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Abstrak
Penelitian ini bertujuan untuk mengetahui bagaimana strategi komunikasi pariwisata pada objek wisata
alam Jungle Zone di Tahura Berastagi dalam persepsi pengelola dan pengunjung. Selain itu, penelitian
ini juga menganalisis bagainana pemahaman mengenai pariwisata berkelanjutan untuk meminimalisir
dapak negatif terhadap liongkungan oleh pengelola Jungle Zone. Dengan menggunakan metode
kualitatif dengan teknik pengumpulan data berupa wawancara, observasi dan kajian literatur, peneliti
mewawancarai 5 informan utama yang terdiri dari satu pengelola dan empat pengunjung. Berdasarkan
hasil analisis data, dapat disimpulkan bahwa penegelola Jungle Zone menerapkan strategi pemasaran
Word of Mouth Communication dengan memberikan fasilitas bebas biaya retribusi kepada pengunjung
yang merupakan pelajar dan penduduk setempat, dan berharap pengunjung tersebut mempromosikan
Jungle Zone ke kerabatnya. Strategi promosi pariwisata juga diterapkan dengan aktif mengunggah
aktivitas pengunjung pada akun Instagram Jungle Zone. Dalam aspek keberlanjutan lingkungan,
pengelola memahami pentingnya perawatan lingkungan Tahura semaksimal mungkin untuk
meminimalisir dampak negatifnya terhadap lingkungan.
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Abstract
This research aim to analyze the tourism communication strategy implement in managing Jungle Zone
in Tahura, Berastagi in the perception of management and visitors of Jungle Zone Additionally, this
research analyze how Jungle Zone managemers understand sustainable tourism to minimize negative
environmental impacts. Using a qualitative method with data collection techniques including interviews,
observations, and literature reviews, the researcher interviewed 5 key informants, one manager and
four visitors. Based on the data analysis results, it can be concluded that the management of Jungle
Zone implements a Word of Mouth Communication marketing strategy by providing free admission to
visitors who are students and local residents, hoping that these visitors will promote Jungle Zone to
their relatives. Tourism promotion strategies are also implemented by actively uploading visitor
activities to the Jungle Zone Instagram account. In terms of environmental sustainability, the
management understands the importance of caring for the Tahura environment as much as possible to
minimize its negative impact on the environment.
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Introduction

Berastagi Forest Park (Tahura) is a popular heritage site protected for nature education in North
Sumatra. However, ,this function has changed in the last two years with the presence of Jungle
Zone as a tourist attraction. Although it has become a popular tourist site, this attraction has the
potential to damaget the Tahura. The Jungle Zone, which is part of the Berastagi Grand Forest
Park, (Tahura) is one of the popular natural attractions in North Sumatra.

The success of a tourist destination is inseparable from the role of various parties. Tourism has
emerged as a vital driver of economic growth and cultural exchange. However, the rapid
development of the tourism industry has led to significant environmental degradation,
threatening natural resources and ecosystems. Effective tourism communication and
environmental care are crucial for promoting sustainable tourism that minimize negative
environmental impacts while maximizing benefits for surrounding communities. This study
aims to explain the tourism strategies implemented by the management of Jungle Zone and how
visitors perceive and understand the sustainable tourism strategies used by Jungle Zone
management to minimize the negative impact of Jungle Zone's presence on Berastagi Grand
Forest Park (Tahura).

Literature Review

To establish it as a field of study, tourism communication is supported by various other
disciplines that contribute significantly to its theory, as well as other more distant disciplines.
The closest discipline is marketing and marketing communication. This discipline contributes
to communication theory, marketing strategies, marketing elements, product theory, and brand
and branding theory (Bungin, 2017).

Tourism communication is one piece of evidence of the development of communication in the
tourism sector. This can happen because tourism has great potential as a means of
communication. Communication helps tourism marketing in various elements. In
communication media, various marketing channels, destinations, accessibility, as well as
human resources and institutional media channels for tourism are available. Communication
also plays a role in preparing the message content that should be conveyed to the public or
tourists about what they should know about the tourist destination.

Methods

This research is qualitative research with a constructivist paradigm. In this study, a combination
of observation, interviews, and literature review was used as the data collection technique
(Creswell, 2018). Using purposive sampling technique, the main informants numbered 5
people, namely the main informant is one manager of Jungle Zone, and 4 visitors to JungleZone.
The researcher also conducted direct observation at the Jungle Zone tourist attraction to see the
condition of the tourist destination. Data analysis techniques were performed using the Miles,
Huberman, and Saldana (2014) techniques, namely data condensation, data display, and
conclusion drawing and verification.

Results

The Jungle Zone at Tahura, Berastagi has been established since 2022. Based on observation,
it can be seen that there are various facilities available in Jungle Zone for enjoying natural
tourism, including 17 ATVs, children's car scooters, and a camping area for educational natural
tourism. Based on the interview results, it can be seen that promotional activities thruthe
Instagram social media platform help tourists learn information about the tourist attractions
available in Jungle Zone.

Based on observation, the Jungle Zone Instagram account is managed quite well and actively
uploads the fun activities of visitors there, as well as sharing information about discounts and
other promotions. That Instagram account currently has 5,207followers and follows 54
accounts. Nevertheless, the tourism marketing strategy implemented thru social media is still
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not optimal because, in using Instagram, there is nothing that can attract tourists' attention, such
as cinematic videos, beautiful photography, or a well-organized and neat feed design. Based on
an interview with Mr. Budi, the manager of Jungle Zone, the revenue for managing Jungle Zone
is obtained thru a fee system charged to visiting visitors and vehicle parking fees.

However, local residents specifically students are not charged an entrance fee, they are only
expected to help promote Jungle Zone to their relatives.

The information manager, who also manages Jungle Zone, stated that the government
responsible for maintaining Tahura is aware of the potential danger of Jungle Zone to the
environmental sustainability of Tahura and is working to minimize the potential danger as much
as possible. On the other hand, visitors enjoy theJungle Zone facilities without any concern
about their potential damage to the environment.

Based on interviews with informants who are visitors, various reasons drive them to come to
Jungle Zone. One informant, named Resvina, comes to Jungle Zone quite frequently because
she is a local resident and a student, so she is not charged an entrance fee. Additionally, the
Jungle Zone is very close to nformant's residence. Similar reasons for visiting were given by 3
other informants, whose names are Helmika, Zefanya, and Febrina.

Discussion

In order for tourism communication to run smoothly and be accepted by the public, a deep
understanding and knowledge of the market is required. Word of Mouth (WoM)
Communication is one of its strategies. WoM is product information spread by individuals to
other individuals. Because we get information from people we know, WoM is more reliable and
trustworthy than messages from more formal marketing channels. And, unlike advertising,
WoM is often accompanied by social pressure to conform to the recommendations given
(Solomon, 2020).

WoM is very effective when consumers are relatively unfamiliar with the product category.
One way to reduce uncertainty is by talking about it. Communication channels to reach
audiencescertainly vary, and in this case, the Jungle Zone management uses two channels:
online and offline. In a offline way, WoM gives visitors the opportunity to generate supporting
arguments for visiting JungleZone and gain support from others for this decision. The WoM
strategy is implemented by Jungle Zone management by providing free admission to student
visitors residing near Jungle Zone, hoping they will promote Jungle Zone to their relatives.
Conclusion

The marketing communication strategy for tourism implemented by Jungle Zone is Word of
Mouth (WoM) Communication, leveraging the local residents' experiences at Jungle Zone.
Additionally, tourist attractions are also promoted using the social media platform Instagram.
From an environmental sustainability perspective, the Jungle Zone management understands
tourism communication and realize the importance of maintaining environmental sustainability
in nature tourism, considering it the only way to survive. They are maintaining the natural
conditions in the Jungle Zone as much as possible with the available facilities.

References

Books

Bungin, B. (2017). Komunikasi Pariwisata: Pemasaran dan Brand Destinasi. Jakarta: Kencana
Huberman, M. et al. (2014). Qualitative Data Analysis: A Methods Sourcebook.USA: Sage
Publication.

Solomon, M. (2020). Consumer Behaviour. United Kingdom: Pearson

83



KOMUNIKOLOGI: Jurnal Pengembangan llmu Komunikasi dan Sosial Vol. 9 No. 2 Tahun 2025

Creswell, J. W. (2018). Research Design: Pendekatan Metode Kualitatif, Kuantitatif dan Campuran.
Yogyakarta: Pustaka Pelajar.

Journals

Rahman Rofiki A and Fajri, C. (2023). Strategi Komunikasi Pariwisata Dalam Meningkatkan
Kunjungan Wisatawan Melalui KEK Mandalika Lombok. TUTURLOGI: Journal of Southeast Asian
Communication Vol. 4 No. 3 (2023)., pp. 142-154 DOI: https://doi.org/10.21776/ub.tut
urlogi.2023.004.03.5.

Paramita, Sinta. Et al. (2025). Tourism Communication Strategy for Economic Growth Through Music
Concerts. Jurnal Manajemen Komunikasi, Volume 10, No. 1, October 2025, page 66-88
https://doi.org/10.24198/jmk.v10i1.65602

Andri, Dunan A. (2023). Tourism Communication Model Based On Local Wisdom (Qualitative

Descriptive Research In Gunung Padang, Cianjur Regency). Jurnal Kepariwisataan Indonesia. Vol 17
No 2 (2023),. Page 206-221

Rahayu, S. A.M., Et al. (2023). Strategi Komunikasi Pemasaran Pariwisata Dinas Pariwisata Provinsi
Bali Dalam Meningkatkan Kunjungan Wisatawan Mancanegara ke Bali. ANUBHAVA: Jurnal Ilmu
Komunikasi Hindu. Vol. 03 No. 02 (2023). Page 1-10.
Yasir. (2021). Komunikasi pariwisata dalam pengembangan destinasi wisata di Kecamatan Kuok
Kabupaten Kampar. Jurnal Kajian Komunikasi, Volume 9, No. 1, Juni 2021, page 108-120

Setiawan, T. Et al. (2025). Pendekatan Sistem Dalam Komunikasi Pariwisata Di Era Digital:
Optimalisasi Interaksi Dan Promosi Berkelanjutan. Intelektiva. Volume 07 n0 02, 2025. Page 179-185
Gretzel, U., Et al. (2015). Smart tourism: foundations and developments. Electronic Markets, 25(3),
179-188. DOI 10.1007/s12525-015-0196-8

Uziilmez, M., Ercan Istin, A., & Barakazi, E. (2023). Environmental Awareness, Ecotourism
Awareness and Ecotourism Perception of Tourist Guides. Sustainability (Switzerland) , 15 (16).
https://doi.org/10.3390/sul51612616

84


https://doi.org/10.21776/ub.tut%20urlogi.2023.004.03.5
https://doi.org/10.21776/ub.tut%20urlogi.2023.004.03.5
https://doi.org/10.24198/jmk.v10i1.65602

