
 

Proceeding 
Jogjakarta Communication Conference  
Volume 4, No 1, pp. 331-342 
ISSN 2988-5523 

    

DOI:                                                                                    https://jcc-indonesia.id/                jogja.comconf@gmail.com  

Implementation of Cyber Public Relations in Managing 

Digital Communication at Museum Sandi Yogyakarta  

Dias Regian Pinkan *, Hari Akbar Sugiantoro 

Department of Communication, Universitas ‘Aisyiyah Yogyakarta, 55292, Indonesia 
 

*Corresponding author’s email:  diasregianp@unisayogya.ac.id 

 

 

ABSTRACT  

 

Keywords 
Cyber Public Relations; Digital 
Communication; Museum 
Communication; Public Engagement; 
Social Media 

 The development of digital media has significantly transformed how 
organizations communicate with their publics, including cultural 
institutions such as museums. This study aims to examine the 
implementation of Cyber Public Relations in managing digital 
communication at Museum Sandi. This research employs a qualitative 
descriptive method. Data were collected through in-depth interviews, 
observation of digital communication activities, and documentation of the 
museum’s digital platforms. The primary informant in this study was 
Setyo Budi Prabowo. The analysis focuses on the strategies used in digital 
communication, content production and management, audience 
interaction, as well as challenges faced in implementing Cyber PR. The 
results show that Museum Sandi actively utilizes digital platforms, 
particularly Instagram and TikTok, to disseminate educational 
information about cryptography history and museum activities. The 
museum also implements thematic content such as “Selasa Sejarah” and 
“Kamis Syber” to maintain consistency in communication. Digital 
communication activities are managed by a small internal team 
responsible for content creation and interaction with audiences. The use 
of social media has contributed to increasing public awareness and 
attracting visitors, as many visitors report learning about the museum 
through digital platforms. However, challenges remain, including limited 
human resources and uneven internal understanding of digital 
communication practices.  

 
    

 

 
 

 

1. Introduction  

 The rapid development of digital technology has significantly transformed communication 
practices across various sectors, including cultural institutions such as museums. In the digital era, 
communication is no longer limited to one-way information dissemination but has evolved into 
interactive, participatory, and real-time engagement. This transformation has led to the emergence 
of Cyber Public Relations (Cyber PR), which emphasizes the strategic use of internet-based 
platforms to build relationships, manage reputation, and foster engagement with publics (Onggo, 
2004; Breakenridge, 2012). As a result, organizations are required to adapt their communication 
strategies to remain relevant in an increasingly digital environment, where audiences expect 
responsiveness, transparency, and accessibility. 

 The shift toward digital communication has also fundamentally altered audience behavior. 
Contemporary audiences, especially digital natives such as students and young adults, increasingly 
depend on social media platforms to access information, interact with institutions, and construct 
meaning from the content they consume. This phenomenon requires institutions to not only be 
present in digital spaces but also to communicate in ways that are engaging, adaptive, and audience-
centered. Digital platforms such as Instagram and TikTok have become dominant channels due to 

mailto:%20diasregianp@unisayogya.ac.id


ISSN 2988-5523         Proceeding Jogjakarta Communication Conference 332 
 Volume 4, No 1, pp. 331-342 

 

Pinkan & Sigiantoro (Implementation of Cyber Public Relations in Managing Digital Communication at Museum Sandi 

Yogyakarta) 

their visual and interactive nature, allowing institutions to deliver messages through storytelling, 
short-form content, and participatory formats. For museums, this transformation presents both 
opportunities and challenges. On the one hand, digital communication allows museums to expand 
their reach beyond physical limitations, making educational content accessible to wider audiences. 
Museums can utilize digital storytelling, virtual exhibitions, and social media engagement to enhance 
their educational role and attract new visitors. On the other hand, the shift toward digital 
communication demands new competencies, including content creation, platform management, data 
analysis, and audience engagement strategies. These demands often exceed the existing capacity of 
museum institutions, particularly those with limited resources. 

 Despite the growing importance of digital communication, many museums—especially in 
developing countries—still face challenges in effectively implementing Cyber PR. These challenges 
include limited human resources, lack of structured digital strategies, inconsistent content 
management, and the absence of clear performance indicators. In many cases, digital communication 
is conducted in an ad hoc manner without long-term planning or systematic evaluation. As a result, 
the effectiveness of digital communication efforts remains suboptimal, and the potential of digital 
platforms to enhance public engagement and institutional visibility is not fully realized. Previous 
studies have highlighted the strategic role of Cyber PR and digital communication in strengthening 
organizational relationships and audience engagement. Kent and Taylor (1998) emphasize dialogic 
communication as a key principle in building relationships through digital platforms, while 
Kietzmann et al. (2011) identify key functional building blocks of social media, including identity, 
conversations, sharing, presence, relationships, reputation, and groups. Breakenridge (2012) further 
explains that modern PR practices require integration between technology, content strategy, and 
audience insights. These perspectives collectively suggest that effective Cyber PR is not merely 
about using digital platforms, but about strategically managing communication to foster meaningful 
relationships. 

 In the context of museums, digital transformation has been widely discussed as a means to 
enhance audience engagement and institutional relevance. Russo et al. (2008) argue that social media 
enables participatory communication, allowing audiences to actively contribute to museum 
narratives. Kidd (2014) also highlights that digital technologies have transformed museums into 
interactive spaces within a broader media ecosystem. Furthermore, digital storytelling has become 
an essential approach for communicating complex historical and cultural content in a more accessible 
and engaging manner. However, most existing studies focus on large-scale or internationally 
recognized museums with advanced technological infrastructure and sufficient resources. There is 
still limited research that examines how smaller or specialized museums implement Cyber PR in 
practice, particularly in local contexts such as Indonesia. Additionally, prior studies often overlook 
internal organizational dynamics, including leadership direction, team capacity, digital literacy, and 
content production workflows. These internal factors are critical in shaping how digital 
communication strategies are developed and executed. 

 Another significant gap in the literature is the limited attention to the relationship between digital 
engagement and actual audience behavior. While many studies measure success through digital 
metrics such as likes, comments, and shares, fewer studies investigate whether these metrics translate 
into increased public awareness, knowledge acquisition, or physical visitation. This gap is 
particularly relevant for museums, where the ultimate goal of communication is not only engagement 
but also education and visitation. Based on these gaps, this study focuses on the implementation of 
Cyber Public Relations in Museum Sandi Yogyakarta as a specialized cultural institution that 
presents the history of cryptography in Indonesia. As a niche museum with relatively specific subject 
matter, Museum Sandi faces unique challenges in attracting public interest and communicating 
complex information. Therefore, the role of digital communication becomes increasingly important 
in bridging the gap between institutional knowledge and public understanding. 

 This research proposes an analytical framework that integrates Cyber PR strategies with practical 
dimensions of digital communication management, including content planning, platform utilization, 
audience engagement, and organizational readiness. By examining these dimensions, this study seeks 
to provide a comprehensive understanding of how Cyber PR is implemented in a real-world 
institutional setting, particularly within resource-constrained environments. Accordingly, this study 
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aims to analyze the implementation of Cyber Public Relations in managing digital communication 
at Museum Sandi Yogyakarta, identify the strategies employed, examine content production and 
management practices, analyze audience engagement and interaction, and explore the challenges 
faced by the institution. Furthermore, this study is expected to contribute to the development of Cyber 
PR practices in cultural institutions, offering practical and theoretical insights for improving digital 
communication strategies in similar contexts. 

 In the context of rapid digital transformation, public relations practices have undergone a 
significant shift from conventional communication models to digitally mediated interactions. This 
transformation is largely driven by the proliferation of internet technologies and the increasing 
dominance of social media platforms as primary channels of communication. As a result, 
organizations are required to adapt their communication strategies to remain relevant and competitive 
in an increasingly digital environment. Cyber Public Relations (Cyber PR) emerges as a strategic 
approach that integrates digital technologies into public relations activities, enabling organizations 
to communicate more effectively, interactively, and responsively with their publics. 

 The concept of Cyber Public Relations emphasizes not only the use of digital platforms but also 
the transformation of communication paradigms from one-way information dissemination to two-
way symmetrical communication. This aligns with the dialogic communication theory proposed by 
Kent and Taylor, which highlights the importance of interaction, mutual understanding, and 
relationship-building between organizations and their audiences. In this context, social media 
platforms such as Instagram and TikTok are not merely tools for broadcasting information, but also 
spaces for dialogue, engagement, and co-creation of meaning. 

 In cultural institutions such as museums, the adoption of Cyber PR is particularly important due 
to the changing patterns of audience behavior. Modern audiences, especially younger generations, 
tend to prefer interactive, visually engaging, and easily accessible content. This shift challenges 
traditional museum communication, which has often been perceived as static, formal, and less 
engaging. Therefore, museums are required to innovate in presenting their content by leveraging 
digital platforms and adopting more dynamic communication strategies. Furthermore, the integration 
of digital communication in museums is closely related to the concept of the participatory museum, 
where audiences are no longer passive recipients of information but active participants in the 
communication process. This transformation encourages museums to develop content that is not only 
informative but also engaging and interactive. In this regard, Cyber PR plays a crucial role in bridging 
the gap between institutional objectives and audience expectations. 

 Despite the growing importance of Cyber PR, its implementation in cultural institutions, 
particularly in Indonesia, remains underexplored. Most existing studies focus on corporate or 
commercial organizations, while limited attention has been given to public and cultural institutions 
such as museums. This creates a research gap that needs to be addressed, particularly in 
understanding how Cyber PR strategies are implemented in specific institutional contexts with 
unique characteristics and limitations. Moreover, previous studies have predominantly emphasized 
the effectiveness of digital platforms without sufficiently examining internal organizational factors 
such as human resources, digital literacy, and strategic planning. These aspects are essential in 
determining the success of Cyber PR implementation but are often overlooked in existing research. 
Therefore, this study aims to provide a more comprehensive understanding by examining both 
external communication strategies and internal organizational dynamics. 

 By focusing on Museum Sandi Yogyakarta, this research offers a contextual analysis of Cyber 
PR implementation in a specialized museum setting. The museum represents a unique case due to its 
thematic focus on cryptography and its efforts to adapt to digital communication trends. This study 
is expected to contribute to the development of Cyber PR literature by providing empirical insights 
into how digital communication strategies are implemented, the challenges faced, and the 
opportunities for further development. In addition to the rapid technological development, the shift 
toward digital communication also reflects a broader transformation in how institutions construct 
meaning and relevance in the public sphere. In the digital era, communication is no longer confined 
to institutional control, but is increasingly shaped by audience interpretation, interaction, and 
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participation. This condition challenges organizations, including museums, to move beyond 
informational communication toward more relational and experiential approaches. 

 Within this framework, Cyber Public Relations can be understood as a strategic effort to 
reposition organizations in a networked communication environment. It involves not only the use of 
digital platforms, but also the ability to create meaningful interactions that resonate with audience 
values and expectations. This is particularly relevant for museums, which are expected to function 
not only as repositories of knowledge but also as dynamic spaces for public engagement and cultural 
dialogue. Moreover, the rise of algorithm-driven platforms such as Instagram and TikTok has 
introduced new dynamics in communication practices. Visibility and reach are no longer solely 
determined by content quality, but also by platform algorithms that prioritize engagement metrics 
such as likes, shares, and comments. This creates both opportunities and challenges for organizations 
in managing their communication strategies. On one hand, it allows content to reach wider audiences; 
on the other hand, it requires continuous adaptation to platform trends and audience behavior. 

 In the context of Museum Sandi Yogyakarta, these dynamics present a unique case of how a 
specialized museum navigates the complexities of digital communication. As an institution with a 
specific thematic focus on cryptography, the museum faces the challenge of translating complex and 
technical knowledge into accessible and engaging digital content. This requires not only creativity 
but also strategic communication planning that aligns with audience literacy levels. Another 
important aspect is the role of authenticity in digital communication. In an environment saturated 
with content, audiences tend to value communication that is perceived as genuine, relatable, and 
transparent. Therefore, Cyber PR strategies must balance between institutional messaging and a more 
humanized communication style that fosters emotional connection with audiences. This aspect 
becomes particularly important in engaging younger audiences who are more critical and selective 
in consuming digital content. 

 By considering these dimensions, this study not only examines the practical implementation of 
Cyber PR but also situates it within broader theoretical and contextual discussions. This approach is 
expected to provide a deeper understanding of how digital communication strategies are shaped by 
technological, cultural, and organizational factors. Another important aspect to consider in the 
development of Cyber Public Relations is the increasing role of digital culture in shaping 
communication practices. Digital culture is characterized by speed, interactivity, and user 
participation, which fundamentally transform how messages are created, distributed, and interpreted. 
In this context, audiences are no longer passive recipients but active agents who can reinterpret, 
respond to, and even redistribute content across networks. This condition requires organizations to 
adopt more flexible and adaptive communication strategies. 

 For cultural institutions such as museums, this transformation presents both opportunities and 
challenges. On one hand, digital platforms enable museums to reach wider audiences beyond 
geographical limitations. On the other hand, they also demand continuous innovation in content 
creation to remain relevant in a highly competitive information environment. The ability to produce 
engaging and meaningful content becomes a critical factor in determining the success of digital 
communication strategies. Furthermore, the integration of Cyber PR in museum communication also 
reflects a shift toward experience-oriented communication. Audiences increasingly seek not only 
information but also meaningful experiences that can be shared and remembered. Therefore, digital 
communication strategies must be designed to create emotional and cognitive engagement, rather 
than merely delivering factual information. This highlights the importance of creativity and 
storytelling in Cyber Public Relations practices. 

2. Method  

This study employs a qualitative descriptive approach to analyze the implementation of Cyber 

Public Relations in managing digital communication at Museum Sandi Yogyakarta. This approach 

is considered appropriate as the research aims to explore and understand communication strategies, 

content management, and audience engagement in depth within a specific institutional context. The 

research design uses a case study approach, focusing on Museum Sandi Yogyakarta as a single case 
to obtain a comprehensive understanding of how Cyber Public Relations is implemented in practice. 



ISSN 2988-5523         Proceeding Jogjakarta Communication Conference 335 
 Volume 4, No 1, pp. 331-342 

 

Pinkan & Sigiantoro (Implementation of Cyber Public Relations in Managing Digital Communication at Museum Sandi 

Yogyakarta) 

The research was conducted at Museum Sandi Yogyakarta, a cultural institution that focuses on the 

history of cryptography in Indonesia. Data collection was carried out over a certain period during 

which digital communication activities were actively observed, particularly through the museum’s 

social media platforms such as Instagram and TikTok. These platforms were selected as they 

represent the primary channels used by the institution in communicating with its audiences. 

Data were collected through in-depth interviews, observation, and documentation. In-depth 

interviews were conducted with key informants who are directly involved in managing digital 

communication, particularly the Head of Museum Sandi, who plays a strategic role in communication 

decision-making. The interviews were conducted in a semi-structured manner, allowing flexibility 

to explore relevant themes such as communication strategies, content planning, audience targeting, 

and challenges in implementing Cyber Public Relations. In addition, non-participant observation was 

carried out on the museum’s digital platforms to examine content types, posting frequency, 

communication style, and audience interaction, including comments, likes, and shares. 

Documentation was also used to support the data obtained, including social media archives, 

screenshots of posts, and other relevant institutional records. 

The subjects of this research are individuals involved in digital communication management at 

Museum Sandi Yogyakarta, while the object of the study is the implementation of Cyber Public 

Relations, including strategies, content management, audience engagement, and organizational 

readiness. Data analysis was conducted using the interactive model of Miles, Huberman, and Saldaña 

(2014), which consists of data reduction, data display, and conclusion drawing and verification. Data 

reduction involves selecting and simplifying relevant data, while data display refers to organizing 

data into structured categories to facilitate interpretation. The final stage involves drawing 

conclusions and verifying findings through continuous comparison across data sources. 

To ensure data validity, this study applies triangulation techniques, including source triangulation 

and method triangulation. Source triangulation is conducted by comparing data obtained from 

interviews, observations, and documentation, while method triangulation involves using multiple 

data collection techniques to examine the same phenomenon. In addition, prolonged engagement in 

observing digital communication activities was carried out to ensure consistency and credibility of 

the findings. Despite these efforts, this study has several limitations, including its focus on a single 

case and limited number of informants, which may affect the generalizability of the findings. 

However, the study provides in-depth insights into the implementation of Cyber Public Relations 

within a specific institutional context. 

To ensure the rigor and trustworthiness of the research findings, this study applies several 

qualitative validation techniques. Trustworthiness in qualitative research is essential to ensure that 

the findings accurately represent the reality being studied. Therefore, this research adopts criteria 

such as credibility, transferability, dependability, and confirmability. Credibility is achieved through 

prolonged engagement and in-depth interaction with research subjects, allowing the researcher to 

gain a comprehensive understanding of the context and phenomena under investigation. In addition, 

triangulation of data sources is conducted by comparing information obtained from interviews, 

observations, and documentation to ensure consistency and reliability. 

Transferability is addressed by providing a detailed description of the research context, including 

the characteristics of Museum Sandi Yogyakarta and its digital communication practices. By 

presenting rich and contextualized data, this study enables readers to assess the applicability of the 

findings to other similar contexts. Dependability is maintained through a systematic and transparent 

research process, where all stages of data collection and analysis are documented carefully. This 

allows future researchers to replicate or audit the research procedures. Meanwhile, confirmability is 

ensured by minimizing researcher bias through reflective analysis and by grounding interpretations 

in empirical data. 

Furthermore, this study employs a qualitative data analysis approach based on an interactive 

model, which involves data condensation, data display, and conclusion drawing. Data condensation 

refers to the process of selecting, simplifying, and transforming raw data into a more organized and 
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meaningful form. In this stage, the researcher identifies key themes and patterns related to Cyber 

Public Relations practices at Museum Sandi. Data display is conducted by organizing the data into 

coherent narratives that facilitate interpretation and understanding. Finally, conclusion drawing 

involves interpreting the data to generate meaningful insights and answering the research questions. 

The analysis process is conducted iteratively, meaning that the researcher continuously revisits 

the data to refine interpretations and ensure accuracy. This iterative process allows for deeper insights 

and helps identify relationships between different data categories. Coding techniques are also applied 

to categorize data into relevant themes, such as digital platform usage, content strategy, audience 

engagement, and organizational challenges. These themes are then analyzed in relation to existing 

theories in Cyber Public Relations and digital communication. 

In addition, ethical considerations are taken into account throughout the research process. The 

researcher ensures that all participants are informed about the purpose of the study and provides their 

consent prior to data collection. Confidentiality and anonymity of participants are maintained to 

protect their privacy. The researcher also ensures that the data is used solely for academic purposes 

and is presented objectively without manipulation. 

Another important aspect of the method is the limitation of the study. As a qualitative case study, 

the findings are context-specific and may not be generalized to all cultural institutions. However, the 

aim of this research is not to generalize but to provide in-depth insights into a particular case. The 

limitations also include the relatively small number of informants and the dependence on self-

reported data, which may be influenced by subjective perspectives. Despite these limitations, the 

study provides valuable insights into the implementation of Cyber Public Relations in a museum 

context. By employing these methodological approaches, this study ensures that the findings are 

credible, reliable, and relevant to the research objectives. The combination of multiple data collection 

techniques, systematic analysis, and rigorous validation processes strengthens the overall quality of 

the research and supports the contribution of this study to the field of Cyber Public Relations. 

3. Result and Discussion 

This section presents and analyzes the findings of the study regarding the implementation of 
Cyber Public Relations in managing digital communication at Museum Sandi Yogyakarta. The 
results are derived from in-depth interviews, observations of digital platforms, and documentation, 
which collectively provide a comprehensive understanding of the institution’s communication 
practices. The presentation of findings is structured based on key themes that emerged during data 
analysis, including digital communication platforms, content strategy, audience engagement, and 
implementation challenges. 

Furthermore, the discussion in this section aims to interpret the findings by relating them to 
existing theories and previous studies in the field of Cyber Public Relations and digital 
communication. By doing so, this study not only describes the observed phenomena but also provides 
analytical insights into how digital communication strategies are implemented in a cultural institution 
context. The integration of empirical findings with theoretical perspectives is expected to highlight 
the significance of Cyber PR practices and contribute to the broader discourse on digital 
communication in museums. 

3.1 Presenting the Results 

This section presents the main findings of the study based on interviews, observations, and 
documentation related to the implementation of Cyber Public Relations in managing digital 
communication at Museum Sandi Yogyakarta. The findings indicate that the museum utilizes 
Instagram and TikTok as its primary digital communication platforms. Instagram functions as the 
main platform with a semi-formal communication style that emphasizes educational and institutional 
content, while TikTok is used with a more informal and entertaining approach to engage younger 
audiences through short-form and visually appealing content. The selection of these platforms 
reflects an awareness of current digital trends and audience preferences, particularly among students 
and young adults. 
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In terms of content strategy, the museum has implemented a thematic approach to maintain 
consistency and identity in its communication. Two main content themes are consistently used, 
namely “Selasa Sejarah,” which focuses on historical and educational narratives, and “Kamis Syber,” 
which presents content related to cryptography knowledge. Content planning is conducted internally 
using a top-down approach, where strategic direction is determined by management and executed by 
the digital team. The production process is relatively efficient, as content can generally be prepared 
and published within one week. 

Digital communication activities are managed by a team of three individuals who are responsible 
for content creation, editing, publishing, and managing audience interaction. The primary target 
audience consists of students and university-level individuals, and therefore the communication style 
is designed to be informative, educational, and easy to understand. This reflects an effort to align 
communication strategies with audience characteristics and preferences. 

The findings also show that digital communication has contributed significantly to increasing 
public awareness of the museum. Many visitors reported that they became aware of Museum Sandi 
through social media platforms, indicating the effectiveness of digital communication in reaching 
broader audiences. Interaction between the museum and its audiences occurs through comments, 
likes, and direct messages, demonstrating the presence of two-way communication. In addition, the 
museum has engaged in digital collaborations, including partnerships with public figures such as 
Puteri Indonesia Kebudayaan 2025, to expand its reach and enhance visibility. 

Despite these efforts, several challenges were identified in the implementation of Cyber Public 
Relations. These include uneven understanding of digital communication among internal staff, 
limited human resources in managing digital platforms, and the absence of structured indicators to 
evaluate digital performance. These challenges affect the consistency and overall effectiveness of 
digital communication practices within the institution. 

Furthermore, the museum has outlined several plans to enhance its digital communication strategy 
in the future. These include the development of a Virtual Museum to provide more immersive 
experiences, the creation of Video Cyber (VCD) as educational digital content, and the introduction 
of innovation programs such as Apem Sandi to strengthen public engagement. These initiatives 
indicate that the museum is actively seeking to improve and expand its digital communication 
practices in response to evolving audience needs and technological developments. 

3. 2 Create a Discussion 

The findings of this study demonstrate that the implementation of Cyber Public Relations at 
Museum Sandi Yogyakarta reflects a broader shift toward digital communication practices in cultural 
institutions. The use of Instagram and TikTok indicates an adaptive strategy in responding to changes 
in audience behavior, particularly among digital-native generations who prefer visual, interactive, 
and short-form content. This supports the argument that effective Cyber PR requires alignment 
between platform characteristics and audience preferences. 

The implementation of thematic content such as “Selasa Sejarah” and “Kamis Syber” illustrates 
an effort to establish consistency and identity in digital communication. From a strategic perspective, 
this aligns with the principles of content planning in digital PR, where consistency plays a crucial 
role in maintaining audience engagement and reinforcing institutional branding. Furthermore, such 
thematic structuring can be interpreted as a form of digital storytelling, which has been widely 
recognized as an effective approach in communicating complex historical narratives. 

However, the reliance on a top-down approach in content planning indicates a limitation in 
participatory communication. While this approach ensures message control and organizational 
alignment, it may reduce opportunities for audience involvement and co-creation of content. In the 
context of dialogic communication, effective Cyber PR should encourage interaction, feedback, and 
participation from audiences to strengthen relational outcomes. 

The study also highlights the role of digital communication in influencing audience behavior. The 
fact that many visitors discovered the museum through social media suggests that Cyber PR not only 
enhances online engagement but also contributes to offline outcomes such as visitation. This finding 
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extends previous research by demonstrating a direct linkage between digital communication 
strategies and real-world behavioral responses. 

Nevertheless, the implementation of Cyber PR at Museum Sandi is still constrained by internal 
limitations. The small number of personnel managing digital communication indicates a potential 
imbalance between workload and capacity, which may affect the consistency, creativity, and 
responsiveness of content production. Additionally, the lack of structured performance indicators 
suggests that the evaluation process is still underdeveloped, limiting the institution’s ability to 
optimize its communication strategies based on data-driven insights. 

Another important finding is the uneven level of digital literacy within the organization. This 
suggests that digital transformation is not solely a technological issue but also an organizational and 
human resource challenge. Without adequate training and capacity building, the effectiveness of 
Cyber PR strategies may be limited. 

 From a theoretical perspective, these findings reinforce the idea that successful Cyber Public 
Relations implementation requires the integration of three key elements: technology, strategy, and 
organizational readiness. While Museum Sandi has demonstrated progress in adopting digital 
platforms and developing content strategies, further improvements are needed in evaluation 
mechanisms, participatory engagement, and internal capacity development. 

Furthermore, this study suggests that future research should explore more advanced digital 
communication strategies, such as the use of data analytics, artificial intelligence, and personalized 
content to enhance audience engagement. Comparative studies across different types of museums 
may also provide broader insights into best practices in Cyber Public Relations implementation. 

In addition to the findings presented, it is important to further interpret the implications of Cyber 
Public Relations implementation in the broader context of digital communication practices. The use 
of social media platforms by Museum Sandi Yogyakarta reflects a strategic adaptation to the 
evolving media landscape, where digital platforms function as primary channels for information 
dissemination and audience engagement. This transformation indicates that Cyber PR is not merely 
a complementary tool but has become a central component of organizational communication 
strategies. 

From a strategic communication perspective, the alignment between content, platform, and 
audience demonstrated by the museum indicates an understanding of integrated digital 
communication. The differentiation between Instagram and TikTok content reflects platform-
specific strategies, which is consistent with contemporary digital marketing and communication 
practices. This suggests that effective Cyber PR requires not only technological adoption but also 
strategic content adaptation based on platform characteristics. 

 Furthermore, the findings reveal that content consistency plays a significant role in building 
institutional identity. The use of recurring themes such as “Selasa Sejarah” and “Kamis Syber” 
contributes to the development of a recognizable communication pattern, which is essential in 
strengthening brand recall and audience engagement. This supports the argument that strategic 
content planning is a key element in successful digital communication. 

However, the study also highlights limitations in terms of participatory communication. While 
the museum has successfully utilized social media for information dissemination, opportunities for 
deeper audience engagement, such as user-generated content and interactive campaigns, remain 
limited. This indicates that the implementation of dialogic communication principles has not been 
fully optimized. In this regard, future strategies should consider incorporating more participatory 
approaches to enhance audience involvement. 

Another important implication of this study is the relationship between digital communication 
and audience behavior. The ability of Cyber PR strategies to influence offline actions, such as 
museum visits, demonstrates the tangible impact of digital communication. This finding reinforces 
the significance of integrating online and offline communication strategies to achieve broader 
organizational objectives. 
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In terms of organizational challenges, the study reveals that internal capacity plays a crucial role 
in determining the effectiveness of Cyber PR implementation. Limited human resources and varying 
levels of digital literacy create constraints that may hinder the optimization of digital communication 
strategies. This suggests that digital transformation is not solely dependent on technology but also 
requires organizational readiness, including training, capacity building, and strategic management. 

Moreover, the absence of structured evaluation mechanisms indicates a gap in measuring 
communication effectiveness. Without clear performance indicators, it becomes difficult for 
organizations to assess the success of their strategies and make data-driven decisions. Therefore, the 
development of evaluation frameworks based on digital analytics is essential for improving the 
effectiveness of Cyber PR practices. 

From a theoretical standpoint, this study contributes to the understanding of Cyber PR by 
emphasizing the integration of technological, strategic, and organizational dimensions. It 
demonstrates that successful implementation requires a holistic approach that considers not only 
external communication strategies but also internal organizational factors. This perspective enriches 
existing literature by providing a more comprehensive framework for analyzing Cyber PR in cultural 
institutions. 

Finally, this study opens opportunities for further research, particularly in exploring advanced 
digital communication strategies such as artificial intelligence, big data analytics, and personalized 
content. These approaches have the potential to significantly enhance audience engagement and 
communication effectiveness. Future studies may also conduct comparative analyses across different 
types of museums or cultural institutions to identify best practices and develop more generalized 
insights. 

Another dimension that emerges from this study is the role of content personalization in digital 
communication. Although Museum Sandi has implemented thematic content strategies, the level of 
personalization based on audience segmentation appears to be limited. In the current digital 
landscape, personalized content is increasingly important in capturing audience attention and 
fostering deeper engagement. This suggests that future Cyber PR strategies should consider 
incorporating audience data and insights to develop more targeted communication approaches. 

In addition, the influence of platform algorithms should not be overlooked in analyzing the 
effectiveness of Cyber PR. The visibility of content on platforms such as Instagram and TikTok is 
highly dependent on algorithmic systems that prioritize engagement-driven content. This creates a 
dynamic where organizations must continuously experiment with content formats, timing, and 
interaction strategies to remain visible in the digital space. Therefore, Cyber PR practitioners are 
required to possess not only communication skills but also an understanding of digital platform 
mechanics. 

The findings also indicate that the current implementation of Cyber PR at Museum Sandi is still 
largely content-oriented, with a primary focus on information dissemination. While this approach is 
important, it may limit the potential of digital platforms as spaces for community building and 
relationship management. In this regard, shifting toward a more engagement-oriented strategy could 
enhance the effectiveness of communication by fostering stronger connections with audiences. 

Furthermore, the integration between online and offline communication strategies remains an area 
that can be further optimized. Although digital communication has successfully attracted visitors, 
there is an opportunity to create more integrated experiences that connect online engagement with 
on-site activities. For example, digital campaigns can be designed to encourage interactive 
participation during museum visits, thereby creating a more holistic audience experience. 

Another critical aspect is the sustainability of digital communication practices. The reliance on a 
small team to manage multiple digital platforms raises concerns about long-term sustainability and 
scalability. Without adequate institutional support, including investment in human resources and 
technology, the effectiveness of Cyber PR strategies may decline over time. Therefore, 
organizational commitment is essential in ensuring the continuity and development of digital 
communication initiatives. 
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From a broader perspective, this study also reflects the challenges faced by many cultural 
institutions in adapting to digital transformation. While there is a growing recognition of the 
importance of digital communication, the implementation process is often constrained by structural 
and organizational limitations. This highlights the need for a more strategic and systematic approach 
in integrating digital communication into institutional practices. 

Finally, this study emphasizes that Cyber Public Relations should not be viewed as a standalone 
function, but as an integral part of organizational strategy. Its effectiveness depends on the alignment 
between communication goals, organizational capacity, and audience expectations. By adopting a 
more holistic approach, institutions can maximize the potential of digital communication in achieving 
both relational and organizational objectives. 

4. Conclusion 

 This study aims to analyze the implementation of Cyber Public Relations in managing digital 
communication at Museum Sandi Yogyakarta. The findings show that the museum has adopted 
digital platforms, particularly Instagram and TikTok, as strategic communication channels to reach 
and engage its audiences. Through thematic content such as “Selasa Sejarah” and “Kamis Syber,” 
the institution demonstrates an effort to build consistency and identity in delivering educational and 
historical narratives in digital formats. 

 The results indicate that Cyber Public Relations plays a significant role in increasing public 
awareness and influencing audience behavior, as evidenced by the number of visitors who reported 
discovering the museum through social media. This confirms that digital communication not only 
contributes to online engagement but also has a tangible impact on offline outcomes, particularly in 
encouraging museum visitation. However, the effectiveness of these strategies is still influenced by 
internal challenges, including limited human resources, uneven digital literacy, and the absence of 
structured evaluation mechanisms. 

 This study highlights that the successful implementation of Cyber Public Relations in cultural 
institutions requires the integration of platform utilization, content strategy, audience engagement, 
and organizational readiness. The findings contribute to the development of Cyber PR studies by 
providing empirical insights into how digital communication strategies are implemented in a 
specialized museum context with limited resources. 

 Furthermore, this study suggests that future research should explore the integration of data-driven 
approaches, such as digital analytics and audience segmentation, to enhance the effectiveness of 
communication strategies. Comparative studies across different cultural institutions are also 
recommended to enrich the understanding of best practices in Cyber Public Relations 
implementation.  

5. Acknowledgement 

 The author would like to express sincere gratitude to Museum Sandi Yogyakarta for providing 
the opportunity and access to conduct this research. Special thanks are extended to the Head of 
Museum Sandi and the digital communication team for their valuable time, insights, and cooperation 
during the data collection process. 

 The author also acknowledges all parties who have contributed to the completion of this research, 
including colleagues and academic supervisors who provided guidance and constructive feedback 
throughout the research process. 

6. References 

Agarwal, S. (2014). Data mining: Data mining concepts and techniques. In Proceedings - 2013 

International Conference on Machine Intelligence Research and Advancement (ICMIRA 

2013). https://doi.org/10.1109/ICMIRA.2013.45 

https://doi.org/10.1109/ICMIRA.2013.45


ISSN 2988-5523         Proceeding Jogjakarta Communication Conference 341 
 Volume 4, No 1, pp. 331-342 

 

Pinkan & Sigiantoro (Implementation of Cyber Public Relations in Managing Digital Communication at Museum Sandi 

Yogyakarta) 

Appel, G., Grewal, L., Hadi, R., & Stephen, A. T. (2020). The future of social media in marketing. 

Journal of the Academy of Marketing Science, 48(1), 79–95. https://doi.org/10.1007/s11747-

019-00695-1 

Breakenridge, D. (2012). Social media and public relations: Eight new practices for the PR 

professional. Pearson Education. 

Creswell, J. W., & Creswell, J. D. (2018). Research design: Qualitative, quantitative, and mixed 

methods approaches (5th ed.). SAGE Publications. 

Dwivedi, Y. K., Ismagilova, E., Hughes, D. L., Carlson, J., Filieri, R., Jacobson, J., & Wang, Y. 

(2021). Setting the future of digital and social media marketing research: Perspectives and 

research propositions. International Journal of Information Management, 59, 102168. 

https://doi.org/10.1016/j.ijinfomgt.2020.102168 

Falk, J. H., & Dierking, L. D. (2016). The museum experience revisited. Routledge. 

Grunig, J. E., & Hunt, T. (1984). Managing public relations. Holt, Rinehart & Winston. 

Kaplan, A. M., & Haenlein, M. (2010). Users of the world, unite! The challenges and opportunities 

of social media. Business Horizons, 53(1), 59–68. 

https://doi.org/10.1016/j.bushor.2009.09.003 

Kent, M. L., & Taylor, M. (1998). Building dialogic relationships through the World Wide Web. 

Public Relations Review, 24(3), 321–334. https://doi.org/10.1016/S0363-8111(99)80143-X 

Kidd, J. (2014). Museums in the new mediascape: Transmedia, participation, ethics. Routledge. 

Kietzmann, J. H., Hermkens, K., McCarthy, I. P., & Silvestre, B. S. (2011). Social media? Get 

serious! Understanding the functional building blocks of social media. Business Horizons, 

54(3), 241–251. https://doi.org/10.1016/j.bushor.2011.01.005 

Lovejoy, K., Waters, R. D., & Saxton, G. D. (2012). Engaging stakeholders through Twitter: How 

nonprofit organizations are getting more out of 140 characters or less. Public Relations 

Review, 38(2), 313–318. https://doi.org/10.1016/j.pubrev.2012.01.005 

Luttrell, R. (2019). Social media: How to engage, share, and connect. Rowman & Littlefield. 

Macnamara, J. (2010). Public relations and the social: How practitioners are using, or abusing, social 

media. Asia Pacific Public Relations Journal, 11, 21–39. 

Miles, M. B., Huberman, A. M., & Saldaña, J. (2014). Qualitative data analysis: A methods 

sourcebook (3rd ed.). SAGE Publications. 

Mulyana, D. (2017). Ilmu komunikasi suatu pengantar (Revisi). PT Remaja Rosdakarya. 

Onggo, B. J. (2004). Cyber public relations: Strategi PR di era digital. Elex Media Komputindo. 

Parry, R. (2013). The end of the beginning: Normativity in the postdigital museum. Museum Worlds, 

1(1), 24–39. 

Rasyid, E., Partini, P., Haryadi, F. T., & Zulfikar, A. (2019). Jaringan komunikasi dalam pengelolaan 

perencanaan program penanggulangan kemiskinan di Provinsi Sulawesi Barat. Jurnal Kajian 

Komunikasi, 7(2), 133–144. 

Rasyid, E., Tunggali, A. P. P. W., & Sugiantoro, H. A. (2021). Trust issues in the health 

communication of children in street situation. Jurnal ASPIKOM, 6(1), 110–121. 

https://doi.org/10.1007/s11747-019-00695-1
https://doi.org/10.1007/s11747-019-00695-1
https://doi.org/10.1016/j.ijinfomgt.2020.102168
https://doi.org/10.1016/j.bushor.2009.09.003
https://doi.org/10.1016/S0363-8111(99)80143-X
https://doi.org/10.1016/j.bushor.2011.01.005
https://doi.org/10.1016/j.pubrev.2012.01.005


ISSN 2988-5523         Proceeding Jogjakarta Communication Conference 342 
 Volume 4, No 1, pp. 331-342 

 

Pinkan & Sigiantoro (Implementation of Cyber Public Relations in Managing Digital Communication at Museum Sandi 

Yogyakarta) 

Russo, A., Watkins, J., Kelly, L., & Chan, S. (2008). Participatory communication with social media. 

Curator: The Museum Journal, 51(1), 21–31. https://doi.org/10.1111/j.2151-

6952.2008.tb00292.x 

Simon, N. (2010). The participatory museum. Museum 2.0. 

Tuten, T. L., & Solomon, M. R. (2017). Social media marketing (3rd ed.). SAGE Publications. 

Yin, R. K. (2018). Case study research and applications: Design and methods (6th ed.). SAGE 

Publications. 

Yumitro, G., Kurniawati, D. E., Abdelsalam, E. A., & Shukri, S. F. M. (2022). The influences of 

social media toward the development of terrorism in Indonesia. Jurnal Studi Komunikasi, 6(1), 

16–31. https://doi.org/10.25139/jsk.v6i1.3849 

https://doi.org/10.1111/j.2151-6952.2008.tb00292.x
https://doi.org/10.1111/j.2151-6952.2008.tb00292.x
https://doi.org/10.25139/jsk.v6i1.3849

	1. Introduction
	2. Method
	3. Result and Discussion
	4. Conclusion
	5. Acknowledgement
	6. References

