Arts and Culture Platform™ as an AR app
for smartphones responds to movement of the smartphone, enhancing the AR experience
with moving scenes. The Swiss Tourist Board has created a “virtual drive” around the
country where a user scan scroll along and see panoramas places to stay, etc. (Financial
Times, 2020).

Therefore, in this incremental development of tourism services, these -based Web
4.0 and virtual reality backed Web 5.0 aim to enhance and augment the service for tourists.
They are used to generate positive experience in tourists’ minds (satisfaction) and long-
term patronage (loyalty). Tourism always depends on tourists and their views. This
reflective index of satisfaction and loyalty are the true reflection of service quality.

Technology always supports human intelligence and does not replace labor.
However, with rapid technological advancement, it is practical to think that artificial
intelligence may replace human intelligence. Similarly, Web 5.0 applications like AR and
VR technologies are mostly futuristic. They are touted to help tourism service along with
Al and other Web 4.0 applications to be the next revolution in this industry. Various blogs
and articles support the tourism services in the future. AR and VR also impact destination
tourism by enhancing the reputation of the place and create an image of multisensory,
picturesque, and conscious perceptual representations of a city or country for all inbound
tourists.

In the recent past, tourism institutions found that the intention to use Web 4.0 and

5.0 devices is always present. Tourists think that these devices can help improve
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operational efficiency, but simultaneously tourists want human elements to remain.
Tourists love to interact with other humans; they think that machines can give more
efficient service, but the humanistic touch provides them with a sense of organic
happiness.

As one of the media that uses the internet, Websites have evolved into an excellent
facility that helps tourists get the range of information related to various aspects such as
exploration opportunities, entertainment options, learning benefits, and available
communication channels. As Loncaric et al. (2013) state, websites dedicated to the travel
sector can be termed as tourism websites. The site can be serving various usages such as
trip fare information, travel reviews, or both.

There are essential strategies used in websites that facilitate the effectiveness and
efficiency of the tourist's services. The first strategy is value extraction, which facilitates
self-check-in by visiting tourists in airports and hotels. The second strategy is the capture
strategy. It is a strategy that helps the client to get the required information from their
clients hence improving their marketing goals through feedback and rating strategy. The
third strategy is based on providing a value-addition strategy, which combines services
and products to create more valuable and diverse products for the tourists. The last strategy
is the value creation strategy, which involves allowing tourists to participate in decision
making on the definition of the services and planning the tourism product packaging. The
Internet is a fast-growing channel that has played a significant role in ensuring the tourism
industry's development and has led to the growth and formation of e-tourism, which has
been vital in this tourism (Morocco World News, 2014).

Tourism websites are among the most influencing forces that can build a strong and
positive destination image to induce travelers to travel to the destination (Leung et al.,
2017). Online sources such as online newspapers, television websites, magazines, web
pages, forums as well as blogs, peer-reviewed journals, and articles have a tremendous
impact on the destination image. It has been found that most of the travelers have their

blogs, and they write about their experience while visiting a particular place. So, anyone
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who is planning to visit the same destination will be significantly influenced by such
blogs. If they find that the destination is worthy of seeing, they will visit. It can affect the
tourist perception and create a new image of that destination based on the visitor's
experience who has already visited the place.

According to Rizky et al. (2017), there is a famous quote, 'you believe what you
see' in marketing as well, it has been observed that people purchase what they see in the
market. Hence, every organization focuses on increasing the visibility of their products in
the market. As the product's visibility compared to the competitor's product increases, the
people prefer to purchase that product.

Thus, following this principle, the image of the destination can be improved using
tourism websites. The destination presence on the Internet should be improved to get
enough cognitive information about the destination whenever a tourist looks for
information. The official tourism websites should increase the destination’s visibility so
that every potential visitor can see the destination along with attractive affirmative
information. It will modify their behavior, and there is a high chance that they will include
the destination in their list to visit.

The overall image of a tourist destination is significantly affected by the online
information about the tourist destination (Leung & Dickinger., 2018). When tourists plan
to visit a place, they develop an overall image of that place through being exposed to the
information available. Hence their plan to visit the destination changes accordingly.
Website information also affects the tourist's cognitive belief, which further determines
the intention to visit the selected tourist destination. Thus, it can be said that they affect
the destination image building and should, therefore, be used to create a positive and
influencing image of the tourist destination.

Marine-Roig (2019) added that travel websites are effective marketing
communication channels that can be used to communicate with potential visitors.
Communication plays a vital role in making a product visible to potential customers.

Suppose the organization does not correspond with potential customers and does not make
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them aware of the product. The product cannot succeed in the market, and Competitors
will kick the product out of the market. So, marketers should extensively focus on
communication and communication channels to make potential customers aware of their
offers and influence their buying behavior. The buying behavior of the potential customers
can be changed by communicating, again and again, the product to prospective customers,
describing key features of the product.

Similarly, Huete-Alcocer et al. (2019) pointed out that most tourists go through web
pages to get more information about a tourist destination. Based on the information they
get, they formulate their plan to visit the destination. If they find positive information
about a tourist destination, they decide to visit the destination. Contrary to this, if there is
a lack of relevant information about the destination, they simply drop their plan to visit
that destination and look for other destinations. Hence, tourism websites influence tourists'
perceptions and impressions, which significantly determines their plan to visit a
destination. Thus, to affect tourists' perception, more information should be provided to
them through different websites. It will help in increasing the number of visitors to the
destination.

Considering the digital revolution, tourists now require a series of pieces of
information on the destinations and services to select (Fuchs and Reichel, 2011). In
particular, the focus on the destination, whose promotion is mainly entrusted to public
bodies, is often the first step in the decision-making process, since the destination must
essentially represent the ‘umbrella brand’ for the entire trip (Pike, 2009).

Shafiee et al. (2016) emphasized the importance of understanding how visitors get
information about a tourist destination to promote the destination to reach the maximum
number of visitors. It has been found that tourism websites are used extensively to get
information about a tourist destination. The website is a useful and effective tool that can
be used to communicate with potential customers.

Today, the web offers an open logic, whereby tourists not only search for

information and acquire travel tickets, but also find sources of inspiration and guarantee.
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However, they also often experience great difficulty in understanding which information
is reliable, among the many information sources and information overload. Therefore, it
IS important to ascertain whether a website has become a useful and effective tool that can
be used to communicate with potential customers. Thus, marketers, stakeholders, and
tourism organizations can use the Internet and various travel websites for advertising the
destination's key features to change the tourist perception and convince them to visit the
destination.

A website is a powerful promotional tool for tourism products and destinations.
Using a website as a promotional tool is a fundamental concept in digital marketing. It
serves as a central platform for attracting, informing, and engaging potential travelers.
Here's an explanation of how a website can effectively promote tourism products:

— Showcasing Destination Highlights: A tourism website provides a platform to
showcase the highlights of a destination. This includes stunning visuals of
landscapes, landmarks, and cultural attractions. High-quality images and videos
allow potential travelers to envision themselves in the destination;

— Detailed Information: Websites offer ample space to provide detailed information
about the destination, including its history, culture, attractions, and activities.
Travelers can access information about accommodations, restaurants,
transportation, and local services. This wealth of information helps visitors make
informed travel decisions;

— User-Friendly Navigation: A well-designed tourism website ensures user-friendly
navigation. Information is organized logically, making it easy for visitors to find
what they need. Intuitive menus, search functions, and interactive maps enhance
the user experience;

— Booking and Reservations: Most tourism websites include booking and reservation
features. Travelers can easily book accommodations, tours, flights, and other
services directly through the website. Streamlined booking processes make it

convenient for visitors to plan their trips;
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Personalization: Advanced tourism websites may offer personalization features. By
collecting user data and preferences, the website can suggest tailored travel
itineraries, recommend activities, and provide special offers. This enhances the user
experience and increases the likelihood of bookings;

Social Proof: Tourism websites often incorporate social proof in the form of
customer reviews, ratings, and testimonials. Positive experiences shared by
previous travelers build trust and credibility. Potential tourists are more likely to
make decisions based on the recommendations of others;

Content Marketing: Content marketing is a vital component of tourism website
promotion. Blogs, articles, travel guides, and videos provide valuable and engaging
content. These resources not only inform visitors but also inspire them with travel
ideas and tips;

Search Engine Optimization (SEO): To attract organic traffic, tourism websites
employ SEO strategies. By optimizing content and meta tags with relevant
keywords, the website can rank higher in search engine results, ensuring visibility
to potential travelers;

Mobile Responsiveness: Given the prevalence of mobile device usage in travel
research, tourism websites must be mobile-responsive. Responsive design ensures
that the website functions and looks good on various screen sizes and devices;
Social Media Integration: Websites can integrate with social media platforms,
allowing travelers to share their experiences and engage with the destination's
community. Social media buttons and widgets make it easy for visitors to connect
and interact;

Email Marketing: Websites often collect visitor information, allowing for email
marketing campaigns. Email marketing can keep potential travelers informed about
special offers, travel updates, and promotions, encouraging repeat visits and

bookings;
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— Feedback and Improvement: Websites can also collect feedback from visitors,
enabling continuous improvement. By listening to the needs and preferences of
travelers, a destination or tourism business can adapt its offerings and services.

In summary, a tourism website acts as a dynamic promotional tool that informs,
engages, and converts potential travelers into customers. It not only showcases the
destination's attractions but also facilitates the planning and booking process, ensuring a
seamless and enjoyable experience for visitors.

Websites play a crucial role in promoting tourism products and destinations. They
serve as a powerful tool for attracting travelers, providing information, and facilitating
bookings. One of the theories and principles underlie the use of websites as a promotional
tool for tourism products is AIDA Model. EImo Lewis introduced AIDA model in 1898.
Since that date, the model has been used in a lot of social areas.

The effectiveness of a product or service promotion can be measured by using the
AIDA model (attention, interest, desire, action). The AIDA model is one of the class
models known as hierarchy effect models or hierarchy models, which implies that
consumers move through a series of steps or stages when they make purchasing decisions
(Amanda et al., 2020). This model is a linear model, sequentially built on the assumption
that consumers who move through a series of cognitive stages (thinking) and affective
(feelings) and the peak stage is action (purchase or experiment).

The AIDA model is a marketing concept applied to websites. It suggests that
websites should grab the visitor's attention, generate interest in the destination or product,
create a desire to experience it, and encourage the visitor to take action, such as booking
a trip. The AIDA model is a traditional marketing and advertising theory that outlines the
stages a consumer goes through when making a purchasing decision. AIDA stands for
attention, interest, desire, and action. This model can be applied to websites as a tool for
promoting tourism products and destinations to guide visitors through the decision-

making process. Here's how it works in the context of tourism promotion:
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— The "Attention" stage is about grabbing the visitor's attention as soon as they land
on the website. In the context of a tourism website, this could involve using
compelling visuals, captivating headlines, and engaging content. The goal is to
make visitors stop and take notice of the destination or product being promoted.
This might include stunning images of the location, attention-grabbing headlines,
or interactive features that pique interest;

— Once you've captured a visitor's attention, the next step is to generate their
“Interest”. Provide information that makes the destination or tourism product
intriguing. This can include detailed descriptions of what the destination offers,
such as attractions, activities, and unique experiences. High-quality content,
including travel guides, blog posts, and videos, can help to engage and maintain the
visitor's interest;

— In the "Desire" stage, the website's content should create a sense of desire or a
longing to experience what the destination or product has to offer. This can be
achieved through storytelling, user-generated content (like positive reviews and
testimonials), and showcasing the benefits of visiting the location. Special offers,
promotions, and compelling narratives can help build desire;

— The next step is “Action”. The ultimate goal of a tourism promotion website is to
encourage visitors to take action, such as booking a trip, signing up for a newsletter,
or requesting more information. To facilitate this, a website should have clear and
compelling calls to action (CTAs). These CTAs can be in the form of "Book Now"
buttons, contact forms, or subscription forms for newsletters. It's essential to make
the action step as easy and seamless as possible for the visitor.

The AIDA model is a useful framework for structuring the content and design of a
tourism promotion website. It guides website creators in creating a user journey that takes
visitors from initial awareness to the final booking or engagement step. It's important to
continually assess and optimize the website's elements to ensure that they align with each

stage of the AIDA model and effectively convert visitors into customers.
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But in the context of the web, the visitor's journey is not necessarily linear. Visitors
might move back and forth between the stages as they explore the site, so it's crucial to
provide easy navigation and access to information that caters to each stage of the AIDA
model.

While the AIDA model remains a fundamental concept in marketing and
promotion, several newer theories and models have emerged to address the changing
landscape of marketing and consumer behavior. Those models and theories reflect the
evolving nature of marketing and consumer behavior, particularly in the digital age.
Depending on specific marketing goals and the nature of the product or service, successful
promotion often involves a combination of strategies and approaches tailored to the target
audience and industry.

Philip Kotler, a prominent figure in the field of marketing, has developed a
framework known as the "5 A's" to create an effective customer journey. While this
framework is more widely associated with general marketing concepts, it can be adapted
and applied to websites as a tool for promoting tourism products and creating a seamless
customer experience.

Awareness. The first "A" stands for "Awareness." In the context of a tourism
website, this is about creating awareness of your destination or tourism product. To
achieve this:

— Use captivating visuals. Showcase stunning images and videos of the destination's
attractions and experiences;

— Engage in content marketing. Create blog posts, travel guides, and videos that
highlight the destination's unique features;

— Leverage social media. Share content and engage with potential tourists on social
platforms to raise awareness.

The second "A™ is "Attract.”" This stage involves attracting visitors to your website

and keeping their attention:

26



— Optimize for search engines. Use SEO techniques to ensure your website ranks well
in search results for relevant keywords;
— Utilize paid advertising. Run targeted online ads to attract potential tourists to your
website;
— Ensure a user-friendly design. A visually appealing and easy-to-navigate website
design can attract and retain visitors.
The next is "Afford", refers to the affordability of the tourism product or experience.
Your website can convey affordability by:
— Clearly presenting pricing. Provide transparent pricing information for
accommodations, activities, and packages;
— Highlighting special offers and discounts. Showcasing limited-time promotions can
make the experience more affordable.
The next "Act" stage is all about converting visitors into customers. To encourage
action:
— Have clear calls to action (CTASs). Use compelling buttons and links that prompt
visitors to take action, such as "Book Now™" or "Request Information.";
— Streamline the booking process. Make it as simple as possible for visitors to make
reservations or inquiries;
— Offer secure online payment options. If applicable, ensure that payment options are
secure and trustworthy.
The final "A" represents "Advocate." After a visitor has completed a booking or
experience, encourage them to become advocates for your destination or product:
— Collect reviews and testimonials. Encourage customers to share their positive
experiences on your website;
— Engage on social media. Encourage visitors to share their travel experiences on

social platforms and tag your destination or product;
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— Provide incentives for referrals. Reward customers for referring friends and family

to your tourism products.
By following the 5 A's framework, we can guide visitors through a well-structured

customer journey on the website, from building awareness to advocacy. This approach
helps create a positive and effective experience for potential tourists and encourages them

to engage with your destination or tourism product.
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2 Analysis of the using the official websites as a tool for promoting national

tourism product

2.1 Research Methodology and Comparative Analysis of Official Websites of

Indonesia and Thailand

The focus of this research is on the promotion strategies for Indonesia's national
tourism products, particularly examining the role of official tourism websites. The primary
aim is to foster national identity and pride through tourism, enhance the economy by
increasing tourist arrivals, and ensure these goals are achieved sustainably by protecting
the natural environment. The study will specifically investigate how official websites can
serve as effective promotional tools for this purpose.

The subject of this research is the official tourism websites of Indonesia, which are
analyzed to determine their effectiveness in promoting the country’s tourism products.
The purpose of the study is multifaceted: to analyze promotional practices that attract and
influence Russian tourists, to improve communication strategies through Indonesia’s
official tourism website, and to develop a comprehensive and effective communication
system. This research aims to serve as a reference for the future development of
Indonesian tourism websites.

Two main hypotheses guide this research. First, it is hypothesized that the official
tourism website is not the primary source of information for Russian tourists planning
their trips to Indonesia. Second, it is believed that accurate information about specific
entry points to Indonesia is the most important and engaging element on the official
tourism website for attracting Russian tourists.

To achieve these goals, the research has several key objectives. It aims to analyze

the decision-making processes and preferences of Russian tourists when choosing travel
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destinations. It will identify the most important and engaging elements of the official
tourism website for attracting Russian tourists. The expected outcome of this research is
to develop a model for promoting Indonesian tourism to Russian audiences, utilizing the
official tourism website as a primary tool.

To reach this outcome, the research will undertake several main tasks. These
include conducting a systematic literature review on website and tourism product
promotion, identifying key research gaps, and developing a conceptual framework. The
study will also examine the relationship between websites and promotional tools, and
collect data on Russian awareness of Indonesian tourism through in-depth interviews and
surveys. A thorough analysis of the strategies for promoting Indonesian tourism in Russia
will be conducted, considering various influencing factors. Finally, a project plan will be
developed to enhance Indonesian tourism promotion in Russia, with a focus on tourist
comfort and awareness of the official website.

The research methodology combines both qualitative and quantitative approaches.
This includes direct observation of the official Indonesian tourism website. Data
collection methods will include descriptive statistics, observation, documentation, and
literature searches. These methods will provide a comprehensive understanding of the
effectiveness of the tourism website and its promotional strategies.

The scientific and practical significance of this study lies in its potential to help
government and stakeholders assess the effectiveness of websites as promotional tools for
tourism products. This can guide investment decisions in tourism activities, ensuring
resources are allocated effectively to maximize tourism promotion and economic benefits.

The empirical base for this study includes direct observations of the official
Indonesian tourism website, using established criteria for a successful website. The
collected data will be analyzed using descriptive statistics and regression analysis,
providing insights into the website's performance and areas for improvement.

The primary methods of data collection include a comparative analysis of

documents, specifically official tourism websites, and content analysis of these websites.
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In-depth interviews will be conducted with 14 resource persons to gather detailed insights.
Additionally, questionnaires will be administered to 200 respondents to collect
quantitative data. The criteria for selecting sources include being Russian citizens aged
between 18 and 80 years who have previously traveled abroad. Experts will also be
interviewed for in-depth insights.

Tourism significantly contributes to Indonesia's foreign exchange earnings.
Consequently, comparing tourism in Indonesia and Thailand is crucial due to their
positions as leading tourist destinations in Southeast Asia. Despite having similar tourist
attractions, Thailand attracts significantly more foreign tourists than Indonesia. In 2023,
Thailand welcomed over 28 million international tourists, whether Indonesia, attracted

14.6 million international tourists in the same year.
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Figure 2 — The Official Website of Indonesia Tourism?

2 Screenshot from The Official Website of Indonesia Tourism: https://www.indonesia.travel/gb/en/home.html
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Figure 3 — The Official Website of Tourism Authority of Thailand®

This research uses website content analysis and usability tests, employing both
qualitative and quantitative methods, to evaluate the promotion technologies of
Indonesia's and Thailand's official tourism websites. The findings aim to gain information
about the promotion technologies used by Indonesian official tourism websites, whether
is effective or still need some development compare to Thailand's official tourism
websites

Technology plays a crucial role in this industry, providing a platform for
destinations to market themselves worldwide. Effective use of technology in tourism
marketing is essential for staying competitive and attracting visitors. Official tourism
websites are vital for creating a destination's image and building a positive reputation,
which can increase tourist satisfaction and influence their decision to visit, revisit, or
recommend the destination. This study compares the promotion technologies used by
Indonesia's and Thailand's official tourism websites, offering insights for future research
and website development in the e-tourism sector.

The research involved understanding comparative analysis theories and promotion

technologies, creating and distributing a questionnaire to a selected sample, analyzing the

3 Screenshot from The Official Website of Tourism Authority of Thailand: https://www.tourismthailand.org/home
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questionnaire results to compare the websites, and observing both websites for persuasion
techniques used. A combination of qualitative and quantitative research methods was
employed, including a literature review, visual materials study, and usability tests.

According to W. Velthoven in "Website Graphics: The Best of Global Site Design,"
a successful website should have the following criteria: content, organization and
navigation, visual design, performance, compatibility, interactivity, and usability. The
usability test involved 12 respondents (6 men and 6 women) from different age groups
and backgrounds, excluding those from Indonesia and Thailand and those working in
advertising or tourism. The data findings and analysis revealed that both websites provide
essential information such as tourist destinations, accommodation, transportation, and
events. The Indonesian website offers more comprehensive and up-to-date information in
multiple languages compared to the Thai website. The Indonesian site includes a variety
of useful resources for potential tourists, making it a more attractive option.

The Indonesian website has a simple navigation system with a prominent search
feature, although its placement is unconventional. Despite this, users can easily move from
one page to another without getting lost. The Thai website's navigation is also
straightforward, but its search feature is less visible, located primarily at the bottom of the
page, which may hinder first-time users from finding it easily.

The Indonesian website uses natural colors but lacks visual appeal due to
inconsistent word spacing and a somewhat rigid layout. Conversely, the Thai website
features a white background with colorful images and icons, and a combination of serif
and sans serif typography, making it visually appealing and easier to read. Both websites
are consistent in their use of colors and typography, and they both place their logos in the
upper left corner, which is a standard practice for brand visibility.

Both websites load well with a fast internet connection. However, the Indonesian
website has a longer loading time (7-10 seconds) compared to the Thai website (5-7
seconds). Factors affecting loading times include web server bandwidth, website traffic,

use of Adobe Flash, and the number of images on the site.
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The Indonesian website offers features like newsletters, real stories from real
people, hotel and flight reservations, and easily accessible contact information. The Thai
website provides similar features, including surveys and newsletters, which help build
interaction with users.

The usability test revealed that the Indonesian website was preferred by 8
respondents, the Thai website by 3, and 1 respondent rated both equally. The Indonesian
website's simple navigation system contributed to its higher usability score, allowing users

to find information quickly and efficiently.

Table 1 — Summarizes the usability test results, showing the number of respondents who
preferred each website and their reasons*

Respondent Preferred Website Reasons for Preference
1 Indonesian Simple navigation, comprehensive content
2 Thailand Visually appealing design
3 Indonesian Easy to find information
4 Thailand Colorful and attractive layout
5 Indonesian Multilingual options, up-to-date information
6 Indonesian Interactive features
7 Thailand Combination of serif and sans serif typography
8 Indonesian Beautiful pictures and video
9 Indonesian Consistent use of colors and typography
10 Indonesian Holiday destinations options
11 Both equally Both have strong points
12 Indonesian Real stories from real people, contact
information

4 Computed by the author
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Based on the findings from the research comparing the promotion technologies of
Indonesia's and Thailand's official tourism websites, it's evident that the Indonesian
website utilizes promotion technology more effectively. Despite Thailand's superiority in
attracting more international tourists, Indonesia's website offers more comprehensive and
up-to-date information in multiple languages, alongside a variety of useful resources,
making it more appealing to potential tourists.

While both websites provide essential information, the Indonesian site stands out
with its simple navigation system, prominent search feature, and interactive elements,
contributing to higher usability scores among respondents. However, the Thai website
excels in visual appeal with its colorful design and typography. Despite this, the
Indonesian website's overall effectiveness in utilizing promotion technology surpasses
that of Thailand's, suggesting opportunities for further development in Thailand's official
tourism website to enhance competitiveness and attract more visitors, consequently
benefiting local economies and businesses in tourist areas.

The research findings highlight some intriguing facts indicating that a
technologically superior website doesn't always guarantee attracting international tourists.
Despite Indonesia's website being technologically superior to Thailand's, Thailand still
attracts significantly more international tourists. This phenomenon can be attributed to
various factors beyond website quality alone.

Firstly, destination perception and reputation play a crucial role; Thailand's long-
established reputation as a tourist destination might overshadow the impact of website
quality. Additionally, marketing strategies, geopolitical factors, economic stability, visa
policies, and ease of travel could influence tourists' decisions more than website features.
To leverage a technologically superior website to effectively attract international travelers,
it is important to focus on complementary strategies, which will be discussed further in

chapter three.
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2.2 The Attitude of Russians Towards The Official Website of Indonesia as a

Tool for Promoting The National Tourism Product

The demographic overview of 202 Russian respondents provided a nuanced
understanding of their characteristics, encompassing various aspects such as age, gender,
occupation, education, and economic status. Within this sample, the majority fell within
the age range of 25 to 44 years, constituting approximately 69.3 % of the total respondents,

indicative of a predominantly youthful demographic.
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Figure 4 — Respondent’s age®

Moreover, a notable gender distribution was observed, with females accounting for
56.9 % of the surveyed population, suggesting a balanced representation between genders.

The survey results can be seen on the next page.

5 Computed by the author
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Figure 5 — Respondent’s gender®

In terms of occupational diversity, the survey revealed a spectrum of employment
statuses among the respondents. Specifically, over half of the participants reported being
employed, comprising 52 % of the sample. This was followed by students, constituting
38.6 %, reflecting a significant portion of the demographic still engaged in educational
pursuits. Additionally, there were smaller percentages of respondents categorized as
unemployed (5.9 %) and retirees (2 %), indicating a varied mix of professional
backgrounds and life stages within the cohort.

Education emerged as another significant demographic factor, shedding light on the
academic qualifications of the Russian respondents. The data indicated a prevalence of
higher education attainment, with 38.6 % holding undergraduate degrees and 28.2 %
possessing master's degrees, underscoring a well-educated populace with intellectual

depth and academic achievement. The survey results can be seen on the next page.

& Computed by the author
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Figure 6 — Respondent’s education’

Furthermore, insights into the economic status of the respondents provided valuable
context regarding their purchasing power and financial priorities. While a majority (55.9
%) reported possessing essential household appliances, indicating a certain level of
material comfort, a significant proportion expressed the need to save for larger purchases,
highlighting a cautious approach to discretionary spending and a focus on financial
prudence among the surveyed individuals.

Transitioning to an exploration of travel habits and preferences, the survey
illuminated various aspects of the respondents’ vacation behaviors and destination
choices. Notably, a prevalent pattern emerged wherein holiday travels were common, with
63.4 % of respondents indicating a preference for month-long vacations, suggesting a
tendency towards extended leisure periods for travel and recreation. The survey results
can be seen on the next page.

" Computed by the author
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Figure 7 — Respondent’s travel habits and preferences®

Moreover, the data revealed distinct preferences regarding travel destinations, with
a notable inclination towards domestic travel experiences. Specifically, a substantial
majority (83.2 %) expressed a preference for holidaying within Russia, indicative of a
strong affinity towards exploring and experiencing the cultural richness and natural beauty
of their own country. Nonetheless, a notable minority (17.3 %) exhibited an interest in
international travel, with popular destinations including Turkey, Dubai, and Thailand,
showecasing a diverse range of travel interests and destinations among the Russian

populace.
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Figure 8 — Respondent’s travel experienced®

8 Computed by the author
® Computed by the author
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Within the realm of international travel experiences, Southeast Asia emerged as a
significant region of interest for a subset of the surveyed individuals. Approximately 31.2
% of respondents reported having visited Southeast Asian countries, with Thailand and
Indonesia emerging as particularly popular destinations within the region. However, it is
noteworthy that a significant proportion (68.8 %) had not yet ventured into Southeast Asia,
suggesting untapped potential for future travel experiences and tourism engagement in the

region among Russian tourists.
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Figure 9 — Respondent’s travel experienced in Southeast Asia'®

Exploring the attitudes towards the official tourism website of Indonesia, the survey
shed light on the preferred sources of travel information among Russian tourists. Contrary
to expectations, only a small fraction (8.9 %) of respondents identified official websites
as their primary source of travel information, indicating a limited reliance on such
platforms for obtaining relevant travel-related insights and recommendations. The survey

results can be seen on the next page.

10 Computed by the author
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Figure 10 — Respondent’s primary source of travel information®!

8.9%

Instead, alternative channels such as personal recommendations, travel agencies,
and social media platforms emerged as more influential sources of travel information
among the surveyed individuals. Specifically, personal recommendations were cited by
45 % of respondents, highlighting the importance of peer endorsements and word-of-
mouth referrals in shaping travel decisions. Similarly, travel agencies played a significant
role, with 19.3 % of respondents relying on their services for itinerary planning and travel
arrangements, underscoring the value of professional guidance and expertise in navigating
the complexities of travel planning.

Moreover, the pervasive influence of social media platforms in shaping travel
preferences and decision-making processes was evident, with 16.8 % of respondents
indicating reliance on social media content and posts by authoritative figures for travel
inspiration and information dissemination. This trend underscores the growing
significance of digital platforms as key drivers of consumer behavior in the contemporary
travel landscape, highlighting the need for tourism stakeholders to harness the power of
social media as a strategic marketing tool for engaging with prospective travelers and

enhancing destination visibility and appeal.

11 Computed by the author
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In addition to delineating the preferred sources of travel information, the survey
also examined the factors influencing travel decision-making processes among Russian
tourists. Weather conditions emerged as a paramount consideration, with an
overwhelming majority (96.5 %) of respondents indicating its significance in shaping
travel plans and destination choices. This finding underscores the pivotal role of weather-
related factors in influencing travel behaviors and underscores the importance of climate
considerations in destination marketing and promotion efforts.

® [a
@ Hert

Figure 11 — Respondent’s weather preferences!?

Furthermore, promotional incentives and discounts emerged as influential factors
in travel decision-making processes, with 94.6 % of respondents expressing their
significance in shaping travel preferences and itinerary choices. This highlights the
efficacy of promotional campaigns and special offers in incentivizing travel behavior and
stimulating demand for tourism products and services, underscoring the importance of
strategic pricing and promotional strategies in destination marketing endeavors. The

survey results can be seen on the next page. The survey results can be seen on the next

page.

12 Computed by the author
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Figure 12 — Respondent’s discounts preferences®

Interestingly, while friends and travel companions were identified as influential
factors in destination selection, particularly among 93.1 % of respondents, their impact on
budgetary considerations was comparatively limited, with 92.1 % indicating that their
travel companions did not significantly influence their budgetary allocations for travel
expenses. This suggests a nuanced interplay between social influences and financial
considerations in travel decision-making processes, with travelers weighing the
recommendations and preferences of their peers against their own budgetary constraints

and financial priorities. The other survey results can be seen on the next page.
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Figure 13 — Respondent’s companion preferences
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Figure 14 — Respondent’s companion impact on budgetary considerations®®

Transitioning to an exploration of the expectations and experiences of Russian
tourists, the survey revealed insights into their anticipated emotional and cultural
experiences during travel engagements. Notably, a significant majority of respondents (98
%) expressed an expectation of experiencing positive emotions during their trips,
underscoring the intrinsic value of travel as a source of joy, fulfillment, and personal

enrichment for individuals seeking memorable and rewarding experiences.
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Figure 15 — Respondent’s positive emotion experience expectations®
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Similarly, cultural immersion emerged as a key expectation among Russian tourists,
with 95.5 % of respondents expressing a desire to engage with and experience the cultural
heritage, traditions, and customs of their destination countries. This underscores the
appeal of cultural tourism experiences and the desire among travelers to gain insights into
diverse cultural landscapes and traditions, highlighting the importance of cultural
authenticity and immersive experiences in destination marketing and visitor engagement
initiatives.
® [a
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Figure 16 — Respondent’s cultural experience expectations'’

However, it is noteworthy that certain expectations, such as encountering familiar
cultures or revisiting personal memories, were not prioritized by a significant portion
(84.7 %) of respondents, suggesting a preference for novel and enriching experiences that
transcend familiar or nostalgic associations. This underscores the importance of
destination differentiation and novelty in attracting and retaining the interest of
contemporary travelers, who are increasingly drawn to unique and distinctive travel
experiences that offer opportunities for exploration, discovery, and personal growth. The

survey results can be seen on the next page.
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Figure 17 — Respondent’s nostalgic experience expectations'®

The survey results from respondents about their experience using the Indonesia
Official Tourism Website shows the large majority of respondents (91.6 %) feel that the
website effectively presents information on religious tourism. Culinary tourism content is
also highly appreciated, with a 95.5 % satisfaction rate. Information on historical tourism
is well-received, achieving a 96 % satisfaction rate.

Regarding architectural tourism, the survey indicates a quite low satisfaction rate
compare to other experiences result, with 92.6 % of respondents expressing approval.
Additionally, the presentation of local culture and rural tourism is highly regarded, with
satisfaction rates of 94.6 % and 97.5 %, respectively.

Overall, feedback on the Indonesian tourism website is generally positive. Many
users describe the website as beautiful, informative, and user-friendly. However, some
respondents find the Russian translation challenging and believe that certain materials are
not available in other languages, highlighting a need for improved multilingual support.

In summary, the survey highlights several strengths of the Indonesian Official
Tourism Website, particularly in the areas of religious, culinary, historical, cultural, and
rural tourism. Nonetheless, there are opportunities for improvement, especially in
enhancing translation quality and expanding multilingual content to better serve an

international audience.

18 Computed by the author
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In conclusion, the survey findings offer valuable insights into the attitudes,
preferences, and behaviors of Russian tourists, shedding light on their demographic
characteristics, travel habits, information-seeking behaviors, decision-making processes,
and experiential expectations. By leveraging these insights, destination marketers, tourism
stakeholders, and policymakers can develop targeted strategies and initiatives to enhance
destination appeal, improve visitor experiences, and stimulate tourism demand among
Russian travelers, thereby fostering sustainable growth and development in the tourism

sector.

2.3 In-depth Interviews with Tourism Industry Experts, Researchers and

Representatives of Marketing and Advertising

The interviews conducted with various individuals from travel agencies provide
valuable insights into their perceptions of different travel websites. One striking similarity
among the respondents is their positive reception of the appearance of the websites.
Almost all interviewees expressed admiration for the colorful and appealing design, as
well as the high-quality images that captured their attention. Furthermore, they found the
font choices to be readable and the overall look of the sites to be visually pleasing. This
consensus highlights the importance of aesthetics in attracting users and creating a
favorable first impression.

Another common viewpoint shared by the interviewees is the ease of understanding
and navigation of the websites. They found the language used on the sites to be clear and
accessible, making it effortless to find information and browse through different pages.
Additionally, many respondents indicated a desire to revisit the sites, either for specific
information or to explore further, showcasing a positive user experience that encourages

return Vvisits.
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Despite these similarities, there were notable differences in opinions regarding
specific aspects of the websites. One area of contention was the electronic travel planning
service provided on the sites. While some respondents found it pleasant and useful, others
experienced issues such as slow loading times and a lack of clarity in the information
presented. This discrepancy suggests that there may be room for improvement in the
functionality and user-friendliness of these services.

The online community aspect of the websites also elicited mixed reactions. Some
interviewees believed that the sites provided a good online community, while others felt
that there were areas that needed improvement or were unsure about the community
features altogether. This divergence indicates that enhancing the online community
experience could be beneficial in fostering user engagement and interaction.

Additionally, language accessibility emerged as a concern for some respondents,
particularly regarding the availability of Russian language options on the websites. While
some found it easy to switch languages and access information, others encountered
difficulties or suggested improvements in translation quality. Addressing these language
barriers effectively could help cater to a more diverse range of users and improve overall
user satisfaction.

In conclusion, while there are overarching similarities in positive perceptions of the
websites' appearance and usability, there are also nuanced differences in opinions
regarding specific services, online community features, and language accessibility. These
insights highlight areas for potential enhancement and optimization to create a more
seamless and enjoyable user experience for visitors to these travel websites.

The following report summarizes the findings from interviews with experts from
various advertising and creative agencies regarding the Indonesian official tourism
website.

The website's images generally received positive feedback. Experts found the
images to be of high quality and effective in showcasing Indonesia's natural beauty. The

overall appearance of the site was praised for being beautiful and inspiring. Additionally,
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the font used on the website was deemed readable, modern, and timeless, making it
suitable for the site’s goals.

Experts commended the website for providing accurate and detailed information
about entry points, documents, currency, local culture, and other travel-related topics. This
comprehensive content was considered a significant strength of the website.

The "Start a Journey" block and the e-travel planning services were well-received
for their innovative approach in helping users plan their trips based on their interests and
traveler types. This feature was seen as a valuable addition to the website.

The main page was found to lack engagement, with several experts suggesting the
inclusion of short videos or interactive elements to captivate users and encourage further
exploration. There were noted issues with the interface, such as outdated design elements,
lack of animations, and pixelated fonts. Enhancements like fullscreen videos, interactive
maps, and games were recommended to improve user engagement.

The language settings posed problems for non-English speakers, particularly
Russian users who experienced frequent reversion to English. It was emphasized that
ensuring seamless translation and accessibility in multiple languages is crucial.
Additionally, the language used on the website could benefit from a more human and
engaging tone, rather than a formal and dry presentation.

While finding information was generally manageable, deeper queries required
extensive searching. Experts suggested the addition of a visual map or improved
navigation tools to help users find information more quickly. The search functionality and
some interactive services were reported as buggy and in need of refinement to provide a
smoother user experience.

The current interaction services, such as feedback forms, were deemed insufficient.
Experts recommended the introduction of real-time communication options, such as live
chat or direct calls, to make the site more user-friendly and responsive.

The website's online community aspects were found to be lacking. Integrating

region-specific social media channels and reducing the number of fields required for
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actions like downloading booklets were suggested improvements. Building a vibrant
online community that facilitates interaction and engagement among users was also
recommended.

The presentation of content needed improvement, with issues noted in text
alignment, spacing, and overall layout. Experts suggested highlighting main thoughts and
ensuring a more organized text structure to enhance readability and user interest.

While the website’s appearance was generally liked, it failed to evoke strong
emotions or excitement about visiting Indonesia. Incorporating more storytelling
elements, lively content, and user-driven experiences was recommended to boost its
impact.

Comparisons with other tourism websites, such as russia.travel and nelson.travel,
indicated room for enhancing the website’s functionality and aesthetic appeal to match or
surpass competitors. Experts emphasized that the website should not only inform but also
inspire and engage users emotionally, making them eager to explore Indonesia further.

In summary, the Indonesian official tourism website has a solid foundation with its
beautiful imagery and comprehensive information. However, improvements in user
experience, interface design, language accessibility, interactive services, and community
engagement are necessary to make it a more effective tool for promoting tourism in
Indonesia.

The opinions from the interviews conducted with representatives from advertising
agencies and travel agencies provide a diverse perspective on the evaluated travel
websites. One commonality across both sets of interviews is the appreciation for visually
appealing designs and high-quality images on the websites, indicating the importance of
engaging aesthetics. This shared sentiment reflects a general understanding of the
significance of captivating visuals in attracting and retaining user interest. A visually
appealing website can create a positive first impression and encourage users to explore
further, which is crucial for travel-related platforms aiming to showcase destinations

effectively.
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However, there are notable differences in opinions regarding specific aspects.
Travel agencies tend to focus more on functional aspects such as ease of navigation,
accessibility of information, and the accuracy of content. They emphasize the importance
of providing a seamless user experience, making it easy for visitors to find relevant
information quickly, and ensuring that the content is reliable and informative. On the other
hand, advertising agencies often prioritize creativity, unique storytelling, and emotionally
engaging content. They suggest incorporating interactive features, videos, animations, and
other elements to enhance user engagement and create a memorable browsing experience.

Another area of divergence is the feedback on typography, language usage, and
overall website appearance. While both groups acknowledge the importance of readable
fonts and clear language, advertising agencies often advocate for adding a unique flair to
the content and design. They highlight the need for fonts and styles that reflect the cultural
identity of the destination and appeal to the emotions of the users. In contrast, travel
agencies may place more emphasis on practicality and functionality, preferring
straightforward language and accessible design elements that facilitate information
retrieval.

Additionally, opinions on interactive services, community engagement, and the
overall influence of the website on travel decisions vary between the two groups. Travel
agencies appreciate interactive tools like e-travel planning services but may prioritize
accuracy and reliability in information dissemination. Advertising agencies, while
acknowledging the importance of accuracy, also stress the need for responsive customer
service, engaging community features, and compelling storytelling to inspire travel
interest and influence decision-making.

In conclusion, while there are shared appreciations for certain aspects like aesthetics
and basic functionality, the interviews highlight the need for ongoing improvements such
as unique content, enhanced user engagement features, better translations, and a more

personalized user experience to optimize the effectiveness of the travel websites.
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Balancing functional usability with creative engagement is key to creating a successful
online platform for promoting tourism and travel destinations.

Based on the interview with Alexey Shaburov, News Editor at URAL Business
Consulting, several key insights regarding the Indonesian Official Tourism Website have
been identified.

The website's main page is visually appealing and effectively captures attention,
making visitors curious to explore further. The images used on the website are bright and
attractive, which is essential for drawing in Russian tourists. The font on the website is
acceptable, and the Russian translation on the first page is clear and understandable.
Overall, the appearance of the website is well-liked, contributing positively to the user
experience. Additionally, the website contains a wealth of information that can be helpful
for planning a visit to Indonesia, despite the language barrier.

However, several areas for improvement have been noted. The main issue is the
lack of comprehensive language support. While Alexey understands English, many
Russian tourists might struggle with the website due to the language barrier. More
extensive Russian translations are needed to make the website more accessible. Although
the interaction services seem promising, Alexey has not yet tested them. Ensuring these
services are efficient and accessible in multiple languages will enhance the user
experience. The e-travel planning service is either non-functional or limited, especially
for non-English speakers. Improving this feature and ensuring it is operational and
multilingual would greatly benefit users. Some social media platforms are not accessible
in Russia, making it difficult for Russian tourists to gather information through these
channels. The website should consider alternative ways to disseminate information that
bypass these restrictions. There is also a need for more detailed and specific information
about different regions of Indonesia, especially for those unfamiliar with the country.
Providing comprehensive guides and localized information can help in better trip

planning.
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In conclusion, the Indonesian Official Tourism Website has succeeded in sparking
an interest in visiting Indonesia. Despite the noted shortcomings, the wealth of
information and the visual appeal of the website have positively influenced Alexey's
perception of Indonesia as a tourist destination. To be more effective, especially for
Russian tourists, the website needs to improve its language accessibility, enhance its e-
travel planning service, and provide more detailed and region-specific information.
Additionally, addressing the accessibility issues related to social media and ensuring that
interactive services are efficient and multilingual will further enhance its usability and
influence.

The interview with Professor Golubkova Ekaterina Alexandrovna, an expert in
advertising and public relations at Ural Federal University, provides valuable insights into
the Indonesian Official Tourism Website. Her responses indicate several strengths and
areas for improvement.

Firstly, the visual appeal of the website is highly effective. The main page captures
the user's interest, encouraging them to explore further. Professor Golubkova finds the
images colorful, natural, and appealing, enhancing the user experience. The typography
used on the website is also well-received, contributing to readability and overall visual
satisfaction.

The language on the website is very easy to understand, ensuring that the
information is accessible to a broad audience. Users find it relatively easy to locate the
information they need, which is crucial for user satisfaction. Additionally, the interaction
services, such as responsive customer service, are appreciated, indicating a satisfactory
level of user support.

The e-travel planning service is another positive aspect, as Professor Golubkova
expresses her approval of this feature. Overall, she likes the appearance of the website,
reinforcing the importance of a well-designed interface. Furthermore, the website
provides accurate information regarding specific entry points to Indonesia, which is

essential for effective travel planning.
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However, there are areas for improvement. The website lacks a strong online
community, which could enhance user engagement by providing a platform for sharing
travel experiences and tips. Moreover, while the website's appearance influences the
desire to visit Indonesia, it falls short in guiding users on the next steps. There is a need
for more actionable links, such as connections to travel agencies, discounts, or further
planning resources, to convert interest into actual travel plans.

In conclusion, Professor Golubkova's feedback suggests that the Indonesian
Official Tourism Website is visually appealing, user-friendly, and provides accurate
information, making it effective in attracting potential visitors. To fully leverage its
influence, the website should enhance its community features and provide clearer calls to
action to facilitate the transition from interest to concrete travel planning. By addressing
these areas, the website can improve user engagement and conversion rates, ultimately
boosting tourism to Indonesia.

The interviews conducted with various stakeholders, including the experts from
travel agencies, advertising agency, one Professor, and one News Editor from a business
consulting company, revealed both similarities and differences in their opinions regarding
the website promoting tourism in Indonesia.

One of the key similarities among the interviewees is their positive assessment of
the website's appearance and visual appeal. They express curiosity about exploring other
pages, appreciation for the images displayed, and generally find the overall appearance
pleasing. This indicates a consensus that the website succeeds in capturing attention and
creating an engaging visual experience for users.

Another commonality is the perception of language and communication on the
website. All interviewees agree that the language used is easy to understand, which is
crucial for ensuring clear communication and accessibility of information. This positive
feedback suggests that the website effectively conveys its message and content to users.

Furthermore, many interviewees across different sectors express an interest in

revisiting the website, especially if they plan to visit Indonesia or seek more information
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about the country. This indicates that the website has managed to generate sustained
interest and engagement among users, which is a positive outcome for its promotional
efforts.

Despite these similarities, there are notable differences in the opinions and
perspectives shared by the interviewees. For instance, the travel agency interviews focus
more on user experience aspects such as ease of finding information, interaction services,
and e-travel planning services. On the other hand, the advertising agency interviews place
greater emphasis on design elements like fonts, images, and overall appearance, with less
focus on interactive features.

Additionally, the travel agency interviews touch upon the website's online
community and social media presence, highlighting their importance for user engagement.
However, these aspects are not extensively discussed in the advertising agency interviews.

Moreover, the interviews with the Professor and News Editor provide a professional
perspective, evaluating the website based on factors such as appearance, font, language,
ease of understanding, and potential influence on travel decisions. Their insights offer a
more comprehensive view of the website's strengths and areas for improvement from a
professional standpoint.

In summary, while there are shared positive views regarding the website's
appearance, language, and ability to generate interest, the differences in opinion among
the interviewees reflect varying priorities and perspectives based on their professional
backgrounds and roles. These diverse insights provide valuable feedback for enhancing

the website's effectiveness in promoting tourism in Indonesia.
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3 IMPROVING TOOLS FOR PROMOTING THE OFFICIAL TOURISM
WEBSITE OF INDONESIA IN RUSSIA

3.1 Systematization of The Empirical Research Results

The analysis of the correlation between the interviews with various stakeholders
and the survey results from Russian tourists reveals both alignments and discrepancies
that offer valuable insights into the effectiveness of the Indonesian tourism website. From
the interviews, several key themes emerged, including positive assessments of the
website's appearance, ease of language, and user engagement. Experts from travel
agencies, advertising agencies, a professor, and a news editor consistently praised the
website's visual appeal, finding it engaging and aesthetically pleasing. They noted that the
language used on the website is easy to understand, which is crucial for effective
communication and accessibility. Additionally, there was a consensus among
interviewees that the website generates sustained interest, with many expressing a
willingness to revisit it, especially when planning a trip to Indonesia.

The survey of 202 Russian respondents provided complementary insights into the
demographic characteristics, travel habits, information sources, and decision-making
processes of potential tourists. The majority of respondents were aged 25 to 44 years (69.3
%) and predominantly female (56.9 %), with a significant portion being employed (52 %)
or students (38.6 %). The survey revealed a high level of educational attainment, with
38.6 % holding undergraduate degrees and 28.2 % possessing master's degrees.
Economically, most respondents displayed financial prudence, with many saving for
larger purchases despite owning essential household appliances. In terms of travel
behavior, 63.4 % of respondents preferred month-long vacations, mainly within Russia
(83.7 %), although 31.2 % had traveled to Southeast Asia, including Indonesia. Notably,
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only 8.9 % of respondents identified official websites as their primary source of travel
information. Instead, personal recommendations (45 %), travel agencies (19.3 %), and
social media (16.8 %) were more influential. Key factors influencing travel decisions
included weather conditions (96.5 %), promotional incentives (94.6 %), and the influence
of friends and travel companions (93.1 %).

There is a clear alignment between the interview findings and survey results in
several areas. Both the interviewees and survey respondents (indirectly) acknowledged
the importance of visual appeal. The positive feedback from interviews regarding the
website's aesthetic aligns with the general expectations of an engaging online experience
inferred from the survey. The consensus from interviews that the website's language is
easy to understand is supported by the survey's demographic data, which indicates a highly
educated audience that values clear communication. While interviews highlighted interest
in revisiting the website, the survey revealed a gap, with only 8.9 % of respondents using
official websites as their primary source of travel information. This suggests that despite
the website’s attractive design and clear language, it is not the preferred tool for trip
planning among Russian tourists. The importance of online community and social media
presence noted in interviews is reflected in the survey results, where personal
recommendations and social media significantly influence travel decisions. This indicates
a need for the website to enhance its social media integration and community engagement
features.

Despite these alignments, several discrepancies were noted. The low reliance on
official websites among survey respondents contrasts with the positive engagement
feedback from interviews. This indicates that while the website is visually appealing, it
may lack compelling features that drive primary usage. Enhancing content relevance and
usability could address this issue. The survey emphasized the importance of weather and
promotional incentives, which were not prominently discussed in the interviews. The
website could benefit from prominently featuring up-to-date weather information and

special offers to attract more users. The survey indicated a strong desire for positive
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emotional and cultural experiences, suggesting that the website should focus more on
showcasing immersive cultural content and positive travel stories to meet these
expectations.

In conclusion, while the Indonesian tourism website receives positive feedback for
its visual appeal and ease of language from expert interviews, there is a clear need to
address the low reliance on official websites as indicated by the survey. By enhancing
content relevance, integrating social media features, and focusing on key decision-making
factors such as weather and promotional offers, the website can better meet the
preferences and behaviors of Russian tourists. These improvements will help the website
become a more effective tool for promoting Indonesian tourism and engaging potential
visitors.

Analyzing the feedback from various interviews and questionnaire using marketing
models such as the AIDA model (Attention, Interest, Desire, Action) and Kotler's 5 A's
(Awareness, Appeal, Ask, Act, Advocate) provides valuable insights for enhancing the
official Indonesian tourist website.

The AIDA model helps to analyze the promotional effectiveness of the Indonesian
tourism website through four stages: Attention, Interest, Desire, and Action. According to
the data from interviews and questionnaires, the website successfully captures attention
with its appealing visual design. Experts consistently praised the website's engaging
aesthetics and clear language, which suggests that the website is effective in drawing
initial interest from visitors. This is further supported by the survey results, which indicate
that a significant number of respondents (63.4 %) prefer visually engaging content,
especially when planning long vacations.

However, the transition from Interest to Desire appears less effective. While
interviewees expressed a willingness to revisit the website, the survey revealed that only
8.9 % of respondents use official websites as their primary source of travel information.
This indicates a gap where the website fails to convert initial interest into a strong desire

to use it as a primary planning tool. Instead, personal recommendations and social media
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play a more significant role in shaping travel decisions, as indicated by 45 % and 16.8 %
of respondents, respectively.

The Desire stage is further hampered by the lack of compelling features such as up-
to-date weather information and promotional offers, which are critical factors influencing
travel decisions for 96.5 % and 94.6 % of respondents, respectively. The website needs to
enhance these elements to stimulate a stronger desire among potential tourists.

Finally, in the Action stage, although the website generates some interest in revisits,
the low reliance on it for travel planning indicates that few users take concrete steps to use
it for booking or detailed itinerary planning. To improve action, the website must integrate
more interactive and engaging tools, such as e-travel planning services and better social
media integration, to convert interest and desire into actual use.

Kotler's 5 A's model provides a comprehensive framework for analyzing customer
journeys from Awareness to Advocacy. Based on the data, the Indonesian tourism website
effectively creates Awareness through its visually appealing design and clear language, as
highlighted by the positive feedback from interviews. This initial appeal is crucial for
capturing the attention of potential tourists.

In the Appeal stage, while the website's design and ease of language are
appreciated, there is a noticeable divergence between what captures attention and what
sustains interest. The survey data show that personal recommendations, travel agencies,
and social media are more influential sources of travel information than the official
website. This indicates that while the website appeals to users initially, it does not
sufficiently maintain their interest to make it their primary resource.

During the Ask stage, potential tourists seek more detailed information and
validation from trusted sources. The survey results show that 45 % of respondents rely on
personal recommendations, and 19.3 % on travel agencies, which implies that the website
is not the primary source for in-depth information or reassurance. Enhancing interactive
features, user reviews, and comprehensive travel guides could improve the website's

performance in this stage.
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In the Act stage, where users make decisions and purchases, the website's
effectiveness is limited. Despite the positive visual and linguistic appeal, only a small
fraction of respondents rely on the website for actual travel planning and booking. This
gap suggests that the website needs to better facilitate the decision-making and booking
processes, possibly through partnerships with travel agencies and more integrated booking
systems.

Finally, in the Advocate stage, where satisfied users recommend the website to
others, the data suggest a potential area for improvement. While the interviews indicate a
willingness to revisit the site, this does not translate into strong advocacy. Enhancing user
satisfaction through personalized experiences, loyalty programs, and engaging content
could encourage more users to advocate for the website, thereby increasing its reach and
effectiveness as a promotional tool for Indonesian tourism.

In conclusion, both the AIDA model and Kotler's 5 A's framework reveal that while
the Indonesian tourism website is effective in capturing attention and initial interest, it
needs significant improvements in converting this interest into desire and action, as well
as fostering advocacy among users. Enhancing interactive features, providing detailed and
up-to-date information, and integrating social media and booking functionalities will help
bridge these gaps and make the website a more effective tool for promoting tourism in
Indonesia.

The empirical research conducted for the thesis provided a detailed demographic
overview of Russian respondents' characteristics, shedding light on various aspects such
as age, gender, occupation, education, and economic status. The majority of respondents
fell within the age range of 25 to 44 years, indicating a predominantly youthful
demographic. Additionally, there was a balanced representation between genders, with
females constituting slightly over half of the surveyed population. In terms of occupation,
respondents displayed a spectrum of employment statuses, with over half reporting being
employed and a significant portion being students. Education emerged as another

significant demographic factor, with a majority of respondents holding undergraduate or
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master's degrees, reflecting a well-educated populace with intellectual depth and academic
achievement. Furthermore, insights into the economic status of respondents provided
valuable context regarding their purchasing power and financial priorities, with a notable
proportion expressing a need to save for larger purchases despite owning essential
household appliances.

The research also delved into the travel habits and preferences of Russian tourists,
revealing distinct patterns and preferences regarding vacation behaviors and destination
choices. Notably, the majority of respondents expressed a preference for month-long
vacations, suggesting a tendency towards extended leisure periods for travel and
recreation. Moreover, while domestic travel within Russia was the preferred choice for
the majority of respondents, there was also interest in international travel experiences,
particularly to destinations in Southeast Asia such as Thailand and Indonesia. However,
it is noteworthy that a significant portion of respondents had not yet ventured into
Southeast Asia, indicating untapped potential for future travel experiences and tourism
engagement in the region among Russian tourists.

The empirical research provided valuable insights into the preferred sources of
travel information among Russian tourists and the factors influencing their travel decision-
making processes. Contrary to expectations, official tourism websites were not identified
as the primary source of travel information, with personal recommendations, travel
agencies, and social media platforms emerging as more influential sources. Factors such
as weather conditions and promotional incentives were identified as significant
influencers of travel decisions, highlighting the importance of climate considerations and
strategic pricing in destination marketing and promotion efforts. Additionally, the
influence of friends and travel companions on destination selection was noted,
emphasizing the role of social influences in travel decision-making processes.

The research also explored the expectations and experiences of Russian tourists,
revealing insights into their anticipated emotional and cultural experiences during travel

engagements. The majority of respondents expressed an expectation of experiencing
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positive emotions and cultural immersion during their trips, underscoring the intrinsic
value of travel as a source of joy, fulfillment, and personal enrichment. However, certain
expectations, such as encountering familiar cultures or revisiting personal memories, were
not prioritized by a significant portion of respondents, suggesting a preference for novel
and enriching experiences that transcend familiar or nostalgic associations.

In conclusion, the systematization of the empirical research results provides a
comprehensive understanding of the characteristics, preferences, and behaviors of
Russian tourists regarding Indonesian tourism. The findings highlight the importance of
targeted marketing strategies that leverage preferred information sources, address key
decision-making factors, and deliver enriching and memorable travel experiences to
effectively attract and engage Russian tourists. By aligning promotional efforts with the
preferences and expectations of the target audience, Indonesian tourism stakeholders can
enhance destination appeal, improve visitor experiences, and stimulate tourism demand
among Russian travelers, thereby fostering sustainable growth and development in the

tourism sector.

3.2 Project to Promote The Official Website of Indonesia among Russians

The practical section outlines a comprehensive plan to promote Indonesian tourism
and popularize the Indonesian official website among Russian travelers. The primary
goals include increasing awareness of the website, driving traffic from Russian-speaking
regions, improving user engagement and satisfaction, and establishing the website as the
go-to source for information about Indonesia for Russian travelers. Sub-goals involve
increasing website visits by 50 %, achieving a 30 % increase in Russian user engagement,
and obtaining positive feedback on usability and content.
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The primary aim of this project is to effectively utilize Indonesia's official tourism
website to attract Russian tourists by addressing the research hypotheses and purposes of
the thesis. The first hypothesis posits that the official tourism website is not the primary
source of information for Russian tourists. The second hypothesis suggests that accurate
information about specific entry points to Indonesia is the most engaging content for these
tourists.

However, the data from the questionnaire and interviews indicate that the second
hypothesis may not be entirely accurate. Instead, factors such as personal
recommendations, weather conditions, and promotional incentives appear to play more
significant roles in influencing travel decisions. To address and overcome this
discrepancy, the project plan will pivot to emphasize the factors that have proven to be
more influential according to the research findings.

Market research will be the foundation of this plan, providing a deep understanding
of Russian travelers' preferences and behaviors. This research will inform all aspects of
the project, ensuring that strategies are tailored to the target audience. For instance, the
survey data reveals that Russian travelers prioritize weather conditions and promotional
incentives, with 96.5 % and 94.6 % of respondents, respectively, highlighting these factors
as crucial in their travel decision-making. Additionally, 45 % of respondents rely on
personal recommendations, emphasizing the importance of word-of-mouth and peer
endorsements.

Localization of the website is essential to ensure that it resonates with Russian
tourists. This involves translating the content into Russian and culturally adapting it. The
positive feedback from interviews regarding the website's appearance and visual appeal
will guide this process, ensuring that these elements are preserved and enhanced in the
localized version. The consensus among interviewees that the website's language is easy
to understand further supports the need for accurate and accessible translations.

SEO optimization will increase the website's visibility on Russian search engines

like Yandex. This includes incorporating relevant keywords identified through market
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research into the website's meta tags, headers, and content. Effective SEO will ensure that
the website ranks highly in search engine results, addressing the hypothesis that the
website is not currently the primary source of information for Russian tourists by
increasing its discoverability.

Creating quality content tailored to Russian travelers is crucial. This content will
include articles, videos, and travel guides that highlight Indonesian destinations, cultural
experiences, and travel tips. While the importance of accurate information about entry
points to Indonesia will still be addressed, the content strategy will place greater emphasis
on weather-related information, promotional incentives, and personal travel stories,
aligning with the survey findings. For example, featuring articles that highlight the best
times to visit Indonesia based on weather conditions and offering special discounts or
packages will likely attract more interest from Russian tourists.

Social media marketing will play a significant role in reaching Russian travelers.
Utilizing popular platforms like VKontakte, Odnoklassniki, and Instagram, the project
will involve posting engaging content, interacting with users, and running targeted
advertising campaigns. The 16.8 % of respondents who rely on social media for travel
information underscores its importance in the promotional strategy. Collaborations with
Russian influencers and bloggers will further enhance the website's reach and credibility,
leveraging the trust and authenticity that these figures command among their followers.

Email marketing will involve building an email list of Russian subscribers and
sending regular newsletters with personalized content, special offers, and updates about
Indonesian destinations. Given the high engagement rates typically seen with email
marketing, this approach will ensure consistent and valuable updates reach the target
audience, keeping them informed and engaged.

Targeted online advertising on Russian travel websites, forums, and platforms will
increase the website's visibility and attract potential travelers. Display ads, native
advertising, and retargeting campaigns will drive traffic to the website. The importance of
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professional guidance, as highlighted by the 19.3 % of respondents relying on travel
agencies, will inform the targeting and content of these ads.

Partnerships with Russian travel agencies, airlines, and tour operators will further
promote Indonesian destinations. Joint promotions and incentives for bookings through
the official website can be established, providing additional platforms for promotion and
reaching a wider audience. These partnerships will address the thesis's goal of improving
communication strategies and developing a comprehensive communication system.

Continuous monitoring of website traffic, user engagement, and conversion rates
will be essential to assess the effectiveness of the promotional efforts. Analytics tools will
track key metrics, enabling data-driven adjustments to strategies as needed. This ongoing
evaluation will ensure that promotional activities effectively drive traffic and engagement,
aligning with the thesis's purpose of serving as a reference for the future development of
Indonesian tourism websites.

The project budget is estimated at $71,500, covering market research, website
localization, SEO optimization, content creation, social media marketing, influencer
partnerships, email marketing, and targeted online advertising. This budget ensures all
critical aspects of the promotion plan are adequately funded, maximizing the potential for
successful outcomes.

At each stage of the promotional strategy, the primary objective is to guide Russian
travelers towards exploring Indonesia via the official tourist website. Whether it's through
curated content, social media engagement, influencer endorsements, or email
communications, the ultimate aim remains consistent: to direct individuals seamlessly to
the official Indonesian tourist platform. By maintaining this focus throughout the
promotional journey, potential travelers are provided with clear pathways to access
comprehensive information and opportunities related to Indonesia, facilitating their
decision-making process and encouraging them to plan their visit through the designated
official channels.
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Implementing this comprehensive project plan over six months, with an initial setup
phase followed by execution and a final evaluation phase, will effectively attract and
engage Russian travelers. This approach addresses the hypotheses and purposes of the
thesis by increasing the website's visibility, enhancing user engagement, and positioning
it as the go-to resource for Russian travelers. By incorporating the actual factors that
influence Russian travelers, the project will ensure that the promotional strategies are both
relevant and effective, ultimately driving more tourist traffic to Indonesia.

To effectively target Russian travelers, specific strategies must be employed,
informed by the thesis's hypotheses and purposes. The first hypothesis, that the official
tourism website is not the primary source of information for Russian tourists, and the
second hypothesis, that accurate information about entry points to Indonesia is most
engaging, guide the development of these strategies. However, as noted, the second
hypothesis was not supported by the data, necessitating a shift in focus.

Localization of the website to resonate with Russian tourists is a critical first step.
This includes translating the content into Russian and culturally adapting it to align with
Russian preferences. The positive assessment of the website's appearance and visual
appeal from interviews indicates that these elements should be preserved and enhanced in
the localized version. Ensuring that the language is easy to understand will address the
communication needs identified in both the interviews and the survey data.

SEO optimization is essential for increasing the website's visibility on Russian
search engines like Yandex. Incorporating relevant keywords identified through market
research into the website's meta tags, headers, and content will ensure high search engine
rankings. This strategy addresses the first hypothesis by making the website a more
prominent source of information for Russian tourists.

Creating high-quality content tailored to Russian travelers is vital. This content
should include comprehensive travel guides, destination overviews, and travel tips
tailored to Russian interests. The survey data indicates a preference for weather-related

information and promotional incentives, which should be prominently featured. Accurate
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information about entry points to Indonesia will still be provided, but the focus will be on
the more engaging content identified in the research, such as articles on optimal travel
seasons, cultural festivals, and exclusive travel deals.

Social media marketing on popular Russian platforms like VKontakte,
Odnoklassniki, and Instagram will help reach the target audience. Engaging content,
regular interactions with users, and targeted advertising campaigns will drive traffic to the
website. The survey data showing significant reliance on social media for travel
information underscores the importance of this strategy. Collaborating with Russian
influencers and bloggers will further amplify the website’s reach and credibility,
leveraging the trust and authenticity that these figures command among their followers.

Email marketing campaigns targeting Russian subscribers will provide
personalized content and exclusive offers. Regular updates about Indonesian destinations
and travel tips will keep the audience engaged and encourage repeat visits to the website.
This method leverages the high engagement rates often seen with email marketing,
ensuring that the audience receives consistent and valuable updates directly in their
inboxes.

Online advertising on Russian travel websites, forums, and platforms will increase
visibility. Display ads, native advertising, and retargeting campaigns will attract potential
travelers and drive traffic to the website. Advertising efforts should be carefully monitored
and adjusted based on performance metrics to ensure maximum return on investment.

Strategic partnerships with Russian travel agencies, airlines, and tour operators will
promote Indonesian destinations through joint marketing efforts and exclusive offers.
These collaborations can provide additional platforms for promoting the website and
reaching a wider audience. The importance of professional guidance highlighted by the
reliance on travel agencies will inform the targeting and content of these ads.

Measuring success involves tracking key performance indicators such as website
traffic, engagement metrics, conversion rates, and return on investment (ROI) from

marketing efforts. Regular assessments will ensure that promotional activities meet the
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desired objectives, and data-driven adjustments will be made as needed. This continuous
evaluation will ensure that the promotional activities effectively drive traffic and
engagement, aligning with the thesis's purpose of serving as a reference for the future
development of Indonesian tourism websites.

By implementing these targeted strategies, the promotion of Indonesia’s official
tourism website to Russian travelers will effectively increase awareness, drive traffic, and
enhance user engagement. This approach aligns with the hypotheses and purposes of the
thesis, positioning the website as the go-to resource for Russian travelers interested in

exploring Indonesia and ultimately enhancing Indonesia’s tourism sector.
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CONCLUSION

The research aimed to analyze the use of official websites as tools for promoting
Indonesia’s national tourism products, focusing particularly on attracting Russian tourists.
The study was guided by two main hypotheses: first, that the official tourism website is
not the primary source of information for Russian tourists planning their trips to Indonesia,
and second, that accurate information about specific entry points to Indonesia is the most
important and engaging element on the official tourism website for attracting Russian
tourists. Through a combination of qualitative and quantitative research methodologies,
including in-depth interviews and a questionnaire survey, the study provided a
comprehensive understanding of the current effectiveness of these websites and offered
strategic insights for their improvement.

The demographic analysis of the 202 Russian respondents revealed a predominantly
youthful population, with the majority falling within the age range of 25 to 44 years. The
gender distribution was relatively balanced, with females accounting for 56.9 % of the
surveyed population. The respondents exhibited a diverse range of occupations, with over
half being employed and a significant portion being students. The high level of
educational attainment among the respondents, with many holding undergraduate and
master's degrees, indicated an audience with intellectual depth and a strong propensity for
informed decision-making.

One of the critical findings from the survey was the limited reliance on official
tourism websites for travel information. Only 8.9 % of respondents identified these
websites as their primary source of travel information, supporting the first hypothesis.
Instead, personal recommendations, travel agencies, and social media platforms were
more influential, highlighting the importance of peer endorsements and the pervasive
impact of digital content. This insight emphasizes the need for the Indonesian tourism
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website to enhance its visibility and engagement through strategic partnerships and a
stronger presence on social media.

The in-depth interviews provided nuanced perspectives from various stakeholders,
including travel agencies, advertising agencies, academics, and media professionals.
While there was a consensus on the website's visual appeal and easy-to-understand
language, differences emerged in the emphasis on user experience and interactive features.
Travel agency experts focused on the ease of finding information and interaction services,
whereas advertising agency experts prioritized design elements like fonts and images.
This divergence underscores the need for a balanced approach that incorporates both
aesthetic appeal and functional user experience enhancements.

Analyzing the data using the AIDA model revealed that while the website succeeds
in capturing attention and generating interest through its visual appeal, it falls short in
converting this interest into action due to a lack of engaging and interactive features. The
Kotler's 5 A's analysis further highlighted that while there is good awareness and appeal,
the website needs to improve in the 'Ask’ and 'Act' stages by providing more detailed and
engaging information that can facilitate decision-making and booking processes. These
insights underline the importance of developing a more user-centric approach that
addresses the informational and interactive needs of potential travelers.

The second hypothesis, suggesting that accurate information about entry points is
the most engaging element, was not fully supported by the data. While such information
is important, factors like promotional incentives, weather conditions, and social media
influence were found to be more significant in shaping travel decisions. This indicates a
need to broaden the scope of content on the website to include a wider array of engaging
and relevant information.

Based on these findings, a comprehensive project plan to promote Indonesia's
official tourism website to Russian tourists was developed. This plan includes several key
strategies:
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- Market Research. Conducting thorough research to understand the specific
preferences, behaviors, and needs of Russian tourists. This will involve analyzing travel
trends, preferred destinations, and key factors influencing travel decisions. For example,
the research found that Russian tourists have a strong preference for domestic travel, but
there is significant interest in Southeast Asia, including Indonesia. Understanding these
trends can help tailor marketing messages that resonate with this audience;

— Localization. Customizing the website content to make it culturally relevant
and accessible to Russian tourists. This includes translating content into Russian, using
familiar symbols and icons, and highlighting aspects that appeal to Russian travelers, such
as affordable travel packages, family-friendly activities, and warm beach destinations.
Localization also involves presenting information in a manner that aligns with Russian
cultural norms and preferences, which can enhance the website's appeal and usability;

— SEO Optimization. Enhancing the website's visibility on Russian search
engines through effective SEO strategies. This involves using relevant keywords, creating
high-quality content, and building backlinks from reputable Russian websites. SEO
optimization is crucial for ensuring that the website appears in search results when
potential tourists are looking for travel information about Indonesia, thereby increasing
the likelihood of attracting visitors;

- Content Creation. Developing detailed and engaging content that provides
practical information about travel logistics, visa requirements, entry points, and
transportation options. Including user-generated content, such as reviews and travel
stories from Russian tourists, can build trust and provide relatable insights. Content should
also highlight unique cultural experiences, natural attractions, and itineraries that cater to
different types of travelers, from adventure seekers to those looking for relaxation;

— Social Media Marketing. Leveraging popular Russian social media platforms
to reach and engage the target audience. This includes creating shareable content, running

targeted ad campaigns, and partnering with influencers to increase visibility and
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credibility. Social media marketing can help create a buzz around Indonesian tourism,
showcase real-time experiences of travelers, and drive traffic to the official website;

— Email Campaigns and Online Advertising. Implementing targeted email
campaigns and online advertisements to reach potential travelers with personalized offers
and information. This can help to capture the interest of users who have shown an interest
in travel to Southeast Asia. Personalized marketing efforts can significantly increase
engagement and conversion rates by addressing the specific needs and interests of
individual users;

— Partnerships. Establishing partnerships with Russian travel agencies, tour
operators, and influencers to enhance promotional efforts. Collaborating with these
entities can provide valuable insights and extend the reach of the promotional campaigns.
Partnerships with airlines, hotels, and other service providers can also create
comprehensive travel packages that simplify the travel planning process for Russian
tourists;

— Continuous Monitoring and Evaluation. Regularly assessing the
effectiveness of the promotional strategies and making necessary adjustments based on
feedback and performance metrics. This will ensure that the promotional efforts remain
relevant and effective in attracting Russian tourists. Monitoring tools like Google
Analytics, social media analytics, and customer feedback surveys can provide valuable
data to guide ongoing improvements;

- Budget Allocation. Ensuring that resources are distributed effectively across
various promotional activities to maximize impact. This includes allocating funds for
content creation, social media marketing, SEO optimization, and partnership
development. A well-planned budget can help prioritize high-impact activities and ensure
that promotional efforts are sustainable over the long term.

In conclusion, this research provides a detailed analysis of the effectiveness of
Indonesia’s official tourism websites in promoting national tourism to Russian tourists.

While the websites have strengths in visual appeal and clear communication, there are
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significant areas for improvement, particularly in enhancing user engagement and
interactive features. By implementing the proposed project plan and leveraging the
findings from this research, Indonesia's tourism stakeholders can develop more effective
strategies to attract and engage Russian tourists, thereby boosting tourism and contributing
to the country's economic growth and cultural promotion.

The study's outcomes highlight the importance of a multifaceted approach that
combines visual appeal, functional user experience, and strategic promotional efforts to
enhance the effectiveness of tourism websites. The insights gained from this research can
serve as a valuable reference for the future development of Indonesian tourism websites
and provide a framework for other destinations seeking to improve their digital marketing
strategies. Ultimately, by addressing the informational and engagement needs of potential
travelers, Indonesia can strengthen its position as a premier tourist destination and achieve
sustainable growth in the tourism sector.

This research also underscores the importance of understanding the target
audience's preferences and behaviors. The findings revealed that Russian tourists value
detailed and practical travel information, promotional incentives, and engaging social
media content. These insights should guide the development of marketing strategies that
resonate with Russian tourists and address their specific needs.

Moreover, the study emphasizes the need for continuous improvement and
adaptation. The tourism industry is dynamic, and consumer preferences can change
rapidly. Therefore, it is crucial for tourism stakeholders to stay updated with the latest
trends and continuously refine their strategies to maintain relevance and competitiveness.

The proposed project plan provides a roadmap for enhancing the Indonesian
tourism website's effectiveness in attracting Russian tourists. By focusing on market
research, localization, SEO optimization, content creation, social media marketing, email
campaigns, partnerships, continuous monitoring, and budget allocation, the plan aims to
create a comprehensive and sustainable promotional strategy. This approach not only

addresses the current gaps identified in the research but also leverages the strengths of the
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existing website to create a more engaging and user-friendly experience for potential
travelers.

In  conclusion, the research provides valuable insights and practical
recommendations for improving the promotion of Indonesian tourism through official
websites. By implementing these strategies, Indonesia can enhance its appeal to Russian
tourists, increase tourist arrivals, and contribute to the overall growth and development of
the tourism sector. The findings and recommendations from this study can serve as a
foundation for future research and strategic planning in the field of tourism promotion.

By leveraging the power of digital marketing, social media, and strategic
partnerships, Indonesia can create a compelling and effective online presence that attracts
and engages Russian tourists. This will not only boost tourism but also promote cultural
exchange and economic development, contributing to Indonesia's broader goals of
sustainable tourism growth and national pride.

In summary, this research highlights the importance of a well-rounded and adaptive
approach to tourism promotion. By understanding and addressing the needs and
preferences of Russian tourists, Indonesia can create a more effective and engaging online
presence that drives tourism growth and enhances the overall visitor experience. The
proposed strategies provide a comprehensive framework for achieving these goals and

ensuring the long-term success of Indonesia's tourism industry.
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APPENDIX A

IN-DEPTH INTERVIEW

Dimitry Maslakov, Digital Creative director of Voskhod agency.
1. Does the appearance of the website's main page make you curious to see other pages?

The start screen of the home page should be the most engaging for the user to
explore the site further - both the home page and internal ones. Therefore, a short video
may appear on the start screen, which, firstly, involves the user to further explore the
site, and secondly, reveals the country in a richer and more multifaceted way. In
addition, the interface of the header and block of the stratum screen should be as simple
and concise as possible, so that you can quickly navigate where the information that
may be of interest to the user is located. Again, user-friendly elements of the site also
affect the perception - for example, by default the sound on the site is turned on, and
there is no way to turn it off through the site interface. This may irritate the user and
cause them to abandon it.

2. Do you like the images displayed on the website?

Overall, the images on the site are travel industry standard. The problem with them
Is that they don't look unique. | would like to see a different approach to images from
others - both in content and style.

3. Do you like the font displayed on the website?

Yes, the font meets the tasks and goals of the site. It is quite modern and at the
same time classic, and will always remain so. That is, there will be no need to change
the font for the sake of time after some short time. On the other hand, the font does not
carry any unique identity and spirit of the country, its history and culture. I would

recommend saving the current font as a typesetting font for all information blocks. And
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for headlines and highlights, choose something more unique and associated with the
cultural code of Indonesia.
4. Is the language used on the website easy to understand?

| think yes. The language is quite understandable and clear to understand. But |
would suggest adding some unique flair to your wording. So that they are perceived,
on the one hand, more targeted to the user, they would have a humane appeal instead
of a formal and dry one. For example, instead of “General information” you can write:
“Where to start on the path to discovering Indonesia.”

5. Is it easy for you to find information on the website?

In general, yes. You can find the necessary sections and blocks of information that
lie on the surface of the request. But there are also deeper queries from the user, and
here it is necessary to explore the site for a long time to find this information. | would
recommend making a visual map of the site in its footer so that the user can quickly
find any information that interests him.

6. Are the interaction services provided on the website pleasant (for example: providing
fast response customer service/providing answers to general questions)?

See previous answer.

7. Do you like the e-travel planning service on the website?

If we mean the service of selecting a flight, car rental and hotel, then this is a very
good way to keep the user here on the site so that he does not go to other booking
services. If we are talking about the “Start a Journey” block, then this is generally a
cool and unique find. By choosing the type of traveler and interests, you can find
relevant materials and plan your trip based on them. This is definitely a great thing. |
would recommend implementing (or duplicating) this function in the format of a pinned
widget that would always be present on the screen, no matter what section the user is
in,

8. Does the website provide a good online community?

Yes, you can find any known and widespread official channels of interaction with
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the Indonesian Ministry of Tourism. They are well presented and widely available. But
it is necessary to take into account the specifics of the region in which the user is
located. And when changing the language, provide only those channels that are
officially authorized in the user’s country. For example, Instagram and Facebook are
prohibited in Russia.

9. Are you interested in visiting the website again?

Yes, | would return to the site. It seems quite difficult to learn everything you need
to know about a country in one visiting session. Therefore, | want to return to the site
to dive deeper and study in more detail certain materials useful to the traveler.

10. Do you like the overall appearance of the website?

Yes, the general appearance of the site makes a good impression. But as | already
noted in questions 2, 3 and 5, the site lacks uniqueness in design, given the cultural
code of Indonesia, and the visual structure of the entire site.

11. Does the website provide accurate information regarding specific entry points to
Indonesia that interested you?

| find it difficult to answer because | cannot assess how accurate and true the
information presented on the site is. But as a potential traveler, | can say that | am
satisfied with the information presented on the site.

12. Has the appearance of the website succeeded in influencing you to visit the tourist
destination?

| believe that any tourist will consider and make a decision about a trip to Indonesia
not on this official website. Therefore, it is necessary to promote knowledge about the
existence of this site so that as many potential travelers as possible learn about it, visit

it, and this would encourage them to visit such a beautiful country.

Maslyakova Anna, Digital Art-Director in Voskhod Agency.
1. Does the appearance of the website's main page make you curious to see other pages?

Catching-eye images make me explore the site further. Some artifacts in slides on
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the main page make me confused. Interface is outdated. Fonts are pixelated, slides are
not changing automatically. Personally, I miss the lively motions and micro-animations
on the site. | want to see a fullscreen video (showreel) about the country on the first
screen of the main page.

2. Do you like the images displayed on the website?

Yes! | really like images on the site, it is inspiring, the photos and videos are
mesmerizing. Personally, I miss the lively content on the site. Micro-video, micro-
animation in the interface.

3. Do you like the font displayed on the website?

| really like timeless nature of the font. | really dislike poor typography on the site,
special long lines of paragraph text, non-consistent typography. I’'m missing
highlighting main thoughts in texts. System of spacing between information blocks is
poor — text and images seem stuck together.

4. Is the language used on the website easy to understand?

Yes.

5. Is it easy for you to find information on the website?

Yes.

6. Are the interaction services provided on the website pleasant (for example: providing
fast response customer service/providing answers to general questions)?

Yes.

7. Do you like the e-travel planning service on the website?

If you mean filter in module “go explore”, it’s a very nice idea. I want to see a
more modern realization of this module.

8. Does the website provide a good online community?

Yes. But | have a comment. There are too many fields to fill out when downloading
booklets in the Electronic Brochures section. This becomes an obstacle to downloading
and animation in the product.

9. Are you interested in visiting the website again?
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No. Only to see some formal information. As a user | want to be engaged by
emotions of interactives on site.
10. Do you like the overall appearance of the website?

| like the contrast of the interface and remarkable images. | dislike typography
(system of spacings, font sizes etc.)
11. Does the website provide accurate information regarding specific entry points to
Indonesia that interest you?

Yes.
12. Has the appearance of the website succeeded in influencing you to visit the tourist
destination?

| really like the content on the site, it is inspiring, the photos and videos are

remarkable. But some artifacts of interface interfere me from returning.

Vasiliy Tsykin, CTO Voskhod Creative Agency
1. Does the appearance of the website's main page make you curious to see other pages?

The home page looks decent, but feels a bit modest and ordinary. It’s not fun and
engaging to say it clearer. First screen could have contained a video instead of static
pictures. Adding some animation also would be a good idea. Also, to make the front
page look interesting you could develop some creative ideas (games, puzzles,
interactive maps, 3d-tours etc.), maybe with the help of creative agencies.

2. Do you like the images displayed on the website?

For me personally pictures lack quality (in terms of resolution, they feel over
compressed) and aesthetics. They could be juicier, brighter and more vivid. Please, take
a look at this website https://www.nelson.travel/ for reference, and you will understand
what I’m talking about.

3. Do you like the font displayed on the website?
The font is good, but lacks personality. Headlines could have more authentic font

style, corresponding with the country's culture.
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4. Is the language used on the website easy to understand?

It’s great that the site has been translated to several languages. For me as a russian
the information in my native language looks very well translated and comprehensible,
I can easily understand what is written. But not all the content is translated to the target
language, at some pages you can have a mixture of English and Russian.

5. Is it easy for you to find information on the website?
Overall, the navigation is good, but sometimes it gets a bit confusing, for example

when | switch to Russian language and then click on these links:

NMyTteBogutenb

MNMporpamma Indonesia
" Care

MUHUCTEPCTBO TYPHU3MA U KPEATHBHON IKOHOMUKM O3HaKOMBTECH CO BCEMM UMMM DALIMOHHBIMM 3pecs Byt HaipeTe MHOOPMALMIO, KOTOPas Heobxoanma

npeacrasnser nporpammy InDOnesia CARE, craswyio Tpeb , 06833 ANA Noc; NPKU NNAHKPOBAHKUM NOE3AKK B MHAOHE3MIO, BKMOYAR

CHMBONOM PELUMTENbHBIX YCUNniA MHAOHe3MH No VIHOOHE3MM, BKIIOYAS 3NEKTPOHHBIA NACNOPT U oduLmansHble TpeBOBaHUA NPY Bbe3fe B CTPAHY.
BHEAPEHKUIO NPOTOKONOB YUCTOThI, 3A0POBLA, ANEKTPOHHYIO BA3Y.

6e30nNacHOCTM K OKPYXalowei cpeasl BO Bcei

MHAYCTPUM TYPU3Ma B KayecTse obA3aTenbHbIX Mep

NPeaoCTOPOXHOCTH. 33‘13‘4(’! NpOorpamMmbl -

rapaHTMPOBaTL KaXAOMY NyTelecTBeHHUKY

HesonacHocTb KOMOODT BO BpeMs noesnxu s

WHpoHesno,

It redirects me to the global version of the website.
6. Are the interaction services provided on the website pleasant (for example: providing
fast response customer service/providing answers to general questions)?

Personally, | would not consider contacting a government institution such as the
Ministry of Tourism via a feedback form to get answers to my silly questions, | would
prefer asking in social networks and the website provides me with the corresponding
links which is great. But, unfortunately I didn’t have a need to use them by now, so I
can’t say how quickly they respond.

7. Do you like the e-travel planning service on the website?
Well, fairly speaking it’s a bit buggy. I could not use it at all, there were always

some errors. Clicking on the search button after filling the form did nothing.
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8. Does the website provide a good online community?

As the contact information consists mainly of the social media resources, it’s
necessary to consider region specific ones when switching to different locales presented
on the website. For example, Facebook and Instagram are prohibited in Russia now, of
course it’s reachable via VPN, but not everyone is familiar with that.

9. Are you interested in visiting the website again?

I’m not going to visit Indonesia in near future, but when it happens I will consider
this website as a source of information as it’s the official one and I know I can rely on
the information provided there.

10. Do you like the overall appearance of the website?

It’s nice, but nothing special, really. There are some issues with styling here and
there (marings, padding, too big headlines). In general, it lacks a good design.

11. Does the website provide accurate information regarding specific entry points to
Indonesia that interested you?

Unfortunately, I can’t check the information for accuracy as I’ve never been to
Indonesia before. But I suppose information should be accurate considering that it’s an
official resource.

12. Has the appearance of the website succeeded in influencing you to visit the tourist

destination?
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No, I was not impressed with the appearance of the website. If I didn’t know the

fact that it’s an official government resource, I would leave it soon.

Markov Andrei — Designer from VVoskhod Agency
1. Does the appearance of the website's main page make you curious to see other pages?

Her. ['maBHas ctpanuiia caifta CoaepXuT Mano uHpopManuu U (yHKIIHOHATA, U
ckyuno e€ mogaet. https://russia.travel/directions/centrrossii — Xopommii mpumMep
(GYHKIIMOHATBHOCTH M TOJauyd WHGOpPMAIUU TJIABHOW CTpPaHHUIBI TYPUCTHYECKOTO
caura CTpAaHHbI, KOTOpBIﬁ IMPUBJICKACT B PA3HLIC I'OpOAad 3a CUCT IIOKa3a OIIPCACIICHHBIX
JOCTONIPUMEYATEIIBHOCTEH W BO3MOXKHOCTEH (MapUIPYThl, JKHUIIbE, SKCKYPCHUH U
JOCTONPUMEYATEIbHOCTH, BCE€ COOpPAaHHO Ha OJHOM CTPaHUIIE U €€ HE CKY4HO
MIPOCMATPUBATb).

2. Do you like the images displayed on the website?

He BCEria. breiBaeT uTO BCTPCUAIOTCA I/1306pa)KeHI/I}I HHU3KOI'O Kade€CTBa HJIN C
HEYMECTHOW CMBICIOBOM Harpy3kou. CalTy O4YeHb HE XBaTaeT BUJIEO HA THU3EpE
CTpaHMIL, YTOOBI MOKa3aTh MacIITad U CUJIbHEE MTPUBJIEYb M10JIb30BaTEIEH.

3. Do you like the font displayed on the website?

K mpudry Her BompocoB, oObIUHBIM 0a30BBIM, HO HEBbIpA3UTENbHBIA. EcCTh
BOIIPOCHI K BCPCTKEC TCKCTAa — I'’AC-TO OH CJIIMIIKOM HHOTHBIfI, TAC-TO HCIIPABUIIBHO
BBIPABHEH, YaCTO BCTPEYACTCS IUIOTHBIA M OOJBIION MAaCCHB TEKCTa, KOTOPBIM HET
JKeJIaHWsS YUTATh U3-3a 00beMa U OTCYTCTBH: 3ar0OJIOBKOB.

4. Is the language used on the website easy to understand?

Ha.

5. Is it easy for you to find information on the website?

J1a, HO OKHO MOMCKAa CIMIIKOM Y3KO€.

6. Are the interaction services provided on the website pleasant (for example: providing
fast response customer service/providing answers to general questions)?

Jla, HO HEIOCTATOYHO PA3BEPHYTHI UJIM HE TaK MOJIAHBI.
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7. Do you like the e-travel planning service on the website?

Xopommi uAesd, HO CHIBHO YCTAPEBIIMKA BHEIIHUM BHUJ BHIKETA U HE
JOCTATOYHBIM (DYHKIIMOHAJ, K IPUMEPY MOXKHO PACIIUPUTH MOAOOP MO MPUMEPHOMY
6IOI[)KCTy IMOC3JAKH, JaTC N BPCMCHU, I—ITO6I>I YUUTBIBATb CC30HHOCTH M IIOKA3bIBATb
aKTyaTbHYI0 HH(GOPMAIIHIO.

8. Does the website provide a good online community?

He xBaTtaeT Oosbllie MepcoHANMA, KpoMe KapTouyek Instagram He Haimem
JOITOJIHUTCIIBHBIX UCTOYHUKOB (bOpMHpOBaHI/ISI COO6HI€CTBa. Buemnuit BHU KaPTOUYCK
TAKIKC BBIITIAIUT YCTAapCBIIKUM. I[O6aBI/ITI: pasMCp u 0oJIbIIIE (1)0T0 OKPYKCHHUA C
JJFIOABMHA U OMOLUSAMUA.

9. Are you interested in visiting the website again?

Her.

10. Do you like the overall appearance of the website?

Her. CaliT 1J10X0 BBIIOJIHSIET POJIb ITIOBCCTBOBATCIILHOI'O PCCYyPCa, INI0XaA I1oaada
KOHTCHTAa W MCCTaMH CJIHMIIKOM MHOI'O TCKCTA, HC KOPPCKTHAA pa60Ta 0JI0Ka ¢
BUJICO(BKJIIIOYAETCS MPpU HaBeeHnr ). OCHOBHOM MOCHLT — CAliTy HE yJaeTcs nepeaarb
KpacoTy CTpaHBbI. I[OHOJ'IHI/IT&HBHO s1 OBl XOTEN BUJCTDH YCJIOBHUS IMOCCIICHUS CTPAHBI,
Oosipliiee U OoJiee TIIyOOKOE PACKPBITHE AOCTONPHUMEUATENIBHOCTEH (10 aHAJOTUU C
IMPOU3BCACHUAMU HCKYCCTBA B MY3CIAX — I-ITO61:»I 6I>IJ'IO HHTCPCCHOC M KpPaTHOC
OTHCAaHNE/UCTOPHS/TIETeH/IA).

11. Does the website provide accurate information regarding specific entry points to
Indonesia that interested you?

Jla, HO CTHWJIb IIOBECTBOBAHHUSA MW BEPCTKaA TGKCTa/KapTI/IHOK HE BIICUHATJISAIOT.
KoHnTeHT momaerca Cyxo M CKy4HO, M3-3a Y€ro TPYAHO HNPOCMOTPETH CTPAHULY IO
KOHIA.

12. Has the appearance of the website succeeded in influencing you to visit?

K cokajieHuIo HET.
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Anatoly Pivovarov, Designer from Voskhod Agency
1. Does the appearance of the website's main page make you curious to see other pages?
The first screen attracts attention due to large colorful photos. That's about it. |
would like to see a spectacular short video (without sound), it could help to sell more
tickets to the country.
2. Do you like the images displayed on the website?
Overall, yes. But not enough live emotions, people in action.
3. Do you like the font displayed on the website?
It is good for typesetting, but it lacks a distinctive typeface to pair with it. For
example, as here: spaincollection.com.
4. Is the language used on the website easy to understand?
Russian language is clear. But not everything is translated.
5. Is it easy for you to find information on the website?
In general, yes. But | would simplify navigation, reduce the number of transitions
from page to page.
6. Are the interaction services provided on the website pleasant (for example: providing
fast response customer service/providing answers to general questions)?
| noticed only the form for buying airplane tickets. It's handy to get a quote.
7. Do you like the e-travel planning service on the website?
| use the "aviasales" app. There is no more convenient service.
8. Does the website provide a good online community?
| did not see a community on the website.
9. Are you interested in visiting the website again?
50/50. Information about interesting places, I might check out.
10. Do you like the overall appearance of the website?
The colorful pictures on the first screen are eye-catching. But otherwise, the
website is very boring and formal. It lacks storytelling, such as here:

kefiijrw.com/baikal-and-mongolia/#mongolia
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11. Does the website provide accurate information regarding specific entry points to
Indonesia that interest you?

| am more likely to use maps and services from my phone than to read the text. |
will also try to find information on telegram-chanel about traveling and living in the
city of Indonesia.
12. Has the appearance of the website succeeded in influencing you to visit the tourist
destination?

Only because of the interesting beautiful photos. | wouldn't mind being in this
country at all).

In general, the site should excite interest, emotions. And in the first place, carry
emotions photos and videos. The most important thing on any site is content, like a

delicious meal in a restaurant, not the interior.

Anna Knyazhitskaya, Senior Manager from NRA Ekaterinburg

1. Yes, the main page makes me quite curious.

2. Yes, | like the page of the site. It’s amazing.

3. Yes, the font is quite readable.

4. If it’s in Russian, it’s okay. But if it’s other language it’s difficult.

5. Atthis moment, I can’t say I like it, because the language setting is uncomfortable.
| need to change the information to Russian many times but somehow it’s not
working and the translation will back to English.

6. I am not sure, because [ haven’t try it by myself. But I believe if we can just easily
call them, it will be easy for us. The website only have the option to send the
question without the real-time answer, so for me it’s uncomfortable and make me
lazy to contact them. The direct interaction is better.

7. Ididn’tuse it. [ can’t answer it for now because the information in this site is seems
like not finalized.

8. I can’t answer it now, because online community implies the way to connect with
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people. In this situation, not.

9. 1 would like to, but after the finalization of the site. The first, it need to make sure
the correct translation and fast communication option.

10.The overall appearance of the website is beautiful. The picture shows beautiful
nature of Indonesia.

11.Yes, it’s interesting. The all information about the documents, currency, different
timezone, local culture, are helpful.

12.1n principle, yes. Pictures are beautiful. In general, | like the website but it need
the finalization.

Another points:

e It’s good because my job is connected with the specialization of how to connected
with people. This website is necessary for company views to compare the
information.

e The font is good.

e To compare with another sites, your site is better and don’t have too much
mistakes.

e |t will be better if the Russian language in the website is working well.

Lebedeva Elena Nikolaevna, Deputy Director of Golden Travel

1. Does the appearance of the site's home page make you want to look at other pages?
Yes, definitely

2. Do you like the images presented on the site? Yes, photographs attract attention and
make you want to see more information about the country

3. Do you like the font presented on the site? The font is readable, understandable, and
does not irritate the eye.

4. Is the language used on the website easy to understand? Yes, the language and

expressions, phrases are well chosen for perception
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5. Is it easy for you to find information on the site? The logistics of the site are clear,
browsing the pages is easy

6. Are the interaction services provided on the site pleasant (eg: prompt customer
service/providing answers to common questions)? Since | haven’t used this function, |
can’t evaluate it yet

7. Do you like the electronic travel planning service on the site? If you mean electronic
visa/permit processing, then yes, this greatly simplifies the paperwork procedure and
saves tourists time and nerves.

8. Does the site provide a good online community? Hope so. This portal will be of
interest to real travelers

9. Do you want to visit the site again? If | need specific information, yes, | will visit the
Indonesian Ministry of Tourism website again

10. Do you like the overall look of the site? Yes, I like everything

11. Does the website provide accurate information about the specific entry points into
Indonesia that you are interested in? Yes, everything is spelled out in detail

12. Has the appearance of the website influenced your desire to visit a tourist
destination? Of course, the site has a lot of detailed, necessary additional information

about the country

Putyatina Lyubov Ivanovna, Director of Golden Travel

1. Does the appearance of the site's home page make you want to look at other pages?
The appearance of the site is very colorful, | want to look further.

2. Do you like the images presented on the site? Yes, | like it

3. Do you like the font presented on the site? The font is convenient, everything suits
me

4. Is the language used on the website easy to understand? The language is easy to
understand.

5. Is it easy for you to find information on the site? The site is quite easy to navigate
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6. Are the interaction services provided on the site pleasant (eg: prompt customer
service/providing answers to common questions)? It’s difficult to say, because I didn’t
ask questions, I don’t have the necessary experience to draw conclusions

7. Do you like the electronic travel planning service on the site? Yes

8. Does the site provide a good online community? Quite

9. Do you want to visit the site again? Yes

10. Do you like the general look of the site? Yes

11. Does the website provide accurate information about the specific entry points into
Indonesia that you are interested in? Provides

12. Has the appearance of the website influenced your desire to visit a tourist

destination? Influenced

Yana Fialkovskaya, Director of Fly Tour
1. Does the appearance of the site's home page make you want to look at other pages?
Yes, | wanted to follow the links and find out the details.
2. Do you like the images presented on the site? The images are high quality, they draw
you in, you want to look at them, you mentally fly away to Bali.
3. Do you like the font presented on the site? In general, the font is readable, but | would
highlight the site menu in a bolder font.
4. 1s the language used on the website easy to understand? Yes. But when going from
the main page to some pages, there is no Russian version, for example, when | wanted
to go to look at information on an e-visa, the page opened in English, and when | try to
change the language to Russian, it returns me to the main page. That is, the site may be
inconvenient for Russian-speaking tourists without knowledge of English.
5. Is it easy for you to find information on the site? Yes

6. Are the interaction services provided on the site pleasant (eg: prompt customer
service/providing answers to common questions)? | was not able to test it.

7. Do you like the electronic travel planning service on the site? Unfortunately, loading
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Is very slow, and the options that go explore offered are just a list of 355 articles. | did
not appreciate this service.

8. Does the site provide a good online community? The site provides more information,
| also saw links to social networks, but unfortunately I did not understand which
community was meant in this question.

9. Do you want to visit the site again? Yes, | would love to come for information, | was
interested in reading some of the articles and they are quite informative.

10. Do you like the overall look of the site? Yes.

11. Does the website provide accurate information about specific entry points of
Indonesia that interest you? There is enough information.

12. Has the appearance of the website affected information on your desire to visit a

tourist direction? Definitely yes.

Yana Berezina, Travel Agent Manager of Pangea

1. The main page is very beautiful. | have a curiosity to know about other pages.

2. Yes, the pictures are beautiful. I want to immediately know the information about
another every places of Indonesia on the website because of the pictures are
beautiful.

3. Yes, the font is amazing and its matched with the style of the website.

4. Yes, absolutely, it’s easy and acceseble because possible to change the languge to
Russian.

5. No, it’s not clear but after my friend help me, it’s took more time to understand.

6. Of course, it’s very comfortable when you know the website and take care of
visitor when they ask.

7. Yes, it’s very comfortable.

8. It’s all in process to do a good online community. It was a long time process and |
think the website making a good online community. | dnt know, because | never

use.
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9.

| think if I want to have holiday in Indonesia, | will use the website.

10. Yes, I really like it.

11. | think this website have all the information and I don’t know, because I don’t

explore. No, when you want to read the information about it, when you change to
Russian language it will going back to the previous page of the website. It’s a
minus. It’s mean these informations only in English and it’s not good. And it will
better for me if those information will be in my native language. Documents and

rules.

12. Yes, of course it’s influence me. The appereance of the website influence me.

Because the pictures are amazing. And we can see a lot of beautiful pictures, all
of it 1s so amazing with the describtion in Russian. It’s realluy comfortable.

Everything is very comfortable, | really it.

Olga Shakova, Travel Agent of Pegas Touristic

1.
2.

Yes, the page is interesting, colorful, stylish, beautiful. I like it.

Yes, the page is so beautiful, the website is an example of decent work. But | would
like it more if the quality of the pictures in website is better. The resolution of
image should be bigger and more colorful. But I quite like it.

Yes, the font is good and easy to read.

Yes, when we translate the website, the information is correct and | understand.
In principle, it’s easy. It all depends on what we searching. And for example, if we
search documents, visa, we need more time to find the information. In my opinion
some translation should be changing to make Russian understand. Another
information is correct and | understand everything.

I prefer to put the information about “contact us features” in the upside of the
website so when Russian open it, they will immediately find it and not spending
too much time to looking for it.

Everything here is distributed in directions, but it need to be improves. I don’t
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really understand this features.

8. Yes, everything is there. But if you want for Russian market, you need to include
VK and Telegram channel.

9. I will say yes for sure.

10.Yes, I like it. It’s a pleasant site.

11.Yes, the general information is correct and I like it, but the page title should be
change to make it clear that is not only for guide for general information.

12.Yes, of course, it’s influence me. And I like it so much.

Recommendations:

1. We you choose one destination you can communicate directly.

2. The call center should be visible in other pages, so you don’t need to come back
to reach it again. It’s easier like that.

3. The rules of airplane should be included in the website.

4. In my opinion, I don’t really like too many pictures, I prefer more information.

Volkova Ekaterina Nikolaevna, Travel Agency Director of Sputnik

1. Yes, the appearance will be pleasant, the color of the site is also pleasant.

2. Yes, the images are colorful, the resolution is good, and in general the quality is
present on the site.

3. Yes, the font is good, readable, and visible everywhere.

4. Easy to understand.

5. In principle, the information is quite easy to find, it is in different sections, divided
into sections.

6. He is no longer customer service, but informative, as far as | understand. In terms of
customer service, | understand everything here on your own, you choose
accommodation on other sites. I didn’t see any applications, only writing.

7. Yes, the service is good, but | will also repeat that it is no longer entirely informative.

If this was an informative purpose, so that a person would look and want in this
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direction, then yes, exactly, he wanted to buy something from you, here you need to
indicate the consequence or excursion and how much it costs.
8. I think it will provide.
9. Yes, | would visit it, read more specific information about what to do and what places
to visit.
10. Yes.
11. These items don’t exist, I didn’t get them, maybe they don’t exist.
12. The external site gives a positive impression and, in principle, it is pleasant to be
on it and read it, that is, it influenced the appearance.
Recommendations:

| would add some specific differences. It is more informative; if there is a plan to
sell this site, then here you need to indicate specific movements with prices. So, in
principle, everything is clear and information could be obtained, a lot and interesting,
but if the goal is only to obtain information, then it is quite informative. If the goal is
to sell something from it, then you need a specific offer there, for example for tours, or

for some individual excursions, and the cost will also appear.

Golubkova Ekaterina Alexandrovna, Professor at UrFU

1. Does the appearance of the website's main page make you curious to see other pages?
Yes, definitely.

2. Do you like the images displayed on the website?

Yes, | do - colorful, natural, tasty!

3. Do you like the font displayed on the website?

Yes.

4. Is the language used on the website easy to understand?

Very easy.

5. Is it easy for you to find information on the website?

Quite.
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6. Are the interaction services provided on the website pleasant (for example: providing
fast response customer service/providing answers to general questions)?

Yes!

7. Do you like the e-travel planning service on the website?

Yes, | do.

8. Does the website provide a good online community?

I don’t think so, didn’t find strong reasons for communication.

9. Are you interested in visiting the website again?

If decide to visit Indonesia and plan trip — yes.

10. Do you like the overall appearance of the website?

Yes.

11.Does the website provide accurate information regarding specific entry points to
Indonesia that interested you?

yes

12.Has the appearance of the website succeeded in influencing you to visit the tourist
destination?

In some way. I didn’t find the link or some guidance what I need to do further if want

to visit. I mean any links to travel agency or discounts or smth like this)

Alexey Shaburov, News Editor of Ural Business Consulting (Information and
Analytical Agency)
1. Yes, it’s makes me curious and pleasing to the eyes when I see the website.
2. Yes, good pictures, the pictures on this website are bright. Exactly what the
Russian tourist will attract to.
3. Yes, I like and I don’t have any problem with it. Yes, I understand all the
information.
4. In my opinion, it’s looks normal. I understand the information in Russian

translation on the first page.
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. The information on the website will be the problem for those who don’t know
English. As for me, I don’t have problem with English but for others Russian
tourist it will be difficult.

. It’s really good service but I didn’t try yet. If I try to ask the questions and they
answer me on the website, | think it would be the best service.

. The e-travel planning service on the website is not working and I can’t praise it.
The information of each travel planning in English and it’s bad for tourist who
don’t know English.

. Some social media not working in Russia and it’s difficult access the information
from those social media.

. In principle, yes, I want. If | am going to Indonesia, | will use the website, because

there are a lot of information and 1t’s helpful even if it’s in English.

10. Yes, | like the website.

11. Well, that’s not easy to say because I don’t know about Indonesia and I am not

sure what kind of information | should gain and I should strength about which part

of Indonesia, because Indonesia is a big country.

12. In principle, | think yes. I am not often looking for the information about

Indonesia. but, after know about this website, | am interesting and | am thinking

to visit Indonesia.
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APPENDIX B

SURVEY FORM

The Identity of The Respondents
1. Your age.

a) from 18 to 24

b) from 25 to 34

¢) from 35to 44

d) from 45 to 54

e) from 55 to 64

f) over 64.

2. Your occupation.

a) student

b) work

¢) unemployed

d) retired

If your answer is b), ¢), d), enter a profession or last profession.
3. Your sex.

a) male

b) women

4. Your education.

a) general education (grades 1-11)
b) first stage programmes

C) second stage programmes

d) bachelor degree
102



e) doctoral programmes

d) master programmes

e) never complete any stage of education

5. How would you assess the economic situation of your family.

a) we only have enough for food and clothing

b) if a time saving, we will be able to buy inexpensive household appliances

c) we have the necessary appliances, but the purchase of the machine itself until we can
not allow

d) if the need arises, we will be able to buy an apartment

e) have a high income, but | refuse to characterize it.

6. Choose the answer that best reflects how many times a year do you usually relax.
a) in accordance with the holidays

b) my 1 month vacation, but I can not take it all at once, especially in the summer
¢) my vacation 1 month and I can take it all at once

d) actually obtained only 2 weeks

e) more than 1 month

7. Marital status.

a) single

b) married

c) divorced

d) widowed

8. Do you have children?

a) no

b) yes (please specify how many)

Travel Experience
1. Where usually you spend your vacation (holiday)

a) in the country
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b) abroad (specify the country and city)

2. Where did you spend your last vacation (holiday)

a) in the country

b) abroad (specify the country and city)

3. Have you ever visited a country in Southeast Asia?
a) no

b) yes (please specify which country)

4. What are your vacation destination most often?

a) rest, leisure, entertainment

b) knowledge

¢) sport and its support

d) pilgrimage

e) other (specify)

5. Where do you want to spend your next holiday (vacation)?
a) housing

b) to visit other cities of the country

¢) in a holiday house / motels / camp on the territory of the country
d) abroad in Europe

e) abroad in Southeast Asia

f) other (please specify)

6. Select the two main reasons why you can not travel.
a) the value of tourism products

b) lack of time

¢) health restrictions

d) family life cycle

e) own safety

f) to me, nothing prevents

7. Dou profess any religion?
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a) no

b) yes

8. What religion you profess?

a) Christianity

b) Catholic

¢) Buddhism

d) Islam

e) Other (please specify)

9. How much do you usually spend on a vacation for a year (your parents are paying
for you)?

a) up to 10.000 Ruble.

b) 10.000-50.0000 Ruble.

c) 50.000-100.000 Ruble.

d) more than 100.000 Ruble.

10. Which continents is of the greatest interest to you?
a) Europe

b) America

c) Asia

d) South Asia

e) Australia

f) Africa

11. Which countries in Southeast Asia is of the greatest interest to you?
a) Brunei

b) Cambodia

c) Indonesia

d) Laos

e) Malaysia

f) Myanmar (Burma)
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g) Philippines
h) Singapore

1) Thailand

J) Timor-Leste

K) Vietnam

12. What languages do you speak?
1.

2.

3.

Decision Making

1. How did you first learn about the destination you chose?
a) social media or influencer posts

b) travel agency

c) official website

d) travel bloggers

e) personal recommendations

) google explore

g) other (please specify)

2. Were travel promotions or discounts a deciding factor?
a) no

b) yes

3. Was the weather important in your decision-making process?
a) no

b) yes

4. How did you travel?

a) solo

b) family
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c) friends

5. Did travelling with others affect your destination or activity choices?
a) no

b) yes

6. Did your travel companions influence your budget?

a) no

b) yes

Experience Expectation

1. During the trip, | expect to have positive life feelings, such as recognizing passion
or people’s serious attitudes.

2. During the trip, | expect to experience physical objects with local cultural
characteristics and have varied imaginations

3. During the trip, | expect to experience familiar cultures or entertainment, such as
visiting children’s world or daily stories.

4. During the trip, I expect to be reminded of some experiences related to ‘‘myself”’,
such as watching palmardrama in foreign countries.

5. During the trip, | expect to absorb important or correct knowledge and researches,
such as visiting science exhibitions or museums.

6. During the trip, | expect to find some interesting contrast and change, such as
seasonal change, characteristics of cities and countryside, or unigue activities.

7. During the trip, | expect to be relaxed, such as taking my time walking or visiting
friendly environment.

8. During the trip, | expect to perceive local characteristics or exotic culture, such as
visiting local customs and performance.

9. During the trip, I expect to be close to the ‘‘legend’’ in my mind or see the legendary
character and scene, such as their old residence.

10. During the trip, | expect to experience some historic content or feelings, such as
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seeing the environment at the time or old towns and streets.

11. During the trip, | expect to apprehend things, such as recognizing allusions.

12. During the trip, | expect to have dream experiences, such as visiting the zoo in New
York that resembles the wilderness in Africa.

13. During the trip, | expect to have hope or vision, such as visiting the unpolluted
environment or an ideal new town constructed by exiled criminals.

14. During the trip, | expect to collect many meaningful souvenirs and keep the
memory, such as keeping characteristic ticket stubs or exquisite local hand-made
products.

15. During the trip, | expect to have the fun and a sense of achievement by participating
in making or interaction, such as DIY of local specialties or DI'Y of some instruments.
16. During the trip, | expect to have rich shopping feeling, such as participating in
luxurious trip with fun, food and shopping.

17. During the trip, | expect to see strange people and things, such as the smallest
objects in the world.

18. During the trip, | expect to be identified, such as traveling with companions with
similar interests.

19. During the trip, | expect to be close to core characters related to subjects, such as
having conversations or taking pictures with the main character after watching the
performance.

20. During the trip, | expect to have consistent experiences, such as a hot spring trip
with hot spring health food and a Disneyland trip with theme hotels.

21. During the trip, | expect to have mournful and even pitiful experiences, such as

visiting the 921 Earthquake Museum of Taiwan.

Official Tourism Website Experience
1. Have you ever used an official tourism website to find out about tourism products in

a country?
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a) no

b) yes

2. How often do you use official tourism websites as a source of information you need?
a) never

b) one time

c) rarely

d) sometimes

e) everytime

3. Which country's official tourism website have you visited?

4. What information are you looking for from the official tourism website?

5. Have you ever visited official tourism websites from any countries?

a) no

b) yes (please specify which countries)

6. Have you ever visited official tourism websites from countries in Southeast Asia?
a) no

b) yes (please specify which countries)

7. Have you ever visited the official Indonesian tourism website?

a) no

b) yes

8. Which country's official tourism website do you think is the best?

Indonesian Official Tourism Website Experience

1. Does the website succeed in presenting interesting local culture well enough for you
to like it?

2. Does the website succeed in presenting rural tourism promotions well enough for
you to like it?

3. Does the website succeed in presenting interesting religious tourism well enough for

you to like it?
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4. Does the website succeed in presenting interesting culinary tourism well enough for
you to like it?

5. Does the website succeed in presenting interesting historical tourism well enough for
you to like it?

6. Does the website succeed in presenting the country's interesting architectural tourism
well enough for you to like it?

7. Do you like the official Indonesian tourism website? Why?

a) no (please specify the reasons)

b) yes (please specify the reasons)
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