10th PRADEREFARIEI=
2nd PRSCEAREFS
EAthfREIBES A HXRETIFIS

The 10th International Forum on PRAD &
The 2nd Annual Conference of PRSC &
The 4th Strategic Communication and Public Relations Workshop

FAT S 0hi RSP AR I IR R £ B A I

Trust and Dialogue: The Integrated Communication in the Era of Mobile Technolo gies and Creativity

A

=

SERGbaEDRES
= & b - -

SRADEOIOES ( 1ALl L

’ SONNRORUED

TIIfLILL:

.........
PRSP EEN

...............
ensEDEes :::::::
M Shessp® ooy . aGaceies
sEsnan T L L L e — L L L L
alic ; , el Ll ‘ = apuee
= W - e > B S ) 2} v

: y sl a— e S e
Tood A BT o el T WP
B g ¢ e Sl
1 - J

2017fE10H27-298 - 1E - ®i¥
Oct. 27th-29th. 2017 | Wuhan, China



H3x
X

1.DIALOGUE IN A DIGITAL SOCIETY: OPPORTUNITIES AND CHALLENGES FOR PUBLIC RELATIONS /
PROF. TAYLOR, MAUREEN ........ocuosteteseseuasasessencsesesssnsessessesssmssastessatsesssssssssstensassmassnsssssessassssassssasns 1
2. DIALOGUE AND TRUST— (THEORETICAL) FOUNDATIONS, PROBLEMS, CHALLENGES /
PROF.G. BENTELE .....eeeeveeeeeeeeeeseesseessaesssassasssessseessessssssessssssssasssssssessstestssstesstsssassssssseesstesstssssssansses 3
3.GENUINE DIALOGUE AND GENUINE RELATIONSHIPS: “HUMAN VOICE” AND “SOCIAL PRESENCE”
VERSUS EMPATHY AND CARING / PROF. MLKENT ...c.oiiiiiiiiiiiieieinstneiesss e 4
4.COMMUNICATION TRENDS IN CHINA AND ASIA-PACIFIC:INSIGHTS FROM THE GLOBAL

COMMUNICATION MONITOR STUDIES / PROF. ANSGAR ZERFASS, CHEN XIANHONG, CHUN-JU

FLORA HUNG-BAESECKE, REGINA CHEN.........ovucessseessessesusssssssssasessssssssssssssssssssssssssssnsssssssssasssses 6
SHEAR. FEEEARE TR 7 FARE s 8

CERMR A LEERKREMSEE / BiEu
PROPOSING THE CONCEPTION OF ARTIFICIAL INTELLIGENCE DECISION SYSTEM IN MARKETING
CHANNEL ....coevoeeeeeeessessesssassesasssssssestostassasstssasssessssstsssosssessnsesssssaassasissatsstssssnesasssassassasssssssascostssncsseses 9
7.AN EMPIRICAL EXAMINATION OF THE COUNTRY-OF-ORIGIN EFFECT ON CHINESE BRANDS /

MIKEZ: YA «oooveiinnnsesonisssbssssossssvsstudsssssaiabectsasassassesassogasdvnssossssassssoansubnsnsmstasss engessssdssisessessosassacees 11

B, SRS RhE S EE

8. TRUSTING AND DIALOGIC PR:AN ANALYSIS OF ONLINE COMMENTS ON RESORTS WORLD

MANILA’S FACEBOOK PAGE AFTER THE JUNE 2017 ATTACK / MARC AGON PACOMA.........oucmneinnnns 13
9.COMMUNICATION INTERVENTIONS IN ENGAGEMENT: THE ROLE OF DIALOGUE, ADVOCACY, AND

INTERACTION / KIM A. JOHNSTON, ANNE B. LANE ....c.cciiiiiirinieinieenseeieesissssinss s 15
10.TRUST IN ORGANIZATION AS SOCIAL CONSTRUCTION IN AND BY DIALOGUES

AS DISCURSIVE PRACTICES / ANA-MARIA TEODORESCU ...c.coiiiieieiimnnssinmsinsissnssissssnsinsss 18
11 POLITENESS AND CIVILITY AS REQUIREMENTS FOR DIALOGUE / PETRA THEUNISSEN.......cocvuurunnn. 20
12.GENDER PERSPECTIVES ON CORPORATE SOCIAL RESPONSIBILITY (CSR) PRACTICE IN MINING

COMMUNITIES IN GHANA: A CASE STUDY OF NEWMONT’S AKYEM MINE

/ PAULINA T T T 1 TTRORRE el G N ol W o M S A O e L o R ot e

13.TALKING CANCER ON WEIBO / SHIJINGYUAN, CHEN LIANG ....ooiiiiiiiiiiniiistc s 24




14.1S EXPRESSING HOPE ALWAYS A GOOD THING? THE EFFECTIVENESS OF ONLINE APOLOGIES FRAMED
WITH HOPE ON NEGATIVE CONSUMER BEHAVIORS IN CRISES / Y1 XIAO, VEROLIEN CAUBERGHE,
B ISELOT DD ER S s chivisesiston Reiaiesvsciasssioiss srestamionesasstssss s s ot e i s e sy S 26
15.H [ it S SCAC AR REBAR . ) R HRH T N E B AL R S A&/
ks FF KA
THE SITUATION, PROBLEMS AND SUGGESTIONS FOR THE CROSS-CULTURE COMMUNICATION FOR
CHINESE BRANDS: BASED ON THE SURVEY OF 152 CHINESE INTERNATIONAL COMPANIES ........... 28
16. COMPARING COMMUNICATION DEPARTMENTS IN ASIA-PACIFIC AND EUROPE: HOW LEADERS

PRIORITIZE THE DEPARTMENT’S RESPONSIBILITIES / SOPHIA CHARLOTTE VOLK, MLA .................. 29

AFERANERAIFT 5ERE

17N “IIE” o AL BEA B SCRE R AE R 5mg / 5k T 28

ONE PERSON'S POLITICS: PERSONAL ISSUE'S CONSTRUCTION AND COMMUNICATION STRATEGY

INPUBLIC SPHERE L 5o atonnseosaiosssneserssnmmmne s et eset st st b5 5 ases 85 eme S5 ST oo dr s messans s aem S o v e 32
I8 BRAILKR: PEHAXRMFRMALIIRE / BREL

POSITIVE PUBLIC RELATIONS: EXPLORE THE LOCALIZATION OF PUBLIC RELATIONS RESEARCH IN

34

19 fF v+ i T NP R AR RIZATR / BR

RESEARCH ON THE APPLICATION OF PUBLIC RELATIONS IN THE SETTLEMENT OF TERRITORIAL

DISPUTES ... teseccissonssassasssssasseenssnsssonnssssssrnssessbonssnsensonnsessesiona s Sans el T or Ml N s 20
20.f LARTRE? AfIARE? AILCRITER I EIESRE / (i 21

CAN IT BE POSSIBLE? WHY CAN NOT? THE RETROSPECT AND PROSPECT OF DIALOGIC THEORY

IN PUBLIC RELATIONS THEORY

2143 AR “ RSN RVRIE RS BCRTT R / BREl RE Rk

THE STUDY OF COMMUNICATION STRATEGIES OF THE PARACRISISUNDERTHE SOCIAL MEDIA

CONTEXT

22. RE Dk O SR RS T A / 2

3.EUEMAASTE P AR SR A — K7 MBI EE AN SZ AR A5t / X
N RNE LR ATE A, — R B AE S Bl sE Rk / Y
SAEFERSITAEHENMS. BERMUHAILKR / kFE




REAETREESNE

26. %S hZE: EERXRNZITEMMEL / WET XE
PLURALISTIC IGNORANCE: AN EMPIRICAL EXAMINATION OF THE COGNITIVE EFFECT OF

DOCTOR-PATIENT RELATIONSHIP

mik%i%@%@&@%ﬁﬁ@%ﬁiﬁ%%%ﬂﬁ LL APEC. G20 5 BRICS 52 %
5] / F53C

EXPRESS CONTROL INFORMATION DISSEMINATION ON SOCIAL MEDIA DURING MAJOR DIPLOMATIC

ACTIVITIES: TAKE THE APEC, G20 AND BRICS FOR EXAMPLE

.................................................... 47
29 ALSTHRAAS FE RS BFA KBS A A0 1 R FENOBEL: (%% A Bof 410 AR /
A BRI
THE IMPACTS OF SOCIAL MEDIA TRUST ON PERCEIVED PRIVACY RISK AND SELF-DISCLOSURE:
MEDIATING EFFECTS OF NETWORK INTERPERSONAL TRUST «...ovvvoovoooeoooeoooooooooooo 49
30.HR AKX A AT M ERG R EA A LT L I T SrhEZER] / 5Kk
THE GLOBALIZATION AND DOMESTIC PUBLIC AFFAIRS NETWORKING OF INTERNATIONAL
PUBLIC RELATIONS AGENCY: CASE OF EDELMAN CHINA.......ovoooooooooovoooooooo 51
SLE TR B % FOE AT TT: LB /REE o / 2o
RESEARCH ON TRUST TRANSMIT MECHANISM OF NEWMEDIA EVENT BASED ON GROUNDED
THEORY: TAKING LUO’ ER EVENT AS AN EXAMPLE..........oovoeoeeeeeeeoeeoeeeoeoooo oo 52
32 MESBL T RIEHLA KT L. LIS A 5 24 i Sk ) / B HCE X% e kR
RESEARCH ON THE CRISIS PUBLIC RELATIONS UNDER THE ONLINE PUBLIC OPINION:
FOOD SAFETY IN HONG KONG AND MACAO ....cvvvveuueneoeeeeeeeeeeeeeeeeeeeoeooooooooooooooo 54
AFRBRTHNESEE: HEig, LRSXTE
RBEMAINT—E R R IR AR H A / T
INTEGRATED PUBLIC DIPLOMACY A STUDY OF NATIONAL IMAGE-BUILDING WITH NEW
PERSPEOIIVE oo iesissesis s sississssipsaimstombsss tsmsssramb ol S e L S S n s 55

33.CREATING SHARED VALUE, CHIEF EXECUTIVE OFFICER CHARACTERISTICS AND COMPETENCIES,
AND PUBLIC TRUST IN BUSINESS: A CROSS-NATIONAL STUDY IN CHINA, THE UNITED STATES, AND

GERMANY / REGINA CHEN

34 PERCEIVED IMAGE OF PUBLIC RELATIONS JOB ADVERTISEMENTS BY EMPLOYERS AND A CRITICAL

APPROACH IN TERMS OF SOCIAL AND CULTURAL ISSUES / DENIZ OZER ... 59




35.PUBLIC RELATIONS PRACTICE IN HIGHER EDUCATIONAL INSTITUTIONS IN GHANA /
MAVIS AMO-MENSA

36.THE FUTURE OF PR IS ‘FANTASTIC’, ‘FRIENDLY’ AND ‘FUNNY’: OCCUPATIONAL STEREOTYPES AND
SYMBOLIC CAPITAL IN INTERN AND GRADUATE JOB ADVERTISEMENTS /
DEEPTI BHARGAVA

37.ROLE OF HOTEL PUBLIC RELATIONS PRACTITIONERS IN COMMUNICATING YOGYAKARTA AS THE
TOURIST DESTINATION / NOBERTUS RIBUT SANTOSO, SHERLY HINDRA NEGORO

38.POLITICAL SOCIALIZATION IN CHINESE COLLEGE STUDENTS: CORRELATION OF THE TRUST LEVEL
AND USAGE FREQUENCY OF SOCIAL MEDIA / XU DI

39.TOWARD AN INNOVATIVE STRATEGY ON CHINA’ S SOCIAL MEDIA: FRENCH MUSEUMS’ ' SMART
MOVE' ON STRATEGIC COMMUNICATION IN FRENCH PUBLIC DIPLOMACY IN THE DIGITAL ERA /
HUANG ZHAO

4050 RIVEARA? - WMITKEEAE M, BB AoaE BREGHLEEMXETT / 208
ALLTHE “FRIENDS” ARE BENEFICIAL? :THE USE OF FACEBOOK, WECHAT AND SOCIAL TRUST
OF COLLEGE STUDENTS IN MACAU

41. MEDIA AGENDA-BUILDING BY NONPROFITS: THE CASE OF TWF HONG KONG /

PARIRBEE RN it vcossomgasisiomni oot o e S A L g Mg 72

ERXARRGRIRLE

A2FBAR RS E A Y. B, RER L O ——EF WA D 17 A SEATUR FR 16 11y
T / kBT

43. BMEG AN R IBRF A L% R / 2N E - 22

443507 I AR 3 T 5 e s e 438 s i B SR ——3F 7 G20 IR AT 9% 17 [H Brste
L / TEE BREEST sk s
REFLECTION AND CONSTRUCTION OF INTERNATIONAL COMMUNICATION STRATEGIES FOR CITY
BRAND IN THE DIGITAL ERA -BASED ON THE OBSERVATION OF HANGZHOU® § INTERNATIONAL
COMMUNICATION IN THE POST G20 ERA

45 BEEHEET RN £ R R / BHEH%
6. REM AR5 RO DA S A ARk, / A e it At e S B et s 79

47 IR A R BB A K532 —— M 2017 Bghi REWBHATIR 54248 / 77
HOW TO LAUNCH CREATIVE PR COMMUNICATION? LESSONS FROM 2017 CANNES AWARD-WINNING

STRATEOIES oo A I o A S B T S e R B i 17 80




Role of Hotel Public Relations Practitioners
in Communicating Yogyakarta as the Tourist Destination

Nobertus Ribut Santoso & Sherly Hindra Negoro
Department of Communication
Faculty of Social and Political Sciences

Universitas Atma Jaya Yogyakarta, Indonesia

Abstract: This research aims to investigate the role of hotel public relations

practicioners in communicating Yogyakarta as the tourist destination. A tourism

industry is essential to boost the economic growth. The number of local and foreign

tourist arrivals in Yogyakarta increase. Yogyakarta then become the second most
popular tourist destination in Indonesia. It cannot be separated from the role of hotel
public relations practicioners in communicating Yogyakarta as the great place to visit
where it is one of the foremost cultural centers of Java. Therefore, cultures are
functioned as symbols of the society of Yogyakarta. Hotel public relations
practicioners surely plays important roles in the creation of favorable image of
Yogyakarta as the tourist destination in order to increase bookings. Tourists often
look recognizable destinations that eager them to travel to. Regarding this, it is very
important to hotel public relations practicioners to have strategies and tactics in order
to highpoint unique and beautiful cultures and places in Yogyakarta comparing other
areas to attract hotel guests. This research employed descriptive qualitative approach
in order to determine, describe, or identify various aspects of the phenomenon
- completely and comprehensively. The data was gathered by conducting interviews
with three hotel public relations practitioners in Yogyakarta who have experienced in
 this field at least one year. The result shows that in communicating tourist destinations
in Yogyakarta, hotel public relations practicioners use unique and beautiful cultures

and places in Yogyakarta as backgrounds to communicate their hotels to tourists. The
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message that they disseminate to the tourists is about seeing the seeing beautiful and
unique cultures and landmarks while staying at hotels that have provided great and
comfortable facilities. In communicating this, they use either conventional or new
media to strengthen the image of Yogyakarta in order to attract the tourists. Moreover,
they also conduct some events to promote Yogyakarta as the best destination to visit.
Based on activities they did, it can be categorized that hotel public relations
practitioners in Yogyakarta play communication technician role.

Keywords: role of public relations, communication, tourist destinations, image
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