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INTRODUCTION

Regions with potential destinations need tourism development based on
tourism communication. Local tourism is oriented towards improving each
area's uniqueness (Schmidt & Uriely, 2019). The development of tourism is one
of the advanced industries and has gone global because it can change a regional
economy; tourism also makes other sectors develop, for example, in the
advertising sector, product sector, support and or organisations the commercial
sector (Kanwel et al., 2019). Through good management and governance from
related parties, the tourism sector provides opportunities for businesses in the
private sector (Pavon et al., 2018). Government success in tourism development
can affect the socioeconomic conditions of local communities (Schmidt & Uriely,
2019).

Tourism development is inseparable from the process of communication.
The position of communication in tourism is to help various elements of tourism.
Communication plays a role in communication media and tourism
communication content. Communication facilitates interaction between local
people and tourists who come to visit. Many countries, aerialists, the
communication process supports tourism activities. The smooth running of the
tourism product business or industry becomes easy with the communication
built. Tourism businesses such as hospitality and transportation become smooth
with communication to drive tourism (Petrovi¢ et al., 2018).

Communication media is used in various activities, including in the
tourism marketing process; the role of communication media participates in
building the development of tou{Bibliography}rism in an area (Madriz &
Tejedor, 2020). In the media, communication provides marketing channels,
destination channels, access channels ability, as well as the management of
human resources and tourism institutions. In contrast, In the content of the
message, communication acts as a bridge to convey information to the public or
tourists about what they should know. Product information can be given to the
audience through a marketing communication process to strengthen a product
(Kim & Lee, 2018). Implementation of developing tourism development using
communication as the primary driving tool involving elements of the
community, government and private parties as owners of tourism. The
communication that promotes coordination aims to introduce tourism products
owned through promotion, support from various parties must also be
complemented by sufficient funds. This is intended to overcome the
competitiveness of tourism products in other regions (Schmidt & Uriely, 2019).

The coastal areas of Southeast Sulawesi still have various problems in the
development of tourism, especially in the coordination and availability and
dissemination of tourism information to the wider community. If tourism
information is not packed appropriately according to visitors' requests, it will
affect tourism development (Li et al., 2020). Furthermore, since tourism activities
substantially impact coastal areas, local governments will face complex problems
(Mance et al., 2020). Tourism areas in coastal regions have controversies with
different methods of handling cases (Cruz & Zaragoza, 2019). Any region with a
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tourism object should be able to use a good development strategy (Sechi et al.,
2020).

Tourism development in the coastal areas of Southeast Sulawesi has not
been based on the principles of benefits, kinship, fairness and equity, balance,
independence, sustainability, participation, and sustainability. The community
will not benefit from tourism if the relevant government agencies do not produce
a communication network that refers to the welfare of local communities in the
region (Stoddart et al., 2020). The implementation of the tourism development
plan in the coastal areas of Southeast Sulawesi does not highlight the diversity,
uniqueness, and peculiarities of culture and nature, as well as the human needs
to travel. The Southeast Sulawesi Regional government has not been able to
manage the tourism information system under regional capabilities and
conditions. Tourism development in the coastal areas of Southeast Sulawesi is
due to weak management of tourism, especially in the packaging of
communication messages given to the public. The tourism system is complicated
by diverse problems (Okhrimenko et al., 2019).

METHODS

This research is qualitative research that describes and interprets analysis
data and secondary data. Informants in this study master tourism issues
consisting of government, private and community elements. Collection of
research data by eliminating objects of seeing and sensitivity to uncover and read
problems. Interviews to listen directly to information or information related to
the phenomenon or reality of tourism and document all observational activity
discussion. Research her archers using instruments such as field notebooks,
interview guides (interview guides) using tape recorders and cam report
document data to formulate research results. Meanwhile, secondary data is
obtained through mass media, research results, documents from the government
and other related sources. The procedure in this study is to simplify the collected
data, systematically present the oral data of interviews and recordings into
written data, then process, interpret and analyse more comprehensively.

RESULTS

The position of communication in tourism is to help various elements of
tourism, and communication plays a role in communication media and tourism
communication content. All sectors need a touch, such as the tourism sector.
Tourism aims to; tourism the community (Uslu et al., 2020). In the media,
communication provides marketing, destination, access, and media channels for
human resources and tourism institutions.

In contrast, intent communication acts as a bridge to convey information
to the public or tourists about what they should know, including marketing
communication messages, the meaning of destination diversity, accessibility
information and information on the availability of resources human beings as
supporters of needs in travelling. Tourism marketing communication plays an
essential role in developing tourism destinations through promotional activities
using communication channels (Kim & Lee, 2018).
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The reality of tourism communication in the coastal areas of Southeast
Sulawesi Province illustrates the construction framework that has not been able
to help tourism development, so it needs a concept as a driver in the level of
tourism achievement that is beneficial to the community and local governments.
The central government must play a role in tourism development.

The life of people in coastal areas affects the development of tourism both
directly and indirectly (Nurhayati et al., 2019). One of the references for the
creation of tourism communication in tourism development contained in the
tourism law on the authority hints that the government and local governments
ensure the availability and dissemination of information to the public for the
benefit of tourism development in providing and disseminating information. The
government develops a national tourism information system, and regional
governments can create and manage tourism information systems in accordance
with regional capabilities and conditions. Tourism development in coastal areas
depends on collaboration between local communities, the private sector and the
government. The relationship between the three elements can build a good
communication network for tourism development (Cehan et al., 2020).

Coordination between implementing tourism in the region and facilitating
the promotion of tourism destinations and products in the area. To reorganise
development of tourism that develops, communication is needed as the primary
driving tool involving elements of the community, the Government and the
private sector as owners of the tourism industry. The local tourism industry in
the coastal area also affects the development and progress of the existing socio-
economic system of the community (Schmidt & Uriely, 2019).

Tourism development based on tourism communication is needed to face
the phenomena faced by the area where the destination is located, as well as in
the coastal regions of Southeast Sulawesi, which, based on reality, still have
various problems in tourism development, especially in coordination and
availability and dissemination of tourism information to the broader community.
Some critical areas to be of concern to the local Government and the Provincial
Government of Southeast Sulawesi are:

1. Tourism Marketing Communications.

The southeast Sulawesi provincial government needs to strive for a
concept of marketing communication with all aspects that affect it so that it can
then be applied by the community and tourism industry owners. The idea of
marketing communication patterns of persuasive communication, interpersonal
communication, group communication and mass communication so that in the
application of tourism marketing communication can produce ideal coordination
from three interested parties. Tourism products can be marketed through
innovations in equity management that reprioritise the right marketing
communication system (Okhrimenko et al., 2019).

2. Destination Brand

The coastal areas of Southeast Sulawesi have a variety of tourism
destinations whose forms can be favoured. However, these tourism destinations
do not yet have an advantage in terms of identity. The destination brand is
considered to be one of the supporters of tourism development. Communicating
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tourism destinations and visually introducing the uniqueness of destinations in
tourism marketing activities using destination brands. Destination brands not
only need an icon or but the most important thing is how to keep promises to the
tourist market. Destination brands can be a force to face the personage of tourist
products owned by specific areas, including coastal areas (Kim & Lee, 2018).
Suppose tourism in the coastal area of Southeast Sulawesi has a destination
brand. In that case, parties interested in tourism development can show the
tourism market the identity or identity of tourism in the coastal area and be able
to make a different identification from the destinations of its competitors. The
target that must be achieved through this destination brand is the tourism
market, through the destination brand tourists can remember all the unique
elements inherent in tourism.
3. Tourism Communication Management

Tourism development in the coastal areas of Southeast Sulawesi is due to
weak management of tourism, especially in the packaging of communication
messages given to the public. Communication management is needed to face
competitiveness in the tourism industry with the aim of attracting the attention
of visitors, including international tourists (Afshardoost & Eshaghi, 2020). The
southeast Sulawesi provincial government is the authority to regulate and
manage tourism affairs, including tourism in coastal areas must be able to
implement tourism communication management. The regional Government of
Southeast Sulawesi can coordinate with the community and tourism industry
owners in implementing communication management to achieve the expected
tourism development. Tourism communication management must be applied in
tourism marketing management, destination management, accessibility
management, as well as human and institutional resource management. Tourism
development requires communication management to remove obstacles faced in
the tourism market. (Hall, 2019). Tourism communication management involves
the role of regional leaders or policy-determining leaders who understand
budget management and management of tourism communication tools and
machines. In addition, based on the results of research, tourism communication
management is essential for the continuity of the tourism communication
movement, especially various kinds of tourism communication media channels
which are diverse and in the packaging of tourism messages.

4. Tourism Transportation Communication

The development of tourism is primarily determined by its people. The
understanding of modern tourism societies draws their needs to information,
including information about accessibility to reach cold destinations. Some of the
results of the author's research in the field are that the order of importance of the
image of destinations according to tourists makes accommodation a significant
part, that's why transportation communication is necessary to be a concern for
the government that is authorised managing tourism in coastal areas. One way
to improve the government to increase accessibility needs to hold development
in the form of infrastructure to tourism destinations using tourism transportation
(Jeong & Kim, 2019). Local governments can strive for the proper communication
of tourism transportation for their target market; namely, the government plays
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an active role in coordinating with the community and coordinating with tourism
industry owners regarding the media or channel tools communication that can
be useful in the delivery of tourism transportation information. Travel activities
must be supported by an adequate infrastructure for the comfort needs of visitors
(Munien et al., 2019). The results of coordination from the government and the
community and tourism industry owners are not only the availability of
transportation to reach the destination area but rather the principle of comfort,
the focus on security, the principle of affordability, and the principle of
memories. Tourism development is realised with the support of an advanced
transportation sector. (Mach & Ponting, 2018).
5. Visual Communication of Tourism
The coastal area of Southeast Sulawesi is an area with all its beauty and
charm that should be a mainstay of regional foreign exchange earnings in its
development. To achieve that, the provincial government must be able to create
an innovation to be able to survive while being able to develop sustainable
tourism.  Tourism has a strategic role in improving the welfare of the
community. The part of government is to realise this through the creation of
innovations, one of which is through the use of communication technology to
produce visual communication. Visual communication refers to a graphic design
that can be used by the owners of the tourism creative industry in the coastal area
of Southeast Sulawesi to produce souvenirs, souvenirs, souvenirs with local icon
nuances which can at the same time become a tourism brand in Southeast
Sulawesi. In this visual communication of tourism, the government needs to be a
bridge for tourism industry owners to coordinate with potential parties such as
banks, markets and community leaders. Through good coordination between the
government, the community, and the owners of the tourism industry, visual
communication can support the sustainable tourism communication process that
leads to tourism development. Some images of tourism services and industry
products presuppose the visual content of photos used in introducing tourism in
other countries. (Xiao et al., 2020).
6. Tourism Group Communication
Tourism is very close to organising activities and providing services
summarised in the tourism business sector. This business sector is not a personal
business but refers to the business of a group of people. Therefore, it is necessary
to have a skill from each interested party in this effort to communicate in groups
linked to the quality of human resources. Poor human resources can be a
hindrance to the development and progress of tourism. (Kozi¢, 2019) Tourism
group communication is necessary to achieve equality of perception between
parties interested in tourism. The Southeast Sulawesi provincial government
should be the party that coordinates between regional sectors involving all
stakeholders in tourism development efforts and avoiding conflicts between
groups that may occur. Social relations in tourism group communication can be
formed in collaboration (Stoddart et al., 2020).
7. Tourism Online Communication
The development of communication and information technology is very
much in the face of tourism. This technology makes it easier for tourists to search
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for and get tourist services, and personal, mobile and interactive communication
is already digital-based. The use of technology beats conventional
communication systems. This research shows that the construction of tourism
communication in the coastal areas of Southeast Sulawesi benefits from this
technology. Furthermore, through this tourism communication, the government
can directly train the ability of the community and tourism industry owners,
namely the ability to store (upload) information in coastal areas, the ability to
manage tourism information and the ability to release information (download),
be able to spread communication and be able to construct online media-based
imagery. The image of tourist destinations can be formed from the local culture
owned, the image of tourism can be formed from the use of communiqué media,
including online social media (Almeida-Santana & Moreno-Gil, 2019).
8. Public Relation

Seeing the reality of tourism communication in the Southeast Sulawesi
province, which has not yet narrowed down to the expected achievements of
tourism development, the local government needs to function the role of this
public relations. Through the public relations function, local governments in
tourism management can be helped from the management function to enforce
and maintain tourism communication rules in order to create mutual
understanding between the government, the community and tourism industry
owners. In general, public relations can support tourism management in
responding to public opinion, serving the public's interest in responding to the
phenomenon of tourism; public concern can function to follow and monitor
because it is a system of red flags facing the destructive possibilities of the
tourism phenomenon and using research and persuasive communication
techniques that are effective in the implementation of tourism. A tourism product
is designed to be introduced through advertising activities that public relations
can use to communicate (Kim & Lee, 2018).

9. Tourism Communication Research

The Government of Southeast Sulawesi Province uses various studies as a
reference in tourism development efforts in coastal areas. It is undeniable that
tourism communication puts hope in the results of the study of tourism research.
Institutions related to tourism organise research and development of tourism to
support the development of tourism. The development of tourism in an area
provides a co-frequency of positive and negative effects. Tourism is considered a
double-edged sword for its environment (Skeiseid et al., 2019). The government's
tourism development uses research results and long-term strategies (Hall, 2019).
Tourism in the Southeast Sulawesi Province still needs an ideal concept for the
development of tourism. Tourism development must favour the surrounding
natural environment and strive to create a local tourism market (Stoffelen et al.,
2020). This research offers a tourism communication concept that is embodied in
a tourism communication model that can be used by interested parties to solve
the same problems in tourism in coastal areas and tourism in general with the
following type:
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Figure 1. Integrated Communication Model for Tourism Development

The picture is an integrated tourism communication model in developing
tourism in coastal areas played by the government, the private sector and the
community. This role is also an element in tourism, whose driving wheel is
communication. Sustainable tourism development through tourism communication
is one of the strategies that involves three pillars: the community, the private sector
and the Government (Eusébio et al., 2018). The reference from model tourism
communication shows Six channels in the tourism communication process: (1)
Tourism communication channels from the government to private parties with
content regarding policies. (2) Tourism communication channels from the
government to the community, where the government actively socialises and
educates the community towards the tourism community. (3) Tourism
communication channels from the private sector to the government put forward
lobbying as the main objective of this process. (4) Channels for tourism
communication from the private sector to the community through business
communication to benefit from tourism in their area. (5) Tourism communication
channels from the community to the government are a communication process that
produces community responses regarding previous communication processes. (6)
Tourism communication channels from the community to self-government parties
show the results of a communication process that produces a quality image of
tourism services.

The channel's essence is coordination in the form of tourism communication
played by the government, the private sector and the community. The
communication process can only proceed or occur if there has been a typical
exchange of knowledge and experience between the parties involved.
Communication becomes a process by which an idea is transferred directly from a
source to one or more recipients who want to change their behaviour.
Communication is also a process by which two or more people form and exchange
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information with each other. At the end of the process, there will be a period of deep
understanding of competitiveness. It requires the involvement of local communities
to provide the information tourists need (Nantucket & Vorachart, 2021)

It is this exchange of information that links communication and tourism. The
model illustrates that tourism communication is an activity of the government,
society and tourism business owners to exchange information about the substance of
tourism consisting of tourism marketing activities, delivery of destination image
information, messages about accessibility and information on the availability of
human resources and institutions. The outline of the tourism communication model
shows the importance of communication elements that frame the overall process of
tourism communication channels.

Communication elements include persuasive communication, mass
communication, interpersonal communication and group communication integrated
with modern tourism concepts such as tourism marketing, tourism destinations,
tourism accessibility, and human resources in tourism institutions. The policy
referred to in the model is a long-term government plan whose goal is the
development of more advanced tourism. Such planning procedures or procedures
are realised in the form of formal statements or official documents. Related parties or
tourism stakeholders make the policy a legal document, a reference, or a guide to be
obeyed to grow the tourism economy and improve job opportunities for the
community in the tourism industry. Tourism development must have a mature
policy. The tourism cluster is closely related to the public sector and partners with
the private sector (Okhrimenko et al., 2019)

One of the policies issued by the government in developing tourism in
coastal areas is in the form of a strategic tourism development plan. To improve the
quality of life of local people, the government should use a tourism promotion system
(Suess et al., 2018). The policy document of the tourism development strategy plan is
realised as a result of an analysis of all tourism potentials owned by coastal areas,
including their tourist attractions. The southeast Sulawesi provincial government
makes this tourism development strategy plan a reference and implementation in
implementing decentralised authority in tourism. However, it has not been able to
be a solution for the Southeast Sulawesi provincial government to face the problem
of supporting tourism actors and the business world in tourism development is not
optimal, so a concept is needed that leads to how the policy can be understood,
understood and internalisation individuals of service business owners and tourism
businesses. Growth in a coastal area requires elements of government, society and
interested parties, as well as technological systems (Susie et al., 2019). Through
tourism communication channels, the role of government tourism communication is
communicating with tourism industry business owners as communicants. The
process is packaged using four elements in tourism communication, including
persuasive communication, mass communication, interpersonal communication and
group communication that is integrated with the substance of tourism.

The delivery of messages about government policies to tourism actors aims
to form the creation of mutual understanding and understanding between the
government and the private sector so that the role of communication channels with
the content of these policies can be a foreign exchange carried out of coastal tourism
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and in general and can support regional tourism in Southeast Sulawesi Province.
Socialisation is a government activity to the community about the importance of
tourism; this socialisation is also, at the same time, a channel for tourism
communication. The government actively carries out socialisation with the aim of
educating the community towards the tourism community. In this model,
researchers recommend a socialisation theme, which refers to sustainable tourism.

The government, as a communicator, plays a role in conveying tourism
messages to the community through socialisation related to sustainable tourism with
the content of messages related to (1) Sustainable coastal tourism, namely the
government should socialise rules to be obeyed by the community regarding related
matters such as procedures and management of facilities and infrastructure, waste
management at the location of tourism destinations, inviting the community to be
directly involved in tourism decision making and so on that lead to the development
and the same benefits by all parties who are sustainable. (2) Sustainable people's
tourism. The government is a determinant of policies to socialize and invite the public
to play an active role in developing destinations (3) The right people's tourism model
in coastal areas. This socialises to provide an understanding to the community that
the right model of people's tourism is that the community can become owners and
managers by utilising the potential and beauty of nature but must still pay attention
to the carrying capacity of objects so that environmental damage can be avoided. The
community gets socialisation from the government about the need for the
community to learn to increase knowledge and skills, and human resources are
increasing towards sustainable tourism. (4) issues related to sustainable coastal
tourism also needs to be socialised, considering that the community as a devotee
must know about the security, comfort and cleanliness of the destination location,
therefore through the socialisation of coastal tourism issues, it is hoped that the
community will understand the importance of safety, comfort and cleanliness factors
for tourists and investors is something that can be sold, utilised for the welfare of the
community itself.  (5) the principles of sustainable tourism. This socialisation
expected to enlighten the community on the principle of participation, monitoring
and evaluation, training, promotion, carrying capacity, ownership of local
community capital which means that the community must be directly involved in the
principle of tourism development.

The tourism process is framed by persuasive communication, mass
communication, interpersonal communication and group communication that
intersect with the substance of tourism. Lobbying is a tourism communication
channel created by business owners to the government; lobbying is the most crucial
part for tourism business owners; lobbying referred to in this tourism communication
model is not only on the communication techniques used but also more on lobby
content that is appropriately connected to the purpose of tourism development, one
of which is the welfare of the people in the destination area and the improvement of
the local revenue in general, therefore in this study recommends a lobbying message
containing prioritising local communities to be part of the sustainability of the
tourism business.

The lobbying message also makes the community the heart of security. The
community will maintain and secure tourism activities, so they need to be involved
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in tourism business activities in their area. At the same time, it can also advance
culture, preservation of natural resources and the environment that is maintained
towards overall tourism development in Southeast Sulawesi with a frame of
persuasive communication, mass communication, interpersonal communication and
group communication that is integrated with the substance of tourism.

The response is an effect of previous tourism communication channels. This
effect is created by the community to the government as a form of "re-inputting"
because tourism communication is also a reaction process between individuals who
play a role.

Communication is understood as a reaction (response) given by the recipient
of the message or communicant to the messenger or communicator, or source. In
addition, feedback can also be a reaction from the message to the communicator. The
response in this model aims to produce harmonious communication between society
and the government. The response will give an idea of how much the community
response (Communicator) understands, understands about the substance of tourism
provided by the Government (Communicant). This response is one of the elements
in tourism communication to see whether the communication between the
government and the community is successful or unsuccessful. Of course, there are
several obstacles. In this model, the response has several types that can be created
from the community to the government as the initial communicator, namely: (1)
Internal response is a response sent by the community based on the content of the
tourism message, which is realised directly by the community about the importance
of the substance of tourism in their area so that the community quickly responds in
the form of changes in the treatment of tourism. (2) External responses that are direct
and indirect to changes in their behaviour on the substance of tourism.

The response can be in persuasive communication, mass communication,
interpersonal communication and group communication intertwined with tourism's
substance. Business communication is one of the channels in this tourism
communication model, which business owners create for the public. Business
communication is closely related to marketing activities, advertising, sales
promotion, face-to-face selling and public relations. Tourism business development
can use promotional strategies as an opportunity for sustainable tourism
development (Kim & Lee, 2018). Tourism business owners must intelligently use
visuals to promote their tourist products (Ge, 2019). This model recommends that
business owners or people who play a role in the tourism industry in coastal areas
understand that business communication in the tourism sector must carry out a
continuous exchange of information by ensuring that the communication messages
given to the community are communication messages that are thoroughly integrated
with the concepts of the substance of tourism following the development of digital
communication 4.0.

This model directs tourism business communication in coastal areas to
follow the development of digital communication 4.0 as a form of adaptation to the
more competent tourism sector so that the goal of tourism in coastal regions is
achieved, namely the development and progress of tourism towards sustainable
tourism. Tourism is a business world for a place that needs an active digital business
with a sustainable model (Madriz & Tejedor, 2020).
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The quality image of tourism services results from communication channels
created by the public to the private sector. The model leads to consumer behaviour
where in tourism activities, a prospective tourist (potential customer) will search for
various information before deciding to buy. This tourism communication channel is
greatly influenced by the business communication system created in the previous
channel, namely stimuli packaged by business and tourism industry owners in
business communication.

The government must pay attention to tourism services from tourism
workers to maintain business communication of tourism products (Szromek et al.,
2020). Or employees will give a good response or feedback if the stimulation of
business consumers communication that hits it is effective with the frame of
persuasive communication, mass communication, interpersonal communication and
group communication that is intertwined with the substance of tourism is considered
as a way for the government to overcome poverty in the region (Lee & Jan 2019). The
tourism communication model is a communication process that leads to the
development of tourism in coastal areas. This model recommends the importance of
an element of communication ranging from sources, messages, media,
communicants, responses or feedback into a complete whole in a tourism
communication system in coastal areas, the system that works in the model is circular
with the intention that interested parties carry out their roles continuously to create
sustainable tourism. The concept of sustainable tourism is a strengthening activity
that can use communication as a driving tool in the core sector of tourism related to
the fields of tourism marketing communication, destination brands, tourism
communication management, tourism transportation communication, tourism visual
communication, tourism group communication, tourism online communication,
public relations and tourism communication research.

DISCUSSION

The Integrated Communication Model to develop Tourism in the Coastal
Region of Southeast Sulawesi is played by the government, the private sector and
the community. The essence of such channels is coordination. This role is also an
element in tourism whose driving force is communication. The policy of planning
from the government on the development of advanced tourism. Socialization is
a government activity to the community about the importance of tourism, and
the right lobbying is connected to the purpose of tourism development, one of
which is the welfare of the community. The response is created by society, a
process of reaction action between individuals who play a role. Business
communication puts forward the exchange of ideas about the substance of
tourism. The image of the quality of tourism services results from communication
channels created by the public to the private sector. The government, the private
sector and the community play the tourism communication model in developing
tourism in coastal areas. The essence of such channels is coordination. This role
is also an element in tourism whose driving force is communication. The policy
of planning from the government on the development of advanced tourism.
Socialization is a government activity to the community about the importance of
tourism, and the right lobbying is connected to the purpose of tourism
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development, one of which is the welfare of the community. The response is
created by society, a process of reaction action between individuals who play a
role. Business communication puts forward the exchange of ideas about the
substance of tourism. The image of the quality of tourism services results from
communication channels created by the public to the private sector.
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