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ABSTRACT 

Tourism stakeholders are groups of people or individuals with a role, objective and 
capacity to participate in the city branding process. A city that has the potential to 
attract visitors can be considered as a destination. Branding of a city can give the city 
a competitive advantage over the rest. Therefore, a successful city brand requires 
stakeholders’ participation. This study aims to identify stakeholder participation in 
urban brand implementation by reviewing the role, level of ownership, key success 
factors and collaborative platform among stakeholders. The slogan "Sparkling 
Surabaya" is used as a case study to identify and analyse the participation of 
stakeholders. Surabaya is chosen despite its industrial characteristics because it has 
the potential to become a major tourist destination. Qualitative method has been 
applied through ethnographic and case study approaches which are based on the 
experience and the participation of the researcher in the process. Data is collected 
from in-depth interviews, participant observations, focus group discussions and 
content analysis on documents related to research objectives. The study draws 
information from 15 informants and other community members representing tourism 
stakeholders in Surabaya, namely government agencies, private businesses, local 
residents and visitors. The research framework encompasses culture, people and the 
city environment. The discussion about destination development depicts the 
landscape, attractions, events and the local people behavior in the city. Research 
findings reveal that stakeholder participation in city brands depends on the roles and 
objectives of the development process. The government shall functions as the 
regulator while the private business as the executor and the local people as the host, 
should build good coordination between them to serve local and international 
visitors. Therefore, the key factors of implementing a city brand are the commitment 
of all stakeholders, the collaboration among them and the consistency in executing 
the strategies, especially in promoting the city using a designated brand. This 
research extends the literature by emphasising the significant role of tourism 
stakeholders in establishing a city brand. For the industry, this research provides the 
stakeholders with ideas on the implementation of collaboration platforms to create a 
successful city brand. 
 

Keywords: Sparkling Surabaya, Tourism Stakeholders, Government and Private 
Agencies Participation, City Brand, Implementation 
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ABSTRAK 

Pihak berkepentingan pelancongan adalah kumpulan orang atau individu yang 
mempunyai peranan, objektif dan kapasiti untuk mengambil bahagian dalam proses 
penjenamaan bandar. Sebuah bandar yang berpotensi menarik pengunjung boleh 
dianggap sebagai sebuah destinasi tersendiri. Penjenamaan sesebuah bandar boleh 
memberikan kelebihan daya saing bandar berkenaan berbanding dengan yang lain. 
Oleh itu, jenama bandar yang berjaya memerlukan penyertaan pihak berkepentingan. 
Kajian ini bertujuan untuk mengenal pasti penyertaan pihak berkepentingan dalam 
pelaksanaan jenama bandar dengan mengkaji peranan, tahap penguasaan, faktor 
kejayaan utama dan platform kerjasama antara pihak berkepentingan. Slogan 
"Sparkling Surabaya" digunakan sebagai kajian kes untuk mengenal pasti dan 
menganalisis penyertaan pihak berkepentingan. Kota Surabaya dipilih kerana 
walaupun lokasinya bercirikan perindustrian, ia berpotensi untuk menjadi destinasi 
pelancongan utama. Kaedah kualitatif telah digunakan melalui pendekatan etnografi 
dan kajian kes berdasarkan pengalaman dan penyertaan penyelidik dalam proses 
tersebut. Data dikumpulkan dari wawancara mendalam, pemerhatian peserta, 
perbincangan kumpulan fokus dan analisis kandungan pada dokumen yang berkaitan 
dengan objektif penyelidikan. Kajian ini menarik maklumat dari 15 informan dan 
ahli komuniti lain yang mewakili pihak berkepentingan pelancongan di Surabaya, 
iaitu agensi kerajaan, perniaga swasta, penduduk setempat dan pelawat. Rangka 
kerja penyelidikan merangkumi budaya, orang dan persekitaran bandar. 
Perbincangan mengenai pembangunan destinasi menggambarkan landskap, tarikan, 
peristiwa dan tingkah laku orang tempatan di bandar. Penemuan kajian 
mendedahkan bahawa penyertaan pihak berkepentingan dalam jenama bandar 
bergantung kepada peranan dan objektif dalam proses pembangunan. Kerajaan yang 
berfungsi sebagai pengawal selia, sementara perniaga swasta sebagai pelaksana dan 
penduduk setempat sebagai tuan rumah, perlu membina koordinasi yang baik sesama 
mereka untuk melayani pengunjung tempatan dan antarabangsa. Jadi, faktor utama 
untuk melaksanakan jenama bandar adalah komitmen semua pihak berkepentingan, 
kerjasama antara mereka dan konsistensi dalam melaksanakan strategi, terutama 
dalam mempromosikan bandar menggunakan jenama yang ditentukan. Kajian ini 
memperluaskan literatur dengan menekankan peranan penting pihak berkepentingan 
pelancongan dalam mewujudkan jenama bandar. Bagi industri, penyelidikan ini 
menyediakan pihak berkepentingan dengan idea-idea mengenai pelaksanaan 
platform kerjasama untuk mewujudkan satu jenama bandar yang berjaya. 
 

Kata kunci: Sparkling Surabaya, Pihak Berkepentingan Pelancongan, Penyertaan 
Agensi Kerajaan dan Swasta, Jenama Bandar, Pelaksanaan 
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CHAPTER ONE 

INTRODUCTION 

1.1 Introduction 

Tourism is one of the fastest growing industries in the world. World Travel & 

Tourism Council (2017)  reported that the industry provides 292 million jobs 

worldwide in 2016. World Tourism Organization (UNWTO) (2017) also reported 

that the international visitor arrival reached a total of 1,235 million in 2016, which 

is about 3.9% increase over the previous year.  For the year 2017, UNWTO 

predicted that international tourism grew by 3.8%; this would contribute to global 

economic recovery. The development of tourism industry also expands to Asia and 

Pacific. For years, this region has undergone a fast growing rate; UNWTO has also 

predicted that in 2020, the eastern part of Asia and Pacific will receive around 438 

million visitors. ASEAN itself as a region has developed into an important world 

visitor region, with many emerging national destinations.  

 

Stakeholders in tourism industries play significant roles in the process of 

destination development worldwide. They are groups of people or individuals who 

have direct and indirect participation in the process of development. They also 

have different level of participation based in their roles toward objectives toward 

the issue. Thus, the attitude and reaction of these people toward the development 

affect the destination growth (Baggio, 2008). On the other hand, stakeholders can 
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also be a group or an individual whose life and daily activities are impacted by the 

development of tourism in the area (Begum, Alam & Sahazali, 2014). Destination 

development in tourism industry is a complex issue that needs a multidisciplinary 

approach. Globally, there is a need for active participation and mutual 

collaboration among stakeholders in order to boost development in the destination 

(Ramayah, Lee & In, 2011). 

 

In tourism industry, there are indicators that are widely used to mark destination 

development, from visitor facilities to destination branding.  As stated by Ritchie 

and Crouch (2003) several studies show that the brand can be one of the 

competitive factors for a destination. The existing visitor attractions and facilities 

are important elements of development. The growing number of visitor facilities, 

such as accommodation, restaurant and transportation are the main concern for 

stakeholders, especially the business people. The existing public infrastructures, 

such as road, electricity and toilet are generally the main focus of the government 

in developing the destination. Meanwhile, the number of visitors coming is also 

crucial for the destination. The ways the destination promotes itself can create 

awareness and trigger visitor visitation. As a part of the promotion of the 

destination, branding is a necessary aspect in marketing campaign (Kavaratzis & 

Hatch, 2013). Good and effective branding will eventually attract visitors to the 

destination. Therefore, the existence of destination branding is an important aspect 

of destination development.   
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1.2 Background of the Study 

In the context of ASEAN, tourism sector has been declared as one of the leading 

sector in the national economy of several countries. In Indonesia the contribution 

from tourism in export earnings since 2013-2015 has reached the fourth largest 

position after oil and gas, coal and coconut oil (Indonesian Ministry of Tourism, 

2016). In the past five years, there was a significant growth of tourism arrivals in 

Indonesia, with most entry points recording an increase in the number of foreign 

visitors. The increase varies from one destination to another, as shown in the 

following table. 

 

Table 1.1 
International Visitor Arrival by Port of Entry 2012 – 2016 
 
Year Port of Entry Number 

Soekarno 
Hatta 

Ngurah 
Rai 

Kualanamu Batam Others 

2012   2,053,850  2,902,125  205,845 1,219,608 1,663,034 8,044,462 

2013 2,240,502 3,241,889  225,550  1,336,430  1,757,758 8,802,129 

2014 2,246,437 3,731,735 234,724 1,454,110 1,768,405 9,435,411 

2015 2,304,275 3,923,970 197,818 1,545,818 1,757,469 `9,729,350 

2016 2,416,060 4,852,634 203,947 1,432,472 2,614,162 11,519,275 

Total 11,261,124 18,652,353 1,067,884 6,988,438 9,560,828 47,530,627 

Source: Indonesian Statistics Bureau, 2017 

 

The above data shows the growth of international visitor arrivals from 2012 to 

2016, notwithstanding some shortcomings  in tourism infrastructures. For 

Indonesia as a whole, there was an increase of visitor arrival 18.4% from the 
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beginning of 2015 to the end of 2016. Jakarta and Bali were the most successful 

destinations in attracting international visitors, while Surabaya as the second 

biggest city in Indonesia has not yet received a large number of international 

visitors. The data shows that Surabaya city is included in the category “others”.  

 

There is also a growth in tourism revenue from international visitor arrival, as 

reported by the Indonesian Statistics Bureau, with revenue reaching US$12,225.89 

million in 2016, which had increased around 9.49% over 2015. Over the years, the 

major market of international visitors coming to Indonesia was still dominated by 

Singaporeans, who represented 12.85% of the total international visitors, followed 

by China 12.67%, Australia 10.50%, Malaysia 10.22% and Japan 4.45% 

(Laucereno, 2017).  

 

In terms of tourism competitive index, Indonesia still needs a lot of improvements in 

many aspects, especially marketing. Based on the Travel and Tourism 

Competitiveness Index, released by World Economic Forum (2017), Indonesian rank 

is still 12th in the Asian Pacific Region and 42nd  for tourism business infrastructures 

across the globe. This means, Indonesia needs to develop its competitiveness, 

especially in attracting more international visitors. One of the factors considered 

crucial in Indonesian tourism development is the marketing strategy, as stated by the 

Minister of Tourism (http://marketer.com). Indonesia is considered behind Malaysia, 

Singapore and Thailand in terms of destination marketing. However, in 2016, 

Indonesian tourism campaign showed progress by winning three awards during the 

UNWTO Excellence and Innovation in Tourism Award, which was held in Madrid 

(UNWTO, 2016).  
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A study by Kusumawati (2017), shows how tourism branding has significant 

influence on tourism development in Indonesia. Compared with Malaysia, the 

marketing communication strategy adopted by Malaysian government is considered 

more effective than Indonesia, hence, the yield from international visitor is better 

there. On the other hand, nation branding has great potential contribution in the 

marketing of a destination (Marzano & Scott, 2009).  It is argued that nation 

branding is an important part of tourism development in any country. Nation 

branding relied on the support of each destination within the region, including a city.  

This means that a city as an important part of a country has an important role in 

tourism development. The destination brand, including city brand in one way or the 

other may attract visitors to a country.  

 

Among academics much research on tourism branding have been conducted, 

specifically on destination and city brand. As listed in the study by Lucarelli and 

Berg (2011), there are around 217 published research papers on city brand from 1988 

to 2009. It can be concluded from those publications that the most of the issues of 

city brand focus more on the process of the creation rather than the application of the 

brand. City brand is an important issue, because there are many cities in the world 

that serve as visitor destinations. Cities that have many visitor attractions or cities 

that are located near major visitor attractions are most likely served as the visitor’s 

hub. Therefore, cities always have the potential to attract visitors, especially tourists. 

Several studies have shown that successful city brand can bring economic and social 

benefits to the local people. An effective city brand can influence visitor to visit the 

city or the region, thereby generating benefits from their visit.  
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The fact that successful branding can bring huge impact to economic development of 

the city also applies to Indonesia. Besides having a country brand for tourism, each 

big city or region has its own branding. There are several famous city brands in 

Indonesia that are well-known, namely Jakarta with “Enjoy Jakarta”, Yogyakarta 

with “Never Ending Asia”, Bali with “Bali Shanti Shanti Shanti” and Surabaya with 

“Sparkling Surabaya”.  Among these cities, Surabaya has different characteristics, 

based on geographical location, history and culture. As the second biggest city in 

Indonesia, Surabaya is known as an industrial and trade city. Nevertheless, based on 

the government report since 2003, most of Surabaya city income comes from 

services and trade taxes, mainly hotels and restaurants (Nasution, 2016). This has 

overtaken the income from manufacturing sectors. In view of such contribution, the 

city government has started to think seriously about developing tourism in the city 

and promoting the city among visitors, especially tourists. 

 

In terms of visitor destination, Surabaya has undergone significant development in 

the past several years. The number of domestic visitor had grown from 7,017,011 in 

2008 to 19,666,697 in 2016; whereas the international visitor also growing from 

137,274 in 2008 to 772,058 in 2016 (Surabaya.bps.go.id).  This development is 

reflected through the physical elements of the city landscape, from the visitor 

infrastructures to public facilities. There are also substantial growths in tourism 

related businesses, such as restaurant, hotel, visitor attraction and visitor transport. 

The city is turning into an attractive destination, where people can find many city 

parks, pedestrian walkways, public places and city lights. The hospitality service 

business is increasing in number and quality; this made Surabaya one of the best 
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cities for business in Indonesia, as reported in Swa Magazine, the prominent 

Indonesian business magazine (Rachman, 2016). 

 

The development of Surabaya as a destination is strongly supported by the entire 

stakeholder community that is related directly and indirectly to tourism. The main 

stakeholders are directly involved with tourism activities in terms of public policies, 

business process, economic and social impacts (Romandhona, 2016). These 

stakeholders consist of the government, business people, and the people living in the 

area of tourism attraction in the city.   

 

Surabaya government as the main stakeholder in destination development has shown 

many efforts towards improving the quality of life through development of public 

facilities and city attraction. It is related to good governance that has been practiced 

by the city mayor. The recent city mayor of Surabaya, Risma Triharini is considered 

as one of the best city mayors in Indonesia. In 2014, she was voted as the third best 

city mayor in the world, by the World Mayor Prize organization (Hove, Baker, & 

Schorr, 2015; Detiknews, 2015). Under Risma, tourism in Surabaya is well taken 

care of, especially in terms of public facilities. The mayor has developed and 

maintained public spaces, such as city parks, pedestrian walks and traditional 

markets. These spaces served to reinforce the branding of the city. The use of 

“Sparkling Surabaya” as the tool to market the city is also important in the 

development of tourism.  

 

The social network concept is used to explain their relationship pattern and 

understand the types of stakeholders’ participation toward the city brand 
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implementation. Government and the local citizen may have different objectives and 

approaches with the private business in branding application. The social network 

concept mentioned by Serrat (2010) can be used to analyze the relations of 

stakeholders in Surabaya. The concept can explain the kind of relationships that 

stakeholders have by connecting the nodes between the group of people or individual 

who are affected with the destination development. It is important to explain the 

motivation and reaction in the process of networking. The theory of social network 

will look at the organizations as systems of people, groups and businesses that are 

interrelated to one another, in which they share values, visions, ideas as well as social 

relations. 

 

The participation of Surabaya citizens is important in welcoming visitors to the city. 

Local citizens who live around the visitor areas have great influence on the condition 

of the visitor attractions. In Surabaya, there are local communities which are actively 

participating in the tourism development, such as creating local events and preparing 

local food for the visitors.  Surabaya is also known as “a big kampoeng”. This means 

behind the building and skyscrapers around the city, there are people living in the 

neighborhood surrounding them; they are important stakeholders to the development 

of the city, since they are the actual host. The attitude of local people in receiving the 

visitor will affect the perspectives of visitor toward the place.  Many Surabaya 

citizens have independently created attractions in their local areas which are able to 

attract visitors. There are a number of tourism villages emerging mostly promoting 

their own uniqueness based on local environment and products, some villages focus 

on promoting their heritage buildings in the area while others offer traditional local 

food and cultural shows. 
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At the end of 2005, the former city mayor initiated the establishment of a tourism 

promotion board consisting of all tourism stakeholders in order to develop Surabaya 

as visitor destination (Anshori & Satrya, 2008). Thus, Surabaya Tourism Promotion 

Board was established under the leadership of Dr. Yusak Anshori as the chairperson. 

This tourism promotion board is the first official tourism board formed under the city 

government in Indonesia. Under the organization, Surabaya city has officially 

launched tourism branding (Hagijanto, Dian, & Maer, 2014).  The city brand that 

was used since end of 2005 to 2015 is “Sparkling Surabaya”. This city brand is one 

of the most consistent branding that is used by the city in Indonesia for the past 10 

years (Arifah, 2015). The objective of the brand is to portray the ideal condition of 

the city, which is lively, attractive and colorful. In the first year when the brand was 

launched, many people were confused with the meaning and the objectives of the 

brand. However, from time to time, “Sparkling Surabaya” as city brand is considered 

the most successful among Indonesian city brand initiatives (Hagijanto et al., 2014). 

The success of city brand is one of the important indicators of tourism destination 

development. Tourism activities increased in the city bringing economic and social 

benefit for both the people and the government.  

 

Rapid development of Surabaya as a visitor destination is considered to be evolved 

organically, without much effort from the government tourism office. The 

development can happen because of the participation of the tourism stakeholders in 

many activities. In certain occasion, the stakeholders, namely private business and 

local people are planning, creating and executing several attractions and events with 

their own expenses.   In terms of city brand application, there were only a limited 

number of signages about “Sparkling Surabaya” displayed at the entrance of the city, 
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especially at the airport and train station. Furthermore, the events conducted 

throughout the year by government tourism office, were mostly held in May and 

June to celebrate the birth of the city. Accordingly, the role of Surabaya Tourism 

Promotion Board (STPB) as the marketing agent is now decreasing, since there are 

fewer activities conducted by this organization.  

 

In terms of Surabaya city brand implementation, there several issues that become the 

background of this study. The first is about the growth of tourism business in the 

city. Recently tourism business in Surabaya is not yet big, despite of the tourism 

attraction potential that the city has. Therefore, the strategy on how to make the 

tourism business grow bigger in Surabaya, through the use of a city brand is an 

important aspect to study. The second thing is about the acceptance and participation 

level of the stakeholder toward the city brand.  The questions whether the city brand 

is being accepted by the people and how the participate in the implementation of the 

brand is essential to discover. How each of the stakeholder works together to 

participate in the process of city brand implementation remains uncharted.  The third 

issue is about making stakeholder aware of the aspects of tourism in a implementing 

a city brand. The stakeholder awareness regarding tourism activities in the city will 

affect their support on city brand implementation. Recently, there are no academic 

studies that analyze comprehensively those three issues. This study aims to provide a 

thorough explanation on how stakeholder can participate in implementing a city 

brand in the frame of destination development. 
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1.3 Problem Statement  

Most studies on stakeholder participation are conducted in the countryside area of 

either an emerging or a well-known destination, such as the study by Dabphet, Scott 

and Ruhanen (2012), Ghodeswar (2013), Wanga, Hayombe, Agong and Mossberg 

(2014). There is also a study done in northern Europe, explaining the stakeholder 

participation in creating indicator for sustainable development (Kristjánsdóttir, 

Ólafsdóttir & Ragnarsdóttir, 2017).  There are limited studies on stakeholder 

participation in the development of an emerging destination, such as Surabaya. 

Moreover, most studies on stakeholder participation deal with sustainable tourism 

and environmental issues, but not much on the marketing part or branding. As 

mentioned by Ghodeswar (2013), many of the studies on stakeholder participation 

are conducted using ecotourism perspectives which are related to hospitality 

providers, as a part of the economic opportunities for local communities.  

 

The development of a city as tourism destination depends on several factors, 

including stakeholder participation on the process. The indicator of development can 

be seen through physical development and nonphysical development. The physical 

development of the city is mostly seen in the improvement of public infrastructures 

and the development of visitor facilities and tourism attraction. This involves the 

restoration of the city landscape, such as pedestrian, city parks, city lights and road 

signs. The facilities for visitors, such as visitor information center, public toilet and 

visitor information board could have been the main concern of the stakeholders. 

Thus, the improvements of road condition, bridge and river as public infrastructure 

are also becoming the vital points of improvement for a city to attract visitors.  
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The government as one of stakeholders of destination development has the 

responsibility to cater to the need for improvement of city landscape. On the other 

hand, the private business people may take part on providing visitors facilities and 

creating tourist attractions in the city. The development of a city as destination can 

also be seen in the activities and behavior of the local people or the citizen. The 

active participation toward city events and the local attitude to hosting the visitors 

will be an important indicator of destination development. As a tourist city, the brand 

of the city is important. The city brand is used as an effective tool to market the city 

among potential visitors. A city brand is related with the image of the city. Therefore, 

a city brand needs to be incorporated in several aspects of the city. In the case of 

tourism destination, the indicators of development can be seen through the public 

infrastructures, visitor facilities and marketing campaign. Baggio (2013) mentioned 

that development of a destination is related to the provision of tourism products and 

experiences. City brand is reflected in several components of the city, as stated by 

Balakrishnan, Nekhili, and Lewis (2011), the components of city brand can be seen 

in accommodation, transport, attractions, and hospitality business, since they can 

create and boost tourist experiences at the destination. 

 

In a city brand implementation, there are several stakeholders that have important 

roles in the process, namely government, private business people, citizen and 

visitors.  As stated in  Wanga, Hayombe, Agong, and Mossberg (2014), 

implementing city brand as part of destination development,  is a complicated 

process involving various stakeholders which is interconnected to one another, 

socially and economically.  The participation and supportive interrelationship among 

stakeholders are important factors in implementing a city brand. In the case of 
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Surabaya city brand, there are stakeholders that have different roles toward 

destination development. Their participation process is based on their particular 

needs and interest in the destination. Their roles are also affected by the type of 

organizations or institutions involved in destination development. As stated by 

Baggio (2008), a destination is a system or an organized assembly of components 

which are interconnected to each other. In the context of tourism stakeholders, all of 

them share the common goals in developing the destination through city brand. 

However, they may have different strategies in implementing city brand based on 

their objectives. 

 

Regarding the relationship between stakeholder and city brand, a study by Merrilees, 

Miller, and Herington (2012), shows that multiple stakeholders may have multiple 

meanings when applying city brand in their daily activities. There are various kinds 

of stakeholder participation in the process. Their level of dominance is also different 

to one another.  As argued by Dabphet, Scott, and Ruhanen (2012), participation of 

stakeholders depend on how big is the impact of the destination toward their 

livelihood and how strong is the connection between the stakeholders and the 

destination brand. In the frame of destination development, the process of city brand 

implementation cannot be done individually by the stakeholder. This means that all 

stakeholders have to work together to make city brand implementation work 

effectively.  They have to collaborate to develop destination together. In the process 

of collaboration, each stakeholder may have different participation level. One 

stakeholder may become more dominant compared to others based on their 

objectives on the development. This will affect their strategies in implementing city 
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brand. Accordingly, there are several factors that can become the key of success in 

implementing the city brand. 

 

Though lack of congruity among stakeholders may not cause serious problem for the 

city brand; building communication and relationship among stakeholder are needed 

to support the success of the brand. There are many issues that may bring impacts on 

city brand implementation. One of the most important matters is the collaboration 

among stakeholders. Each stakeholder group may have their own way to implement a 

city brand based on their roles. In order to create a successful city brand, all the 

stakeholders must work together in many aspects. To build a strong relation and 

fruitful cooperation, there are many factors to be considered. The stakeholders have 

to be able to agree on the same objectives in implementing a city brand for 

destination development purposes. The key success factors to implement a city brand 

become an area to be explored along with the platform of collaboration. The area of 

collaboration and the way to collaborate among stakeholders are crucial elements of 

stakeholder participation in implementing a city brand. There are limited studies 

discussing the key success factor and collaboration platform of stakeholder 

participation, particularly in the context of emerging urban destination such as 

Surabaya.       

 

Location wise, according to Lucarelli and Berg (2011), there has been an extensive 

research on city brand; those studies are mostly done in European and American 

cities with hardly any attention given to cities in the ASEAN region, particularly 

Indonesian cities. In the case of Surabaya, there is no comprehensive study revealing 

the participation of stakeholder in city brand that affect the destination development.  



15 

As one of the ASEAN big cities, Surabaya has developed rapidly from an industrial  

city to a tourist metropolis. Historically and geographically Surabaya is not a tourist 

city. As the second largest city in Indonesia, Surabaya had been known as a trade and 

industrial city. Handinoto and Hartono (2007) stated that Surabaya was an industrial 

city since the period of the Dutch colonial rule in Indonesia. Located near the sea, 

Surabaya is the centre of trading for eastern part of Indonesia. However, since 2003-

2004, the city revenue structure had changed. The industrial sector, as the main 

source of city revenues, had been replaced by the services and trade sectors. In 2005, 

the development of Surabaya as a place that attracts visitors began, as more hotels, 

attractions and visitor facilities were built in the city.  

 

In Surabaya, despite the claim that stakeholders have important roles in the success 

of city brand; there are, however, a limited numbers of studies on how stakeholders 

implement the city brand in their business and activities. The problems addressed in 

this study are the roles, participations and relationship among stakeholders; and their 

participation platform in implementing city brand. The main standpoint of this study 

is seen from the existing city brand, which is “Sparkling Surabaya”. Knowing and 

understanding the attitude of the stakeholders toward city brand and their willingness 

to participate in the process may provide new insights for tourism development, 

especially in non-tourist areas.  This study is expected to fill the literature gap on 

studies of city brand implementation by stakeholders in the context of emerging 

destination. To what extent does stakeholder participation pose as a possible 

constraint to the city brand strategy in Surabaya can only be ascertained through a 

carefully conceived case study of the city. 
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1.4 Research Objectives 

As stated in Creswell (2014), objectives are the goals set to be achieved in a study. 

There are two kinds of objectives, namely, the main objectives and secondary 

objectives. This study aims to identify and explain the participation of stakeholders 

in implementing city brand that may affect destination development. Each of the 

stakeholders in Surabaya has its own role in supporting the city brand. This study 

mainly focuses on the role and participation of tourism stakeholders, namely private 

business, government, citizens and visitors. Their participation in accepting and 

applying city brand as a part of their daily activities is vital to destination 

development in the city. In the context of Western cities, the increase in the number 

of local and international visitors has been attributed to the result of  stakeholders 

participation (Haugland, Ness, Grønseth, & Aarstad, 2011). Whether the same 

attribution is applicable in the context of an ASEAN city, namely Surabaya, are 

explored in this study.   

 

The participation of the stakeholders in city brand has been regarded as the effective 

means to attract visitors (Dinnie, 2011). Surabaya has many things in common with 

the Western cities in terms of technology, urbanism as a way of life, and its functions 

in a globalized market economy. Nevertheless, there are unique structural features 

that make the city different from the Western urban destination. In the Asean context, 

especially in Indonesia, local community is willing to work together in developing 

the area. There is thus a connection between stakeholder participation in city 

branding and the latter’s success in developing the destination.  
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The main objective of this study is to identify the participation of stakeholders in 

implementing a city brand. It discusses how a city brand can affect the development 

in a city. It reveals the reflection of a city brand implementation in a destination 

development process. It also aims to examine the role of stakeholders and the nature 

of their participation in the city brand. It is important to find out the key success 

factors of stakeholder participation in implementing a city brand in the frame of 

destination development.  

It is also important to know the nature of relationships among stakeholders that is 

instrumental in supporting the city brand and hence destination development. This 

study also aims to identify which stakeholders have more dominant role and effective 

participation. It is pertinent to examine the assumption that stakeholder’s support can 

boost the popularity of a city brand among visitors. To summarize the objective, the 

following points show the research objectives of this study, namely: 

1. To explain the reflection of”Sparkling Surabaya” city brand in tourism 

development in the city.  

2. To find out the kinds of stakeholder participation in implementing the city brand.   

3. To identify the dominant and the less dominant stakeholder roles in 

implementing city brand.  

4. To reveal the key success factors and collaboration platform of stakeholder 

participation in implementing a city brand. 

 

1.5 Research Questions  

In order to achieve the objectives of this study, the following research questions are 

being addressed, namely: 
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1.  How is “Sparkling Surabaya” city brand reflected in tourism development in the 

city?     

2. What kinds of stakeholder participation where there in the implementation of 

“Sparkling Surabaya” as a city brand?    

3. Who have the dominant and the less dominant stakeholder roles in implementing a 

city brand?  

4. What are the key success factors and collaboration platform of stakeholder 

participation in implementing a city brand?  

1.6 Significance of the Study 

The issue of city brand has become one of the common topics dicussed in tourism 

studies area. As mentioned by Bayrakdarouglu (2017), the literature regarding the 

city brand is varying within theoretical and practical frameworks. More studies about 

city brand mostly review the process and the effects of city brand towards the 

development of the city and its stakeholders. Additionally, the succes of city brand 

application depends on the stakeholders of the city. The studies about stakeholders 

participation in city brand process has been discussed by several researchers, but 

most of them only discussed from one or two perspectives of stakeholders. Little 

studies being done to involved all the stakeholders. The city stakeholders have four 

different statuses, namely the owners of the city, the users, the manager and the 

customers (Braun, 2008). Thus, the status is reflected by different stakeholders, 

namely residents, entrepreneurs and visitors.  The residents can be government and 

the local people, whereas the visitors can be local and overseas visitors.   

 

Limited studies have been done to analyse the stakeholders at the same time, in their 

participation toward the succes of a city brand. It is important to conduct this study, 
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because it revealed the connection between the participation of stakeholders and the 

successful application of a city brand.  By understanding the kind of participation of 

the stakeholders, their efforts and activities can be described and analyzed.  The 

analysis is able to identify what kind of participation is effective in implementing 

city brand. To this end, a model of effective stakeholder participation will be 

proposed. The findings will be instructive to all the stakeholders, especially 

pertaining to the way they identify themselves with particular actions, activities and 

policies that can be applied in support of a city brand implementation.  

 

This study also aims to analyze which stakeholders have more influential role and 

which ones have less. Therefore, if it is not being done, there will be difficult to 

understand the key factors that can transform a non-tourist area into a tourism 

destination, using a city brand.  Most city brand initiatives are used to market the city 

and to bring social and economic benefits to the stakeholders, through government 

support (Ashton, 2014). Without the participation of the stakeholders, the city brand 

may not be beneficial for the city. The identification of the roles among the 

stakeholders determine maximum outcome of city brand. Hence, destination 

development may depend on the participation of the entire stakeholders in the city.  

Measures may be taken to enhance the role of the less supportive or less connected 

stakeholders so that the impact of entire community efforts can be built up with a 

greater degree of synergy.  

 

The study about stakeholder participation in implementing city brand in Surabaya is 

very limited. Few current studies are conducted in Asian destination such as Jeju in 

South Korea (Kim, Stepchenkova, & Yilma, 2018) and Hongkong (Fok & Law, 
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2018). There are no academic studies that explain how non tourist city, such as 

Surabaya, can develop its tourism through its city brand application by the 

stakeholders. This study will contribute to the tourism industry by identifiying the 

pattern and creating the platform of stakeholder participation in implementing a city 

brand. The findings can contribute to any policy maker or any city brand creator, 

which has the same geographical and cultural condition like Surabaya, as a workable 

model for developing destination.  

 

1.7 Scope and Limitation 

This study is based on stakeholder paticipation and city brand concepts. Thus, it 

focuses on areas that involve several academic fields, from economics, sociology to 

political science. There are several approaches that can be used to analyze 

stakeholder participation in implementing a city brand, from government policies, 

promotional activities to citizen participation. In the creation of city brand, there are 

several important aspects that serve as a background of the city. This study focuses 

only on three aspects: stakeholder participation, city brand implementation and 

tourism development in the city. It discusses the city brand based on history, 

geographical position and political situation of the area. Participation of the 

stakeholders in a city brand implementation will be on the area of logo and tagline 

usage in any promotional material, activities and events. It also discusses the 

activities, policies and strategies of the stakeholders in using city brand to create 

awareness of the visitors. However, this study will not discuss stakeholder 

participation in the process of designing, nor on any technical matter related to the 

creation of the logo of the brand.  
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City brand is perceived by the people from both the intangible and tangible attributes 

that the city has (Morgan, Pritchard, & Pride, 2004). Both tangible and intangible 

attributes play crucial role in city brand. These attributes are the reflection of city 

brand as a perceived image of the city. The research focuses on three tangible aspects 

which are city landscape, visitor attraction and events, in which stakeholders are 

actively involved. On the other hand, the intangible attributes on this research are 

discussed based on observation on citizen behavior. As stated in Dinnie (2011), city 

brand  involves the management of city resources, reputation and image. The 

reflection of the city brand can be seen through the physical landscape of the city that 

may support the creation of the city image (Khirfan & Momani, 2013).  

 

The development of service businesses in Surabaya has changed the business map of 

the city as stated in Anshori and Satrya (2008). This study focuses on how the 

stakeholders apply city brand for the purpose of tourism development. According to 

the city revenue report, taxes from services businesses, especially hotel and 

restaurants had been the main contribution to the city. This had occurred since 2003; 

therefore Surabaya now is more of a service and trade city rather than manufacturing 

and trade center. This study will focus more on the application of branding for the 

benefits of tourism in the city. Therefore, most of the concepts, theories and 

arguments are based on the perspectives of tourism. 

 

Regarding the tourism stakeholders, this study is limited to the government, private 

buisiness, visitors and citizens of Surabaya. As argued in Insch (2011), the most 

influential stakeholders are the residents, urban authorities and also the business 

people who draw visitors to the city. This study analyzes government policies and 
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the plan which are the basic documents on tourism development. The private 

business are also the stakeholder, in terms of running and generating business in the 

city. This sector plays a significant role in attracting visitors and serving them 

(Houghton & Stevens, 2011).  The attitude of the visitors toward the city brand and 

their expectations are important aspects of the study. They give useful insights 

toward achieving the objectives of this study.  The input of citizens of Surabaya is 

also a critical factor in city brand application. The study focuses on how residents’ 

opinion, attitude and behavior can affect city brand enactment in tourism 

development. 

 

1.8 Operational Definition  

Operational definition refers to meaning of the conceptual terms that are used as the 

variable to be identified and where possible measured. There are, however cases 

where the terms cannot be defined operationally, since they are not variables but 

objects or contexts or place, such as Surabaya.   To explain the terms used in this 

study, the following are the operational definitions of the key terms used in the 

research: 

• Stakeholders: As stated by Freeman (1984), “a stakeholder is any group or 

individual who can affect or is affected by the achievement of the organization’s 

objectives”. Stakeholders are the ones who are directly involved in the 

development of the city as visitor destintion. As defined by United Nations 

World Tourism Organization, stakeholders in tourist destinations are tourism 

professionals, public authorities, local residents and indigenous groups 

(Thayarnsin & Douglas, 2016). Based on the objectives of this study, tourism 

stakeholders include any individuals or groups who are involved, interested in, 
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or are affected (both positively and negatively) by tourism development in 

Surabaya. In this connection Swarbrooke and Horner (2001),  divide 

stakeholders into five main categories: governments, visitors, host communities, 

tourism business and other sectors. 

• Participation:  The participation of the community in the implementation of city 

brand activities.  The group of people, such as government officials, hoteliers, 

tour operators, tour guides, enforcing a certain level of compliance on duties and 

responsibilities, which are related to city brand. As mentioned by Tosun (2006), 

the top-down approach reveals a passive and indirect form of community 

participation which is commonly found the contexts of governance and host 

communities. They are involved in the processes when the government makes 

regulations, whereas the people are supposed to abide by them. Participation by 

businessman refers to the activities which brings profit and benefit for the 

company.  As argued by Vincent and Thompson (2002), the key consideration in 

tourism development is sustainability, which cannot be achieved without 

community support. Participation can also be viewed as a substitute for genuine 

action in applying and using city brand to promote tourism development in a city 

such as Surabaya.  This implies that community participation seeks to address 

sustainability for tourism development. 

• Implementation: This term refers to a continuous and multi-dimensional process 

of development in amenities, facilities, products and services provided by host 

communities in using city brand to meet the expectation of the visitors in the 

destination. The process of development requires planning and implementing the 

plans professionally. This requires destination stakeholders to work closely 
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together and collaborate consistently in setting up priority strategies and action 

plans in order to develop the destination.  

• City Brand:  The term “city brand” refers to city identity with its own 

experiential value, that is profoundly original (Kavaratzis & Ashworth 2005). 

This includes the actions, structures, functions, and activities that characterize 

the image of the city. This is also seen in the events and attractions in the city. 

Similar to corporate brands, a city brand must have multidisciplinary roots 

(Ashworth & Voogd, 1990). Thus city brand involves multiple groups of 

stakeholders in order to promote and develop the brand.  Leung (2002) stated 

that city brand has a high level of intangibility and complexity. In his study, the 

term city brand refers to the creation of the ”Sparkling Surabaya” tag line and 

logo, that was introduced in 2005 and is still used now to attract visitors to the 

city. 

 

1.9 Summary  

Tourism is a fast growing industry around the globe; it has undergone rapid 

development in many aspects. As reported by World Tourism Organization 

(UNWTO) (2017), the global tourism growth reaches 3.9% for international tourist 

arrival in 2016. In almost all regions in the world, tourism and travel industry are 

increasing, including in Asia Pacific region. In 2016, when ASEAN Economic 

Community officially started, the competition among each destination in the region 

was getting tougher. Each destination must be able to market itself in the most 

effective and profitable way. Branding is one of the important factors in any 

destination strategy. As a part of destination marketing, city brand is supported by 

many stakeholders. The government as regulator has to facilitate the need for 
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infrastructure and access to both the destination and information about it. The private 

business focuses on creating and providing new products and services to the 

customer. The local citizens have to participate willingly in any form of tourism 

activities. Lastly, the visitor coming to the region is also considered as the 

stakeholder, since they will directly or indirectly influence the development of a 

tourism destination. 

 

This study addresses several questions; foremost of these is how the participation of 

stakeholders in the city brand “Sparkling Surabaya” can lead to destination 

development? Which stakeholders are dominant and which are not? And whether 

stakeholder participation in Surabaya can provide a model that can be adopted in any 

other regions in Indonesia.  The image of Surabaya city brand has been considered 

well reflected in the landscape of the city, visitor attraction, people and visitors 

coming to the city, because of the stakeholders.  This study involves stakeholders in 

the data gathering. It is the focal point of research, since their participation in 

“Sparkling Surabaya” city brand has an impact toward destination development of 

the city. This study contributes to the body of knowledge by providing a platform of 

participation that can be itiated in many cities, whether it is suitable and acceptable 

by both the people and the visitors.  
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CHAPTER TWO 

LITERATURE REVIEW 

2.1 Introduction 

This chapter discusses the studies that have been conducted in the area of the 

stakeholder participation, city brand implementation and tourism development.  

There are a number of academic papers that pinpoint the role of stakeholder in 

tourism development, as stated in Nogueira and Pinho (2015). Tourism development 

in the city is a process that is influenced by many factors, including the success of 

city brand. In order to provide a clear conceptual base for this study, this chapter 

explains not only the concept of the stakeholder participation but also city brand 

implementation and its related aspects.  Previous studies on city brand and 

destination marketing show that city brand has been discussed from many 

perspectives and approaches. The aspects of city brand relating to culture, people and 

environment have been the subject of discussion in several journals. There are also 

researches on tourism, visitor and other tourism stakeholders in this chapter, which 

are relevant to the discussion on a city brand. 

 

Lucarelli and Berg (2011) review previous work by the scholars on city brand from 

1988 to 2009.  In their study, there are a number of different perspectives that had 

been used in the study of place branding, namely the perspectives of city brand as 

part of marketing strategy, city brand as the reflection of city condition and city 
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brand as the result of agreement among stakeholders.  Kavaratzis (2004) and Anholt 

(2006) have both adopted the general concept of place branding. Their works could 

be the key references on public policy making in city brand, since it revealed the 

process of branding. The paper by Hanna and Rowley (2008) explains the conceptual 

and terminological reviews, which add to the perspectives of the people about the 

definition of city brand. The general concept of city brand as a part of place 

marketing is stated by Dinnie (2011). In her publication, city brand concept is 

explained using a more practical example. It helps common readers to understand the 

application of city brand in different contexts. All of those studies pointed out the 

importance of stakeholders in process of city brand; however only few mentioned 

how the implementations of the city brand were being carried out after it was created.    

 

Others scholars such as Kavaratzis and Ashworth (2008) and Skinner (2008), have 

discussed the concept of place marketing, either a broad conceptual review or a 

focused review. Their studies discuss the process of marketing in which, city brand is 

part of place branding strategy. Warnaby (2009) has shown some practice-based 

techniques in a review.  Some have been more specific in examining the concept of 

city brand and marketing in a general review, such as publications by McCann 

(2009) and Kavaratzis (2007), while others have used a conceptual overview or a 

thematic bibliography (Millington, Young, & Lever, 1997).  In terms of the research 

methodology, there are multiple methods used in city brand research. The common 

types of studies are comparative and multi-case, conceptual and exploratory (based 

on conceptual, thematic and case study approaches), using qualitative, quantitative, 

and mixed methods. Pike (2002), has reviewed the literature on destination images 

from 1973 to 2000 using systematic quantitative approach in the analysis. This 
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indicates that many researchers have dicussed and analyzed the process of city brand 

from various perpectives in order to get a comprehensive understanding of the 

process.   

City brand is also part of nation branding. Based on a corpus of 186 publications 

across disciplines discussing various critical research agenda on the topic of nation 

branding, a study by Kaneva (2011) explores the connection and categorizes the 

sources into various types. The objective of the research is to map the works 

informed by critical theories about the global issues of nation branding. From the 

study, it can be known that most branding strategy needs participation of the 

stakeholders to make it work. In relation to place branding,  the paper written by 

Gertner (2011) reveals around 212 articles on “place marketing” and “place 

branding” that are produced by 280 authors in 43 journals.  These publications raise 

questions about the future development of the field. In his research, Gertner (2011) 

mentions a growing number of communities, cities, states, nations and regions that 

have adopted the branding concepts. The study shows that city brand adoption is 

used to attract investors, visitors as well as increase the local residents’ welfare.  

 

2.2 Overview on Stakeholder  

There are more than 100 publications concerned with the stakeholder concept that 

have appeared in recent years which indicates a growing interest in stakeholder 

participation in city brand (Harrison & Wicks, 2013). The stakeholder concept has 

also triggered the interest of regulators, policymakers, business people and the media 

non-governmental organizations (NGOs). In the business operation perspectives, the 

discussion on the stakeholder concept has been well covered in the literature. Many 

publications about the stakeholder concept deal with the normative contributions of 
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stakeholders. As suggested by Friedman (1982), the objective of the corporation is to 

take full advantage of stockholder value expressed either in maximizing growth, 

getting long-run profits or dividends. He also argues that it is the way business 

discharge their responsibilities to the community.  

 

2.2.1 Definition of Stakeholder  

As stated by Freeman (1984), the classical definition of stakeholder is credited to an 

internal memo produced in 1963 by the Stanford Research Institute. This group 

introduced the early definition of “stakeholder”. The definition states that stakeholder 

consists of a group of people who share the same objectives in an organization 

(Freeman & Reed 1983; Bowie 1998). These authors argue that stakeholders are a 

group of people who share the same goals and are committed to achieve 

organizational success. Freeman, Wicks, and Parmar (2004) have continued to use 

this definition with slight modification. The definition refers to groups whose 

participations are crucial to the success and survival of the organization. Clearly, this 

definition is organization-centric, that focus on the benefit of the organization.  

 

In further discussion, Freeman (1984) defines stakeholder as “…any group or 

individual who can affect or is affected by the achievement of the organization 

objectives”.  This definition is considered more balanced and much wider than the 

one brought out earlier by the Stanford Research Institute. In this regard, the 

symmetrical phrase can affect or is affected by created an idea that outside 

individuals or groups may consider themselves to be stakeholders of an organization, 

without the organizational acknowledgement. Furthermore, a group or individuals 

may also consider themselves to be affected by the achievement of organization’s 
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objectives without insiders in the organizations acknowledging their contribution. 

This definition includes individuals as well as groups. In addition, there are many 

groups that are affected by the achievement of the organizations objectives, but that 

would not be thought of by anyone as having their support required by the 

organization. The definition evolves by expanding the environment from an 

organization to a bigger community or in this case a city.  In the context of city 

brand, the stakeholder can be groups or individuals who are involved directly in the 

branding process and also the outsider who do not have direct participation in the 

process of branding, yet are affected by it. 

 

A broader definition of stakeholder is stated by Gray, Owen, and Adams (1996). 

They consider any group or individual that can be influenced by, or can itself 

influence, the activities of the organization, a stakeholder. The definition stresses 

more on the stakeholder relationship rather than more restrictive ‘achievement of 

organization objectives’. This allows groups and individuals who are affected by 

unintentional consequences of activities of the organization or by activities that are 

not related to organization objectives at all, to be incorporated as stakeholders. It may 

refer to the group of people living in the area of visitor attraction, that has nothing to 

do with the process of branding, but participate voluntary to develop destination, 

even without realizing that the relevant activities support a city brand.  

 

Further definition of stakeholders have been considered previously by others such as 

Starik, Throop, Doody, and Joyce (1996). They differentiate a contracted definition 

by taking the intersection of Freeman’s and Carroll’s definitions, “…individuals or 

groups in which business interacts who have a ‘stake’, or vested interest, in the firm”. 
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He argues that the resulting narrow definition would limit stakeholders to those who 

are making their actual stakes and influence the organization. In this regards, Starik 

et al. (1996) had brought the definition of stakeholders to the broadest end of the 

spectrum. His suggestion includes any naturally occurring entity which affects or is 

affected by organizational performance, not only does this include living entities: 

animals and plants; it also includes non-living environmental forms such as rock and 

water. Furthermore, he also suggests considering the older people or former 

organization that no longer exist as the stakeholder, since they are the ones who are 

often described as having left ‘spirits’ or legacies.  

 

2.2.2 Stakeholder Theories 

As mentioned earlier, there is little consensus in the literature about the origin of the 

concept of stakeholder (Timur & Getz, 2008). Discussion on the stakeholder can be 

traced back to the early 1960s, when it was first mentioned in a Stanford Research 

Institute Memo (Freeman, 1984). In this regards, Freeman’s work, functioned as the 

cornerstone for the development of stakeholder theory. Thus, the concept is used in 

management, marketing and, more recently, tourism (Lewis, 2005).  

 

The use of the concept of stakeholder differs from time to time by various authors. 

According to Freeman (1984), stakeholders in management and organizational 

context, are any groups or individuals who can affect or are affected by the 

achievement of organizational objectives. This concept is strengthened by the idea of 

two kinds of stakeholders, strategic and moral.  Zsolnai (2006) suggests a different 

kind of stakeholder concept; not all the stakeholders are morally upright and only 

those who are should be considered as such. This means not every groups or 
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individuals who are affected by the organization are the stakeholder. Only those who 

have concern and interest in the organization can be on the list of stakeholders. In 

addition, Attas (2004) refers stakeholder as the group or individual who has 

something to lose, in financial, social or psychological terms if the company or the 

organization does not perform as expected. 

 

Stakeholder theory has been used in multiple contexts, over the past thirty years. 

Most of them are discussed in relation to their roles in the companies and 

commercial organizations.   The theory deals with the assessment of performance 

initially brought up by Keeley (1978). The theory only discusses the internal role 

within the organization that relates to the performance appraisal of individual.  Thus, 

the competitive advantages as an important part of stakeholder participation is 

emphasized by Slatter (1980). Each stakeholder has the role to develop the 

organization by increasing its competitive advantage. They have to work together to 

support the company, at the same time increase the quality of their own capacity to 

support the company. This relates to the action of stakeholders as part of the 

development of the company mission, as argued by Pearce (1982).  

 

In the context of planning and management in tourism, the stress should be placed on 

the importance and the role of stakeholder. A number of studies have used 

stakeholder theory as a conceptual framework for a longitudinal analysis of 

stakeholders’ attitudes and a management tool for business ethics. As seen in Robson 

and Robson (1996); Sautter and Leisen (1999); and  Yuksel, Bramwell, and Yuksel 

(1999),  stakeholder theory is used in the relation to ethics in tourism marketing. The 

arguments are supported by Timur and Getz (2008), stating that ethics in tourism 
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marketing is part of an identification process of stakeholders and their perceptions 

relating to sustainable tourism. Robson and Robson (1996) draw attention to the 

necessity of integration between stakeholders and tourism planning. This should be 

done in order to create a balance between tourism development, environmental 

conservation and social interests.  

 

From destination perspectives, stakeholders are viewed as individuals, groups or 

organizations that have a specific interest in destination. The stakeholders involved 

in tourism are the ones who are affected by the performance of tourism in the 

destination, as mentioned by Wood and Gray (1991) and Cooper, Scott, and Baggio 

(2009). In this regard, Murphy and Murphy (2004) introduce four types of 

stakeholders in tourism, namely consumers, related businesses in tourism, residents 

and government. The four stakeholders in tourism are suitable in the context of 

Surabaya city brand. Thus, the study is about tourism planning and management  

related to the application theories which have also been addressed by Getz and Jamal 

(1994); Robson & Robson (1996); Yuksel, Bramwell, and Yuksel (1999). All of 

them applied stakeholder theory as a management tool for tourism activities in their 

studies. However, they do not specify on the particular role of the stakeholder in 

tourism development. Another aspect of stakeholder participation that needs to be 

explored is the relation of local attitudes toward the implementation of a city brand.  

 

2.2.3 Stakeholder Dominance  

In the branding context, there is a group of people or individual who create the brand, 

but are no longer involved in the process of development. They can still be 

considered as stakeholder.  Starik et al. (1996) also noted that stakeholders may refer 



34 

to entities that may have no physical form at all. Mental images or archetypes can 

affect and be affected by our perceptions of the world. This suggests that feelings- 

passion, interest, love, honesty that exists in the individual within the group could be 

considered as important part of stakeholders. Stakeholder identities can be embodied 

in physical forms and may determine the success and failure of organizational 

behaviour. 

 

Stakeholders can be categorized into several types. As mentioned by Driscoll and 

Starik (2004), stakeholders vary in terms of role and reaction to the issues. To better 

understand the type of stakeholder, Mitchell, Agle, and Wood (1997) proposed a 

model for identification of relevant stakeholders. This stakeholder model has three 

main attributes (power, legitimacy and urgency), each of the attributes may be more 

relevant than others. On the basis of three main criteria, they categorize stakeholders 

into six types as follows: 

1. Dormant stakeholders – have power but have no a legitimate relationship, so 

their power becomes irrelevant. 

2. Discretionary stakeholders – have a legitimate relationship but have no power, 

so do not influence the organization. 

3. Demanding stakeholders – have power and legitimacy, so their influence on the 

organization is assured. 

4. Dangerous stakeholders – have urgency and power, so they tend to be coercive 

and even potentially violent. 

5. Dependent stakeholders – have urgency and legitimacy but lack of power, so 

soon become dependent on others to carry out their intentions. 



35 

6. Final (definitive) stakeholders – have power, legitimacy and urgency, hence 

become more relevant and influential. 

 

This matrix of stakeholders allows validation of the initial list of stakeholders for the 

purpose of the research. The main criteria are used to choose the key players as the 

main stakeholders. It has been argued that stakeholders can be a group or individuals 

that have relationships with one another and have common objectives to achieve 

certain goals. The stakeholder can be an organization, a company or a regional 

development agency. In this study the stakeholders are the ones who fit with the final 

definitive category that have the power, legitimacy, urgency in and proximity to 

implement city brand for the purpose of tourism development in Surabaya.  

 

The level of dominance of stakeholder is different from one to the other. The 

dominant stakeholder can be seen from the level of sacrifice associated with solution 

offered to a certain issues.  This means that the dominant stakeholder plays leading 

role in addressing the problem to be followed by other stakeholders. In the case of 

stakeholder participation in Surabaya city brand implementation, the dominant 

stakeholders are the ones who initiated and led the activities, whereas the less 

dominant stakeholders tended to be the followers. Both of them may have great 

amount of contribution, but have different level of participation in terms of time and 

money.  

 

2.2.4 Stakeholder in Tourism 

There are various stakeholders involved in the process of tourism development in the 

city. As mentioned in Borgatti and Foster (2003); Timur and Getz (2008) and 
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Cooper, Scott, and Baggio (2009) the stakeholder in tourism may vary based on the 

geographical location, issues and the objectives. Thus, many publications have 

revealed the paradigm of inter-organizational networks, as described by Borgatti and 

Foster (2003). This supports the idea that small tourism players with limited 

resources need to cooperate effectively with other stakeholders. This is applicable to 

small firms whose skills and resources are limited and have to seek help outside their 

own boundaries. This point was stressed by Morrison and Thomas (1999) who 

agreed to the idea that small businesses are typically associated with a shortage of 

funds and lacking in management and marketing skills. The argument may fit with 

Surabaya, where small tourism businesses run by the local people need support from 

the government and bigger businesses. However, the relation among them seems to 

be reciprocal in terms of providing good services to visitors.     

 

According to O’Donnel, Gilmore, Cummins, and Carson (2001), the content of 

network relationships is associated with structure that contributes to small tourism 

business management. This is used to overcome shortage of resources and 

competencies. Hence, a firm networking with relevant stakeholders is necessary to 

revitalize its resources and structures. Within regional strategies, Grabher (2006) 

describes that a governance network model which suggests a notion of participation 

among stakeholders.  As he argues governance networks comprises a broad band 

from the top to the lower level of the hierarchy. As for the community and private 

business owner, they lack market power to do negotiation and control. This means in 

branding process, every stakeholder contribution should be appreciated, from the 

small local community that has no authority up to the governing body that has the 

most important role in implementing the city brand. The participation of each 
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stakeholder in implementing the brand may not be equal in quality and quantity, 

since there are differences in resources and objectives. This condition creates room 

for collaboration among the stakeholders in using the brand for tourism development.   

 

2.3 City Brand Stakeholders  

In a city tourism development, the hosts are the citizen, local business owners and 

the government. Each group of people, who have an interest in city tourism and are 

impacted by the arrival of visitors, are considered stakeholders. Wagner and Peters 

(2009) observe that different perceptions may occur among the stakeholders, since 

they have different objectives about city brand; and they may also have different 

expectations on how tourism development should proceed. In the study, they 

suggested that in order to harmonize different stakeholder perspectives, an intense 

and productive communication technique should be built among them.  

 

According to García, Gómez, and Molina (2012), in order to create a destination 

brand that leads to successful tourism development, there is a need to consider all  

stakeholders’ interest. Their study using the so called Success Index of Triple-

Diamonds (SITD) has provided an empirical evaluation of the degree of success of 

the brand. This confirms the existence of differences among stakeholders whose 

competing interests have to be managed. A common understanding among 

Destination Management Organizations (DMOs) is that the strategy should not only 

focus on visitors but also on the resident and local entrepreneurs’ objectives. The 

argument is supported by Merrilees et al. (2012) who suggest that a city brand 

organization needs to identify the multiple meanings of the brand as the result of 

multiple stakeholders. Intensive communication among stakeholders is needed to 
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unite the different brands proposed by each stakeholder group. Furthermore, their 

paper explores the way multiple stakeholders may infuse a single or multiple 

meanings to the brand, since different stakeholder groups might use different 

perspectives to interpret city brand. As Bregoli (2013) asserts, the stakeholder 

coordination and supply-side perspectives are pertinent to brand construction.  In his 

research, he asked whether stakeholder coordination brought an impact to destination 

brand. He found that synergy among stakeholders can bring positive result on the 

implementation of the brand. The internal communication processes are central point 

to which destination marketing organization (DMO) managers should be concerned 

with; if they want the stakeholders to be committed to the destination brand and 

apply it in their daily work. This argument is supported by Kavaratzis and Hatch 

(2013) who argue that the true nature of place branding is described as one of 

interaction and dialogue between the stakeholders. Their study of destination 

marketing strategy shows that the ones who are involved in brand development 

should pursue a holistic approach which privileges local attributes that are unique to 

the destination. This is a better strategy designed to promote a destination brand 

image that maximizes the benefits for all stakeholders. 

 

2.3.1 Private Business  

One of the indicators of the successful tourism development in the city is the 

existence of excellent visitor facilities and infrastructure. What the visitor needs 

when they travel to a destination are basically accommodation, transportation, and 

visitor attraction. Most of these facilities are provided by the private sector, ranging 

from the small local shops to the big international chain companies. This marks the 

existence of private businesses as one of the stakeholders in city brand where the 
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contribution of the local company can be online or offline. As stated in Trueman, 

Cornelius, and Wallace (2012), the local company website can add the value and 

characteristics of city brand. Moreover, local companies can have influence on the 

brand, especially via their display in the offline office or in their web sites.  It is 

argued that company brands can be ostracized from a city if it has a non-positive 

brand image. 

 

The contribution of private business toward city brand can also be measured by their 

participation in city activities through the Corporate Social Responsibility (CSR) 

scheme. As stated by Kim, Kwak, and Koo (2010) some private businesses try to 

explore the corporate social responsibility scheme and evaluate their potentials in  

support of city brand. Their paper provides extended insights on how the concept of 

strategic CSR is integrated into city brand; and it highlights the roles of CSR in 

relation to city brand management. The paper also reveals that CSR is an essential 

element which covers not only the principles of social responsibility, but also the 

process of social responsiveness and performance as an outcome from the company. 

The paper not only presents a revised framework of CSR but also aims to establish a 

new connection between CSR and value creation of an innovative perspective in the 

design and implementation of city brand. The scheme of CSR is also part of 

stakeholder participation, especially coming from private business. This will be one 

of the frameworks to analyze private business participation toward a city brand. 

 

2.3.2 Government 

Besides the private sectors, one of the important stakeholders in city brand is the 

government. As the body that regulates and implements the city policies, the 
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government has roles in developing tourism in the regional authority. The one who 

should provide visitor infrastructure and ensure the safety and comfort of the visitor 

is the government. Public facilities, utilities and access to the destination are all 

under the responsibility of government authorities. Therefore, as the host, the 

government attitude and policies on city brand bring huge impacts on tourism. As 

stated by Jørgensen and Munar (2009), there is a strong relationship between 

destination branding and the national capacity to source valuable resources. They 

argue that in order to reframe the concept of branding, there should be a constant 

dialogue between visitors and the host community, which is monitored by the 

government. Using the case of Copenhagen, the paper reveals the connection 

between destination management, city brand and political strategy adopted by the 

government. 

 

2.3.3 Citizen 

In order to produce successful city brand, the participation of the local residents or 

the citizen is essential. As the host, the willingness to accept visitor in the region is a 

precondition in tourism development. Lin (2009) stated that residents’ attitudes 

toward the visitor can be classified into three categories, namely the indifferent, 

ambivalent, and supportive. By using the context of local cuisine and culinary 

establishments in developing a destination brand, their analysis shows that the level 

of citizen’s participation can be differentiated. According to Braun, Kavaratzis, and 

Zenker (2013)  in developing city brand, citizen preferences  should not be neglected. 

The citizen should always be considered as active partners and co‐producers of 

public goods, services and policies in tourism development. Though their priorities 

may often be misunderstood, they are not passive beneficiaries in city brand.  It is 
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argued that only with meaningful participation and consultation with citizens, can 

there be a more effective and sustainable place branding. This can strengthen brand 

communication while avoiding the pitfalls of developing non-original city brand. The 

authors also discuss citizen participation in governance as frequently highlighted in 

the works on urban governance. The paper reveals three different roles of the citizen, 

namely, as a vital part of the place brand through their behavior; as the ambassadors 

for their place brand and as the citizens and voters who provide support to the 

political legitimization of city brand.  

 

2.3.4 Visitor  

City brand is created to attract the visitors’ attention and draw them to visit the place. 

This makes the visitors one of the important stakeholder’s in tourism development. 

Both domestic and international visitors are guests to the city. A study by Usakli and 

Baloglu (2011), examined the relationships between visitor behavior and destination 

personality. In their study, a sample of 382 visitors to Las Vegas were surveyed. The 

findings show that visitors pay attention to the characteristics of destination image 

which reflects the destination’s personality. The match between destination image 

and what visitors perceived and experience will lead to willingness to come back.  

Balakrishnan, Nekhili, and Lewis (2011), argues that the connection between 

destination brand and visitor decision is important. They found a connection between 

destination brand components which motivate visitors. They also identified the 

components of brand that are most important to the visitors during the decision 

making process. The findings of the study reveal that visitors’ perspectives in 

identifying descriptors of the destination brand can affect visitor preference to revisit 

and develop loyalty toward the destination. The connection between the symbolic 
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consumption of tourism destination brands and destination brand loyalty is also 

discussed by Ekinci, Sirakaya-Turk, and Preciado (2013). They surveyed 361 

international visitors who visited a Mediterranean resort city. The results reveal that 

dimensions of the symbolic tourism destination brand, self-congruence and brand 

identification from visitor perspectives, are important in the creation of destination 

brand loyalty. As stated by Beckman, Kumar, and Kim (2013), there are many cities 

that use experiential marketing to generate solid place branding messages that appeal 

to various potential visitors, both international and local. Their study uses the visitors 

in three city downtowns (Asheville, North Carolina, Nashville, Tennessee, and 

Chattanooga, Tennessee) as respondents. The findings show that by identifying the 

brand experiences that can influence the positive outcomes, such as word-of-mouth 

and wiliness to revisit, the success of city brand can be analyzed for further tourism 

development. 

 

2.4 Social Network Theories 

In terms of stakeholder participation, the most important matter is collaboration 

among them. This relates to the social connection between the group of people or 

individuals who are affected by destination development. The theory of social 

network views the organizations as systems of people, groups and businesses that 

interrelated to one another. The social network deals with social relationship patterns 

and connection among the stakeholders. As mentioned by Tichy, Tushman, and 

Fombrun (1979) and Serrat (2010), social network occurs among the stakeholders, 

where they can share values, visions, ideas and social contacts. There are financial or 

commercial exchanges occuring during the process of networking. Based on Scott et 

al. (2008), the specific sets of relationships are linked with the groups of people, 



43 

objects and events. Originally, the social network theme has three research streams, 

namely the Socio-metric Perspective, the Harvard Perspective, and the 

Anthropologist Perspective. The latter is set by Manchester School, which focus on 

the analysis of structural relations between power and conflict. Thus, the evolution of 

the social network converged into two schools: one based on mathematics and 

another based on the study of social sciences; both schools are relevant to one 

another. This study uses the social sciences approach in analyzing the network built 

among the stakeholders.  Wasserman and Faust (1994) recognized the social network 

perspective that covers models, theories, and applications which are expressed in 

terms of relational processes. The relations are defined by the linkages among units 

that serve as a fundamental component of the network theories. Given the wide range 

of topics in social sciences, most researchers employ the methods of social network, 

specifically from a marketing and strategy perspectives. They observe that social 

network has been increasingly applied in the analysis of distribution channels in 

marketing (Iacobucci & Hopkins, 1992). Understanding consumer behavior is  

important to as a part of social network analysis as stated by Wasserman and Faust 

(1994) and Rowley (1997), understanding consumer behavior is the key to the 

analysis of relationships among stakeholders.  

 

In the context of tourism development, knowing market behavior is crucial to 

understand the kind of relationships that may be practiced by everyone inside the 

network.  This idea is supported by Duhan, Johnson, Wilcox, and Harrell (1997) who 

suggest that the word of mouth communication brings the benefits in building good 

relationship in marketing. The relation among stakeholders can be built based on the 

good references among each other. In the case of tourism business, Halme (2001) 



44 

asserts that the tourism sector which consist of small businesses with limited budgets, 

are less likely to sustain overall development. They are mostly operating alone. One 

of the important aspects that characterize the tourism sector is its geographical 

fragmentation. Tourist sites or resorts are sometimes located in remote areas that are 

far from market centres. In the context of Surabaya, the presence of small businesses 

run by the people surrounding the tourism area will not be sustainable if they are not 

connected to a larger business network such as the provincial tourist association. 

Under the shadow of a tourist association they can share resources including 

knowledge, business intelligence and sometime funding. It is important to have a 

supportive business network to develop a business. This is in line with Morrison, 

Lynch, and Johns (2004) observation that  success factors associated with tourism 

networks are related to the formation of trust, resource sharing, interdependence, 

reciprocity and interconnection among the network members.  

 

Social network can be developed in any geographical context, from urban to rural 

area. The study done by Tinsley and Lynch (2001) examined the informal tourism-

related networking in a rural destination. They included in their analysis, various 

tourism players, such as bed and breakfast, hotels, art gallery, grocery stores, and 

souvenir shops. They found a strong sense of cooperation among these actors. There 

are also studies that focus on the destination development, as undertaken by 

Pavlovich (2003). The author examined how the relationships between organizations 

can act as a self-organizing mechanism for the destination. Flexibility is a critical 

factor in this process. Social networking is also a subject of interest which can be 

used to illustrate the dynamic indicators of tourism development. Shih (2006) for 

instance has examined networks characteristics of tourism destinations. Explicitly, 
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she analyzed the structural configuration of each destination within a particular area 

by using a number of indicators of social network.  

 

In the case of Surabaya city brand implementation, social network indicators can be 

used to evaluate the linkages between stakeholders and the relationships among 

them. The indicators are seen in the areas of promotion, staging event and the 

management of visitor attractions. In implementing a city brand, stakeholders need to 

create and build network with other stakeholders. In certain activities, stakeholders 

may work individually, based on their roles in the city. However, they have to work 

together in a form of collaboration in order to build a succesfull brand for tourism in 

a city.  Indicators of social network may also demonstrate the ability of the 

stakeholder to be flexible when collaborating in development of the city, through 

their participation in implementing a city brand. 

 

2.5 Destination Development 

The existence of city brand is important in the frame of tourism destination 

development. There is a connection between the successes of city brand 

implementation with the development process.  Over the years, research on 

stakeholders has focused on some aspects of the destination which can be seen from 

the perspective of destination marketing (Díaz & Espino-Rodríguez, 2016), Bonnett 

(1982), Lusch and Laczniak (1987) point out that the role of stakeholders in 

marketing the destination is an important part of  development. They claim that 

marketing has powerful influence on tourism destination development. All of them 

put destination development as the main subject of their paper. Destination 

development needs an integrated marketing strategy that should be performed 
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consistently. Destination development has a great deal of planning and management 

issues to address, as stated by Pearce (1989). This involves all the stakeholders who 

have direct relationship with the destination.    

 

The progress of destination development can be seen through several indicators, such 

as economic, environmental and social development. As stated by Hall (1997) and 

Burns (1999), the economic indicators can be seen through the increase in the 

number of business, the establishment of the infrastructure and the expansion of 

market. In terms of environmental and socio-cultural impacts, as stated by Farrell 

and McLellan (1987), Craik (1991) and Carter (2004), destination development leads 

to  sustainability of the environment and the growing number of accomplishments in 

local culture preservation. This also involves the issues of carrying capacity to cater 

to the needs of visitors (Borrie, Mccool, & Stankey, 1998). Furthermore, as stated in 

Butler (1997) and Williams and Gill (1999),  destination development involves 

certain phases that have different conditions at each stage. Research conducted by 

Butler applies the Tourism Area Life Cycle model to explain the condition of 

destination at each phase of development. Each of these researches has provided the 

basis for obtaining relevant information on aspects of tourism destination 

development. The subject of destination development is widely discussed using a 

multidisciplinary approach, as highlighted by Oh, Kim and Shin (2004) in their 

recent review of hospitality and tourism marketing research. As asserted by Carlsen 

(1999), as tourism is a complex multi-element phenomenon, to understand the 

overall change of destination development requires interdisciplinary approach. This 

opens the opportunities to understand tourism in many perspectives. In order to 
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understand the destination development, the most common concept that is used by 

most academics is the tourism destination life cycle by Butler (1980).   

 

2.5.1 Tourism Destination Lifecycle in the Frame of City Brand Usage 

To asses the condition of tourism growth in Surabaya, it is important to understand 

the current position of the city in terms destination development. In the process of 

development, there are stages that represent the condition or the situation of a 

destination. The most common model that is used to explain the stages of 

development is the Butler’s model.  In certain perspectives, Butler’s model has been 

compared to Plog’s model by several researchers, including Muangasame (2014), in 

terms of the marketing concept of product life cycle (PLC). It is argued that the 

original PLC model was first introduced by Levitt (1965). The use of this model 

reveals the idea that, similar to human beings, products have a life cycle in their 

development stages. Human beings experience various stages such as birth, growth, 

maturity, decline and death while products have stages of market development, 

growth, maturity and decline. It argues that products have a limited life, therefore the 

products sale needs different marketing strategies in each stage.  

 

In tourism context, the Butler’s model is used to understand the destination 

development process that requires different approach and strategy in each stage. In 

relation to a city brand, the participation of stakeholders in implementing the brand is 

connected to the condition of the destination development.  The current city brand, 

which is “Sparkling Surabaya” is argued to be able to boost the development of 

tourism in the city.  The following is the description of Butler’s life cycle model: 
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Source: Muangasame (2014). 

Figure 2.1 The Destination Life Cycle 

 

Basically, the product life cycle consists of exploration, participation, development, 

consolidation and stagnation stages. In the stagnation stage, a destination can end up 

in decline or rejuvenation. This depends on the strategy and action of all the 

stakeholders involved in the destination. Different stages have certain conditions that 

need different strategies to survive and develop further. Along the process, 

stakeholder participation in city brand implementation is based on the development 

of the place.  

 

In the context of city brand implementation, each stage of development influences 

the intensity of branding application. Different stage has diferent condition that sway 

stakeholder to have different approach, policies and strategy to implement the brand.  

Firstly, a destination will start at an exploration stage. In this period, the destination 

is just started to emerge. A trickle of visitors begins to arrive after hearing about the 

attractions of the place. The local people, businessman and the government are still 

not reacting actively to welcome visitors. Infrastructures are not set up for the need 

of visitors. The participation of stakeholder is very low; and the use of city brand is 

limited.  
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In the second stage, as number of visitors grow the level of awareness increases. The 

stakeholder begins to realize the potentials of the place and begin to get involved. 

The destination will enter the participation stage. This stage is indicated by the 

increase of the numbers of visitors. The stakeholder, specifically the local people and 

the businessmen will enter the participation stage by starting to provide facilities 

primarily for visitors. The contact between visitors and locals remain high, in fact, 

rapidly increasing.  The local stakeholder is involved in catering for the needs of the 

visitors. During this stage, the used of city brand specifically to attract visitors can be 

anticipated, and a basic initial market area for visitors can be identified. Some 

businessmen involved in tourism start to persuade government agencies to develop 

transportation and other facilities for visitors to support the brand.  

 

The third stage is the development stage. This reflects a well-defined visitor market 

area that is shaped by heavy advertising in visitor-generating areas. The 

implementation of city brand by the stakeholders is very intense in any promotional 

material. During this stage stakeholder control of development may start to decline 

rapidly, being superseded by external organizations, particularly in visitor 

accommodation. This group of investors from outside the destination provide larger, 

more elaborate, and more up-to-date facilities. Within this stage, the application of 

the brand within the cultural and natural attractions will be marketed and developed 

specifically. Physical changes of the area will be noticeable, and it can be expected 

that not all of them will be welcomed or approved by local stakeholders, especially 

residents. 
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The fourth stage is the consolidation. At this stage, the rate of growth in the number 

of visitors will decline, although the total number may still increase. The total visitor 

number may still exceed the number of permanent residents. The efforts made to 

extend the visitor season and market area will be wide-reaching. There are a large 

number of visitors and facilities provided for them. The rapid growth of visitors and 

facilities can be expected to arouse some opposition and discontent among local 

residents. The city brand is become less usefull to market the city, since stakeholders 

are no longer active in promoting it due to large supply of visitors.  

 

The fifth stage is the stagnation stage. At this stage, the peak number of visitors 

would have been reached. The capacity levels for many variables would have been 

exceeded, with attendant environmental, social, and economic difficulties. The area 

would have a well-established image but it will no longer be in fashion to be a 

favorite destination. There would be a heavy dependence on repeat visitation and on 

convention attendees and similar forms of tourist traffic. In accommodation business, 

there are surplus bed capacities, which need extra effort to maintain the level of 

visitation. New developments will be at the fringe of the original visitor area and the 

existing properties are likely to experience rapid changes in ownership. In this 

decline stage, the area will not be able to compete with newer attractions and will 

face a declining market, numerically and spatially. The destination will no longer 

appeal to vacationers but may still be increasingly used for weekend or day trips, if 

the location is accessible to large numbers of visitors. In some cases, the brand is 

considered irrelevant with the recent condition of the destination, therefore it might 

be changed. 
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After the stagnation stage, the destination can be fallen into decline stage or may 

enter the rejuvenation stage. This depends how the stakeholders in the destination, 

namely government, businessman and the local people react to the situation. In the 

decline stage the property turnover will be high and many visitor facilities will be 

replaced by non-visitor related structures, as many areas moves out of tourism. More 

visitor facilities disappear since the area is less attractive to visitors and the viability 

of visitor facilities are questionable. The brand usage is no longer useful to attract 

visitor and create demand. 

 

On the other hand rejuvenation may occur, although it is definite that this stage needs 

complete change in the attractions on which tourism is based. There are two ways of 

reaching this objective. The first way is by taking advantage of previously untapped 

natural resources. This approach needs the development of new facilities in former 

unexplored areas. The forms of recreation will appear to find previously 

unappreciated natural resources. The second way is exploring new market segment.  

At this stage all of the stakeholders should work hard together to lift up the 

destination by creating a new brand to market the place. A combined effort between 

the government and business in grasping new market is required. The new market 

may not be the mass market as they used to be, but rather confined to a specific 

interest or activity group. Eventually, it can be expected that even the attractions of 

the rejuvenated visitor area may still lose their competitiveness. At this stage, 

possibility to introduce and use the new brand is high, in order to rebuild the new 

image of the destination. Only in certain case, where there is a truly unique area 

emerging, the destination may anticipate the decline and is able to withstand the 

pressures of visitation. 
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2.6 Overview on City Brand 

The number of previous studies indicates that there are differences between the 

scholars in analyzing city brand. As explained in Lucarelli and Berg (2011)), there 

are six categories used in their study to classify existing studies on city brand, 

especially from 1988 to 2009. The six categories include bibliographical data, 

methodologies used, empirical foundation, conceptual framework, branding elements 

and the outcome of the studies. Based on their study, the city brand research domain 

is the subject of endless argument between different academic disciplines. Some 

have studied the phenomenon using different conceptual tools, and empirical 

explanations and research methods. As stated in (Millington et al., 1997); Olins 

(2002) ; Dinnie (2011) and Papadopoulos (2004), most of the literature review on 

city brand focus more on the practices rather than its theoretical conceptualization.  

In the early years, some scholars such as Kotler and Levy (1969); Pearce (1977); 

Pizam, Neumann, and Reichel (1978); Proshansky (1978) and Burgess (1982) have 

argued that the backgrounds of the city brand research can be viewed from different 

influential works. This means that different approaches can be used to do research on 

city brand. 

 

The discourse continues on the city brand research area. There are a series of 

important publications by the scholars regarding the research domain from different 

disciplines, ome of them adopting a planning approach, as seen in Ashworth and 

Voogd (1990), while others use a marketing management approach, such as Gold 

and Ward (1994) and Ward (1998). The topic of city brand is not only discussed 

from the perspectives of marketing area, but also from technical and social points of 

view. The technical perspectives are delivered from the area of urban studies, mostly 
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in the urban planning research.  Discussion from the perspective of urban planning 

perspective was initiated by Healey and Williams (1993) and Kearns and Philo 

(1993). From the social perspective government policies and social engagement are 

the key concerns of city brand. The application of city brand is strongly related to the 

policies or regulation endorsed by the government, especially the local government.  

As stated in the study by Harvey (1989), Hall and Hubbard (1996), public policy and 

the government perspective play instrumental role in city brand. Broader social 

approach, especially from sociological perspectives are delivered by Lefebvre (1991) 

and Lash and Urry (1994). The initial discussion on city brand continued in more 

recent studies by the scholars such as Lucarelli (2012), Braun, Kavaratzis, and 

Zenker (2013), Leng and Badarulzaman (2014), and Florek (2015), bringing new 

points of view and angles in  the discussion. Lucarelli and Berg (2011) observed that 

the number of academic disciplines involved in city brand, include urban studies, 

tourism, planning, marketing, management, regional geography, politics, heritage 

and also psychology. 

 

The diversity of approaches, methods and outcomes regarding in city brand studies 

has been noted by Lucarelli (2012) who observes that city brand have been 

understood by different scholars as constituting both intangible and tangible elements 

that extend from a wide range of interests from the economic aspect to socio-political 

image of the city. The study itself reveals the complexity of city brand equity using 

three dimensional frameworks, namely the diverse brand elements, reported impacts 

and the application of methodologies. 

 



54 

The discussion on the concept and the different approaches has led to definition of 

city brand which refers to ways to market the city both from the marketer’s and the 

government’s perspectives (Braun, 2012). In his research, Braun suggests that the 

choice of branding by the city marketers might influence the decision-making 

process of the local government. This means that there is a connection between the 

marketer strategies and the government policies in terms of city brand. Another 

definition by Kavaratzis and Hatch (2013), conceives of city brand is a part of place 

branding. To them the current state of city brand deals with place branding. To a 

great extent, place branding is considered as a static view of place identity that can 

be easily communicated for the purpose of building popularity of the place. 

Therefore, city brand is a city identity construction to be communicated to the public. 

The authors argue that a better comprehension of the relationship between place 

identity and place brand will enhance the concept of city brand. The research 

suggests dynamic changes of place branding which calls for constant dialogue 

between the stakeholders involved in order to achieve the goal of the place branding 

of the city.  

 

The concept of city brand is interrelated with the place branding. It is a systematic 

imaging of the city to present itself both for its residents or the visitors. As stated by 

Dinnie (2011), global competition has created a condition where cities need to 

compete in attracting visitors. On the development of city brand, many objectives 

and the concepts of brand strategy are espoused from advertising practice. Such 

grand image-making exercise is based on the goals of urban development, 

regeneration and quality of life. Lucarelli (2012) stated that much of the published 

research about city brand originates in the disciplines of marketing and urban studies, 
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the two areas that have a tendency to run parallel to one another rather than taking 

intersecting interdisciplinary routes. The purpose of having a city brand is to create 

an image for the city that can be used as tool to attract visitors.  

 

There are many publications which provide theoretical backgrounds about city brand. 

Recent books on city, nation and region branding include those written by Anholt 

(2006), Avraham and Ketter (2008), Moilanen and Rainisto (2009), Govers and Go 

(2009), Dinnie (2011), and Kavaratzis and Warnaby (2015). All of them stated that 

city brand is a multidimensional discipline that can be looked at from various 

perspectives, especially marketing. Whereas most of the books on city brand are 

compilations of several cases, the more specific and particular focus on cities can be 

found in a growing body of journal articles. Articles which refer to general city brand 

concept include Evans (2003); Kavaratzis (2004); Gaggiotti, Cheng, and Yunak 

(2008); Harmaakorpi, Kari, and Parjanen (2008); Carlo, Canali, Pritchard, and 

Morgan (2009) and Russell, Mort, and Hume (2009). These authors agree that city 

brand is a part of destination marketing, using various approaches of analyses, 

qualitative and qualitative. The variables used in their research were drawn mostly 

from surveys of visitors and private businesses in tourism.  The parallels between 

city brand and the corporate branding concepts have been analyzed by various 

scholars, who have noted that the branding of cities and corporations share 

similarities in terms of complexity and wide range of stakeholders Parkerson and 

Saunders (2005), Trueman, Klemm, and Giroud (2004), Hankinson (2007), and 

Kavaratzis (2009). 
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City as a destination needs to develop itself based on what it can offer to the visitors. 

There are surely differences between one city to another, in terms of the type of 

visitors. As stated by Hospers (2003), the complexity of city brand comes from the 

obligation to address the needs of targeting different audiences, visitor types 

(Bickford-Smith, 2009), including sport fans (Chalip & Costa, 2005) fashion 

consumer (Martínez, 2007) and potential future residents (Greenberg, 2000; Zenker, 

2009).  

 

In terms of city brand development, Dinnie (2011) suggests that there is considerable 

body of the literature that are devoted to the concept of the creative city; creativity is 

needed to develop a sustainable city papers written by Hospers (2003), Healey 

(2004), Bayliss (2007) and Ooi (2008) have revealed that creativity is an important 

aspect of city brand development.  The concept of the creative city can be seen 

through the work of Florida (2010) who recommends that policy makers and 

government servants; need to attract more “creative classes” of people as residents in 

order to activate local economy. Creative class of people are the residents who work 

as architects, writers, scientists and others who raise new ideas in technology, 

tourism and others creative activities. According to Chang (2000) and Peel and Lloyd 

(2008), vivacious cultural life is one precondition in efforts to make the city more 

appealing to the creative class who may be persuaded to be the residents. 

 

Other important aspects of city brand are sound governance and a holistic approach 

to urban planning, as suggested by (Chang, 2000). Moreover,  Peel and Lloyd (2008) 

stated that one of the key success factors for city brand is the brand bring benefit for 

both the local people and the visitors.  The role of the government as the decision 
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maker and policy endorser can be influential (Glińska & Kilon, 2014). This means 

that governments are not only about the department that deals directly with the city 

brand such as the tourism department, but also other departments in the city. In this 

case, all the stakeholders of the city needs to work together to make the branding 

beneficial to everybody (Ashton, 2014). It is argued that the government’s creative 

and proactive actions in urban planning are needed to develop city brand. 

  

2.6.1 City Brand on Tourism Perspectives  

City brand is an important aspect in the marketing of a tourism destination. The role 

of city brand is to attract more visitors to the destination; this is an issue in the 

marketing of Surabaya as a destination. In order to understand the application of city 

brand in tourism, the concepts of tourism and visitor need clarification. As 

mentioned in Ibimilua (2009), based on Tourism Societies in 1976, tourism is the 

non-permanent, short-term movement of people to the destinations outside their 

place of origin, where they usually live, work and do their routine activities. The 

short stay at each destination might be based on the various reasons.  The more 

classic definition of tourism is brought by the League of Nations in 1937 as stated in 

Theobald (2004). The league defined tourism as movement of people traveling for at 

least twenty-four hours, thus the person is called visitor. If the individual travels 

overseas, s/he will be called foreign visitor. The concept was adopted by the United 

Nations, which amended this definition in 1945, limiting a maximum stay of six 

months for someone to be called a visitor who are involved in tourism activities. 

 

Tourism has emerged as major topic of discussion in the academic world since the 

1960s, since then a number of books and journal articles have discussed the 

http://en.wikipedia.org/wiki/League_of_Nations
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complexity of tourism. As mentioned earlier, there are major stakeholders in tourism 

development, namely visitors, tourism companies, government and the local people 

(Presenza & Cipollina, 2010). Each of the stakeholders has different roles in the 

process of development. To increase the relationships between tourism companies, 

visitor and the policy makers is one of the keys of destination development.  It seems 

that the public stakeholders, especially government has more important role for the 

management and marketing activities, compared to the private sector, due to the fact 

that the government holds more responsibility toward the regional tourism 

development, such as building infrastructures and maintaining public facilities, 

compared to the private sector. 

 

The connection between tourism and city brand in digital world is described in the 

study by Munar (2011). The study presented an analysis of the tourism‐created 

content in the digital world can bring impact toward destination branding process. 

Nevertheles, the image formation of the city brand can influence the behavior of the 

future visitor (Qu, Kim, & Im, 2011). This means that the visitor will behave 

accordingly based on what the destination is perceived by them. 

  

It is obvious that city brand is statement of intangible gravity that is used to market 

the city. The use of city brand is clearly related to the perceived image that the city 

has. It also influences the experience of the visitor while visiting the city. According 

to Qu, Kim, and Im (2011), the concept of city brand should merge with the 

destination image, so that the city is seen in association with something tangible. The 

study suggests the city has a distinctive image as a component of destination brand 

association. It is proposed that the overall image of the destination has great impacts 
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on visitors’ future behavior. In order to shape visitor behavior, there should be 

tangible aspects that can be seen, felt and experienced by the visitor. Such aspects are 

reflected through the landscape of the city, the attraction, the event and citizen 

behavior. Altogether, these elements create the experience of the visitor and support 

the development of tourism in the city. 

 

2.6.1.1 Landscape 

City brand is an important aspect of urban destination marketing. It is argued that 

city brand should represent the image of the city to the visitors. However, city brand 

that used to be based on landscape has gradually shifted. As stated by Riza, Doratli, 

and Fasli (2012), both visitors and citizens can be intensely swayed by the image of a 

city, because of the monumental building or iconic landscape. The paper discusses 

the contribution of iconic architecture toward the image of a city. This means the 

condition of the buildings, road and the surrounding area within the city are 

important in supporting city image. Therefore, city brand should be portrayed 

through landscape in order to support the formation of city image.    

 

The issue of sustainability plays an important role in support of the urban image. As 

stated by Rehan (2014), the sustainability of urban image is one of the most 

important aspects of city brand; any cities are trying to create visual landscapes, to 

develop a sustainable urban image. They integrate the non-physical elements such as 

the economic, social and cultural aspects and activities with the physical landscape of 

the city as a part of urban branding strategy. Urban branding is a new perspective on 

urban development which aims to create a sustainable city. City brand is a fresh 

feature in urban communication aimed at better marketing of the city. This can be 



60 

done by converting the visual image of the city into a brand image. The unique 

characteristics of the city are presented, while a sustainable urban image is 

developed.  

 

2.6.1.2 Visitor Attraction 

In order to turn a city into a tourism destination, there must be spectacular attractions 

in the city. In order to match visitor experience with the image of the city represented 

by the brand, the city must have various attractions. Chang, Chen, and Hsu (2012), 

observe that destination brand embraces brand elements that can lead to the 

formation of visitor’s impression toward the place.  The impression of the visitor 

comes from their experience while enjoying city attractions. Therefore the city brand 

used should also be reflected by the existing visitor attractions. For Lehto, Lee, and 

Ismail (2014), city brand should resonate with the slogan used to market the city. 

Their study reveals that visitor perception toward the destination may be evoked by 

the experience which shapes feeling toward the visitor attraction in the city.  

 

2.6.1.3 City Event 

Another category of attractions that can draw visitors to the destination are the 

events. There are number of events that run as visitor magnets. The city event itself 

can be categorized based on the scale and the type of event. Local event can attract 

visitors to the city, if they are marketed and packaged attractively. A major event of 

international scale will bring immense impacts toward the destination. In the world 

of tourism, events can be used to increase visitor awareness of a place, thus attracting 

them to visit. Some destinations try hard to be the host of international sport events, 
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such as World Cup or the Olympic games, in order to draw attention of global 

citizens toward a place. In terms of city brand, an events held in a city can be a 

reflection of the brand. As stated in a study by Yu, Wang, and Seo (2012), in China, 

hosting an international event can have positive impact on the city, though it may not 

be comfortable for the citizen. Thus, the staging of a big event in the city can make 

the visitor willing to travel from their place of origin to witness and participate in the 

event. This observation is supported by Li and Kaplanidou (2013) in their work 

which explored the effects of the 2008 Beijing Olympic Games on China’s 

destination brand perception, from the American traveller’s perspective. The study 

shows that the visitors’ destination perceptions can be influenced by the media 

covering the event.  The findings stress on the importance of the media in terms of 

the image development and market segmentation in international destination 

marketing.  

 

A study by Jose and Natalia (2014), shows that the experience of the visitor and the 

citizen during mega-events could bring an impact to city brand development. A 

successful city event can be perceived to increase the quality of life of the citizen as 

well as creating an added value for the visitors to the place. The study shows that big 

events are one of the ways to develop tourism in the city that eventually will lead to 

the increase in the quality life of the citizen. Events are a reflection of city brand that 

can be used as a tool to build the image of the city.    

 

2.6.1.4 Citizen Behaviour 

As one of the stakeholders in city brand, the citizen behaviour has affected tourism 

development in the area. As argued by Aitken and Campelo (2011), city brand must 
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be supported by the citizen, since it is a reflection of citizen identity and vice versa. 

The study suggests that a bottom-up approach is the most effective strategy in the 

creation of city brand. This should be taken as a requirement when developing place 

branding which can be reconstructed through the experience of the community. 

Citizen behavior exerts influence on the formation of the experience toward the 

place. The behavior includes the rights, roles, relationships, and responsibilities of 

the citizen toward the branding. Kemp, Williams, and Bordelon (2012) state that as 

the internal stakeholder, the citizen should assume a critical role in marketing the 

city. The article discusses the impact that marketing has on the citizen. It addresses 

how selected elements in marketing mix can influence destination branding, which 

leads to citizen participation in the process. Commitment of the citizen comes from a 

strong connection between branding and citizen efforts to develop the destination. 

Supportive citizen behavior can turn the brand to be aligned with the rhythms of their 

everyday life. This can make them champions of their city brand. This study finds 

support in work by Wu, Funck, and Hayashi (2013) which reveals that favorable 

attitudes of the local people or the citizen toward visitors can have critical impacts 

toward tourism development. 

 

2.7 Aspects of a City Brand 

As part of destination marketing strategy, the creation of a city brand has to consider 

many aspects related to city identity. It is argued that branding delivers a good 

starting point for city marketing as well as a solid framework to manage the city’s 

image (Leung, 2002). Therefore the process of deciding on the brand must be 

carefully considered by applying the right theoretical and practical approaches 

(Lhotáková & Klosová, 2009). There are three aspects of city brand that need to be 
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considered, namely, culture, people and the environment. As argued in Kavaratzis 

and Ashworth (2005) and Dinnie (2011), the formation of city brand needs to 

consider these three aspects in order to come out with an appropriate, acceptable and 

sustainable branding. The aspects of a city brand explain the reasons of stakeholders’ 

expectation toward the brand. In the study, the stakeholders may have different 

opinion in valuing the brand, those opinion are based on the following aspects of city 

brand. 

 

2.7.1 The Aspect of Culture in a City Brand 

In order to develop the city brand that can be acceptable to all stakeholders, the 

branding needs to consider identity elements especially culture and history. As 

concluded by Walker (2010) effective use of local history can enhance host 

community self-knowledge for the benefit of local people as well as outsiders who 

visit the place. The cultural and historical backgrounds of the city are relevant to 

identity conctruction of the city. Involving the community background is essential 

for sustainable city brand that brings local emotional attachment. Such sense of 

belonging is crucial for tourism development since the local participation is one of 

the success factors in tourism development. To achieve this, a communication 

strategy is needed so that essential local values will be recognized and celebrated 

within the community. With respect to culture in city brand, there is a need to 

develop local awareness of the host culture in the community partly through 

inscribing local culture in the branding; this would serve to increase the sense of 

belonging of the people toward the brand.  Thus, the people will eventually 

participate in the effort to promote the brand for the development of tourism in the 

area. 
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Hankinson (2004) discusses the perception toward places given that tourism 

destinations are associated with local history, heritage and culture. The images may 

have been formed over a long period as the result of exposure and influence of 

education, literature and the arts. In the study destinations mostly associated with its 

history, heritage and culture were found to be in the most prominent category. 

According to Rothschild, Alon, and Fetscherin (2012), while a city is still searching 

for an image, its glorious heritage has already attracted visitor. They argue that the 

city culture and history may not necessarily drain investment fund to support 

economic development, but it can be one of the important aspects that can support 

city brand. As such growing cities need to consider heritage, since images of the past 

may strengthen the establishment of a brand identity. By building on the legacy of 

the city development efforts by city administrators can produce particular 

characteristics of the branding that will support tourism development in the area. 

 

2.7.2 The Aspects of People in a City Brand 

Similar to culture, the aspects of people are important in the development of city 

brand. The people represent the host community for inbound visitors who are 

naturally interested in gazing at the local lifestyle and character. As stated in 

Spaargaren and Vliet (2000), lifestyle is a reflection of personality, which is related 

to local values and way of life. Lifestyle reflects personal identity, though the choice 

of lifestyle is voluntary. However, the social condition and the system in society can 

constrain lifestyle choices open to the individual. Thus, the geographical context of 

the community can determine the lifestyle of the society; urban lifestyle definitely 

will be different with the rural one. To a certain extent, urban lifestyle will bring 

impact to city brand, since it can be the frame of the brand. For instance, the urban 
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lifestyle is best represented by a dynamic and futuristic brand, while the rural 

lifestyle is represented by a natural or cultural brand. However, Sevin (2014) 

observes that most of the literature and practices of place branding concentrate on the 

brands at the expense of exploring the connection between the people and the 

physical images that characterize of the cities. The local characters are a reflection of 

action and attitude of the people. Clearly this needs to be considered as a critical 

element of the city brand.    

 

2.7.3 The Aspect of Environment in a City Brand 

Besides the culture and the people, one of the important aspects in city brand is the 

environment. This refers to the condition in the city itself that is related to the 

geographical condition and the landscape. Sevin (2014) explored the connection 

between the landscape or the environment. The paper introduces a consumer-centric 

and communications-based approach in city brand through the connection between 

cities, people, and messages. In the findings, it argues that understanding city 

landscapes can be beneficial as it allows program managers to measure the success of 

branding campaigns as well as managing future campaigns. This relates to the 

landscape of the city and the way to communicate to the public, especially visitors. 

 

As stated in Insch (2011), landscape can influence the concept of branding. The 

paper provides an example of green brands associated with the green destinations. Its 

objective is to spread the concept of green brands to destinations and to scrutinize the 

application. The paper also identifies the characteristics of green destination brand 

that lead to the concepts of destination branding and green marketing. Based on the 

findings the author proposed that a holistic approach to building a green destination 
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brand needs to consider the green essence of the nation's environment to avoid future 

problems. Rather than only taking a snapshot of a historical perspective, the brand 

should reflect the surrounding environment to enable the development of the 

destination's brand positioning strategy. A study by Hernandez and Lopez (2011) in 

Bogota, reveals that informal settlements can contribute positively to branding cities. 

This means the real condition and setting of the city, such as building, landscape and 

resident housing can help to enrich city brand. The effort to cover these areas that are 

not presentable to the visitor is not only difficult because of their size, but also not 

necessary. Therefore, presenting the real condition of the environment is important in 

city brand, but it needs to be thoroughly considered and well planned for tourism 

promotion. 

 

2.8 Key Success Factor in Tourism Development  

City brand implementation by stakeholders, in the process of destination 

development is highly affected by several factors. There are factors that are crucial to 

destination development. Those factors become the key success factors in developing 

a destination. The term of key success factor commonly refers to as critical success 

factors. This area has been discussed by a large number of researchers. There are 52 

relevants academic publications that were found online using the key words of ‘key 

success factors, key factors and success factors’ in tourism context between the years 

1985 and 2015, as stated by Marrais, Plessis and Saayman (2016).  The term of 

critical success factors were originally applied it the field of Information and 

communication tecnology systems. However, it has been extended to a broader 

approach to management and other fields.   
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The term crictical success factor strategy was firstly used by Daniel (1961), as a 

means to classify critical information needs of managers. It is a top-down 

methodology applicable for corporate strategic planning. This also highlights the key 

information requirements by the top management (Byers & Blume, 1994). There are 

three to six factors that determine success within each industry, and these key factors 

should be applied effectively in order to a company to be successful, as initially 

stated by Daniel (1961). For years, determining critical success factors has become a 

crucial standard in strategic management (Black, 1990); Grunert & Ellegaard (1993); 

Nieh and Pong (2012).  

 

Critical success factors constitute few things that must go well or right in order to 

guarantee success, for the business to flourish, and attain the goals of management 

(Avcikurt et al., 2011). Thus, critical success factors can be in limited areas, 

characteristics, circumstances, conditions, events, activities, strategic elements, or 

variables that require particular attention due to their importance. All of them must 

be properly maintained, sustained, and managed in order to give a significant impact 

on the success of an event, individual, department and organization objectives 

(Williams & Saayman, 2013). In the context of city brand implementation, the key 

success factors will be evaluated in terms of collaboration among stakeholders. In 

order to be successful in implementing city brand, there are key factors that needed 

to be created, applied and maintained in the process of stakeholder participation. The 

presence of cooperative spirit, dedication to local identity and willingness to 

contribute energy in stakeholder participation may become crucial to building a 

strong city brand that can boost the destination development in the area.        
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2.9 Tourism Collaboration  

Collaborative network in tourism is viewed when the synergy among stakeholder has 

developed. Stakeholders such as hotels, tourism operators, property companies and 

local authorities contribute resources to develop a tourism product.  In order to gain 

more benefit to potential clients, they must work together (Palmer & Bejou 2005). 

Collaborative network is a long-term co-operative effort needed by the stakeholders 

to plan and share their individual and mutual goals.  As stated by Logsdon (1991), 

each partner needs to perceive benefits that can be derived from their collaboration. 

To participate in collaborative efforts in tourism development, there are several 

aspects that needed to be considered, namely trust, commitment and communication.  

 

In stakeholder collaboration context, trust is frequently used in conjunction with 

networks and social norms (Cook, 2005). As stated by Crotts et al. (1998), building 

trust in a relationship is similar with building block. It is a factor that limits 

exploitation and facilitates exchange. Moreover, trust had been defined by Moorman 

et al. (1993), as the willingness to rely on an exchange partner.  Trust can also be 

described as a belief, a sentiment, or an expectation about an exchange partner 

resulting from the partners’ expertise, reliability and intention. Trust seems to be 

crucial in hotels and travel agents relationship (Diego & Juan, 2000). Moreover, 

Morgan and Hunt (1994) have agreed that trust is a causal antecedent to 

commitment, while communication was found to be a vital dimension of relationship 

quality. Sigala (2004) considers trust as a connector in a relationship; as it reduces 

transaction costs and fosters information sharing. Trust is a mechanism based on 

shared values and norms supporting the collective collaboration among stakeholders.  
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Commitment is considered as an integral part of a long-term relationship. Anderson 

and Weitz (1992) defined commitment as the desire to make an effort to preserve the 

relationship, which is perceived as being sufficiently worthwhile. Researchers 

consider that commitment is central to successful inter-organizational relationships, 

in achieving efficiency and generating benefits.  As tourism stakeholders, as stated 

by Schulz (1994), committed hotels seem to gain relatively more reservations from 

the relationships between hotels and travel agents. Moreover, in terms of 

transactional cost and potential costs, these can be minimized if the participants show 

commitment to their network relationship (Williamson, 1985). To protect a 

commitment, the concerned stakeholder must have a similar definition, strategies to 

handle the problem they are facing.  

 

Communication is also important in collaboration among stakeholders.  

Communication includes an exchange of information or an exchange of know-how 

among organizations. In communication, exchange of information is a two-way 

process to achieve shared goals and mutual understanding (Dwyer et al., 1987). 

Communication can be done using online and offline platform. However, this will 

also mean that communication may lead to conflict due to misinterpretation and 

reciprocal dissatisfaction (Sigala, 2004). In the Surabaya context, trust, commitment 

and communication among stakeholders are needed to implement city brand as well 

as creating business sustainability in the framework of destination development. 

 

2.10 Tourism Development in Indonesia 

Indonesia had a long history in tourism development, which could be drawn back to 

the 8th century; when there were several kingdoms which existed across the 
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Indonesian archipelago, especially in Java. According to Krisnandhi (2010), the 

notion of service and hospitality practice connected with travelling activities can be 

seen through reliefs in major temples, such as Borobudur,  which depict mundane 

objects such as drink and food stalls. Some panels describing lodging can be seen 

from a relief that shows a building with people dancing, drinking and having a good 

time. The record on history of travel in Indonesia was written in the epic literature 

called “Nagarakretagama”. This manuscript during the era of Majapahit Kingdom, 

reported that King Hayam Wuruk travelled throughout Majapahit realm around East 

Java accompanied by the large number of carriages, along with his nobles, officials, 

royal courtiers and servants. This tradition of royal tour later became common 

practice among kings and queens. Such expeditions are comparable to modern day 

tours the the royalty visiting a number of interesting places such as temples, beaches 

and mountains. During the journey the royal entourage also had bath in bathing pools 

called “petirtaan”.  This tradition continues until the beginning of the Dutch colonial 

period.   

 

Institutionalized leisure and hospitality activities were introduced during the Dutch 

era. Later on, rest houses were built throughout the Dutch East Indies to cater to need 

for lodging, entertainment and leisure activities for the domestic visitors, such as the 

rich merchants and the plantation owners (Cribb, 1995). Colonial heritage hotels 

equipped with dance hall, live music and fine dining restaurants were established in 

urban areas, in the 19th century. The hotels, such as Hotel des Indes in Batavia 

(Jakarta) were established in 1829; in Bandung the Savoy Homann Hotel was 

established in 1871, while Hotel Oranje in Surabaya was established in 1910 together 

with Hotel De Boer in Medan. Since 19th century Dutch East Indies had attracted 
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visitors from The Netherlands. As stated by Meulendijks (2017), the first national 

tourism bureau in Indonesia was the Vereeniging Toeristenverkeer. This bureau was 

established by the Governor General of Dutch East Indies in early 20th century. The 

head office was in Batavia under the name of “Koninklijke Nederlansch Indische 

Luchtfahrt Maatschapijj” (which was part of KLM). In 1929, KLM began to fly from 

Amsterdam to Batavia. Efforts to promote destinations in the Indies started in 1913, 

by “Vereeniging Toeristenverkeer”, through a guide book which provided detail 

information on tourism places. That inception stage led to a steady growth of 

international tourism in Indonesia, especially in Bali. Later on Bali became known 

among international visitors resulting in increase of foreign visitor arrivals by more 

than 100% in 1927.  

 

During World War II, tourism industry in Indonesia experienced turbulent times, 

especially during the Indonesian National Revolution and the early years of the 

Soekarno reign. Thus, on 1 July 1947, under the order of Soekarno, the first 

Indonesian President, Indonesian government tried to revive tourism sector by 

establishing HONET (Hotel National & Tourism) led by R. Tjitpo Ruslan (Andajani, 

Pratiwi, Yati, & Indrawati, 2018). The activities of HONET, were mostly focused on 

taking over management of colonial heritage hotels in Java. These hotels were then 

known as "Hotel Merdeka". In 1949, after the Round Table Conference between the 

Dutch and Indonesians, HONET changed name into NV HORNET. Meulendijks 

(2017), mentioned that in 1952, President Soekarno created the Inter-departmental 

Committee on Tourism Affairs. This department was responsible for exploring the 

possibility of establishing Indonesia as a world tourism destination. 
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The movement for fomenting national pride and identity was reinforced by 

Soekarno, in the late 1950s and early 1960s, through among others developing grand 

multi-storied international standard hotels and beach resorts, namely Hotel Indonesia 

in Jakarta, Ambarrukmo Hotel in Yogyakarta, Samudra Beach Hotel in Pelabuhan 

Ratu beach West Java, and Inna Grand Bali Beach Hotel in Bali.  It was during this 

period that Soekarno coined Sanskrit terms for tourism replacing “toerisme” with 

“pariwisata” which was categorized into “wisatawan nusantara” for domestic visitors 

and “wisatawan mancanegara” for international visitors.  The era of political and 

economic instability in the mid-1960s brought Indonesian tourism demand to its 

lowest level. However, in this era emergent beach popular destinations were found in 

Bali, particularly in the small village of Kuta. In the 1960s, Kuta evolved to be an 

important transit vacation rendezvous for backpackers on the overland trail between 

Australia and Europe, making it a hidden secret for surfing (Onda, 2011).  

 

As stated by Andajani et al. (2018), in 1969 the Indonesian Government introduced a 

Presidential Decree on Indonesia Tourism Rules and Regulation. By the launching of 

“Kepres Nomor 30 tahun 1969” on 22 March 1969, all tourism development 

activities were to be planned by “Dewan Pariwisata Nasional”, or so called National 

Tourism Board. The member of this board was taken from several minister offices 

with recommendation from the president in 1969. The first Indonesian tourism 

objectives were promulgated as follows: 

1. To earn tourism revenue as an avenue for economic prosperity by providing 

jobs, business opportunities besides developing other sectors.  

2. To introduce the beauty of Indonesian culture and nature to the world. 

3. To foster international friendship and brotherhood with other countries.  
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In order execute the planning by DEPARNAS, another body was created, which is 

BAPPARNAS. This is a National Tourism Development Body, which consisted of 

government and the business sectors as tourism stakeholders. Thus, the development 

of tourism in Indonesia continued in the early to mid-1970s. This was indicated by 

the establishment of standard hotels and visitor facilities in Jakarta and Bali (Dahles, 

2001). Later on, Yogyakarta became a popular visitor attraction in Indonesia, after 

the completion of Borobudur restoration project in 1982. From the period of the New 

Order in the Suharto era, until now, tourism sector has evolved to be one of the most 

important strategic development goals in Indonesia. All reigning Indonesian 

presidents, namely BJ Habbie, Gus Dur, Megawati and Susilo Bambang Yudhoyono 

have tried to increase the number of international visitors coming to Indonesia by 

launching several programs such as Visit Indonesia Year and introducing several 

brands to promote Indonesia. In upcoming 2019, under the president Joko Widodo, 

the target international visitor arrival is doubled up to 20 million visitors. This 

certainly demands hard work, synergy and participation from all tourism 

stakeholders in the country.  

 

2.10.1 The Concepts of “Sapta Pesona”  

In 1991, Indonesian government launched a marketing campaign to promote 

Indonesian tourism. At that time, in the era of Joop Ave, the program of “Visit 

Indonesia Year 1991” was introduced. This program brought positive impact to 

Indonesia tourism development. (Dahles, 2001)), stated that following the successful 

promotional program a movement called “Sapta Pesona” was subsequently initiated 

by Department of Tourism, Post and Telecommunication which was led by Susilo 

Sudarman.  “Sapta Pesona” is a national program that aims to raise the awareness of 
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Indonesian people about the importance of tourism for the country which called for 

participation of all tourism stakeholders. “Sapta Pesona” was a credo that became the 

guideline for all tourism employees in Indonesia. It was then used as a hospitality 

motto for most hotels and tourism businesses in Indonesia. 

 

“Sapta Pesona” embodies hospitality values intended to be upheld and practiced by 

all tourism stakeholders. “Sapta Pesona” refers to the seven charms that aim to make 

Indonesian society a good host especially for the international visitors. The symbol 

of “Sapta Pesona” is the smiling sun that symbolizes the spirit of life and happiness 

(Adams, 2005). The seven values of “Sapta Pesona” are:   

a. Security 

This value calls for all tourism stakeholders to create a safe environment for all 

visitors. Everybody needs to help make sure that visitors coming to Indonesia 

are protected from any danger while staying in the country. 

b. Orderliness  

This value suggests that all the stakeholders to be consistent in providing good 

services and products for the visitors. The habits of obeying the rules that occur 

in all places, such as queuing, especially in tourism needs to be practiced. 

Punctuality and promptness of service must also be observed at all time, 

especially when handling international visitors.  

c. Cleanliness 

The host community must maintain cleanliness of all public places, especially 

the accommodation facilities, public transportation and toilet. Everybody needs 

to make sure that cleanliness is kept all the time for the comfort of the visitors. 

This includes clean water, air and visual.  This means all the personnel that cater 
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to the needs of visitors must maintain their grooming and appearance in front of 

the visitors.  

d. Comfort 

There is a need to maintain the serenity of the destination. This will bring the 

feeling of peace, comfort and harmony to the visitors. Maintaining the greenery 

of public places and keeping the area fresh and healthy is something essential for 

attracting visitors. 

e. Beauty 

There is utmost value in creating and maintaining the beauty of places, 

especially in the visitor area. Every stakeholder involved in tourism must help 

out to keep the beauty of the place, by looking after the esthetic and artistic 

aspects of the surrounding area of visitor attraction. The uniqueness of 

Indonesian beauty has to be well presented in any products and services given to 

the visitors.   

f. Hospitality 

The value of warm hospitality has to be practiced all the time by everybody 

involved in tourism. All the visitors coming to the area must be greeted and 

welcomed with warm gesture and sincere smile. All the stakeholders have to 

show genuine attention to all visitor needs. Every complaint and problems that 

may occur should be handled with care without emotional response. All the 

visitors must feel that Indonesia is a friendly nation where everybody is good to 

everyone regardless of identity differences. 

g. Thoughtfulness 
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This is the value that suggests every visitor must have good memory about 

Indonesia. The experience of the visitors should be a number one priority. By 

providing good services and products to the visitor it will make them remember 

Indonesia all the time. This memorable experience can also be translated into the 

creation of good quality souvenirs that can be taken back home by the visitor. 

The quality of the souvenirs may trigger the creation of memorable experience 

after the visitors have gone back to their homeland. The people living around the 

visitor area can use this opportunity to provide good products for the visitors. 

This will also stimulate the local economy around the visitor area. 

 
Figure 2.2 Sapta Pesona Symbol 

 

All the values of “Sapta Pesona” are the things that all tourism stakeholders can 

participate in order to support marketing the destination to the visitors. Each value 

represents the mindset, attitude and set of actions that need to be practiced by the 

tourism stakeholder in order to develop tourism in the region. This credo will be the 

one of the indicators used to value the awareness and the level of participation of the 

stakeholder toward tourism development.   
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2.10.2 The Establishment of “Sparkling Surabaya” as the City brand 

As the second biggest city in Indonesia, the existence of Surabaya is important as the 

hub for Eastern part of Indonesia. For years, the city had been the economic center 

not only for East Java Province but also for the entire eastern part of the country. The 

history of Surabaya city, could be drawn back to the time of ancient kingdom up to 

the Dutch colonial era. There are many heritage buildings, sites and areas well spread 

in the city. During the Indonesian struggle for Independence, the city witnessed the 

appearance of many national heroes. For that reason the city of Surabaya is also 

known as the city of heroes in Indonesia.  

 
Source: http://www.indonesia.travel/gb/en/maps 

Figure 2.3 Location of Surabaya 

 

Geographically, Surabaya is a harbor city. However, Surabaya does not have white 

sandy beaches to offer yet it has wide stretch of green mangrove forest on the sea 

shore.  It used to be a manufacturing city, where there were many factories beside its 

function as a trade city, with traders coming from other parts of Indonesia to find 

goods to be sold outside Java. The city income is mostly from manufacturing and 
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trade. The city later developed to be a metropolitan city, where services industries 

flourished. Then in 2005, the Biro Statistic Surabaya recorded a shift in economic 

base from commodity trading as the main sources of revenues; from 2003 onwards 

the biggest revenue of the city comes from services and trade. Taxes from hotels and 

restaurants are among the biggest contributors to city income. Thus, tourism sector 

became important and attracted the attention of the government. 

 

In 2005, the Surabaya City Mayor established a tourism promotion board, called 

Surabaya Tourism Promotion Board (STPB). The team consisted of private 

businessmen, the government and an academician. The private sector is represented 

by hotels, travel agents and tourism organizations. The government is represented by 

the tourism office and the academician represents a university that has a tourism 

program.  

 

As mentioned in Anshori and Satrya (2008), the function of Surabaya Tourism 

Promotion Board is to plan, organize and execute the tourism promotion program for 

Surabaya. This is an independent body with full financial support from the 

government and reports directly to the Mayor. In order to promote tourism in the 

city, Surabaya Tourism Promotion Board decided to establish city brand for 

marketing purposes. The effort to create the brand started with the idea of “Sparkling 

Surabaya” designed by the tourism academician in the city, Agoes Tinus Lis 

Indrianto (Jawa Pos, 2010). After the birth of “Sparkling Surabaya”, the creation of 

the logo and the meaning of it is formulated by STPB. It was developed by the 

support of all the STPB members, initialy funded by the government to produce 

campaign and promotional material using the brand. It has been the brand of 
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Surabaya from end of 2005 until today (Anshori & Satrya, 2008). The following is 

the logo of “Sparkling Surabaya” along with the meaning: 

 
Source: Anshori and Satrya (2008) 

Figure 2.4 “Sparkling Surabaya” Logo 

 
 

Basically the stars represent the administrative area of Surabaya that has different 

characteristics, in terms of tourism objects and its function. 

• The Gold Star represents the South of Surabaya, as the main gate of Surabaya. 

This area is also an industrial district where many factories are located. The main 

visitor attraction in this area is the Surabaya Zoo which is the largest Zoo in 

Indonesia.  

• The Blue Star represents the North of Surabaya, as the harbor front and the center 

of the old city. This area is full of old “kampoeng” and heritage buildings. This 

part of the city is also known as the cultural and the heritage center of Surabaya. 

The main attraction in the area is Ampel Mosque, Traditional Harbour of Kalimas, 

Dutch Colonial Buildings and the House of Sampoerna Museum.  

• The Yellow Star represents the East of Surabaya that has the beach and the 

longest bridge in Indonesia, connecting Java and Madura Island. This area has the 

main attraction, such as the Kwan Im Statue and the Four Faces Buddha Statue.  
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• The Orange Star represents the West of Surabaya, as the place where luxurious 

living and shopping facilities are located. This area is filled with international 

standard golf courses and shopping malls. This place is the upper middle class 

residential area. 

• The Red Star represents the Central Business District (CBD) of Surabaya. This is 

the center of business, trade and services. Many office and government buildings 

are located here, as are most of the skyscrapers of the city.  

 

As Anshori and Satrya (2008) stated the use of “Sparkling Surabaya” as the brand is 

to conjure a comfortable place to live and a nice destination to visit. The word 

“Sparkling” reflects the charm of the city through the lives of the people, the culture 

and the site specific activities that can be found in Surabaya. The data from the 

government tourism office shows that there are 40 tourism objects located in the city, 

including attractions run by the government, the private sector and the local multi-

ethnic communities. They stated that synergy is the keywords to develop tourism in 

the city. It is common today for the city to initiate promotional programs which 

involve participation of the all stakeholders. Communities should understand that a 

brand is not just a logo. They need to understand the importance of it; that it is all 

about the value of creating a promise.  

 

A destination should also be about a promise. A destination’s promise to visitors who 

come purportedly to share in the core attributes that a destination owns or desires to 

own. All stakeholders should have at least three promises in their participation of 

destination development: something will be done, there is an expressed emotional 

assurance and there is a perception of future excellence and achievement (Knapp, 
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2008). Three primary questions toward honoring the promises are: what kind of 

experience should the destination be about? What differentiates the products and 

services from competitors? And what is it that is so special about the value offered to 

the stakeholders? Any answer in the affirmative will go a long way toward the 

fulfillment of the promises broadcasted in the branding exercise. In this sense city 

brand is a foundation for guidance, direction, and expectations of guests, employees, 

and stakeholders. Moreover, everyone understands how to “think like a guest.” 

 

A brand is a promise of satisfaction (Healey, 2004). Therefore, the primary use of the 

word “brand” has a commercial application. It is argued that brands have been 

successful because people want them; to perform well, every organization needs to 

protect its reputation and their corporate value. Knapp (2008) states that brands are 

an asset that should be created, developed, and managed with great care and due 

diligence.. A brand is like a metaphor about unwritten deal between a seller and a 

buyer, a performer and an audience, a tourism destination developer and a visitor. 

Therefore the participation of the tourism stakeholders in Surabaya can have a great 

impact emanating from the use of the brand. Their reaction, attitude and support 

toward the branding program can have significant impact on tourism development in 

the city 

 

 

 

 

 



82 

2.11 Research Framework 

 

 

 

 

 

 

 

 

 

 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 2.5 Stakeholder Participation in Implementing a City Brand 
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The above figure provides the framework of how this research is conducted. City 

brand has the element of culture, people and environment inside it. This means that 

there are many parties involved in the process of creating the brand. In the case of 

Sparkling Surabaya, this brand had been created and used through out the years to 

promote the city with support of the stakeholders.  In terms of the implementation 

city brand, there are four main stakeholders that play significant role, namely 

government, business people, citizens and the visitors themselves (Klijn, Eshuis, & 

Braun, 2012).   Thus, the city brand application performed by the stakeholders can be 

reflected through the city landscape, visitor attraction, the events and the behavior of 

the local residents toward visitors.  

 

The kind of the participation of stakeholders may vary; there are groups of 

stakeholders who are having dominant and less dominant role in the process. The 

governments are analyzed from the policies, city landscape and infratructures.  Thus, 

the business people are analyzed from the facilities, attraction and the services that 

they provide to the visitors. The citizen role is seen through their behaviour toward 

visitors and participation toward events. Meanwhile, the visitors are analyzed based 

on their awareness about the brand. The form of brand implementations also reveals 

the key success factor of implementing the city brand. In the process of participation, 

one stakeholder will need to collaborate and work together with the others. 

Therefore, it needs a communal action and strong commitment among the 

stakeholders. The success of city brand that lead to tourism destination development 

needs consistent collaboration of stakeholders in the city. This issue will be explored 

and analyzed comprehensively in this study.   
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2.12 Summary 

The issue of stakeholder participation in a city brand for the purpose of tourism 

destination development has been widely discussed by academics and researchers. 

Most of the perspective of destination branding is taken from a marketing point of 

view. There are several concepts and definitions of stakeholder, social networks and 

city brand, which relates to tourism development. One of the most important factors 

in successful city brand is the participation of all stakeholders. There are several type 

of stakeholder, the one used in the study is the definitive category. This means that 

the stakeholders have the power, legitimacy and proximity to implement city brand 

to develop tourism in the city. 

 

There are several pull factors that can make a city into a tourism destination, namely 

the landscape, the visitor attraction, events and local people behavior. Those factors 

can influence the perception of the visitor about the city. Therefore, city brand 

application is expected to be seen in those factors. A city brand itself has to fulfill 

three aspects, which are culture, environment and people. These aspects are used by 

the stakeholder to value the brand.   There are various studies discussing how the city 

brand should be created and how its affect the destination. Nevertheless, there is 

limited study done comprehensively on how stakeholders implement the city brand 

that enable to boost the development of tourism in the city. 

 

In Indonesian context, stakeholder participation in tourism can be traced back to the 

early period of Indonesian tourism history. The current interpretation of “Sapta 

Pesona” shows how important participation of stakeholders is, especially the private 

businessmen and citizens in contributing to tourism development. Using different 
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kinds of marketing campaigns and branding, Indonesian destinations nation-wide has 

experience an increase in the number of international visitors every year. In the case 

of Surabaya, one of the main components that boost the tourism development in the 

city is the use of a city brand by the stakeholders in promoting the destination. 

 

The discussion of this study focuses on the participation of tourism stakeholders in 

city brand implementation. Using the case study of “Sparkling Surabaya” this study 

analyzes the application of the brand on various aspects of the city, such as city 

landscape, visitor attractions, city events and the people. The study also uses the 

perspectives of the culture, people and environment to consider the opinion of 

stakeholder about the brand. The success of city brand itself presumably depends on 

the four major tourism stakeholders related to city brand, namely, government, 

private businessmen, local citizen and visitors in the city. The kinds of stakeholder 

participation and which stakeholders are the dominant and less dominant are being 

analyzed in the study. This study also reveals the key success factors and 

collaboration platform among stakeholder that are effective to be used in city 

branding implementation. The nature of stakeholder participation may reflect the 

success of city brand implementation to develop the destination. However, city brand 

programs should be visible, actively pursued and supported by all stakeholders in the 

city. 
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CHAPTER THREE 

METHODOLOGY 

3.1 Introduction 

This chapter explains how the data about stakeholder participation in a city brand 

implementation was collected, analyzed and presented. This involved the approach 

used in the research, as well as the techniques and instruments in collecting data. 

Qualitative approach was used throughout the process. It stressed on the observation 

of the phenomenon and the understanding of human behavior naturally. The 

characteristics of qualitative study are subjective, deep and grounded. The aim is to 

discover the phenomenon and describe it using inductive approach. It focuses more 

on the process rather than the result. The data collected is presented descriptively and 

may not be generalizable, yet can still be used to explain the phenomenon addressed 

in the research questions. This chapter also includes a detailed framework on how 

this study was conducted. This means there were several techniques that were used in 

this study such as content analysys, in-depth interview, focus group discussion and 

participant observation. Qualitative research is distinguished from quantitative 

research since it concerns more with explaining the meaning of the spoken word and 

textual data, than numerical data (Creswell, 2009). By using qualitative approach, the 

multiplicity of perspectives of the tourism stakeholders and the nature and 

significance of their roles and participation in implementing Surabaya city brand 

were captured. 
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In the following subsection, the research design is presented. The structure and the 

strategy of investigation were described. The main sources of data collecting were 

content analysis, in-depth interviews, focus group discussion and participant 

observation. Analysis on the government reports, documents and academic and non 

academic publications are conducted to provide deep understanding about the issue. 

The interview was conducted in unstructured manner among the stakeholder who 

were the key players from the private sector and the government. Thus, visitor guides 

and tourists were interviewed to reveal the tourist perspectives.  The focus group 

discussion was used to gather data from the citizen, represented by the group of 

people living around the tourism objects; they were involved directly and indirectly 

in tourism development in Surabaya. Prior to the interview, a background check on 

the informant was made in order to ensure that the informants were the key persons 

who were qualified as the source of information for the interview. Last section, the 

technique of data analysis was explained further. 

 

3.2 Research Design 

Research design is the master plan of a research. It consists of the structure and 

strategy of investigation to obtain answers for the research questions. The plan is a 

complete scheme of what the research will do to collect, analyze and present the data 

(Creswell, 2009). The function of the research design is to frame the whole research 

process with a focus on the problems that need to be addressed. As Silverman (2013) 

described, research design relates to the identification of procedures and 

requirements needed to conduct a research. This also ensures the quality of the 

procedures, such as validity, accuracy and objectivity. It includes how data is to be 
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collected, what kind of research instruments and conceptual approach is engaged, 

and how the tools for the study are to be used.  

 

In this study the research process started with locating and gathering the relevant 

literature, such as research reports and journal articles, academic books and other 

publications within the relevant subject area. This covered the area of stakeholder 

participation, destination development and detination branding, especially relating to 

city brand. Literature was searched on the participation of stakeholders in city brand 

implementation, especially on the practical aspects of how participation leads to 

destination development. The next step is to identify the study objectives, the 

research questions, scope of the study and key concepts. The key concepts here 

referred to the factors that were used to analyze the data that had been collected.  

 

The data about the activities of stakeholder in implementing a city brand was 

collected and analyzed qualitatively. The in-depth interview was done by 

interviewing key informants on the specific issues related to the topic. This study 

conducted a focus group discussion with one group representing the citizen who is 

called the “Kelompok Sadar Wisata" (POKDARWIS). This group of resident 

represents the community living around the tourist attraction in Surabaya. In-depth 

interviews had involved 15 key persons from the business sector, government, visitor 

guide and the visitors. The selection of the key informants involved reviewing 

personal portfolio and description of activities related to their responses to the city 

brand initiatives of Surabaya.   The result of the interview was reconstructed in the 

process, to find the patterns participation that can influence tourism development in 

Surabaya. 
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3.3 Case Study 

This work was based on a case study, which means analyzing one condition in 

certain geographical location with specific issues as stated in Baxter and Jack (2008). 

The case study research can be done by using either qualitative or quantitative 

approach. However, a case study which focuses on gaining an in-depth 

understanding of a particular entity or event at a specific time is an appropriate form 

of qualitative research which is adopted for this study. Willig (2001) stated that a 

case study is not characterized by the methods used to collect and analyze data, but 

rather in its focus on a particular unit of analysis: a case. Case study can be limited in 

some different ways by examining specific individual(s), organization(s), school(s), 

department(s), or event(s). In this regard, the data that is presented for case study is 

usually collected from a variety of means: interviews, observations, audio and video 

data, and documentary collection (Baxter & Jack, 2008). The objectives of data 

collection through a variety of means are to enhance the theory generating 

capabilities of the case. In addition, providing an additional validity to statements 

made by either the researcher or the participants in the case is another goal. The 

discussion about the issues raised in the case study attracts the researcher to get 

involved or be a part of the city brand implementation in the frame of Surabaya 

destination development.  

 

There are three types of case study, as classified by Stake (2006), namely the 

intrinsic, instrumental and  collective case study.  

● The intrinsic case study does not attempt to generalize beyond the single case or 

even to build theories. It is in the interest of ordinariness. This is the only type of 

case study that aims to give a description of the case. 
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● The instrumental case study delivers insight into an issue or reviews a 

generalization.  Though the selected case is studied in-depth, the main focus can 

be on something else, such as the impacts or the implications. 

● The collective case study is a number of cases examined conjointly, to examine 

a common research question.  

 

Thus a case study in qualitative research is expected to be built upon some concepts 

which are developed as a result of the study. Empirical issues may emerge in case 

study along with the theoretical concerns. The case study should be interesting, 

present adequate evidence, complete, alternatively consider different points of view, 

written in interesting language and engage the readers. The most important thing is 

that all categories of case study potentially contribute to the production of scientific 

knowledge. This study was not strictly fall into one of the categories, it used the case 

study of Surabaya to describe the in depth process of stakeholder participation in 

implementing the city brand. The result may not be applicable on others cities, but it 

can be generalized regarding the impacts and the platform of the stakeholder 

participation that can boost the destination development.    

 

3.4 Ethnography 

Ethnography is a method of social science research that strongly believes in personal 

closure, experience, and participation during the observation. As explained by 

Creswell (2009) ethnography is a qualitative design in which the researcher describes 

and interprets the shared and learned patterns of values, behaviors, beliefs, and 

language of a culture-sharing group. The method usually includes an intensive study 

of culture and language field within single domain that involves the combination of 
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historical methods, observations, and interviews. Ethnography was originally rooted 

in anthropology and sociology. However, recent researchers carry out ethnographic 

research in many forms. It can be applied in studies on education, public health, rural 

and urban development, consumer and consumer goods, as well as any other social 

topic including tourism. 

  

Ethnographic research can also be approached from the point of view of preservation 

of art and culture, and is more of a descriptive rather than an analytical effort. Most 

of the research focuses on a society, but not always geographically specific. It can 

also pay attention to work, unemployment, and other aspects of society. The method 

involves the selection of informants who know and have a view or opinion about 

various community activities. As stated by Brewer (2000) ethnography is a form of 

research that focuses on the meaning of sociology through closed field observation of 

sociocultural phenomena. As both a process and an outcome of research, Murchison 

(2010) states that ethnography is a way of studying a culture-sharing group as well as 

reflections on the final written product of that research. Thus means ethnographic 

research is a qualitative study in which a researcher describes and interprets patterns 

together and learns the values, behaviors, beliefs, and languages of various groups.  

 

Ethnographic work requires the researcher to follow several procedures. According 

to Creswell (2009), there is no single way of ethnographic practice but in general the 

research procedures are as follows: 

a. Determine whether the problem can be best studied using an ethnographic 

approach. Ethnography describes a method suitable for the study of a cultural 
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group that focus on belief, language and behavior (realist ethnography); or on 

criticizing issues of power, resistance and dominance (critical ethnography). 

b. Identify and determine the location of the cultural group to be studied. Group 

should combine people who have been together for a long time because the 

subject to be studied is patterns of shared behavior, thoughts and beliefs. 

c. Choose a cultural theme or issue to be learned from the group chosen for the 

study. This involves the analysis of cultural characteristics of the group. 

d. Determine the type of ethnography that is suitable for learning cultural concepts, 

patterns and behavior. Is it realistic ethnography or critical ethnography? 

e. Gather information from the field about the life of the group. The data can be 

gathered through observation, measurement, survey, interview, content analysis, 

audiovisual, mapping and network study. After completing fieldwork the data 

from field notes are sorted and analyzed. 

f. The last of stage is writing about the whole picture or portrait of the cultural 

group both from the point of view of the participants and from the perspective of 

the researcher him/herself. 

 

In this study, the groups of stakeholders in Surabaya are the objects of analysis. 

Personal and professional relations with the informant become important social 

capital which can facilitate data gathering. The mundane activities of the 

stakeholders may vary over a long period of time. Thus, interaction with stakeholders 

allows the author to gain insights into the process of developing the destination 

through activities which are best understood using this method. Participant 

observation is an important part of the ethnographic study. The researcher had been 

involved in the process city brand implementation in Surabaya for more than a 
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decade. The relationships between the researcher and the informants as the object of 

the study had been established since 2005. The researcher was thus part of the 

stakeholders in developing a tourist destination and promoting the city brand of 

Surabaya. The researcher entered the study area as a natural setting where he was 

able to interact spontaneously with other stakeholders.  

 

In the context of culture, the attitudes, reactions and behavior of other stakeholders 

are derived from the particular cultural background of each individual and group of 

orientation. The characteristics of the people of Surabaya, which is clearly communal 

at the outset, shows that participants are a determined lot, generally possessing the 

ability to communicate directly and are highly motivated to contribute ideas, 

opinions and even dreams on the development of Surabaya as an international tourist 

destination.  The way stakeholders respond and participate toward the destination 

development process can be a reflection of the culture of the city. The use of city 

brand, “Sparkling Surabaya”, was also be evaluated within the cultural perspectives. 

Whether the branding was culturally and historically suitable with the city condition, 

is one of the discussions that occur in this study.  

 

3.5 Population and Sample 

One of the key criterions for a successful research is the ability to select an 

appropriate sample. As mentioned by Kumar (2011), the objective of any sampling 

design is to minimize the gap between total number of population and the number of 

population obtained based on the research objectives. Since this study uses 

qualitative approach, the subject is small in number yet is clearly focused on the 
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topic. Therefore, the interaction between the informants and the researcher is more 

personal and close.   

 

In this study, the researcher took subsets of representative subjects in Surabaya, that 

is, the tourism stakeholders in the city. The informants here are stakeholders 

representing government, visitors (represented by visitor guide) business people and 

the citizen of Surabaya. It is not feasible to test every single tourism stakeholder in 

Surabaya. For that reason, purposive sampling was done in terms of choosing the key 

persons as informants. The four tourism stakeholder groups had their own reference 

populations.  

 

Visitors cannot enjoy the city without using facilities and infrastructure; business 

people play crucial role in catering to visitors’ needs by providing hospitality related 

facilities, goods and services. The business people, as the stakeholders, have the 

experience through their participation in destination development. They also are the 

main users of the city brand. In this regard, key informants were selected from the 

group who were actively involved, such as Association of Indonesian Hotels and 

Restaurants (PHRI), Association of the Indonesian Tours and Travel Agencies, 

Tourism Objects Communication Forum (Forkom) and Indonesian Visitor Guide 

Association (HPI).  

 

Government subjects included the Head of Tourism Department to be interviewed as 

decision makers affecting tourism development in the city. Other stakeholders were 

the citizen of Surabaya represented by the POKDARWIS (Kelompok Sadar Wisata), 

which are the people living around the tourism site in the city. They cannot be 
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neglected since they are the ones who generate the atmosphere which determine 

whether or not visitors feel comfortable and want to stay longer in the city. 

 

The participation of international or local visitors is needed to assess how far city 

brand has affected them especially with respect to encouraging to revisit the city.  

The visitors were chosen from the visitor who had quite travelling experiences in the 

Surabaya. Prior introductory session with the visitors was conducted to create trust 

and get their willingness to spend time answering questions. The interviews were 

conducted informally to grasp their opinion about Surabaya city brand and their 

perspectives on tourism development in the city.  

 

To get a deeper understanding of visitors’ viewpoint and participation in city brand, 

an in-depth interview with the tourists’ guides were also conducted. Most of the 

visitors, especially international visitor use professional guide service. Therefore, 

their patterns of movements and activities can be obtained from the visitor guide 

opinion as part of the data collection.  

 

3.6 The Instruments 

To collect the primary data, two instruments were used in this study, namely the 

interviews guidelines and discussion topics guideline. During the interview, the 

relationship and connectivity between the informant and the researcher were close 

and meaningful. Before the interview, information on informant’s background was 

gathered and carefully scrutinized to determine whether the person chosen was 

eligible as an informant for the research. In order to build relation during the 

interview process, it is important that the interview is held in a comfortable and 
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relaxing atmosphere that lead to openness and honesty of the informant on the 

subject of inquiry. The interviews were conducted using an interview protocol and 

check-list and the process was recorded in a digital recorder with prior consent of the 

informant. The questions list and topic of discussion are formulated based on the 

contant analysis and participant observation activities during the research, in which 

the researcher had received many inputs and recorded comments about the issues of 

city branding application and how stakeholder participate in the process.  It focuses 

of aspects of stakeholders’ participation, relation and networking among them. The 

following are the interview questions that are used for the deep interview process: 

1. How long have you been working with this organization? 

• Your professional background that brings you to this position. 

• Your personal view about tourism in Surabaya as one of Surabaya Citizens. 

• Your passion and believe about tourism in Surabaya. 

• Your personal or professional contribution to tourism development in 

Surabaya. 

2. What do you think about tourism in Indonesia as a whole?  

• The current development of tourism, the opportunities and challenges. 

• The current tourism brand, which is “Pesona Indonesia” for domestic and 

“Wonderful Indonesia” for International visitors. 

3. What do you think about of the use of “Sparkling Surabaya” as city branding? 

Does it represent culture, environment and people? 

4. Do you think that “Sparkling Surabaya” as city branding has been reflected 

through city landscape, attraction, event and local people behavior? 

5. What is your opinion of tourism destination development in Surabaya? 

• Surabaya tourism potential.  
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• The strength, weakness, opportunities and treat of tourism development. 

6. What are the objectives of your organization in relation to tourism development 

in Surabaya? 

• The background of your activities (regulation/instruction/business 

identity/role). 

• The strategy to achieve the objectives. 

7. Which stakeholder group is likely to affect your business and the business of 

your members? Which is more influential, and which is less so? 

8. How is your organization affected by destination development in Surabaya?  

9. What is the role of your organization toward in implementing city brand of 

Surabaya? Direct contribution and indirect contribution. 

10. In your opinion, what kind of participation by government, private business 

communities, local people and visitor that can support the implementation of 

“Sparkling Surabaya”? 

11. Among all stakeholders group which is the most important for developing 

tourism destination in Surabaya? 

12. Which stakeholders group is the most dominant in implementing the city brand? 

• The current role of other stakeholders. 

• The expectation toward the other stakeholders. 

13. What kind of relationship do you have with other stakeholders? 

14. What kind of stakeholder participations is effective in to supporting the 

implementation of a city brand for tourism development? 

15. Are you and the member or your organization satisfied with the current relation 

that you have with the other stakeholders? 

16. Which stakeholders do you think is difficult to work with? and why? 
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17. What kind of collaboration do you and other members of your organization have 

with other stakeholder? 

• The most effective collaboration. 

• The less effective collaboration. 

18. What kind of collaboration platform (for examples, meeting, joint promotion 

and event, etc) among stakeholder, which is needed to support the 

implementation of city brand in destination development? 

19. Which area of collaboration with other stakeholder that you think you can be 

improved upon for developing destination? 

20. What is your opinion about stakeholder participation in implementing Sparkling 

Surabaya? Opinion about the use of “Sparkling Surabaya” brand to support 

destination development in the city 

21. What are the things that you expect other stakeholder can do more in 

implementing city brand to develop Surabaya as tourism destination? 

22. What do you think about SAPTA PESONA in the context of Surabaya? 

• The concept and application 

• The challenges  

23. How your organization applies SAPTA PESONA to your programs? 

24. How do you see the future of Surabaya Tourism? 

 

Those points are used in the process of the interview with the adjustment of 

informant profile and background. The topics used as guidelines to frame the 

interview but the topic of discusion can expand based on the process of the interview 

with the informant. 
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To collect data from focus group discussion, set of discussion topic has been set up 

to frame the discussion. The following are the discussion topics used in the FGD 

procees:  

1. Tourism destination development in Surabaya 

• Direct and indirect impact 

• Bad impacts and good impacts 

• Favorable and unfavorable condition 

2. The use of Sparking Surabaya as city brand (is the tagline appropriate?) 

• Representing people, culture and environment of Surabaya 

• Reflecting through city landscape, attraction, event and people behavior 

• Attitude toward the brand 

• Activities based on the brand  

3. The participation regarding “Sparkling Surabaya” as the city brand (the 

contribution of community) 

• Direct and indirect contribution 

4. The participation regarding destination development in Surabaya (the 

contribution of community) 

• Direct and indirect contribution 

5. Living around tourist attraction in the neighborhood  

• Direct and indirect impact toward daily life 

• Bad things and good things 

• Like and dislikes condition 

• Happy and unhappy 

6. Sense belonging as one of the stakeholders of development 

7. Experience working with other stakeholders 



100 

• Government 

• Private businessmen 

• Visitors  

8. Attitude about working with other stakeholders 

• The most supportive stakeholder (easy to work with) 

• The less supportive stakeholder (difficult to work with) 

9. Collaboration with other stakeholder 

• Past, present and future collaboration 

• Expectation toward the collaboration 

10. Opinion about stakeholder participation in implementing city brand to develop 

tourism in Surabaya 

 

Those following topics are used to frame the focus group discussion without the 

intention to limit the discussion process. It is used to direct the discussion process in 

order to be effective in getting the data to achieve the study objectives.  

 

3.7 Data Collection Procedures 

The primary data were taken from in-depth interviews and focus group discussions. 

Meanwhile, secondary data is taken by researching on the existing literature written 

in journals, books, academic publication and online and off line media.  

 

3.7.1 Content Analysis  

Prior to interview and focus group discussion, the researcher conducted intensive 

study on publications and documentations related with the study. The data for this 
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study is collected from any online and off line publication, such as academic 

journals, magazine, news paper, pictures, official government reports and regulations 

related to city brand and destination development. The content analysis is used to 

analyze the collected documents and texts related to stakeholders’ activities in 

implementing the city brand. Thus, this study also analyzes the interview transcript 

that collected from deep interview and focus group discussion. As suggested by by 

Krippendorff (2004), content analysis is a research technique for making replicable 

and valid inferences from texts or other meaningful documents. The purpose of this 

method is to find out the implicit and explicit meaning as seen in the texts and 

documents. In the qualitative study, the content analysis emphasizes on the similarity 

of answer gathered from any publications, texts and interview transcripts related to 

the subject. The technique involves activities of sampling the text, in the sense of 

selecting what is relevant. Then, the process continued by unitizing the text to 

differentiate words or propositions and using quotes or examples. 

 

3.7.2 In-Depth Interviews 

According to Baškarada (2014), the success of interviews in a case study is in finding 

the right person as the key informant. Key informants are the people who have the 

best knowledge and insight on issues in an organization. Moreover, by virtue of their 

position in the organizations, they have an authority in the topic of discussion. The 

in-depth case study definitely requires other data besides interview. Interviews yield 

in data on participant’s perception, not a fact. For the purpose of verification and 

validation, the researcher needs to use other data sources, such as observation and 

documentation. One of the most frequently used data is the written documents. 

Zucker (2009) gave a guide on collecting data for the case studies research, namely 
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using more than one data source or evidence, building data base of case study as a 

tool to process the data and maintaining the chain of evidence as required in the field. 

This study used more than one data source to be analyzed in terms of key informants 

from different stakeholders. 

 

To collect the data using in-depth interview, informants were chosen from a range of 

tourism stakeholders, resulting in 15 informants chosen to be interviewed. The 

researcher used a guided interview system in which the interview session was guided 

by points of inquiry that had been prepared before. The duration of each interview 

was approximately one hour, conducted separately for each informant. Interview 

questions centered on informants’ participation as stakeholders in the process of 

destination development, the public knowledge of “Sparkling Surabaya” branding, 

and the opinion over the city brand. Interviews also explored action taken by 

informant in introducing city brand to public, and most importantly how they 

participated in destination development and in using city brand in Surabaya. 

 

There were strategies to uncover the participants’ answers. By asking follow-up 

questions, the researcher could uncover the participants’ underlying motivation. It 

was important to probe further when they gave short response that might not be clear 

or might not be accurate or helpful for the study objectives. Therefore, they needed 

to be asked in different question to find out the real meaning of their statements., As 

Kolb (2012) observed, in an interview the follow-up questions are important and 

informants should be asked to complete the data. In this regard, the answers to the 

“deep” questions can provide clearer information for corrective actions. The 

advantage of an interview is that an issue can be explored in-depth. However, while 
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it may take more time to obtain the data, the results can be more insightful than the 

highly generalized data generated by mass questionnaire survey.  

 

Tourist guides were interviewed to explain the behavior and activities of local and 

foreign visitors, especially those travelling in big groups. Most of the overseas 

visitors used the service of professional guides. Hence they ought to know well about 

the pattern of visit by the visitors and the activities in Surabaya.  Most of the time the 

guides did influence the decision of the visitors to visit certain places and participate 

in visitor activities happening in the city. 

 

For the visitors, in-depth interviews were conducted informally in less intrusive 

encounters. The interview questions focused on what they knew about the city brand 

of Surabaya, and how it affected their visit to the city, and what they were doing 

while visiting Surabaya. Thus, questions were designed to elicit their opinion on 

tourism development in Surabaya and visitors’ possible contribution as consumers to 

tourism development in the city. The duration of these interviews varied depending 

on how comfortable visitors felt about the query. A relaxed and free atmosphere was 

needed in order to get genuine answer and valuable input for the study. A strong city 

brand could be developed with the support from policy makers in order to identify 

city’s brand elements that raised positive perceptions among visitors. The expected 

impact of the brand was that positive perceptions may be shared by others. 

 

As sources of data in qualitative research, key informants should be the people who 

have the authority or knowledge to be considered as reliable sources. The following 

criteria were used for the selection of key informants for each stakeholder category. 
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However not all criteria were applicable to all informants, especially the academic 

background. The overall criteria were as follows:  

• The person is in the position of determining the policy of the company or the 

institution. 

• The person has professional and or academic background about city brand and 

Surabaya Tourism for the past 5 years.  

• The person can speak on behalf of the communities, organization, company or 

government institution related to tourism in Surabaya. 

• The person has publication or being a newsmaker related to tourism activities 

and city brand of Surabaya.   

• This person has great influence in tourism development in the city and has 

received public acknowledgment for his / her achievements. 

• This person has shown consistency in his/her activities in support of tourism 

development and city brand in Surabaya. 

• This person has been travelling to Surabaya in several times for various kinds of 

reasons, mostly for recreation  

 

Those criteria were used to determine informants for data collection in this study. 

Due to limitations in finding suitable informants who fit all the above criteria, any 

potential candidate who fit a minimum of three criteria was eligible to be the 

informant. The following are the list of names and position as each informant who 

represent different stakeholder used on this research. 
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Table 3.1  

List of Informants 

No Names Position Stakeholder group 

1 Wiwik Widayati Head of Surabaya 

Government Tourism 

Office 

Government  

2 Yusak Anshori Director of STPB 

(Surabaya Tourism 

Promotion Board) 

Government & 

Private Business 

3 Muhammad Soleh Head of PHRI (Hotel 

and Restaurant 

Association) East 

Java Chapter 

Government & 

Private Business 

4 Bambang Hermanto Vice Chair Person of 

Casa Grande (Hotel 

General Manager 

Association)  

Private Business 

5 Adjie Wahjono Operational Director 

of Aneka Kartika 

Private Busines 

6 Ina Silas General Manager of 

House of Sampoerna 

Private Busines 

7 Rani Marketing Manager 

of Sampoerna Art 

Gallery 

Private Busines 

8 Irpan Harianja Head of FORKOM 

(Tourism Object 

Communication 

Forum) 

Private Busines and 

Local People 

9 Agung Prabowo Manager of Surabaya 

City Guide Magazine  

Private Busines and 

Local People  

10 Ananto Sidohutomo Leader of Tunjungan 

Ikon Surabaya 

Local People 



106 

Community 

11 Adi Erlianto Setyawan Leader of Roodeburg 

Surabaya Community 

Local People 

12 Faizal Tourist Guide 

(International 

Visitors Specialist) 

Local People and 

Visitor 

13 Edi Tourist Guide 

(Domestic Visitor 

Specialist) 

Local People and 

Visitor 

14 Albertus Indratno Domestic Tourist Visitor 

15 Eun Kyu Shine International Tourist Visitor 

 

There are several names that under double categories of stakeholders, for example 

government and private businessmen. This means that the person can speak on behalf 

of those stakeholder groups at the same time, since they have the authorities and 

experience as each group of stakeholders. After determined the population and found 

the informants for this study; the next step was formulating the strategy to collect and 

analyze the data. 

 

3.7.3 Participant Observation 

In order to collect the data and do the analysis, the study made field observations on 

the subjects. Participant observation, in which the observer was also involved in the 

city brand process, was used. This method is the most common methods for 

qualitative data collection; however participant observation is also one of the most 

demanding. This method requires the researcher to be a participant in the culture or 

context being observed. In the process of participant observation, the researcher 

discussed clearly how to enter the context and the role of the researcher as a 
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participant. Participant observation required longer period of intensive work because 

the researcher needs to be accepted as a natural part of the culture in order to ensure 

that the observations on the natural phenomenon were made correctly. 

 

In this study, the researcher had started to get involved in the process of destination 

development in Surabaya from end of 2005. In the earlier year of the development, 

the city had to apply city brand as the marketing tool to promote tourism. The 

researcher also had an important part on the process, since he was the only 

academician who was asked to be involved in the projects. Working with tourism 

stakeholders in the city, the researcher was involved in many activities which were 

organized as part of development and promotion of the city through branding. As 

part of the process, the observation was staged naturally within the process of 

meeting, planning and implementing the strategy. Data from the observations was 

mostly extracted from the experience in interacting with other stakeholders during 

the numerous social exchanges in focus group discussions, field observation and 

interpersonal exchanges.        

 

3.7.4 Focus Group Discussion 

Besides in-depth interviews, focus group discussion sessions were also held for data 

collection. Focus group discussion is one of data collection techniques that is 

commonly used in qualitative research (Freitas, Oliveira, Jenkins, & Popjoy, 1998). 

The technique is used to obtain the data from a group based on discussion of results 

centered on certain problems (Dilshad & Latif, 2013). In this study, group 

discussions involved stakeholders, who were citizens of Surabaya. Groups of 

participants were chosen based on their role as members of the community in the 
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destination area.   Individuals who were actively involved in the development of 

tourism in Surabaya were invited to participate in the group discussions.  The topic 

of the discussion was about their roles in the form of active participation, as citizens 

of Surabaya in implementing city brand to develop tourism. The topics of discussion 

were also about city brand, what were their opinions and suggestions about the brand 

of Surabaya. 

 

The discussions were important since the researcher wanted to avoid 

misinterpretation of viewpoints or overly subjective meaning ascribed to the research 

object. According to Dilshad and Latif (2013) construction of discussion is built 

upon several assumptions: 

1. Individual limitations and weaknesses are always hidden from others. 

2. Group members exchange knowledge with each other. 

3. Everyone is controlled by others (as a trigger) to be better. 

4. A subjective weakness lies in uncontrolled individual weakness. 

5. Inter-subjective resolution is always close to the truth. 

 

The purpose of group discussion is to get as much data as possible from the 

informants on group behavior, opinion and decision. This means the data gathered is 

not subjective but inter-subjective. In the focus group discussion, citizens as 

stakeholders are able to share their opinions and concerns in response to questions 

asked by the researcher. Putting the citizens together in a focus group discussion 

encourages them to respond to each other’s comments, thereby providing additional 

information (Kolb, 2012). The researcher as a moderator did not control the process 

but let it flow naturally. The moderator was also responsible to encourage responses 



109 

to make the discussion alive and to find important “hidden” information. In the 

discussion process of this study, a scripted list of questions was used to maintain the 

focus in the group discussion. The discussion started with a welcome and 

introduction process by all the participants, revealing themselves. The general 

discussion on impressions of the city; participants were asked what they had done in 

contributing to destination development, what the difficulties they face and how to 

overcome them; if they could cope with the problems, what they would do next. The 

discussion involved giving suggestions from each participant on how to improve 

development efforts. On his part, the moderator was be able to listen and had a 

sincere interest in hearing what the participants had to say. Communication skills 

required in a moderator are good listening skills, ability to remain objective, 

membership in the group or affinity for the group participants and ability to 

summarize and report findings. 

 

3.8 Technique of Data Analysis 

This study involved contant analysis, in-depth interviews, participant observation and 

focus group discussion. The initial step covered examining the documentation related 

to the stakeholder participation in destination development of Surabaya. It 

concentrated on describing the visitor’s behavior, activities and attitude to the visitor 

site. The pictures taken on the process of observation were be used as evidence of 

their participation in tourism development in particular tourist sites in Surabaya. 

 

The findings from the in-depth interview and participant observation are analyzed 

using the descriptive approach to display patterns of participation in tourism 

development in the city. The local people and visitors’ opinions and attitudes toward 
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city brand were classified and analyzed based on their stakeholder roles. The data 

will be presented using explanatory approach to describe the participation of each 

stakeholder based on their professional background and their experience in tourism 

activities in Surabaya. 

 

The rationales for choosing focus group discussion were to obtain salient 

perspectives of the people in the discussion, to observe non-verbal communication 

and to prevent researcher bias in the interpretation of opinions and ideas expressed in 

the discussion sessions (Freitas et al., 1998).  Data collected from the focus group 

discussion is in the form of record and documentation of the discussion. It was 

classified and categorized based on participants’ role in developing tourism in their 

activities. The opinion is also cross-checked with the data collected from participant 

observation and in-depth interviews. 

 

Secondary data from journal articles, books and other academic publications were 

identified and classified to support the primary data. At the same time, publications 

relating to stakeholder participation toward city brand from various academic and 

popular sources were reviewed for hindsight guidance and comparison. The review 

produced material for benchmarking on stakeholder roles such as policy network, 

leadership, media champions and community spokespersons who may dominate 

discourse on city brand. Informant’s background and professional portfolio were 

carefully examined prior to group sessions to determine whether the person is 

qualified as an informant. Secondary data are analyzed using content analysis 

method; from various publications provided access to findings of previous 
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researches, especially on theories and concepts relating to the city brand as an 

academic theme. 

 

According to Crano and Marilyn (2002), data analysis typically used in a case study 

goes through the following steps: 

• First, arrange the facts about the case into a logical sequence, for example time 

sequence. The first step involved collecting all publications relating to stakeholder 

participation on “Sparkling Surabaya”, from both academic and popular media.  

The publication is traced from the beginning when the brand is introduced to the 

public to recent years. 

• Second, categorize the data into themes that have specific meanings. The second 

step deals with the data analysis using appropriate categorical schema. The data is 

categorized based on patterns of stakeholders’ participation in the activities that 

reflect the use of “Sparkling Surabaya” as a slogan.  

• Third, interpret specific events as data that relate to the research questions. The 

focus in this step is on the analysis of specific events, organized by the 

stakeholder, which were held inside and outside Surabaya that relate to the brand 

and had some contribution to tourism development in the city.  

• Fourth, identify the data pattern. The fourth step is the process of data analysis 

using the collected data based on the categories of stakeholder participation 

patterns in city brand that led to answers of the research questions. 

• Fifth, draw a conclusion. The final step was wrapping up with a conclusion, where 

analysis was narrowed down to suggestion and recommendation regarding 

stakeholder participation in “Sparkling Surabaya” that may or may not contribute 

to tourism development in the city.  
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To evaluate the participation of the stakeholders in destinatio development in 

Surabaya, the data gathered should reveal patterns of participation that may differ 

according to geographical location and the roles of stakeholders. The conclusion 

yield some common understanding that may apply to similar destinations in the 

global context.  

  

3.9 Summary  

The method of collecting and analyzing data for the research were discussed in this 

chapter. It described the methodology used in conducting the study. The section 

consisted of the research design and the case studies approach. Surabaya city brand 

had been chosen as a case study with etnography approach to address the main 

objective of the research, which was to find out the platform of stakeholder 

participation toward city brand implementation that can support tourism 

development. The informants among those groups were chosen based on their 

portfolio, expertise and experience. The instruments of this study are the interviews 

and discussion guidelines that are used in the in-depth interviews and focus group 

dicusion. Overall process of data collection involves content analysis, in depth 

interview, focus group discussion and participant observation.  

 

The final part of this chapter explained the technique of data analysis that was used 

for the research. This qualitative research used case study approach that has five 

steps that are taken to collect and analyze the data. The first step was to arrange the 

facts specifically about the case into a logical sequence, for example time sequence.  
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Secondly, categorizing the data into groups, that had specific meaning. The third step 

was to interpret specific events as data that relate to the research questions. Fourth, 

identify the data patterns. The fifth step was drawing a conclusion as the final output 

of the research. 
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CHAPTER FOUR  

DISCUSSION: SURABAYA DESTINATION DEVELOPMENT 

4.1 Introduction 

In order to explain the role of stakeholders in developing tourism through city brand, 

it is important to clearly understand the history of Surabaya. Through the history of 

Surabaya, the characters of the city and the attitude of the local people can be 

understood. It reveals the facts that Surabaya people are used to work together in 

overcoming any challenges, from struggling to defend the city until developing it to 

become a metropolis. Every effort of the development needs to pass the planning 

stage; failure in the planning stage can end up in future disaster. This includes both 

the social and physical aspects. Understanding the history of the city would be a 

wise step to start a plan to develop the city. Agents of change must understand local 

history to avoid discontinuity, confusion and chaos in planning. For this purpose a 

detailed explanation on the historical development of Surabaya is presented. 

 

4.2 The History of Surabaya 

Publications and documentations about Surabaya expose the fact that the city has a 

long history; beginning from the era of the ancient kingdom to the Dutch 

colonialism and from struggling for independence to recent situation.  The Official 

Surabaya Government (2015) states that the name of Surabaya (old Javanese: 

Śūrabhaya) was often interpreted as a symbol of the struggle between land and 
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water which was represented by the battle between sura/suro (shark) and baya/boyo 

(crocodile) These two creatures led to the formation of the name "Surabaya". 

However, that myth was only part of a story to tell visitors without any historical 

evidence. The following section describes the history of Surabaya.   

 

4.2.1 The Ancient Kingdom of Surabaya 

The oldest historical relic that indicates the presence of Surabaya as a place can be 

seen in the inscriptions of Trowulan.  The inscription dated 1358 AD reveals that 

Surabaya known as Churabhaya, was a village on the banks of the Brantas River, at 

one of its important crossings. Surabaya was also listed in the old inscription, 

entitled Pujasastra Kakawin Nagarakretagama written by Empu Prapanca. This 

script was about the voyage of King Hayam Wuruk in the year of 1365 AD. It 

mentions the king resting in a place near Brantas River, a place called Churabhaya 

(Brown & Hutton, 2011).   

 

Although the oldest written evidence included the name Surabaya in the year 1358 

AD (Trowulan Inscription) and 1365 AD (Nagarakretagama), experts suspected that 

the Surabaya existed long before these years. According to Von Faber, Surabaya was 

established in 1275 by King Kertanegara as a new settlement for his soldiers who 

managed to suppress the Kumuruhan rebellion in 1270 M. At that time, it was called 

as Ujung Galuh.   Pigeaud (1963) cited another version stating that Ujung Galuh was 

founded by King Wijaya, the first king of Hindu Majapahit, which is regarded as the 

greatest kingdom in Nusantara, an ancient name of Indonesia.  It was said that after 

defeating the Tartar Troops sent by the Mongolian King, Kublai Khan, King 

Wijaya, established a palace in Ujung Galuh and asked his special aide, Jayengrono, 
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to be the consul of the new territory.  Eventually, Jayengrono grew stronger and 

threatened the sovereignty of Majapahit. To deal with Jayengrono’s rebellion, Raden 

Wijaya requested Sawunggaling to surpress him. Great battle occurred between 

Jayengrono and Sawunggaling.Thus, the battle between the two powerful men was 

represented two powerful animals, namely the big fish (sura) and the crocodile 

(bhaya). The sacred battle took place at the edge of Mas River, in the area of 

Peneleh. The fight lasted seven days and nights and ended tragically because both of 

them died after losing their power. The name Śūrabhaya was derived from the battle 

and then confirmed as the official name in the 14th century by the ruler of Ujung 

Galuh, Arya Lembu Sora (Pigeaud, 1963). 

 

Surabaya functioned as a gateway from time to time. In the Majapahit era, Surabaya 

was the main gate to enter the capital of the kingdom from the ocean. As mentioned 

earlier, Surabaya was the place where Raden Wijaya, the first ruler of Majapahit, 

defeated the Tartar troops. Thus, the day of Raden Wijaya’s victory on May 31, 

1293, was set to be the birthday of Surabaya. 

 

In the 15th century, Surabaya grew to be the gateway for the spread of Islam in East 

Java. Sunan Ampel, the most influential Muslim cleric, established a mosque and 

pesantren (Islamic School) in the Ampel area. Due to the weakened Hindu 

kingdoms, in 1530, Surabaya became a part of the Demak Empire, the first Islamic 

kingdom in Java. However, following the collapse of Demak kingdom, Surabaya 

was subjected to the conquest of the Mataram Sultanate. The first effort was 

conducted by Panembahan Senopati in 1598. In 1610, Pangeran Seda ing Krapyak, 

Panembahan Senopati’s successor, tried again to attack the city that made it heavily 
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damaged, but it did not make it surrender. Only in the era of Sultan Agung was 

Surabaya forced to surrender after a successful enemy blocking of the Brantas River 

in 1614, which created endemic deseases and famine. 

 

Under Sultan Agung’s occupation from 1614 – 1620, Surabaya became a great city 

in terms of trade; evolving to be a thriving centre for trade in East Java. A VOC 

article in 1620 described Surabaya as a rich and powerful region. The diameter of 

the area was about 5 mil of Netherlands (about 37 km), and it was surrounded by 

canals and reinforced by cannon defence line. Later in 1675, Trunojoyo from 

Madura tried to seize Surabaya but did not succeed. With the coming of European 

colonists in sixteenth century, the power of ancient kingdoms in Nusantara, 

including Mataram Sultanade in Java, subsided.  Many strategic areas such as 

Surabaya were occupied by the imperialists from the Netherlands. 

 

4.2.2 Colonial Era 

In an agreement on November 11th, 1743 between Pakubuwono II, a Mataram 

Sultan, and the VOC (Verenigde Oostindische Compagnie), the private company 

which represented the Dutch’ economic and political interests, the administration of 

Surabaya was assigned to the VOC. To govern the city, an administrative building of 

Karesidenan Surabaya was built on the west side of Red Bridge. This bridge 

bordered by a European settlement (Europeesche Wijk) on the  west side of the 

bridge and Chinese, Malay, Arab and others  (Vremde Oosterlingen)  on the east side 

of the bridge. Until the 1900s, the center of Surabaya had only revolved around the 

Red Bridge (Brown & Hutton, 2011).At the time of the Dutch East Indies, Surabaya 

functioned as the capital city of Surabaya Karesidenan; its territory included districts 
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of Gresik, Sidoarjo, Mojokerto, and Jombang. In 1905, Surabaya received municipal 

status (gemeente) and in 1926, was legally made the capital of East Java province. 

Since that time, Surabaya had developed to be the second largest modern city in the 

Dutch East Indies after Batavia (Anggraini, 2013). 

 

To meet its growth in economic capacity,thus, in 1910, modern port facilities were 

built in Surabaya, which is now known as Port of Tanjung Perak. Until the 1920s, 

the city had been expanding to Darmo; Gubeng; Sawahan; and Ketabang areas. The 

city continued to grow in terms of width and facilities from 1920s to 1940s, before 

the Japanese came to Surabaya (Yamamoto, 2011).  

 

In February 3, 1942, Japan dropped a bomb in Surabaya and in March 1942, 

managed to seize the city. Japanese control over Surabaya lasted for only two years. 

On May 17, 1944the Allied Forces, led by the British Army attacked Surabaya 

including the use of air strikes . Since then, Surabaya was always in battle, even after 

the Indonesian independence declared by Bung Karno, the first president of 

Indonesia, on 17 August 1945 (Gouda, 2002). 

 

4.2.3 Struggle after Independence 

After World War II ended on October 25, 1945, Allied forces, led by Brigadier 

General Mallaby landed in Surabaya. They were ordered to disarm the Japanese 

troops, Indonesian troops and the militia. They were also in charge to take care of 

former prisoners of war and repatriate Japanese troops. The Japanese forces 

surrendered all their weapons, in contrast, the militia and more than 20,000 

Indonesian troops refused to do that. On October 26th, 1945, the agreement between 
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R.M. Soerjo, Governor of East Java Province and Brigadier General Mallaby was 

reached in which Indonesian troops and militia did not have to surrender their 

weapons (Turner, 2005).  

 

Unfortunately, there was a misunderstanding between the British forces in Surabaya 

and the British army headquarters in Jakarta led by Lieutenant General Philip 

Christison. On October 27, 1945, British Dakota air force from Jakarta dropped 

leaflets over Surabaya ordering all Indonesian troops and militias to hand over the 

weapons. After reading the leaflets, the leaders of the Indonesian troops and militia 

became angry believing that Brigadier General Mallaby did not honor the agreement 

dated on October 26, 1945. 

 

Subsequently, Indonesian troops and the militia attacked British troops in Surabaya. 

In order to avoid great battle in Surabaya, Brigadier General Mallaby requested 

President Soekarno and the commander of British Troops Division 23, Major 

General Douglas Hawthorn's Cyril to meet in Surabaya to sign a peace agreement. 

On October 29, 1945, the President Soekarno; Vice President Mohammad Hatta; and 

Ministry of Information Amir Syarifuddin along with Major General Hawthorn went 

to Surabaya for negotiation. In the afternoon, on October 30, 1945, the agreement 

was approved and signed by President Soekarno and the Commander of the Division 

23 Major General Hawthorn. The agreement ordered to stop the shooting, while 

British troops would be withdrawn from Surabaya immediately. Major General 

Hawthorn and the Republic of Indonesia leaders left Surabaya and returned to 

Jakarta. In the evening, on October 30, 1945, Brigadier General Mallaby went 

around to the posts of British troops in Surabaya to inform the content of the 
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agreement (Patterson, 1998). When approaching British troops post in the 

International building, near to the Red Bridge, Brigadier General Mallaby's car was 

stopped by militia who previously had already surrounded the International building. 

A British officer, Captain R.C. Smith threw a grenade at the Indonesian militia, but 

he missed and the grenade fell right into the car of Brigadier General Mallaby. The 

grenade exploded and burned the car. Consequently, Brigadier General Mallaby and 

his driver were killed. The preliminary report given by British forces in Surabaya to 

the headquarters of the British forces in Jakarta said that Brigadier General Mallaby 

was killed because he was shot by Indonesian militias. Thus, Lieutenant General 

Philip Christison was furious when he knew that Brigadier General Mallaby had 

died, he then deployed 24,000 additional troops to conquer Surabaya. 

 

After the death of Brigadier General Mallaby; on November 9, 1945, the British 

deployed an ultimatum that all weapons of Indonesian soldiers and militia must be 

immediately handed over to the British army, but this ultimatum was ignored. On 

November 10, 1945, the British started to bomb Surabaya then a fierce battle which 

continued for ten days resulting in two British aircrafts shot down by Indonesian 

troops leaving one of the passengers, Brigadier General Robert Loder-Symonds 

severely injured but died on the next day. Then, on November 20, 1945, the British 

succeed to conquer Surabaya after causing over thousands of casualties. More than 

20,000 Indonesian soldiers, militia and residents of Surabaya were killed. In 

addition, the entire city of Surabaya was destroyed. This battle was one of the 

bloodiest battles experienced by British army in the decade of 1940s. This battle 

showed Indonesian people’s perseverance to maintain their independence and repel 

invaders. Due to the heat of battle and the largest number of fatalities, British troops 
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gradually withdrew and were replaced by Dutch troops. The Battle on November 10, 

1945 was remembered and celebrated today as Heroes' Day (Dennis & Grey, 2004). 

 

4.3 Surabaya Development 

The face of Surabaya city began to change dramatically by end of the 1980s. Rapid 

population growth and urbanization resulted in expansion to the east and west side 

of the city. Growth in the number of vehicles and new industries as well as the 

proliferation of housing in the suburbs, resulted in congestion not only in the city 

center but also infrequently in the suburbs. Surabaya had grown considerably from a 

relatively small town at the end of the 19th century, into a metropolitan city in the 

late 20th century. During the ensuing decades it was one of the fastest growing 

metropolis cities in Southeast Asia. The town, which was once deemed to be hot and 

dirty, now changes into one of the most well-managed metropolitan cities in 

Indonesia with cleaner air quality (Lijn, 2007). 

 

4.3.1 Surabaya as Industrial City 

In the 19th century Surabaya had grown as the city with the most advanced harbor 

and the densest population in Java. The city offered easy access to the heart of the 

city through the Brantas River and Bengawan Solo River. In addition, it also had 

well-organized harbor that made Surabaya a port city that was much more attractive 

than its two closest competitors, namely Batavia (now Jakarta) and Semarang (Huff, 

2012).  
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This situation was possible because there were two colonial policies related to 

agriculture, which were the Cultivation System (also known as the Culture System) 

and the Agrarian Law of 1870. They support the cultivation of sugar along Brantas 

and Bengawan Solo riverbanks, flowing through the heart of Surabaya city. In 

addition, in 1880 a railroad was built to connect Surabaya with hinterland regions in 

East Java. Since then Surabaya became one of the most dynamic and cosmopolitan 

ports in Asia,  displaying rapid economic growth (Ruppin, 2014).  

 

Surabaya as a business city accommodated various plantation companies owned and 

managed by private institutions in East Java, such as trade offices, banks, and 

insurance companies. The growth of the European Community where they also 

invited their wives and children to live in Surabaya provoked a real estate boom 

along with efforts to improve the health, public laws and regulations for their favor. 

The city in turn, entered into sophisticated proto-industrialization phase, with 

steamboats in the harbor, sugar factory surrounding it, as well as railroads 

connecting hinterland regions of East Java. The later also created supporting 

companies focusing on the repairment of locomotives and replacement of its parts. 

However, the era of economic boom in the beginning of 20th century did not last 

long since most plantations in East Java were closed down. Therefore, Surabaya 

which had been highly relied on the sugar industry began to experience limited 

prospects for further developments. Following the opening of new plantations 

(mostly tea and rubber) in West Java and the expansion and centralization of 

colonial rule as the representation of ethic policy and "Follow-up Movement" in 

other islands, Surabaya’ role was replaced by Batavia. Moreover, as a result global 

economic depression in 1930, Japanese occupation in the 1940s and independence 
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struggle after the Second World War, Surabaya development was stagnant. The 

trade restrictions and nationalization in the decade of 1950s until early 1960s, 

worsened Surabaya’s economic condition which needed several decades to recover. 

 

4.3.2 Social Development of Surabaya 

For many years, Surabaya had undergone economic and social development because 

of its strategic geographical position. Before the existence of adequate land 

transportation network in the 10th century, river was one of the main transport lines. 

In the pre-colonial era, the river connected hinterland area to the coastal towns in 

northern coast of Java. Port cities located at the mouth of the river developed into 

big cities in Java. Surabaya is located at the end of Kalimas River, which is the 

estuary of the Berantas River (the largest river in Java). All agricultural products in 

pre-colonial era were transported from hinterland via Brantas River to the harbor. 

The port cities on Java became crowded after being involved in international trade as 

a result of advancement in shipping in the 13th century. 

 

In the 14th century, Surabaya became an important port for Majapahit Empire which 

controlled the archipelago at that time.  Due to its strategic geographical condition, 

Surabaya obtained much benefit as a port city. The shape of the river in Java, which 

was perpendicular to the shoreline (orthogonal), gradually influenced the shape of 

the city. There was a close relationship between the shape of the city and trade 

activity in Surabaya. The residential sector was located on the left and right in line 

with the river flowing through the city. So, it was important to build many bridges in 

the city to connect settlements on both of the banks. The linear shape of the city 

persisted until the mid 20th century.  
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Before fully occupying Surabaya through VOC (Verenigde Oost-Indische Company) 

in 1746, the Netherlands had already sent pioneers to  Surabaya in the early 16th 

century. VOC’s classic strategy was to occupy the port cities along the northern 

coast by buiding a fortress which also functioned as a storage warehouse for 

agricultural products on the river bank that was also directly connected to the port 

(Taylor, 2003). The rivers did not only function as the source of drinking water but 

also as the way of transporting goods (agricultural trade commodities) from the 

hinterland to the port. In addition, the rivers also could be used to escape into the sea 

when the situation was not safe. After consolidating their position, the Dutch 

colonial occupiers moved out from fortress to expand their domination of the 

growing city. 

 

Javanese resistance led by Diponegoro lasted between 1825 until 1830; and it cost 

the treasury of  colonial government was almost bankrupt. In order to recover the 

treasury fund, colonial government applied agricultural system called as 

Cultuurstelsel (Cultivation). Cultuurstelsel implementation took place between 1830 

to 1870 (Curry, 2016).  The shape and structure of Surabaya city began to 

experience rapid development beacuse of the Law. The existence of  colonial 

economic policy of exploiting Javanese hinterland triggered the rise of production 

and distribution centres as well as plantation commodity trade in Java. Through The 

practice of private ventures in plantation, economic development in the city 

expanded rapidly affecting urban landuse patterns, particularly in Surabaya as the 

terminal port city in East Java. The cities in the hinterland of East Java used to be  

centers of government, but owing to escalation in cost of land and labor, their 

functional role began to change.  
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The policy  also required adjustment of city functions to the new situation which 

created a new division of labor. Colonial plantations (especially sugar, coffee and 

tobacco) acquired a new role as centers of production, distribution and trade. Each 

city was required to make contribution in the production of colonial exports. 

European trade centers that were in charge of organizing export production to the 

world market developed into typical centers of work led by the Europeans. Since this 

period, there was a term of 'Beneden stad' (lower town) for business centers and 

'boven stad' (upper town) for European personnel residential quarters. In the case of 

Surabaya, the Beneden stad  referred to the area around the Jembatan Merah Bridge . 

Meanwhile, the so-called 'boven stad' or residential area was located in Gubeng, 

Darmo and Ketabang. 

 

For East Java, the role of having contacts with business networks across the sea was 

originally performed by Pasuruan, but eventually was taken over by Surabaya after 

Pasuruan was finally closed at the end of 19th century. The basis for the success of 

Surabaya in implementing this conception of urban system was because of its 

infrastructure network which connect the hinterland of Java island via road and 

railroad   as well as the port so that Surabaya, became a 'collecting center' city. 

During the Cultuurstelsel era (1825-1870), the establishment of railroad to support 

transportation simulataneously also changed the spatial cities in Java, including 

Surabaya. This city became the important port city in East Java, since it was the 

location of production and distribution networks of the plantation in the hinterland as 

well as the Eastern part of Java. 
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Table 4.1 

Exports and Imports Through the Port of Surabaya (1851-1856) 

 
Year IMPORT VALUE EXPORT VALUE 

1851 4,229,860 Gulden 10,967,698 Gulden 

1852 4,930,792 Gulden 9,472,870 Gulden 

1853 5,523,285 Gulden 11,370,630 Gulden 

1854 6,434,547 Gulden 12,216,652 Gulden 

1855 7,184,670 Gulden 13,730,820 Gulden 

1856 6,595,151 Gulden 20,981,196 Gulden 

Source: Faber, 1931:147; Handinoto and  Hartono, 2007 

 

The table above reflects a condition that in just five years (from 1851 to 1856), 

where the value of exports almost doubled (10,967,698 Gulden in 1851 became 

20,981,196 Gulden in 1856) from the port of Surabaya. This showed that Surabaya 

became more important as an import-export port in the archipelago. 

 

In addition to the roads, railroads were built to support the transportation of 

plantation crops such as sugar, coffee, tobacco, and others from rural areas like: 

Malang, Pasuruan, Probolinggo, Mojokerto and so forth, to the city of Surabaya as 

collecting centers, before they were being transported to Europe by ship in the port. 

Railroad network as a transportation for plantation crops from the countryside 

started to be constructed in Surabaya in the late 19th century and still functioned in 

the beginning of the 20th century (Yamamoto, 2011; Dick & Rimmer, 2006). 

Basically, the railroad network also followed along Kalimas River leading to the 

port of Tanjung Perak. Until the colonialism era (18th century to mid 20th century) 
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the shape and structure of the main city of Surabaya still followed the shape of 

Kalimas.  

 

Actually, the function of train as a mean of transportation for passangers was only a 

complement to the railroad network. That is why the first railroad network in East 

Java originally started from track of Surabaya- Pasuruan, was mostly for sugar 

commodity. It was inaugurated on May 16, 1878,  in Semut City Station in 

Surabaya. Thus, in 1884, the railrod in Pasuruan  extended 40 km more to 

Probolinggo. Then it was extended again from Probolinggo to Klakah in 1895. Two 

years after that it was extended again to Jember for tobbaco commdity. Finally, it 

was extended again up to 150 killometer from Bondowoso to Panarukan. In the 

mean time the railroad network connecting Surabaya to cities in the west such as 

Semarang to Batavia were built. It was because this track was expected to carry 

more passangers than  plantation crops.  

 

In the early 20th century, a modern port called Tanjung Perak was built on the 

northwest of Kalimas. This new developemnt affected the role of Kalimas River in 

which the main transportation network through the river was gradually replaced by 

road transportation, railroad and tram. Eventually, the plantation commodities were 

exported to the European market using the access road from the south towards 

Tanjung Perak north of the city. The main road and railroad as well as tram tended 

to follow the river flowing from South to North leading to the port. In 1905, 

Surabaya began to develop as a modern city. At the same time, the construction of a 

modern port as well as the development of a more dense railroad network  and tram 

was started. By then, the population of Surabaya had reached 150, 188 people, 
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consisting of 8,063 Europeans, 124,473 native people, 14,843 Chinese, 2,482 Arabs 

and the rest 327 were other foreigners. The total city area was only 4,275 ha  (Dick, 

2003). 

 

In 1905, Surabaya was designated as a municipality (Gemeente) according to the 

city government system in the Netherlands. After that, the city continued to grow 

toward the South. In 1908, a modern naval port was built at the north end of 

Surabaya. During the 20th century, there were several economic recessions affecting 

the development of  Surabaya. The recession came during four periods: 

1. In 1931-36 due to world economic depression around 1930s.  

2. In 1942-52 due to Japanese occupation, war for independence, as well as change 

of government. 

3. In 1963, 1966-67 due to hyperinflation and change of government. 

4. In 1998-99 due to monetary crisis and change of government. 

 

During these years above economic growth almost halted in Surabaya and could 

have even declined. This certainly brought direct effect on the growth of the city and 

its harbor. But beyond these recession years, it could be said that in general since 

1905 until 1950 the city of Surabaya was growing rapidly from North to South. 

Modernization of the city grew rapidly; public utilities such as electricity, water, 

telephone, municipal sanitation and roadway network as well as modern housing 

were built during these years. The spatial arrangement of the city was designed 

based on   zoning system, such as residential zone, trade and industrial zone and so 

on. Residential zones were expanding rapidly along with modernization of the city. 

A new Industrial area called Ngagel was established to the south of the city. This 
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area was laid out on the bank of Kalimas River and the edge of railroad lines leading 

to the port of Tanjung Perak. In 2000, the Ngagel industrial area was removed to 

make way for urban development, which has now turned into a fairly dense 

residential area. 

 

After independence  (year 1945-1960s), Surabaya experienced consolidation rather 

than expansion and changes in the shape and structure of the city was reactivated  

after the 1980s (Dick, 2003). Globalization process led to the decentralization of 

production activity from developed to developing regions. Globalization where the 

influx of capital among countries was much more common, encouraged developed 

countries to relocate their medium and low-tech industries to developing countries 

including Indonesia. This movement was basically triggered also by cheap labor and 

large market in indonesia, so that relocation could reduce transportation cost 

between sites of production and consumption.  

 

Surabaya as a port city having adequate infrastructure became an attractive 

investment destinations for developed countries, either from Asia, Europe or 

America. By establishing  operation in production centers (Tandes, Sier, etc.) 

benefitting from agglomeration economies  the city prospered and shaped its urban 

structure. In the late 1980s, highways were built connecting Surabaya to the 

surrounding districts, such as Gresik in the western part of the city and the Sidoarjo-

Pandaan nexus in the east. Production center location in the suburb of Surabaya led 

to the rapid changes in the shape of the linear settlement which follow the river from 

the North to South, seeking to create a main arterial road from east to west, thus 

producing a spatial balance in the urban sprawl. Even in the early 21st century, the 
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western part of the city tended to develop into a new economic center. As a result of 

the above structural changes in the city it is necessary to reflect its infrastructure 

system from a holistic and inclusive perspective. 

 

There were different triggers of the development of Surabaya from the 19th century 

to early 20th century and the development in the late 20th century. Progress in the 

transportation and communications sectors in the late 20th century, led the 

developed countries to bring medium scale industries to developing countries, 

including the suburbs of Surabaya. Therefore,  economic development in Surabaya 

no longer relied on exports of plantation corps but it shifted to foreign investment, as 

the New Order of government policy in the 1980s. 

 

In the late 90s, there was a severe economic crisis in Indonesia, consequently the 

flows of cargo containers and passengers declined. But in 2001, although it was 

slow, slowly but surely, there had been improvements. Local Autonomy Law was 

enacted, which in principle was to provide autonomy for local government in  areas 

such as Surabaya, so it can refurbish its own urban management. However, this 

legislation also had two sides of a coin. This meant that it might be beneficial to the 

port city like Surabaya. But at the same time, it sowed the seeds of rivalry with the 

port cities near Surabaya such as Pasuruan and Gresik. It was the Local Autonomy 

Law that gave opportunity for both port cities near Surabaya, to rise again as 

powerful competitors to the port city. 
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4.3.3 Surabaya as a Tourist City  

Surabaya is the capital city of East Java; it is also the largest metropolitan city in that 

province and the second largest city in Indonesia after Jakarta. The city is also a 

center of business, commerce, industry, and education located 796 km east of 

Jakarta, or 415 km northwest of Denpasar, Bali. Surabaya is located on the edge of 

the northern coast of Java adjacent to Madura Strait and Java Sea (Ernawati, 

Santosa, & Setijanti, 2013). With an area of approximately 350.54 km2 and a 

population of 3,016,653 inhabitants in 2016 Surabaya has good connectivity to the 

outside world (Bhirawa Online, 2017). This city is part of metropolitan area called 

“Gerbangkertosusila”, the second largest metropolitan area in Indonesia after 

Jakarta. Surabaya is served by an international airport, Juanda International Airport, 

as well as two ports at Tanjung Perak and Pelabuhan Ujung. This city has one main 

bus station, namely Bungurasih and three main train stations at Gubeng, Semut and 

Pasar Turi.  

 

With the population of 3,057,766 people in 2017, this city has a unique demographic 

structure which consists of Javanese (83.68%), Maduranese (7.5%), Chinese 

(7.25%), Arabian (2.04%), and others. In term of religion, the biggest  proportionn is 

Islam (86.53%), followed by Christians (8.09%), Catholics (3.20%), Buddhists 

(1.13%), Hindus (0.26%), Confucius (0.10%), and others beliefs (0.02%) The 

spoken languages in Surabaya are Indonesian, Javanese, Madureres, Mandarin, 

Arabic, and little English. However, in daily informal conversation, most of the 

citizen use Surabaya dialect, similar to Javanese but considered sassier.   
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4.3.3.1 The Tourism Business Registry 

In order to support the policy for Tourism, Surabaya City Government has given 

special attention to the various forms of related businesses. That various businesses 

are listed in the Tourism Business Registry (Daftar Usaha Pariwisata or DUP). 

Some parts from the overall list of Tourism Business Registry that deserves attention 

are explored. Hotel is a business using a building or part thereof where customers 

are able to stay overnight and purchase food as well as other services and facilities; 

most hotels have a restaurant under its management. Based on the data compiled by 

Surabaya City Government there were a total of 9 companies registered as Private 

Travel Agencies and 335 companies registered as travel bureau (East Java Statistics 

Bureau, 2017).  

 

4.3.3.2 The Growth of Visitor Arrival 

Tourists are defined as these who stay for minimal 24 hours but not more than one 

year and have intention to have vacation, recreation, sports, business, study, meeting 

and trip with purpose of health recovery, shooping and visiting friend and relatives. 

Number of trip is one of achievement indicators in the implementation of tourism 

program. Data on the number of foreign and domestic tourist for period 2010 – 2015 

are presented in Table 4.2.  
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Table 4.2 

Foreign and Domestic Tourist for Period 2010 – 2015 

 
Year Foreign Domestic 

2010 168,804 7,544,997 

2011 279,230 9,194,116 

2012 323,037 9,561,881 

2013 350,017 11,122,194 

2014 742,084 15,929,745 

2015 853,790 18,019629 

Total 2,716,962 71,372,562 

Source: Tourism and Culture Department of Surabaya, 2016 

 

The growth in 2017 is quite significant; the number of domestic tourist reached 

14,400,000 and the international tourist reached 960,000 as reported by Zahro 

(2017).  

 

4.3.3.3 Development of Tourist Attraction 

Surabaya has a variety of attractive tourist destinations. Most of tourist destinations 

in this city are closely associated with the history of the spreading of Islam in Java, 

as well as the Indonesian political struggle. In addition, Surabaya also has interesting 

nature tourism sites, among them are the Wonorejo Mangrove Ecotourism and 

Kenjeran Beach. Surabaya is also known as a city where foreign tourists stay over 

when they want to travel to Malang, Mount Bromo and Ijen Crater. 
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Table 4.3 

 Types of Tourism in Surabaya 

 
Types Places 

Nature Tourism Wonorejo Mangrove Ecotourism 
Kenjeran Beach 
 

Religious Tourism Gereja Perawan Maria Tak Berdosa Church Surabaya 
Hong Tiek Hian Temple 
Sanggar Agung Temple 
The Sacred Grave of Sunan Ampel 
Cheng Ho Mosque Surabaya 
National Mosque Al Akbar 
Jagad Karana Temple 
 

Historical Tourism Surabaya Town Hall 
International Building 
Red Bridge 
Old City Area Surabaya 
Bambu Runcing Monument 
Jalesveva Jayamahe Monument 
Jenderal Soedirman Monument 
Kapal Selam Monument 
Mayangkara Monument 
Loka Jala Crana Museum 
Nahdlatul Ulama Museum 
Mpu Tantular Museum 
W.R. Soepratman Museum 
Tugu Pahlawan 
 

Family Travel 
 
 
 
 
 
 
 
 
 
 
 

Ciputra Waterpark 
Jalan Tunjungan 
Seed Garden Surabaya 
Surabaya Zoo 
Peneleh Fruit Market 
Bratang Flower Market 
Buddha Statue of Empat Wajah, in Sukolilo 
Joko Dolog Statue 
Batik House 
Bungkul Park 
Harmoni Park 
Remaja Park Surabaya 

Source: http://surabaya.gov.id 

 

http://surabaya.gov.id/
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4.4 Reflection of City Brand 

In order to be tourist city, Surabaya needed to have a brand to promote tourism in 

the city. City brand is one of the important aspects in developing the destination. 

Thus, “Sparkling Surabaya” as the city brand was officially launched in 2006; and it 

is still being actively used until now. According to Klijn et al. (2012), the creator of 

“Sparkling Surabaya”, is Agoes Tinus Lis Indrianto, a tourism academician who had 

been elected to be a member of  Surabaya Tourism Promotion Board since 2005. 

The creator said that Surabaya city brand was inspired by the city of Melbourne. The 

existence of Melbourne as the second largest city and also as the second most 

important city in Australia in economic and business aspects is similar to Surabaya 

as the second largest metropolitant city in Indonesia. In terms of number of 

populations, availability of attractions, infrastructures and economic activities, 

Melbourne is still below Sydney: similar to Surabaya which is still below Jakarta. 

Melbourne does not have any massive icon as Sydney which has the famous Opera 

House, while Surabaya also does not have any massive icon as Jakarta which has the 

National Monument or is often called as Monas. In addition, Melbourne has won the 

award as one of the most livable cities in the world. As observed by the creator, the 

unique value that can be emphasized by Melbourne is the lifestyle. Getting inspired 

by the success of Melbourne in branding the city, Mr. Indrianto would also like to 

emphasize the lifestyle and culture of Surabaya. Moreover, Surabaya has the identity 

of village culture or often called “Kampoeng” culture which typically emphasizes 

the active participation of society members. Compared to Jakarta where life is very 

individualistic, Surabaya would be one step ahead in terms of the”Kampoeng” 

values. This is a unique point which could differentiate Surabaya from the other 
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cities in Indonesia. From that frame of thought, the idea of “Sparkling Surabaya” 

was created.  

 

The word “Sparkling” was chosen since it describes the happiness and cheerful 

atmosphere in the cultural diversity. From the linguistic perspective, the word also 

matches and sounds well with Surabaya as SS, “Sparkling Surabaya”. This slogan 

was actually created as a visionary slogan. At that time, Surabaya was still far from 

the atmosphere of being sparkling. However, the government, especially the city 

brand team hoped that Surabaya would be much more developed in the future as 

expected in the philosophy and meaning of Surabaya as a sparkling city. It had then 

been proven by the rapid development of the city during the past several years, 

Surabaya has been transformed into a city which “almost never sleeps”, showing 

that there are various activities that can be done by all of the citizens of Surabaya 

starting in the morning until late into the night. 

 

4.4.1 Landscape 

The development of Surabaya as a tourist destination is reflected in the overall 

changes of the city landscape, from the improvement of public facilities, renovation 

of public parks to revitalization of old precincts. The changes of the city landscape 

can also be seen in the main streets and city center where there are lights and 

ornaments to brighten up the city during the night. The changes of the city landscape 

started to be seen clearly in 2006, after the city launched “Sparkling Surabaya” as 

the city brand. After the launching of the city brand, the improvement of the public 

facilities seemed to be achieved faster. Although the government claimed that the 

improvements of city lights, pavements and public parks were already planned 
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previously, but they were realized more intensely after the city launched the brand 

(Damayanti, Rahayu, & Ulfah, 2017). 

 

The logo of “Sparkling Surabaya” was broadcasted all over the city, mainly though 

tourism banners and public notices. In 2006, the vice mayor of the city, Arif Afandi 

issued an announcement flyer (Surat Edaran) regarding the city brand. This official 

letter (number 510/2486/436.5.12/2006, dated 14th July 2006) stated that the city has 

a new logo and branding, “Sparkling Surabaya”. It issued an order calling everybody 

to put the logo at any promotional materials they created for their events 

(Addinsyah, 2009). This included billboard, banner, brochures, newspaper, 

magazine, and any electronic media that mention Surabaya. This has made the 

imagery of “Sparkling Surabaya” widely promoted in the city.  

 

The existence of the city brand has also been acknowledged by the public through 

the logo billboards in several public places including the top of the city hall building. 

Although the logo was taken down in 2016 for the purpose of roof renovation it was 

there for more than five years as seen in the following figure. 

 
Source: http://surabaya.go.id  

Figure 4.1 Surabaya City Hall in 2015 

http://surabaya.go.id/
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The existence of “Sparkling Surabaya” logo on the top of the city hall showed that 

the government as stakeholder was also actively involved in promoting Surabaya as 

a tourism destination. By putting the logo on the city hall, the government endorsed 

the use of the logo in public places. The public was expected to be familiar with 

“Sparkling Surabaya”. Besides putting the logo on city hall, the government also 

mounted “Sparkling Surabaya” signages on several main streets, substantially 

affecting the surrounding landscape. One of the branding signages is located in 

Pemuda Street which an important main street of Surabaya with many office 

buildings located along the street. This street is important in terms of access since it 

radiates from the Central Business district of Surabaya. In the middle of the street 

there is one important monument called Bambu Runcing Monument established in 

rememberance of the use of bamboo as a weapon by the people of Surabaya in their 

fight against the Allied Forces. Its location is in the middle of the street, surrounded 

by a small garden along the pavement of Pemuda Street, where the signage of 

“Sparkling” adds to the attractiveness of the monument, as seen in the following 

figure. 

 

Source: http://surabaya.go.id  

Figure 4.2 The Sparkling Sign Next to Bambu Runcing Monument 

http://surabaya.go.id/
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By putting the Sparkling sign across to the monument, the government tried to 

increase the awareness of the people about the brand. It is argued that many 

Surabaya people are not yet aware about the branding. Although the branding had 

been around for more than 10 years, few people know and understand its purpose. 

People who are working directly or directly dealing with tourism or hospitality 

business may was aware but the majority is not. That is why having the sign or logo 

of the branding in many public places in the city is important.  

 

Another the effort by the government to increase the awareness of the public about 

the brand is putting stars as part of “Sparkling Surabaya” logo on the new city buses. 

The color of the buses are dominantly blue, however the motive of stars on the body 

of the bus was inspired by the  “Sparkling Surabaya” logo, as stated by the Head of 

Surabaya Tourism Department, Wiwik Widyawati, during the launch of 18 new 

buses by the mayor of the city. She said that using the sparkling motive on the body 

of the buses is meant to support tourism in the city. This effort continued in 2015 

when the government launched the Surabaya Shopping and Culinary Track. This 

program is an inexpensive city tour provided by the government using a modified 

tourism bus. The bus bore sparkling motives around its body. These are some 

examples of how the city government tried to endorse the “Sparkling Surabaya” 

logo, to be known by the public, especially Surabaya visitors.      

 

In terms of Surabaya as a destination, the outlook of the city is changing. Though the 

signs of “Sparkling Surabaya” are few, the face of the city is nonetheless rapidly 

changing. Since the word “Sparkling” was introduced as the city brand in 2006, 

there were development efforts by government to make Surabaya literally sparkling. 
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There are more colorful lights and ornaments added in the main streets. The city 

gardens or parks are also reconstructed for the same purpose. Pedestrian walks or 

pavements are renovated and expanded, especially in the central area of the city 

where many people pass by every day. The major landscape of the city has changed 

gradually: Surabaya is prettier and greener.  

 

The development of Surabaya into a revitalised tourist destination is supported by 

the fact that Surabaya is currently known as the big city in the country that has the 

most number of city parks. Moreover, the beauty of the city park in Surabaya had 

gained international acknowledgement by the award given by the United Nations. 

One of the most famous parks in Surabaya had been awarded the Best City Park in 

Asia. This reward was given during the Asian Townscape Sector Award in 2013 

(Barliana & Cahyani, 2014). The city parks in Surabaya are not only located in the 

city centre but also all around the city. Almost every districts of the city has open 

spaces and parks for the people and visitors to enjoy. The government had clearly 

put extra effort in building and maintaining the city parks. Furthermore, as one of the 

cleanest cities in Indonesia, Surabaya has regularly won Adipura Kencana award 

from the Indonesian government. This award is given to a city considered green, 

clean and able to maintain sustainability and the balance of natural environment in 

its surrounding. The landscape of the city is also marked with the existence of city 

lights and water fountains. There are more lights during the night than ever before, 

and more water fountains built in the city. The most famous water fountain as well 

as the biggest one is the dancing water fountain set up at the new bridge called 

“Jembatan Suroboyo”. The bridge itself is short but beautiful, connecting people 

from the east side to the centre of the city. A water fountain is attached to the new 
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bridge. Thus, the bridge turned out to be new visitor attraction. As stated by Hakim 

(2016), “Jembatan Suroboyo”, which was launched by the city mayor, Tris Risma 

Harini, was becoming a new icon of Surabaya tourism. The following figure is a 

view of “Jembatan Suroboyo” and the dancing water fountain, which is colorfully 

adapted to the branding “Sparkling Surabaya”. 

 

 

Source: http://surabaya.go.id  

Figure 4.3 The Dancing Fountain and “Jembatan Suroboyo” 
 

The landscape of the city for the last 10 years, from 2006–2016 has been adapted to 

the slogan of the city. The adaptation was initially brought by the government as part 

of the commitment to the “Sparkling Surabaya” logo. The city that used to be an 

industrial city with static atmosphere slowly changed into dynamic and colorful city, 

which attracts more visitors. The landscape changes and improvements in public 

facilities are followed by the increase in the quality of hospitality and tourism 

products and services. These are provided by the other stakeholders in the city, 

namely the business people and the local people of Surabaya.  

http://surabaya.go.id/
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4.4.2 Tourist Attractions 

Surabaya destination development is indicated not only by the growth of the tourism 

business entities, such as hotels, restaurants and travel agents, but also the increasing 

number of attractions in the city.  The existence of tourist attractions in Surabaya, 

mostly man-made, is important to support the development. These attractions are 

mostly based on cultural, historical and religious values of the people. They are 

managed and operated to receive visitors for various purposes, especially leisure and 

education.  Moreover, there are few nature-based attractions, namely “Kenjeran 

Beach” and Mangrove Park. These natural attractions are important for city 

development, since they attract more visitors every year. In addition, Surabaya  has 

the oldest and the biggest zoo in Indonesia.  Surabaya Zoo has the most complete 

collection of live animals in the Asean region and is the first visitor attraction in the 

city.  For years, Surabaya Zoo has been the most visited attraction in Surabaya, 

especially among domestic visitors. 

 

After the launching of “Sparkling Surabaya”, the development of city attractions has 

experienced rapid growth in terms of numbers and the quality of products and 

services. From around 19 attractions listed by the government in 2006, they have 

grown into more than 50 attractions in 2017. The operators are the member of 

Forkom, which is a communication forum of tourist attraction operators in Surabaya. 

The logo of “Sparkling Surabaya”, is used in most promotional materials, such as 

brochures, leaflets and banners. Although not all of them display the logo inside the 

area or the building, “Sparkling Surabaya” is certainly the brand they use to 

popularise their attractions among visitors. Most of the information published for the 
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visitors has the logo “Sparkling Surabaya”. The following are examples of such 

promotional materials.    

 

 

 

Source: http://sparkling.surabaya.go.id 

Figure 4.4 Promotional Brochure of Surabaya Tourism Attractions 
 

Most of the visitor attractions in Surabaya are operated by private businessmen and 

local community. There are only few attractions that are officially owned and 

managed by the government. These attractions are the Heroes Monument, Old 

Kenjeran Beach, Ampel old city precincts, Performance Arts Center (Taman 

Hiburan Rakyat or THR), Heritage Precincts of Balai Pemuda and Surabaya Zoo. 

The conditions of the attractions managed by the government vary in quality, some 

of the facilities are in good condition and some are not. The same goes for the 

number of visitors—some are popular sites while others are less so. However, 

Surabaya Zoo is still the most favorite in the city, in terms of the number of visitors, 

both local and international. On the other hand, the attractions operated by the 

private owners continue to increase in number as well as quality of products and 

services. Competition among attractions in Surabaya is growing with more new 
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attractions being built and the old ones renovated. Such dynamic situation supports 

the development of Surabaya into an increasingly attractive national tourist 

destination. New products are launched to cater the need of the visitor; one of the 

most favorite tourism products is the Surabaya Heritage Track This innovative 

product is created by the House of Sampoerna Museum, a private museum which 

has won the best visitor attraction in Surabaya award. Surabaya Heritage Track is 

actually a free ride on a unique bus which looks like a tram. The route is covers the 

northern section of Surabaya where many heritage buildings and old precincts are 

located. As seen in the following picture, the logo “Sparkling Surabaya” is painted 

on the bus of Surabaya Heritage Track. 

 

Source: http://sparkling.surabaya.go.id  

Figure 4.5 Surabaya Heritage Track 

 

4.4.3 City Event 

In the process of developing the destination, Surabaya needs not only to improve 

public facilities and tourism business services, but also needs to stage events to 

attract more visitors.  Organizing regular city events are important to attract more 

people to Surabaya. In this context, displaying the city brand “Sparkling Surabaya” 

http://sparkling.surabaya.go.id/
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not only provides the physical evidence of luring images but also in the form of 

events organized in the city. Since the launch of the city brand in 2006, there was 

many activities and events organized in support of tourism development in 

Surabaya. The main stakeholders involved in big scale events in the city are the 

government and the private businessmen. Thus, the citizen of Surabaya can also take 

part in the events as participants or committee members of the events. 

 

The city brand is reflected through promotional materials and the theme of the 

events organized either by the government and also private business people. 

Government initiated events are planned and executed as part of the duties of the 

government aimed at attracting visitors to the city. There were several events that 

were held regularly since 2006. The government collaborated with other 

stakeholders to hold cultural activities, arts festival, shopping extravaganza and 

health festival. At the beginning, most of the major events organized by the 

government were scheduled to be launched in May to celebrate the city birthday. 

However, as the number of visitors to Surabaya increase, the government officials 

realized that they needed to extend the event all year round to increase the length of 

stay of visitors as well as adding more reasons to visit Surabaya. Starting 2014, the 

calendar of events in Surabaya is not made yearly but monthly with various events 

concentrated in the months of May and June. 
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Source: http://sparkling.surabaya.go.id 

Figure 4.6 Calender of Event of Surabaya on May-June 2016 

 

These events were not conducted only by the government alone but were staged in 

collaboration with other stakeholders, namely the private businessmen and the 

people of Surabaya. The government has the main role to coordinate and promote 

the events to the public, as well as providing the legal support.  

 

Among the events held by the government and other private businessmenes there is 

a special event that consistently used “Sparkling Surabaya” as the name of the event. 

The event was organized by the School of International Hospitality and Tourism 

http://sparkling.surabaya.go.id/
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Business – Universitas Ciputra, a prominent tourism school in Surabaya in 

collaboration with the government and several tourism businesses in the city. Since 

2012, the tourism school worked with Surabaya tourism government office and 

tourism organization such as Forkom, PHRI and ASITA. They are representing 

visitors, residents, hotels, restaurants, tour operator and travel agents, to organize 

“Sparkling Surabaya Tourism Fiesta” or so called SSTF.   In this event, all the 

tourism attraction operators were given booth to display their attractions to the 

public. There were also Indonesian celebrities invited as the guest star of this event.  

 

 

 

 

 

 

 

 

 

 

Source: http://ihtb.uc.ac.id  

Figure 4.7 Giant Banner of SSTF at Tunjungan Plaza in 2013 

Since 2012 until recent years, the existence and the consistency of the event had 

directly supported the destination development of the city. Moreover, this event was 

also a part of a blitz display of the city brand “Sparkling Surabaya”. Being held in 

public places and inviting Indonesian celebrities during the event had made the 

people of Surabaya, including visitors more familiar with the city brand work.      

 

http://ihtb.uc.ac.id/
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4.4.4 Local People's Behavior 

The display of “Sparkling Surabaya” was also interpreted as the way local people 

express their sentiment in welcoming visitors. Although, tourism business is 

developing rapidly in Surabaya and the number or visitors increases every year, 

there are still not many international visitors seen mingling on the main streets of the 

city. Therefore, meeting international visitors on the street will be an exciting 

experience for many Surabaya residents. It is expected that overall reaction of the 

local people will be positive and supportive toward visitors. Most locals will be 

eager to help if any international visitor approaches them to ask about something. 

Although, the language barriers may pose a problem, it will not hinder the local 

people to try to communicate with the visitors if they meet them. The positive 

manner local people behave toward visitors can boost development of the 

destination. Their positive attitude gives more meaning to the “Sparkling Surabaya” 

slogan.  

 

The local people of Surabaya are not only supportive toward tourism development, 

but they are also actively involved in the process. Surabaya is considered as one big 

“kampoeng”, this means that behind the concrete buildings and large number of 

development in the city, there are many urban villages. These urban settlements 

consist of a dense “kampoeng” in the city centre extending to elite housing in the 

suburb. The participation of the local people in destination development can be seen 

in the formation of community organization around the city. Among many informal 

community organizations, there are two major organizations that are well known all 

over the city, namely POKDARWIS and KIM. The former focuses on tourism 

activities since this organization commonly consists of people who live around the 
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visitor attractions or people who manage the attractions. The latter focuses on the 

distribution of information from the government, NGOs and other stakeholders to 

the people. The information can be about anything, except politics, from health 

issue, education, cultural items, socio-economic problems and tourism issues. The 

two community organizations are legally formed by the government with the 

expressed purpose of collaborating to pursue their respective activities while giving 

public support to destination development.     

 

In Surabaya, POKDARWIS (Kelompok Sadar Wisata) was initially set up in 2012. 

The existence of the organization is adjusted based on the location where tourism 

activity is held in an area of the city. In order to support the destination development 

and the use of city brand, the organization conducts several routine activities. The 

most common activities are trainings and workshops given to the people who live 

around the tourist attraction sites. They work together to organise tourism activities 

in their area. Participation in this organization is voluntary and participants do not 

receive any compensation. The main value in practice is taken from the concept of 

SAPTA PESONA (The Seven Values of Indonesia Tourism Credo). The seven 

values are security, orderliness, cleanliness, comfort, beauty, hospitality and 

thoughtfulness. The local people, especially those who are directly and indirectly 

affected by visitors must be able to make Surabaya as comfortable as possible for 

tourism activities. This organization is growing stronger every year and the number 

of people involved is increasing and consequently the awareness of the local people 

about tourism is also growing. The behavior of local people, one way or another, 

reflects the spirit of “Sparkling Surabaya”. Their positive attitude and their 

willingness to support tourism programs was a great advantage to Surabaya in its 
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mission to develop tourism in the city. The following picture reveals one of the 

activities of the local people in Surabaya, through the initiative of POKDARWIS. 

The figure shows the activities of Famtrip, used to promote tourism in the area. 

 
Source: http://surabaya.go.id 

Figure 4.8 Famtrip Activities of POKDARWIS Surabaya 

 

Another supportive behavior of the local people of Surabaya, can be seen in the 

formation of KIM (Kelompok Informasi Masyarakat). This body is a social and 

voluntary organization whose activities are mostly conducted online. The 

organization was set up in 2015 covering five districts in Surabaya. The main 

function of this organization is to spread news and information digitally to the local 

people. The information can be about any aspect of social, cultural and economic 

activities of the people. In order to support tourism development in the city, this 

organization functions as the source of tourism information for the local people as 

well the visitors. Each of the districts must write and upload information on its 

tourism resources and assets located near their area on the website. The local people 

http://surabaya.go.id/
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who are involved in the activities are those who have great interest in media, 

journalism and news production 

 

Source: http://surabaya.go.id 

Figure 4.9 KIM Visit to Metro TV in 2016 

 

The above figure shows one of the activities organised by the locals through KIM to 

learn about news making and distributing information, such activities are important 

to empower local people to produce and spread the information positively to the 

public. The main information spread through KIM activities, is tourism information. 

By having the online platform given by the government, the local people can collect 

data and distribute any information about tourism in the city, directly to the public.  

Their participation to spread tourism information online has contributed to the 

process of city brand usage in the development of the city. Therefore, the local 

people of Surabaya are basically ready to welcome visitors, especially the 

international tourists.  
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4.5 Summary 

Surabaya as the second biggest city in Indonesia has great potentials for tourism 

development. Being the capital city of East Java, the city is strategically surrounded 

by several main attractions in the country, such as Mount Bromo, Malang, Batu and 

Ijen Crater. The city also serves as the tourist hub in the region. Gradually Surabaya 

has transformed itself not only to be a transit city, but also a tourist destination. The 

number of domestic and international visitors is growing along with the increase of 

tourism products and services. The use of “Sparkling Surabaya” as a city brand 

imagery since 2006 has boosted the destination development in the city. 

 

Surabaya had a long and heroic history, drawn back from the ancient kingdom until 

the colonial period. It was only a district where the battle between Raden Wijaya and 

the troop of Kubilai Khan was fought, prior to the Majapahit period. Following the 

victory Raden Wijaya was crowned as the first king of the Majapahit Kingdom. For 

centuries, Majapahit was the greatest kingdom in South East Asia. This 

predominantly Hindu Kingdom then declined after severe civil wars and the invasion 

of Mataram, an Islamic Kingdom.   During this period Surabaya, known as Cura 

bhaya, was the main gateway to the kingdom of Majapahit. As the main gateway, the 

district played an important role in the region as the entry point to the kingdom from 

the sea. The history of Surabaya was most of the time a mixture between traditional 

myths and historical facts. It is believed that, there was a great battle between the 

giant fish of Sura and the big crocodile called Baya which was the origin of the name 

Surabaya.   
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During the Dutch colonialization, the city was used as the business and trading centre 

for the Netherlands economy. The city transformed into a big city serving many 

plantation companies. The social life of the people in Surabaya was divided into 

several residential areas, based on ethnic groupings. There were living areas for 

Europeans, Chinese, Arabs and Indonesians. Their ethnic districts were 

geographically separated by the Dutch in order to control the economic and social 

life of the city. After independence of Indonesia, the influence of the Dutch slowly 

waned. Following Japanese invasion the Dutch lost its control to the city which 

passed on to Japanese before Indonesia officially gained independence in 1949.  The 

legacy of the Dutch colonial rule can be seen in the buildings located in the old 

precincts of Surabaya. The area has been transformed into an old city district where 

houses many heritage buildings that now serve as tourism attractions. 

 

During the period of Indonesian revolution, Surabaya bore witness of people 

struggling against the Allied Forces. The spirit of egalitarianism and heroism is 

deeply rooted in Surabaya. After Indonesia gained independence in 1945, the city 

was still fighting to protect their homeland from the expansion of the allied forces up 

to 1949. Surabaya rapidly changed into a big city drawing revenues mostly from 

manufacturing and trade. Later, following the policies of the city mayor to relocate 

big factories from the city centre to the suburb, city revenues structure gradually 

changed.  Based on the government report, since 2003 the economy of the city was 

mainly supported by the service and trade sectors. The services sector provided 

hospitality services in hotels, restaurants and touring activities in the city. To 

maximize the revenue from tourism, Surabaya government working together with 

private businesses people in tourism launched the city brand “Sparkling Surabaya” in 
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2006. This was the official beginning of tourism sector as major economic concern 

of the city. The destination development in Surabaya indicates consistent 

improvements with statistical records showing growing numbers of domestic and 

international visitors every year as the consequence of improved tourism products 

and services in the city.   

 

To promote Surabaya as tourism destination in the region, the use of city brand turns 

out to be capable of boosting tourism development. The efforts to promote the city 

are more focus, as the city transformed itself to be more sparkling and visitor-

friendly, in accordance with the slogan, Sparkling Surabaya. The image of the city 

brand can be seen from the landscape of the city, visitor attractions, events and the 

behavior of people in the city. In the mean time, the construction of many city parks 

and public places has transformed the city into a green and clean city. The instalment 

of city lights and ornaments has color up the city at night. There are many water 

fountains built in the city to make it more attractive for both local people and 

visitors. Public facilities have been improved, such as pedestrian crossing, road signs 

and visitor information services. The city attractions have been more attractive where 

healthy competition among the attractions encouraged them to improve the quality of 

their services and products to attract visitors to their place. As a result of these 

developments, the city has organized more events than ever before. There are many 

regular events conducted by governments, private businessmen as well as non-

government organizations to create more reasons for visitors to come to the city. The 

behavior of the local people is very positive in welcoming visitors. They are also 

actively involved in the process of developing the destination, by increasing their 
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skills and ability to serve visitors with quality products and useful information on the 

city to visitors. The city has thus transformed to be more sparkling than ever before.        
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CHAPTER FIVE 

DISCUSSION: TOURISM STAKEHOLDER PARTICIPATION 

5.1 Introduction  

In implementing a city brand as the process of developing tourism destinations in 

Surabaya, there are stakeholders who are actively involved, namely, government, 

private businessmen, local people and visitors.  Each of the stakeholders has different 

roles that are mutually connected. The stakeholders work based on their roles, 

capacity and objectives; their collaboration has supported the development process 

(Murphy & Murphy, 2004; Ali, Hussain, Nair, & Nair, 2017). Although there are 

several challenges that occur during the process, the tourism stakeholders in 

Surabaya can manage to work out together or individually.  

 

In any destination management context, the government has the basic role as the 

regulator as well as the manager of the city. Their duty is not only about developing 

tourism in the city, but also improving all aspects of life. However, in tourism 

management, the government role is crucial since its policies can affect the 

destination development (Ashley, Brine, Lehr, & Wilde, 2007). Although the main 

affairs of the tourism sector is under the control of Tourism Department, but they 

need to be supported by other departments in the government.  On its own tourism 

department will not be able to work maximally because the budget and authority of 

the Tourism Department are limited. Therefore, an intense and consistent 
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coordination across in the government departments is the key to success in 

developing the destination. 

 

Private business sector are becoming important stakeholders since their businesses 

sustainability depend on the growth of tourism in the city (Idajati, 2014). All tourism 

enterprises in the city are trying to sell Surabaya products and services to the visitors. 

The hotel business in Surabaya is growing every year with more hotels built in the 

city. Therefore, the competition among the hotels is getting tighter. Furthermore, 

culinary businesses also take more active role in the development of the city, since 

their business also depends on the visitors coming to their restaurants. Travel agents 

and tourism attraction operators depend on both domestic and international visitor 

arrival to the city. Their business is growing along with the growing number of 

visitors to the city. Although their line of business may be different from one 

another, but the hotels, restaurants, travel agents and tourism attraction operators in 

the city have to work together to attract more visitors to the city. They have formed 

formal organizations based on their own product classifications. The organization 

such as Surabaya Tourism Promotion Board (STPB), Hotel and Restaurant 

Association (PHRI), Association of Travel Agent (ASITA) and and Tourist Operator 

Communication Forum (Forkom) are the media of participation for the private 

business people to implement city brand in the process of developing destination. 

Based on social network concept by Serrat (2010), the network built among the 

stakeholders, is the media for them to share values, ideas and social contacts. This 

may include commercial and financial exchanges occur during the process. 
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The local people are also the stakeholders in implementing city brand for tourism 

development. Being the host for the visitors, especially for these who live around the 

tourism attraction, their attitude determines the quality of visitor experience to the 

city (Nugroho, Pramukanto, & Negara, 2016). The local people of Surabaya are very 

keen with the development of tourism in the city. They are excited to meet visitors 

and they readily give support when necessary. Their active contribution through 

several community organizations also proves that the local people are actively 

involved in the development of tourism destination. Many of tourist attractions are 

owned, developed and operated by the local people.       

 

Although the visitors are considered outsiders in the city, who are not directly 

involved in the process of brand implementation, their contribution through travel is 

important hence they are also stakeholders in the destination development, since they 

are consumers and can be effective marketing agents to promote tourism activities in 

the city (Suparwoko, 2016). Their comments and suggestions on the city tourism can 

be valuable input for others stakeholders in developing tourism (Dupeyras & 

Maccallum, 2013). It is thus important for all stakeholders to continuously work 

together to build a positive experience for visitors by giving them quality products 

and services while they are in the city.  

 

In order to find out more about stakeholder participation toward city brand 

implementation in the frame of destination development; there was a group of people 

selected as the key persons for this study. All of the informants from all stakeholders 

groups (government, private sectors, local people and visitor) were the key persons 

or influential persons who were able to influence the activities of the organizations 
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they were actively involved in. The informants were those who had actively 

contributed individually or collectively to support the city brand of Surabaya. 

Therefore, their opinions and their knowledge about city brand and destination 

development are considered to be one of the most important data for this research.  

This section discusses more on the profile of each person who represents the 

stakeholders in the city development. The discussion about the informant profile will 

be limited on their professional activities within business, organization or institution. 

The form of participation and contribution of each stakeholder is also being 

discussed in this section. Lastly, the analysis of dominant stakeholders and 

collaboration platform among them will be elaborated in this section as the findings 

of this research.   

    

5.2 Surabaya Tourism Stakeholders: Informant Profiles 

The implementation of city brand in Surabaya can work because of the people are 

concerned and passionate about the city. These people have dedicated their time and 

thought to contribute in the process of destination development of the city.  Based on 

their experience, personal ability and professional capacity, there are some figures 

who actively support Surabaya city brand to boost the city become tourism 

destination. These people have the authority in their own fields to be able to make 

the plan work and to execute the process. Although all of them support the 

development of tourism as part of their professional jobs, their willingness to do 

more than they are expected is a great contribution to the growth of tourism 

destination. The participation of the stakeholders can be described in terms of 

activities, opinions and thoughts. This section explains the contribution of the key 

persons from each of the stakeholder groups. Each of them was chosen not only 



160 

because of their professional capacity and experience but also because of their 

personal commitment to destination development in the city. Their opinions in the 

discussion reflected how the stakeholders’ participation was.  This section also 

describes the stakeholder profiles based on the observation conducted towards each 

person’s performance in doing their professional activities for the city tourism.  

 

5.2.1 Government  

The informant of the government side was the Head of the Surabaya Tourism 

Department. Her name is Wiwik Widyawati; she had been holding the position for 

more than five years. She was actively involved in tourism activities before 

appointment as the Head of Surabaya Tourism Department.  Her previous position 

was the Head of Cooperation Department of Surabaya Government, with 

responsibility to plan, organize and execute the cooperation between Surabaya and 

other cities, including overseas cities. Therefore, she had the experience in 

interacting with the visitors to the city.  

 

As the leader of the department, there were many initiatives that she took to increase 

tourism activities supported by her team, especially the promotion and destination 

development division. Her promotional plans had been considered supportive toward 

the process of development. Although it was not her job to introduce regulations on 

tourism, her proactive efforts, strategies and policies had made the development 

work progressively. Among her achievements was the remarkable success of making 

Surabaya as one of the cruise destinations for the luxurious cruise ship. She was able 

to work together with cruise ship operators and the local travel agents to make 

Surabaya as one of the stops of the cruise ship journey. Regardless of limited 
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promotional budget, she was able to set up and execute several programs to support 

destination development in the city.  Her knowledge, experience, and opinion are an 

important data for this study.  

 

5.2.2 Private Business Sector 

The other important stakeholders in implementing a city brand are the private 

business circle. In this study, there were several people who participated as the 

informants. Each of the persons represented the tourism businesses that have 

influence in destination development of the city; these include hotels, travel agents, 

restaurants and tourism attraction operators. 

 

The first informant from the private businessmen was Yusak Anshori. He is a 

humble but yet influential person in terms of implementing city brand to develop 

tourism in Surabaya. He is a true hotelier and also academician. His professional 

career as a hotelier began 20 years ago in the city of Yogyakarta. He worked as the 

hotel operator at Yogyakarta Plaza Hotel. His persistence and hard work led to 

promotion as General Manager of the same hotel. Then he was appointed as the 

General Manager of Surabaya Plaza Hotel, a four star hotel located in the city 

central. His eagerness to develop himself and the company, made him pursue his 

doctoral degrees in one of the prestigious public universities in Surabaya. Since then 

his career as an academician began. He had been teaching in several prominent 

universities in Surabaya, and held several positions. His was then appointed as the 

Dean of Business School by one of the top private universities in Surabaya where he 

pursued professional career as hotelier and academician at the same time.  
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Yusak Anshori’s participation in tourism development in Surabaya started when he 

was appointed as the Director of Surabaya Tourism Promotion board at the end of 

2005.  At that time, the vice mayor asked him to lead the team of private 

businessmen to help promote Surabaya as a tourism destination for both domestic of 

international visitors. Thus, he formed a team of dedicated workers including 

executives from a hotel, travel agents, tourism attraction operators and tourism 

training school. With the team, he proposed that the city must have a city brand. In 

early 2006, Surabaya Tourism Promotion Board introduced the city brand “Sparkling 

Surabaya” as the initial step towards destination development in Surabaya. In 2008, 

the team expanded from 6 person to 20 persons who were active in promoting 

Surabaya as tourism destination. In view of his enthusiasm, knowledge and 

experience, Yusak Anshori is an important informant for this study. His insights are 

valuable to explore the challenges and opportunities of the private businessmen, 

especially the tourism board, as the stakeholder in destination development.  

 

One of the key businesses in tourism industry is the hotel; therefore the role of hotel 

business in destination development is important. The informant from the hotel 

business was Mochamad Soleh. He is now the Chairperson of PHRI (Perhimpunan 

Hotel and Restaurant Indonesia) East Java chapter. This organization is the partner 

of the government in developing tourism in the city. Mochamad Soleh was in charge 

of the organization since 2014. He was the general manager of Bisanta Bidakara 

Hotel, a three star hotel located in the Central Business District of Surabaya. As the 

General Manager he was considered very successful and was then promoted to be 

one of the directors of the Bidakara Hotel Group. His passion in developing 

Surabaya as tourism destination was proven by his support toward government 
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events in the city. As the leader of the organization that consists of almost 100 hotels 

and 80 big restaurants in Surabaya, he had the authority to influence the hotel and 

restaurant activities to support tourism development. His greatest achievements as 

the Head of PHRI, was the success of Surabaya as the host of the Prepatory 

Committee 3 Habitat Conference by United Nations in 2016. At that time, PHRI as 

the main partner of the government was able to accommodate more than 3500 

participants from 193 countries around the globe.  Mochamad Soleh’s experience in 

leading the hotel and restaurant association in Surabaya is valuable especially his 

thoughts on the contribution of hotel and restaurants business toward tourism 

development in the city. Thus, his view about the branding of the city can be 

converted as important data for this study. 

 

Besides STPB and PHRI, there is also an organization that is important for the 

development of Surabaya, especially for international visitors. This organization is 

called Casa Grande; an association of Hotel General Manager of star rated hotels and 

golf courses in Surabaya.  The existence of golf courses in Surabaya is also important 

in terms of the products offered to the high class visitors. The informant of from this 

organization was Bambang Hermanto, an experienced hotel General Manager for 

more than 20 years. Previously, he was the former Chairperson of PHRI for two 

consecutive periods before replaced by Mochamad Soleh in 2014. Bambang 

Hermanto is presently the Vice Chairperson of Casa Grande. In his professional 

career, Bambang Hermanto was involved in nurturing hotel and tourism education in 

Surabaya. He was the co-founder of Surabaya Hotel School, which is the oldest hotel 

school in Surabaya that offered diploma for their students. Later on in 2013, he was 

asked to be the Dean of Hospitality and Tourism Business School in one prominent 
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University in Surabaya.  He is well recognized by fellow hoteliers and the 

government officials, including the city mayor. He is actively involved with the 

development of Surabaya tourism. His contribution to the development of human 

resources of hotel and tourism in Surabaya is respected by everyone who are 

involved directly in the industry. Many called him “The Godfather of Hotel” in 

Surabaya since he was already involved in this business at an early age when there 

were not many people concerned about the hotel business in the city. His major 

accomplishment was the trust given by the Minister of Tourism to assess the quality 

of hotels across the nation. Under his current company, Bambang Hermanto had 

been granted the authority to evaluate and give star ratings to all hotels in Indonesia. 

Therefore, his perspectives about the contribution of private businessmen as the 

stakeholder in implementing city brand to develop destination in Surabaya, is very 

important.      

 

The role of travel agents in developing the destination through the use of city brand 

is indipensable. This means not only the existence of the accommodation business 

that have an influence on tourism, but also the travel business. In this regard, the 

group who has direct contribution to bringing in visitors, especially international 

visitors, is the travel agent. There are many travel agents in Surabaya; however, not 

all are concerned with bringing visitors to the city. In fact based on the data by the 

government, there are only around 10 percent of the travel agents who have inbound 

packages to Surabaya. Most of them prefer to sell outbound tour packages. Hence for 

our purpose, the travel agents as the stakeholder of tourism development are the few 

agencies that consistently sell Surabaya to visitors.  
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One of the oldest and biggest inbound travel agents in Surabaya is Aneka Kartika. 

This company started the business in 1979. Since then, it consistently sold Indonesia 

as their main product and made Surabaya as the home-base of the business. The 

informant from this company was Adjie Wahono. He joined Aneka Kartika since 

1992 as a trainee. Because of his excellent contribution and skills, he was appointed 

as the Operational Head of this company until now. Under his leadership, this 

company grew to be the biggest company that operates inbound tour in East Java. 

Adjie was actively involved in the process of promoting and selling Surabaya as 

tourism destination. Under the company, he regularly joined the national and 

international tourism fairs to promote his company’s tour products, in which 

Surabaya is mostly the main hub of his entire package. As part of private business 

entity, the travel agents are one of the important stakeholders in tourism 

development. The contribution in creating and selling tour products directly affect 

the growth of visitors to the destination. Therefore, the opinion of Adjie, regarding 

the city brand is very relevant and his contribution toward the development of the 

city tourism is obvious.      

 

One of the main players of private business sector as the stakeholders in 

implementing city brand for destination development is the tourism attraction 

operators. They provide attractions in the destination that draw visitors to Surabaya. 

The informant from the tourist attraction operator was Irphan Hariandja. He is the 

general manager of one major attractions is Surabaya which is the Submarine 

Monument, or Monkasel. This monument is actually real submarine, namely KRI 

401 Pasopati. This submarine was one of the submarines that had been used to 

defend Indonesia, especially the West Papua from the Dutch aggression in 1960. 
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After finishing its services, this submarine was cut down into piece and installed on 

the bank of Kalimas River in Surabaya. This Monument symbolizes the greatness of 

Indonesian Navy. Irphan had been appointed as the manager of this attraction since 

the early time of the Monkasel operation in 1998. Thus, he was able to make 

Monkasel to be the one of the best attractions in the city. In 2009, he initiated the 

communication forum among the tourist attraction operators in Surabaya. With the 

legal permit by Surabaya Tourism Department, he formed the forum online group 

and was appointed as the leader. At that time the members of the forum were only 25 

tourist objects run by private business people and local communities. The forum 

members grew rapidly along with the development of tourism in the city. He was the 

person who actively coordinated the other tourism object operators to organize 

promotional activities to sell Surabaya. He worked closely with others tourism 

stakeholders in Surabaya to create several tourism events that attracted more 

domestic visitors to Surabaya. One of his achievements and contributions toward 

tourism development was working together with the Hotel and Tourism Business 

Schools in setting up the regular award for tourist attraction operators. His 

knowledge, experience and inputs about Surabaya tourism are crucial for this study. 

 

Surabaya was well known as the center of trade in during the Dutch colonial era, 

especially for plantation commodities, including tobacco. As the home of one of the 

biggest cigarette companies in Indonesia, the legacy of tobacco plantation and 

cigarette industry is still maintained until now; the family of Sampoerna, the owner 

of the cigarette company, decided to keep operating their old factory in the city. 

Although the biggest production had been moved to a bigger factory outside 

Surabaya, the old factory is still well maintained and operating. The family decided 
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to make a museum and art gallery of their old house and factory which they named it 

the House of Sampoerna. The museum was then managed professionally as tourism 

objects in the city.  

 

The person behind the success of the House of Sampoerna was a lady named Ina 

Silas. She is the general manager backed by a team that managed to change the old 

factory into a heritage museum, arts gallery and a restaurant. She was able to manage 

it professionally until this museum gain national recognition as one of the best 

museums in Indonesia. In terms of the tourism object in Surabaya, this museum is 

the market leader of visitor attractions in the city. Being located in the old city area, 

Ina Silas had been able to make the museum a central attraction among many 

heritage buildings in the surrounding area. Ina Silas had a professional background in 

several hospitality businesses, such as mall and hotels. She had the passion on 

Surabaya heritage since she was asked to be the general manager of the museum. She 

was also known among tourism stakeholder in Surabaya, since she actively assisted 

the government with her initiatives and ideas regarding heritage tourism. She was 

also one of the earlier members of STPB city tourism promotion board. One of her 

contributions was the free city tour called Surabaya Heritage Track. With the support 

of her assistant, Rani, they were able to create innovative city tour program to 

explore the heritage buildings and culture in the city. Her knowledge and view about 

developing destination through city brand implementation is a necessary insight for 

this study.   

 

In developing a destination using a city brand, the role of media is also crucial. The 

support from media which actively cover positive images about the city and regularly 
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supplying information on the attractions of the destination to the public is highly 

needed. Therefore, media is considered as one of the tourism stakeholders that 

belong to private business sector. Among many other media in Surabaya, there is one 

specific medium that mainly discusses tourism in Surabaya, which is Surabaya City 

Guide Magazine, or so called SCG. This is a free magazine published monthly. To 

maintain its existence, SCG gain draw revenues from advertising in the magazine. 

This tourism magazine belongs to the biggest media group that focuses on radio 

business in Surabaya, namely Suara Surabaya. The SCG does not only function as 

source of visitor information about the city, but also as a media of inspiration and 

guidelines for the citizen as well as the visitors. This media is also actively involved 

in several big events in the city. It initiates certain tourism programs, such as the 

Surabaya Urban Culture on May every year.    

 

The informant from this media was Agung Prabowo. He was appointed as the 

Marketing Manager of the SCG. Since the organizational structure of this media is 

quite simple, he also acts as the operational manager, which is the highest position in 

the business. Agung is very passionate about tourism development in the city. He 

actively works together with other stakeholders to initiate several development 

programs for the city. He is a resourceful person, in terms of networking and 

collaborating with other stakeholders. Under his leadership, SCG became the best 

tourism magazine in Surabaya, as well as in East Java. Agung’s contribution toward 

the development of tourism in the city is not limited to distributing tourism 

information, but also getting involved in physical development of certain tourism 

objects in the city. His most recognizable initiative was the support to the 

government in closing the biggest prostitution center in Indonesia and changing it 
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into one of tourism objects in the city that can be visited by all kind of visitors. 

Therefore, his insights and opinion about city brand implementation in developing 

the destination is important for this study. 

 

5.2.3 Local People 

The local people of Surabaya are also one of the important stakeholders in the 

development process using a city brand. They are not merely the observers of the 

process but also the subjects. Without the support of the people in the city, the 

visitors will not feel comfortable to spend their time in the destination. In terms of 

local people’s participation, their hospitable attitude will influence the feeling of the 

visitors. In Surabaya, there are a group of people who have more than just supportive 

attitude toward tourism. These groups of the local people were actively involved in 

the process of creating events and new attractions that may draw visitor’s attention. 

Each of the groups had their leader; the one who initiated and and was consistently 

willing to organize group activities. In this study, there were two groups invited as 

the informants representing the culture and the history of Surabaya.  

 

To represent the local people who have great passion in the culture of Surabaya, this 

study observed their activities and interviewed Ananto Sidohutomo, a medical 

doctor, who does not practice his medice but conducts professional business 

coaching. He set up a foundation that aims to increase the awareness of the public, 

especially woman, about the danger of breast and cervical cancer. Under Bidadari 

Foundation, he and his team were actively involved in the campaign to raise 

awareness among Indonesian women about the disease and how to avoid them. In 

fact, he established his own Cancer Museum. This museum is dedicated to 
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everybody who wants to know more about what cancer is and its impacts on people’s 

life. Besides his great passion in social campaigning about cancer, he is also a person 

who has great passion in restoring and developing the original culture of Surabaya. 

Ananto Sidohutomo proposed many initiatives in order to preserve the culture of 

Surabaya. Although some of his ideas did not always get support from the 

government, he is persistent in doing what he loved to do. He was consistently 

proposing to make Tunjungan Street as the icon of the city heritage tourism. In his 

opinion, since the street is located in the city centre and there was an iconic historical 

event happening on this street during the colonial era, this street should be preserved. 

In order to draw the attention of the public, especially the government and other 

stakeholders, annually he holds musical performance in Tunjungan Street, exactly in 

front of Majapahit Hotel. Since 2013, with his community named Tunjungan Ikon 

Surabaya, he had been persistently promoting this historical street to be the icon of 

tourism in the city.  Among many contribution both individually and with the 

community that he led, the biggest contribution of Ananto was his initiation of the 

commemoration of the Indonesian flag incidents. In this event, he climbed up to the 

flag pole in front of Majapahit Hotel to recall the heroic events that happened at that 

time. Thus, he did the heroic monologue, reconstructing the situation that happened 

on 19 September 1945, where the flag incident happened at that time. At first this 

event did not get enough support by many people, but then, now it is one of the city 

highlights in commemorating the spirit of Surabaya people during the struggle 

against the Allied Forces and the Dutch. Therefore, Ananto’s opinion and ideas about 

developing Surabaya as tourism destination is important.   
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Another local community is the Roode Brug Soerabaia. This community is claimed 

as the biggest and the most active community in preserving the history of Surabaya. 

One of the traditions of this community is when they have a gathering they always 

dress up in old soldier uniform celebrating local heroes. Their members consist 

people of different ages, youngsters and senior citizens. The regular activities are 

reconstructing historical event by theatrical performance, researching about the 

Surabaya history, documenting historical scripts and publishing books. This group is 

the official partner of the Surabaya Tourism Department in conducting theatrical 

performance every 10th of November to commemorate the National Heroes Day that 

takes place in Surabaya. The informant from this local group was Ady Setyawan. He 

is the founder of the community along with four other persons. However, Ady is the 

most active leader in this community who likes research and writing about history of 

Surabaya. He has no formal background as a historian, but has great knowledge 

about the history of Surabaya, learned and searched through autodidact.  He has a 

great passion in making Surabaya well known as the Heroes City. To him, there are 

many hidden history and untold stories about the struggle of Surabaya people during 

the war. There are also many heritage sites and buildings which are not well 

maintained by the government and other stakeholders. Ady’s important contribution 

was includes a book titled “Benteng-Benteng Surabaya” or Surabaya Fortress. In 

writing this book, he searched exhaustively for historical sources about Surabaya 

taking a trip to the Hague (Den Hag), Netherlands to get more historical facts o 

Surabaya. Launched in 2015, the book by Adi was one of the most important 

historical books about Surabaya. He is also passionate to develop Surabaya as a 

tourism destination especially using Heroism as the main brand of the city. Although 

he was not really keen about the use of “Sparkling Surabaya” as the city brand, his 
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contributions to the city was unquestionable. With his community, he sets up a 

theatrical event that is considered as one of the colossal and prestigious arts 

performances in Surabaya for visitors. Clearly, having his thought and opinions 

about the city and learning on how community can contribute to the development of 

the destination is beneficial to this study.  

 

5.2.4 Visitor 

As a part of tourism ecosystem, visitors have the capacity to influence city brand 

usage in development process. The way they travel and the activities they do on the 

destination can bring both advantages and disadvantages for the place. 

Understanding the behavior of the visitors is one of the important things to do in 

making an area a tourist destination. In the case of Surabaya, there was an increasing 

number of both domestic and international visitors. However, for years, the dominant 

reasons for visitors coming to Surabaya were to do business meeting and visit friend 

and relatives. There were few visitors who come to Surabaya only for recreation. 

However, this situation has changed slightly due to the successful effort of tourism 

stakeholders to promote the city. There are now people coming to Surabaya for 

shopping and recreation.  

 

There are two categories of visitors in Surabaya, either domestic or international. The 

two modes of travel; the independent travelers who do not use professional guide 

services and those who use the services of a guide to explore Surabaya. In this study, 

the activities and the behavior of the second type of visitors are examined through in-

depth interview with two informants. The first informant is Faizal; his opinion and 

thought represent the nternational visitors groups that he handled on daily basis.  He 
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works as a professional guide since 2001 when he obtained official guiding license 

from the government of East Java Province. He was very active in terms of guiding 

activities and organization. He became one of the important persons of HPI 

(Himpunan Pramuwisata Indonesia / The Association of Indonesian Tour Guides). 

This official guide association works in partnership with many travel agents in 

support of government tourism activities. He had a degree in English Literature and 

hence was able to speak English proficiently and had worked as a professional 

freelance guide for more than 15 years. Being a freelance guide gave him the 

advantage in handling the visitors from several travel agents with different clients. 

With such an extensive experience handling visitors, especially international visitors, 

Faizal shows strong commitment to the cause of tourism development in Surabaya. 

He had been the partner of city government in setting up Tourist Information Centre 

(TIC) handling many different kinds of international visitors from Asia to Europe 

arriving to explore Surabaya, including the cruise ship passengers.  He knew very 

well the expectation of the visitors to the city and understands the impressions of the 

international visitors, before and after visiting Surabaya.   

 

Another informant to represent the visitor opinion is Edy. He is also working as a 

senior professional guide who has been serving domestic visitors for more than 10 

years; taking care of groups ranging from small private tours to big corporate groups, 

from many regions outside Surabaya. He had extensive knowledge about the taste 

and preferences of domestic visitors arriving in Surabaya. Being active as a tour 

guide makes him passionate in contributing ideas on tourism development in the city. 

He was always eager to share his knowledge while teaching English to Surabaya 

residents for free. With a few friends, he initiated the English Conversation Club an 
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informal group set up for the members to share ideas and discuss about Surabaya 

city, at the same time practicing their English. Edy is one of the most active leaders 

of the group. He is also a local standup comedian who regularly shows up in a local 

television. He loves to share his experience in handling visitors when performing on 

stage. His extensive understanding of the way the domestic visitors travel in 

Surabaya makes him eligible to share insights on the visitors’ experience in the city.  

Therefore, both Faizal’s and Edy’s knowledge and opinions on visitors are valuable 

for this study.   

 

Besides traveling in an organized tour, many visitors in Surabaya also travel 

independently. Most domestic visitors explore the city without using professional 

guide service. They are likely to be familiar with the place and do not have any issue 

regarding language. They come to Surabaya for many reasons, such recreation, 

shopping, doing business or visiting friends and relatives. Outsiders who regularly 

visit the city are part of tourism stakeholders in the development of Surabaya. In this 

research, two visitors – Albertus and Shine were interviewed; they clearly had 

opinions to share while visiting the city. In one way or another, they also contributed 

to the development of the city.   

 

Albertus the local informant is a regular visitor of Surabaya. He lives in Yogyakarta, 

which is seven to eight hours drive from Surabaya. He often travels to Surabaya to 

visit his family and enjoy a leisure trip. He is an active member of the community 

called Bus Mania Community consisting of people who love domestic travel using 

inter-city bus service. Albertus is also active in digital promotion working as the 
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content creator of several travel websites. As a professional he is also as adjunct 

lecturer at a tourism school where he teaches travel writing.   

 

An international informant, Prof Shine from South Korea, travelled quite often to 

Surabaya. As a professor at Dongseo University, he travelled frequently around the 

world with extensive travel experience overseas from the United States to Europe 

and Asia. Shine travels mostly for work and study, occasionally for recreation. He 

had created a program for his students to come for field study in Surabaya for 1 week 

every year. He has positive impressions of Surabaya as place to visit. He knows 

“Sparkling Surabaya”, but he does not know much about the details. Hence his 

opinion about the city tourism development is valuable.   

 

5.3 Roles of Stakeholder 

Stakeholders in Surabaya have different roles in implementing city brand depending 

on their status, position, objectives and passion about the city. As stated in previous 

chapter, since 2005 tourism service providers started to take part in the development 

of the city. City revenues from services and trade industries had overtaken 

contributions from the manufacturing industry (Surabaya Statistics Bureau, 2014). 

The government and a few other stakeholders began to consider tourism as important 

for city development. This following section discusses each of the stakeholder roles 

toward the implementation of a city brand in the frame of destination development. 

Each part explains in details what the respective stakeholder action is.    
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5.3.1 Government 

The government is run by the city mayor; currently Tri Rismaharini who is the 23rd 

mayor of Surabaya. She was also the first woman elected as the mayor of the city. 

She had been a civil servant for more than 20 years before being elected as the 

mayor. Earlier on she was the Head of Surabaya Program Controlling Division and 

before taking up as the Head of Surabaya Landscape and Cleanliness Department 

under the Bambang Dwi Haryono as the mayor from 2002 to 2010.   

 

In 2010 Risma was elected as Mayor of Surabaya, when she began to introduce 

changes in both the bureaucracy and physical development of the city. She had set a 

new style and policies in running the government. She was known as the iron lady 

who was actively involved in handling the problems of the city. True to the goal of 

city brand she made Surabaya more sparkling as ever. Many city parks and open 

spaces offered Wi-Fi access. There were also libraries, fitness and other sports 

facilities built in the city. The pedestrian and the city walk were renovated, with city 

lights and street ornaments built around the city. One of the her achievements in 

providing city parks was evident in the award given to Taman Bungkul, as the most 

cross-cultural public-engaged park in Southeast Asia by United Nations in 2013 

(Tanan & Barton, 2015). 

 

Although Rismaharini was credited with the physically changes brought to the face 

of the city, the initial movement to develop destination Surabaya came from the 

previous Mayor, Bambang Dwi Hartono. Together with Vice Mayor Arif Affandi, 

Bambang had built the foundation of destination development in the city. During 

their period, the STPB was set up and tourism activities become the concern of the 
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government which made all the departments in government involved in tourism. 

They also asked other stakeholders, such as the private businessmen and the local 

people to participate in the city development process.  

 

The government with its capacity to make plans, policies and strategies to implement 

the plans, had set up several regulations and initiatives to develop destination in 

Surabaya.  The government focused on setting up the regulations as the legal basis in 

developing the city and enforcing them accordingly. The department which is in 

charge of the supervision and implementation of the policies regarding tourism 

destination development is the Surabaya Government Tourism Office (SGTO). This 

department directly has the authority to plan, implement and deliberate on strategies 

to develop tourism in the city.   

 

5.3.1.1 Setting Up and Enforcing Regulation  

As one of the stakeholders, the government of Surabaya had shown commitment to 

develop city tourism by introducing regulations related to tourism. Development 

planners need to define the objectives and strategies to achieve the goals. There are 

several guidelines needed by all the people. For this purpose the government 

prepared official planning and the policy documents that were used as guidelines for 

the implementation of destination development programss. These plan and policies 

are needed to avoid chaos and to boost the process. SGTO continues to give special 

attention to tourism development using several legal provisions as the basis of their 

activities, namely the City Mayor Regulation No. 46 in 2013 on the Regional 

Development Work Plan of Surabaya and the Surabaya Urban Regulation No. 12 in 

2014 about the Spatial Plan of Surabaya City in 2014-2034. Prior to these 
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documents, there were several regulations that were used as the legal foundation to 

develop the city. The following table describes the list of tourism regulations in tis 

direction.  

 

Table 5.1 

Surabaya Tourism Regulations 

 
No Regulation Topic Year 

1 Regulation of Mayor of 
Surabaya Number 035/1997 

The Establishment of Tourism 
Development Advisory Council 

1997 

2 Regulation of Mayor of 
Surabaya Number 079/1999 
 

Guideline for the Implementation of 
Regional Regulation of Municipality 
of the Level II of Surabaya Number 21 
of 1998 on Hotel and Restaurant Tax. 

1999 

3 Regulation of Mayor of 
Surabaya Number 037/2004 

The Implementation of Local 
Regulation of Surabaya City Number 2 
Year 2003 About Restaurant Tax. 

2004 

4 Local Regulation of 
Surabaya City Number 
05/2005 

Preservation of Buildings and / or 
Cultural Heritage Sites 

2005 

5 Regulation of Mayor of 
Surabaya Number 040/2005 

Hotel Tax Procedures and Restaurant 
Taxes 

2005 

6 Regulation of Mayor of 
Surabaya Number 51/2005 

Contribution Fee for the Use of Public 
Places, Toilets and  Parking Areas at 
Kenjeran Beach Amusement Park and 
Ampel Area 

2005 

7 Regulation of Mayor of 
Surabaya Number 60/2009 

Official Clothes of “Cak and Ning” 
Surabaya Ambassadors  

2009 

8 Local Regulation of 
Surabaya City Number 
04/2011  

Local Tax 2011 

9 Decree of Mayor of Surabaya 
Number 188.45/ 
13/436.1.2/2011 

Monitoring Team for the 
Implementation of Tourism Business 
in Surabaya City 

2011 

10 Local Regulation of 
Surabaya City Number 
23/2012  

Tourism 2012 

11 Instruction of the Mayor of 
Surabaya Number 18/2012 

Implementation of Regional 
Regulation of Surabaya City No. 23 of 
2012 

2012 

12 Regulation of Mayor of Organization of Technical 
Implementation Unit of Kenjeran 

2013 
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Surabaya Number 53/2013 Beach Amusement Park and Ampel 
Religious Tourism at Culture and 
Tourism Office of Surabaya City 

13 Regulation of Mayor of 
Surabaya Number 17/2014 

Procedures for Reduction and 
Discharge of Retribution License for 
Building the People's Amusement 
Park, Sanctuary of Indonesian Youth 
Hall and National Building, Kenjeran 
Beach Amusement Park, and Usage of 
Space, Land and Equipment at 
Museum November 10 and Monument 
of Tugu Pahlawan 

2014 

14 Regulation of Mayor of 
Surabaya Number 25/2014 

Procedures of the Implementation of 
Tourism Enterprises 

2014 

15 Regulation of Mayor of 
Surabaya Number 64/2014  

Procedures for Imposing of 
Administrative Sanctions Violation of 
Regional Regulation of Surabaya City 
No. 23 of 2012 

2014 

16 Regulation of Mayor of 
Surabaya Number 068/2014 

Tax Exemption, Reduction of Hotel 
and Restaurant Tax for Diplomatic 
Corps in Surabaya City 

2014 

17 Regulation of Mayor of 
Surabaya Number 045/2015 

Procedures of  Collection and 
Retribution of Regional Wealth in 
Management of Culture and Tourism 
Office of Surabaya City 

2015 

18 Regulation of Mayor of 
Surabaya Number 065/2016 

Position, Organizational Structure, Job 
Description and Function and Working 
Procedures of  the Department of 
Culture and Tourism of Surabaya 

2016 

19 Regulation of Mayor of 
Surabaya Number 082/2016 

Establishment and Organizational 
Structure of Technical Implementation 
Task Force Units  of Tugu Pahlawan 
Service, Museum, Youth Hall and Folk 
Amusement Park at the Culture and 
Tourism Office of Surabaya City 

2016 

20 Regulation of Mayor of 
Surabaya Number 091/2016 

Establishment and Organizational 
Structure of Technical Implementation 
Unit of Kenjeran Beach Amusement 
Park, Kalimas Water Tour and 
Religious Tour of Ampel at the 
Culture and Tourism Office of 
Surabaya City 

2016 

21 Regulation of Mayor of 
Surabaya Number 042/2017 

Amendment of Mayor of Surabaya 
Regulation Number 59 Year 2007 
Concerning Implementation of Local 
Regulation of Surabaya City Number 5 
Year 2005 Concerning Preservation of 
Building and / or Environment of 
Cultural Heritage 

2017 

Source: Official Website of Surabaya Government (https://jdih.surabaya.go.id) 
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Article 16, Point 5 (e), is the part that had the most significant influence on tourism 

development in Surabaya and the same goes for Local Regulation of Surabaya City 

Number 23/2012 on the Spatial Plan of the City of Surabaya in 2014-2034, because 

it specifically mentions that tourism development strategy as specified in Article 15 

letter e (development of tourism areas) is done by: 

a. Integrating the function of tourism in various functional area of other cities; 

b. Developing an integrated thematic tourist object as a tourism system either in 

the city or surrounding city area; 

c. Providing a special area for the exhibition of business products and tourism 

performance; 

d. Developing marine-based tourism object; and 

e. Expanding and improving transportation network to the tourism area/place. 

The implication of the regulation related with tourism had been imposed by the 

government. It had influenced the way the local people and the business people do 

activites in Surabaya. There were number violations of the regulation occurred ever 

year, but the number was decreased consistently along with the increasing of public 

awarenesss toward the regulation. The following figure shows one of the public 

court activites related with regulation violation in Surabaya. 
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Source: http://news.detik.com 

Figure 5.1 Public Court for City Regulation Violation 

 

Consequently, the number of presecution was decreased as well as the number of 

license revoked in the past five year, from 2011 – 2016. The effort of the 

government to enforce the regulation related with tourism activities and business 

conduct had made the city more convinienvce to visit, both for domestic and 

international visitors.   

 

5.3.1.2 Improving Public Facilities and Attraction  

In 2012, Surabaya government provided buildings and spaces to support the 

development of art, so that it can be used by communities to organize artistic 

activities. There were 10 places that can be used to perform artistic activity such as 

Merah Putih Building, Balai Pemuda Building, Indonesian National Building, 

Agung Hall – Kenjeran Beach, Musical Stage – Kenjeran Beach, Multipurpose 

Building – Ampel, THR Building (indoor and outdoor), Surabaya Arts Building, and 

Cak Durasim Building.  

http://news.detik.com/
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Government participation to enhance Surabaya city brand as tourist city was 

noticeable especially in the construction and renovation of existing public facilities, 

especially these set up for tourists. As Garbea (2013) observes, the construction 

public infrastructure is important to support urban tourism. As such the renovation of 

sidewalks in the central business districts and in old section of the city is needed for 

tourism purposes. Tourists can enjoy gazing at heritage buildings in safer spaces 

away from vehicles that pass by throughout the day. As suggested by Sevin (2014), 

the landscape or the environment can create a communications-based approach to 

introduce the city brand to the public. It also can create a connection between the 

place and the people, including visitor. It is argued that understanding city 

landscapes can be beneficial to measure the success of brand campaigns as well as 

handling upcoming campaigns. Moreover, the renovation of city lights and road 

accessories the city prettier, especially during the night. Surabaya government 

actively creates and maintains public parks, for tourists and locals to enjoy. The new 

attraction is built in several strategic locations, such as city center and waterfront 

areas. The establishment of new bridge, with the colorful fountain in the Kenjeran 

beach area near the fishermen village also brings impact to tourism development in 

the area (Surabaya Tourism Government Office, 2015). The new attraction at 

Suroboyo bridge makes the areas more lively hence gets more attention from both 

local and foreign tourists.  

 

5.3.1.3 Revitalization of Old Area 

In order to protect and preserve cultural heritage, Surabaya government made efforts 

in the form of determination of the juxtaposition of objects,  sites,  areas declared as 

a cultural heritage and ensuring surveillance on these objects, sites, heritage areas so 
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that if there was a renovation process, the original shape can be protected and not 

changed. The number of objects, sites and areas protected and preserved by 

Surabaya government in 2015 increased by 5.86%: from 257 in 2014 to 273 in 2015 

(Mayor of Surabaya Regulation No. 26 of 2017 on the Regional Development 

Working Plan (RKPD) Surabaya, 2017: 123-124). 

 

Most of the heritage objects in the city are located in the northern part of the city. 

The area is a heritage and cultural precinct; several streets such as, Veteran, 

Rajawali, Kembang Jepun, and Jembatan Merah are the historical streets where many 

heritage buildings are located. Moreover, the site of Jayengrono Park in front of the 

International building is considered as the city centre. This historical park was the 

place where General Mallaby, the British General was killed in the battle against 

Surabaya forces during World War II. As stated in Handinoto and Hartono (2007), 

the old city area has been the melting pot of different cultures, namely European, 

Chinese and Arab. Thus, the descendants of the three major ethnic groups had 

mingled with the local people, and making the place culturally unique. 

 

Although the process of revitalization has not really been carried out on massive 

scale, local people regarded it as the good initiatives from the government. The 

renovation of Jayengrono Park or Taman Jayengrono, for instance, has been a 

showcase of government’s effort in restoring the area. In addition, in 2016, 

government renovated the Balai Pemuda in the city centre. This building is a central 

point of historical value as a cultural attraction and art centre of the city. The 

renovation of the pedestrian spaces around the old city area was also a focus of the 

city government.  
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The revitalization of the pedestrian walkways was continued to connect the old city 

area with the city center. This was accomplished through identifying the heritage 

buildings in the city where signagess were installed in front of the buildings. The 

efforts were intended to raise people’s awareness of the value of the buildings as well 

as providing the visitors with proper interpretation about the heritage sites. The main 

objective of the revitalization of the old city area and the heritage was to protect and 

preserve the heritage of the city. As the city grows, more new buildings and 

skyscrapers are being built. Therefore, the city physical developments need to be 

managed in order not to damage the heritage buildings and cultural precincts of 

Surabaya. 

 

5.3.1.4 Enhancing Tourism Information: Online and Offline 

The efforts of SGTO to develop the destination through city brand, is by improving 

the quality of tourism information in the city.  Tourism information for the visitors is 

one of the crucial aspects of tourism development. To make Surabaya a popular 

destination for the visitors, sufficient information about Surabaya that can be 

accessed easily both off line and online, must be provided. information center is 

needed to help visitors know about the tourism attractions and how to access them; it 

is also the media to promote tourism in the city (Anshori & Satrya, 2008). At this 

point, reliable and comprehensive information is a must to support destination 

development. The projection of the city brand in the media images for visitors are 

also important in enhancing tourism information quality in support of the city brand 

programs. 
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Government had set up a Tourism Information Center (TIC) at the city centre, while 

erecting tourism information board in several public places and installing road 

signages to help visitors get around the city.  TIC is strategically located at Balai 

Pemuda building, which is one of the heritage buildings. The TIC is supported by 

competent government staff who are able to give information about tourism objects 

in the city. The office is operated daily during office hours and open on Saturday and 

Sunday during special events. To make visitors more familiar with the city 

attractions, the SGTO had set up several tourism information boards in public places 

such as airport, train stations, bus terminals and public parks. The information board 

gives information about the place as well as tourism object in the surrounding area.  

Moreover, the road signs had also been put in several main roads showing the 

direction of several tourist objects in the city. However, the tourism signages are 

mostly located near the city center, show directions to the tourism objects.  The 

following pictures show the effort of SGTO in enhancing tourism information in the 

city. 

 

Source: http://surabaya.gov.id 

Figure 5.2 Tourist Information Center and Tourism Information Board 
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5.3.1.5 Transforming Surabaya into a MICE City 

In order to support the tourism sector, Surabaya government holds many cultural 

activities and arts festival, either organized by the government or private parties. In 

2015, there were 613 cultural and arts festival held in the Surabaya and in 2016, it 

was increased to 887 cultural and arts events. The data are presented in detail in 

Mayor of Surabaya Regulation No. 26 of 2017 on the Regional Development 

Working Plan (RKPD) Surabaya of 2017 page 123.  

 

Nowadays, Surabaya is trying to be an attractive venue for Meeting, Incentive, 

Conference and Exhibition (MICE). As stated by the head of STO and several 

members of the staff, this city has the potential to be a MICE destination. Recently, 

Surabaya was able to host many events, both national and international. As the 

second biggest city in Indonesia, Surabaya is the hub of business and trade in eastern 

part of the country. In 2016, Surabaya was chosen as the host of the Preparatory 

Committee Habitat III Conference by the United Nation, that had proven that 

Surabaya was capable of hosting such an important international event. 

 

Despite limitation in carrying capacity, Surabaya has many excellent accommodation 

facilities, venues and good supporting system to hold a conference. There are also 

less traffic jams and fast access to the airport, compared to Jakarta. Therefore, there 

are many companies, organization and institutions both private and government that 

conduct their meeting or event in Surabaya. The city can host any kind of event, from 

sport music, cultural and business event to academic conference. However, Surabaya 

lacks suitable venues that can hold more people at the same time. Since the visitor 

coming to Surabaya for business purposes are high yield tourists who spend more 
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money, it is important to take care of their needs. The SGTO has also the role to set 

up regulations to ensure that investment and business process in Surabaya can be 

done effectively with transparently.   

 

5.3.2 Private Business Community 

Various types of private business communities are stakeholders in implementing city 

brand of Surabaya. Hotels, tour and travel agencies, tourist objects and restaurants 

are instrumental in attracting visitors to the city. Other related tourism businesses, 

such as souvenir shops, authentic local cake shops, and transport are also the major 

supporters of the development process. In Surabaya, the private businessmen work 

closely together in order to develop Surabaya as a tourist destination. In this regards, 

they may choose to work independently, based on their line of business, and join an 

organization to access a mutual aid network thus cultivating joint initiatives in 

developing Surabaya. There are several official organizations based on business 

similarity, such as PHRI (Association of Hotel and Restaurant Indonesia), ASITA 

(Association of Indonesia Tour and Travel Agency) and Forkom (Communication 

Forum of Surabaya Tourist Object). These organizations share the same goal of 

making Surabaya a well known tourism destination among local and international 

visitors. 

 

The efforts of private businessmen are crucial in developing Surabaya. As  Anshori 

and Satrya (2008) stated, Surabaya tourism development began in 2005, when STPB 

was established, followed by the launching of  “Sparkling Surabaya” (figure 5.1). 

Although the initiation of this body came from the government, the ones who drove 
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the body were the private businesses. STPB consists of people from various tourism 

businesses, who hold important position in their companies and organizations 

 

 

 
 

 

 

 

 

 

 

 

Source: http://surabaya.gov.id  

Figure 5.3 The Launching of Sparkling Surabaya 

 

For years, this body had been the planner as well as the executer of all promotional 

activities to attract visitors to Surabaya. In the past 10 years, there had been 

impressive growth in visitor arrival to Surabaya. As stated in the official report of 

Surabaya Government, in 2015, there were 9,606,838 local visitors and 575,266 

international visitors. Thus, in 2017 the number of local visitors increased up to 

14,400,000 for domestic and for 960,000 international visitors. Although the number 

of visitors is growing, unfortunately, the activities of STPB was drastically reduced 

in the past five years, due to the lack of commitment from Surabaya government to 

support the body. However, the private business sectors in Surabaya had shown its 

spirited interest, consistency and commitment in developing the city into a well 

known tourism destination. As the stakeholders, they work together in their own 

ways to maintain and boost destination development of Surabaya. Gray (1989) has 

stated that collaboration among the stakeholder can be effectively used to resolve 

http://surabaya.gov.id/
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conflict as well as achieve shared goals. The plans, strategies and activities of the 

private business as tourism stakeholder are discussed further in the following section. 

 

5.3.2.1 Product Development 

Several private businessmen establish new products and services to attract and cater 

to the visitors. As explained by Walker and Enjeti, (1998), tourism products should 

be created dynamically to be an important part of marketing the destination. In 

Surabaya, there are several forms of tourism products that was planned and 

developed by the private businessmen. The tourism products and services, such as a 

tour package, meeting room package, local snacks for souvenir and new tourist 

attraction in the city are parts of product innovation.  

 

One tour package that has been well set up is offered by a tourism attraction 

operator, named House of Sampoerna. This is an interactive museum displaying the 

history of tobacco industry in Indonesia from the perspective of Sampoerna family. 

This museum has an art gallery and restaurant as the main attractions for visitors. To 

support the development of tourism in Surabaya, the museum sets up a free city tour 

using a bus that has been modified into a tram so that visitors can do sightseeing of 

the city, as seen in the following figure. 
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Source: http://houseofsampoerna.com  

Figure 5.4 Surabaya Heritage Track 

 

It is one of the popular attractions in the city. The program is called Surabaya 

Heritage Track or SHT. After the launching, more visitors are eager to hop on the 

bus to join the city tour. It is named as Surabaya Heritage Track because the bus goes 

around the area of cultural and heritage precincts in north and central Surabaya, 

where there are many heritage buildings to be gaze at (Handinoto & Hartono, 2007). 

In terms of accommodation business, they do not only sell the rooms, but also their 

place as venue for conducting many occasions, from private to professional events, 

to target family or company as their guest. Many hotels in Surabaya create an 

interesting meeting package to offer to their guests, especially the business people. 

They combine room package with their space in the hotel. The effort of the hotels to 

cater the need of business visitors for MICE (Meeting Incentive Conference and 

Exhibition) venues in the city have great impacts on the process of destination 

development. The MICE activities will generate more revenues for the hotel, travel 

agents and other related services, such as catering, publication and media business. 

There are more job opportunities created to cater to the need of business visitors. 

http://houseofsampoerna.com/
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Surabaya offers plenty of options for an event venue, from small to large scale 

gathering spaces. The MICE products were launched by hotels to increase awareness 

and attract the attention of the business visitor, hence increasing the number of 

recreational visitors to the city.  

 

To support the city brand application, the tourism object operators also actively 

created new attractions for the visitor. There are now around 50 tourism objects 

under the coordination of Forkom (Communication Forum of Tourism Object) in 

Surabaya, and more than half of the members are private businesses managed by 

companies and local people. A few of them have consistently launched new products 

to attract visitors.  

 

Among the emerging tourism products, is the cruise ship which was launched by 

Pelindo 3. The product is called the Artama Cruise. By using a small luxury boat, 

visitors can cruise along the Madura strait and enjoy the view of the sea from boat. 

The cruise takes only 2-3 hours cruising under Suramadu Bridge with the sunset as 

their main view. The promotional brochure of the products can be seen in the 

following figure. 

 

 

 

 

 

 

 

Source: http://pelindo.co.id 

Figure 5.5 Artama Cruise 
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Other than the tours, attractions and accommodation, several private businesses 

people in Surabaya also launched culinary products as souvenir to take home. The 

products are packed in packets of snack, cookies and cake using the labels of 

Surabaya. The product is claimed to be the authentic food created to cater the need 

for souvenir when visitors return home. There are various kinds of cake, such as Kue 

Lapis Surabaya, Surabaya Patata and Almond Crispy Surabaya that are actually not a 

local traditional cuisine but their ready availability through the effort to promote the 

products have enriched Surabaya as tourism destination.  There are many visitors 

who come to buy the cake as gifts for their family and relatives back home. As stated 

by Tong, Tong and Tam (2016), the culinary experience is an important part of 

developing destination, since it creates memory and impression among visitors. 

 

5.3.2.2 Promoting Surabaya Tourism Destination 

The private businesses related to tourism directly or indirectly aim to promote 

Surabaya as tourism destination. Most of the companies had made promotional 

efforts online and offline to attract visitors to Surabaya. There are several common 

off line activities undertaken to promote Surabaya as destination, namely road show, 

familiarization trip and advertising. Since the birth of STPB in 2005, the activities to 

promote the city as tourism destination were mainly conducted by private 

businessmen. The STPB consists of representatives from hotels, travels and tourism 

attraction operators; who as a team sets up the plan and the execution process.  

 

The promotional activities that call for teamwork among stakeholders were the road 

show and familiarization trips. As stated by Line and Wang (2015), in marketing a 

destination, efforts to attract visitors to participate in tour activities or business trips 
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(MICE) is important.  The two programss involved several parties working together 

including hotels, travel agents and the media as the stakeholders. The road show 

program is where a group of representatives go to other cities in Indonesia and 

overseas that has a direct flight to and from Surabaya. This group visited these cities, 

and then invited the local travel agents in foreign countries and their local media to 

have a dinner meeting. Thus, in the meeting the group from Surabaya presented the 

potentials of Surabaya tourism to the invited guess. This activity was done to 

increase the awareness of prospective visitors about Surabaya as a tourist destination. 

By inviting the local media and the local tour and travel to the meeting the 

information about Surabaya as tourism destination is expected to spread in the city. 

The road show was done regularly in several big cities in Indonesia, such as Jakarta, 

Bandung, Makasar, Semarang, Batam and Denpasar. Meanwhile overseas road 

shows were done in Kuala Lumpur, Manila, Brunei Darussalam and Singapore. The 

schedule was based on the availability of the potential participants and the cities 

designated for road show, both domestic and international. 

 

The road show program was continued with the familiarization trip to promote 

Surabaya. In the familiarization trip, STPB invited the chosen travel agent and media 

from the other cities outside Surabaya that have a direct flight to Surabaya. The 

board formed committee representing hotels, tour and travel, tourism objects and 

restaurant to host the invited guests to Surabaya. The trip is usually a short visit of 

not more than three days, depending on the place of origin of the guest. If they come 

from outside Indonesia, the trip will last more than three days. The objective of the 

familiarization trip is to spread the experience of visiting Surabaya to the guests. By 

joining the trip the invited guest can create business networking and share their 
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experience to other people in their home origin. Especially the invited guest from the 

media can also write and publish travelogues in their newspaper, magazines or social 

media outlets to make people there aware about Surabaya and eager to visit the city. 

These activities were done twice a year depending on the schedule set up by STPB in 

conjunction with the overseas partners. As stated by Gopalan and Narayan (2010), 

improving visitor experience in tourism destination is an important part of 

developing the destination. It should be done together by all the stakeholders 

involved in tourism.  

 

The other important promotional activity to market Surabaya was off-line 

advertising. Such advertising is a part of promotion strategy commonly used by the 

private businessmen. However to promote Surabaya tourism, private businessmen 

used several tools such as leaflet, brochures and billboard. The leaflets and the 

brochures are mostly used specifically to sell individual participant’s own products. 

Their brochure complements the brochures distributed by the government. In 

creating advertising material, several private businessmen worked together sharing 

budget to produce the material. They practiced cooperative advertising as suggested 

by Mckinney, Hazeldine and Chawla (2009). They suggested that a city may practice 

cooperative advertising by several business entities to attract more attention of 

potential visitors.   

 

Besides producing brochures and leaflets, the private businessmen in Surabaya also 

set up billboard as the media of advertisement.  However, since it was an expensive 

task the number of billboards promoting Surabaya Tourism was limited mostly to 

billboards which were used to promote their own businesses. Besides offline 
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advertising, the private businessmen in Surabaya also produced online promotion. 

However, in most online promotion the private business sectors in Surabaya were 

also selling their own products, but contentwise were also directly and indirectly 

promoting Surabaya as tourism destination. They were very active in online 

promotion, through website and social media to attract visitor coming to the city.      

 

5.3.2.3 Participation in National and International Event 

Private businessmen contributions were also seen in the active participation of hotels, 

travel agents and tourism attraction operators in several large events organised by the 

government. In this respect, private business sector is willing to support the programs 

held by the government to promote tourism in the city. Few private business sectors, 

such as travel agent and hotel were also actively participating in international events 

to promote their products and Surabaya. They were willing to join several well 

known international tourism events, such as ITB Berlin and ITB Asia in Singapore. 

Their participation in international events using own budget shows the commitment 

and contribution to tourism development the city. Such participations were also used 

to promote their businesses which nonetheless allowed them to represent the city.  

 

Participation in such tourism events was important to introduce the city brand and 

showcase the destination to prospective visitors. As suggested by Lim (2013), during 

the travel fair, the intense time may create perceived quality of products for 

consumer. This means that in shorter period of time, people tend to take the offer 

from the seller, since they see the best of the products.Travel fair and several tourism 

exhibitions was considered to be effective in selling destination. In the travel fair, 

there is a big opportunity to introduce the potential attractions that located inside the 
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city. By inviting the travel agents from other parts of region, including over seas 

travel agent to come and experience tourism attraction will increase the chance of 

seeling the destination for the future visitors.   The event of Majapahit Travel Fair 

(Figure 5.6), held by the East Java Province in collaboration with several cities, 

including Surabaya, is one of the major national travel fair that should not be missed 

by the stakeholders, especially private business sector to promote the city.     

 

Source: http://majapahittravelfair.com 

Figure 5.6 Majapahit Travel Fair 

 

Most of the participants and the supporters are private businesses located in 

Surabaya. The ones who actively involved in this occasion are these who have 

tourism and hospitality services as their core business. This event is usually held 

around April – May every year. In 2017, there were around 118 buyers from 16 

countries attending Majapahit Travel Fair to meet sellers from Indonesia, especially 

Surabaya (Tribunews, 2017). This had made this event to be the biggest travel fair in 

Eastern part of Indonesia, which is supported fully by hotels and travel agents in 

Surabaya. The full support of the private business covers the preparation until 
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execution phases. The role of private business sector seems to be quite dominant in 

the process, since without their participations, the event will not be successful.  

 

The major highlight of the international event held in Surabaya was Prepatory 

Committee 3 Habitat, by United Nations. This was a major event visited by more 

than 4.400 participants from 167 countries at the same time (Syahfauziah, 2016).  

The ability and the capacity of private tourism business in Surabaya was shown 

through the readiness of the accommodation, foods, transportation and attraction to 

serve the visitors. This event had officially put Surabaya as one of International 

MICE cities in the region.  

 

The accomplishment of the government to host the event would not be successful 

without the full support from the private business sector in the city. The private 

businessesmen provided products and services to cater the need of visitors, as their 

objectives were also to receive profit for their business. Their proactive roles to 

support the agenda of the city also made the city more attractive and reliable for 

visitors, especially in terms of accommodation, food and beverages, attractions and 

transportation facilities. The success of the event showed that the commitment and 

the consistency of support from the private business sectors are the crucial key to 

boost Surabaya as tourism destination. 

 

5.3.2.4 Program Initiation 

In order to promote Surabaya as tourism destination using city brand, the private 

businessmen also worked together to initiate several programs in attracting visitors. 

These initiations were expected to attract more visitors coming to the city. The 
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private business sectors tried to create programs that can promote Surabaya as well 

as bringing benefits and adding more sales for their companies. As stated by Johson 

(2000), sales were the most important factor in marketing destination. The programs 

were set up in the area of retail, health and cultural events. These programs were 

scheduled every the year, combining with the ones conducted by the government. 

Each month had their own agenda of events, as seen in the following figure. 

 

Source: http://surabaya.gov.id 

Figure 5.7 Surabaya Tourism Calendar of Events 

 

The most significant program initiated by the private business sector was the 

establishment of “Surabaya Big Sale” which is recently called “Surabaya Shopping 

Festival”. As stated by Zaidan (2016), shopping tourism is becoming important in 
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modern world. For many visitors, shopping is an influential factor selecting 

destination; it is a crucial component of the comprehensive experience of traveling, 

and sometimes the principal motivation visitors coming to a certain destination 

(Sumarjan, Salehuddin, Salleh, Zurinawati, & Hafiz, 2013);  (Jin, Hu, & Kavan, 

2016).  

 

In the case of Surabaya Shopping Festival, many private businessmen joined the 

program to offer discounts on their products. This effort was done in order to 

increase the image of Surabaya as one of the shopping destinations in the country. 

The event aimed to attract more recreational visitors through shopping activities. On 

this occasion, many hotels, restaurant and travel agents also participated in this event. 

Actually, Surabaya Shopping Festival program was initially proposed by hotels in 

Surabaya in order to add more reasons for visitors to come to Surabaya. The hotels 

expected that the visitors would also stay longer in Surabaya during the shopping 

festive month. The program thus was supported by almost all shopping malls and 

retail shops in Surabaya, including transportation and souvenirs shops.  

 

The other program that was initiated by the hotels together with the hospital is 

Surabaya Health Seasons programs. This program was initially conducted in 2010, 

by groups of hotels working together with the selected hospitals in Surabaya. This 

program is still running to be one of the routine events of Surabaya. As explained by 

Mason and Wright (2011), health tourism is increasing over the years; and the use of 

website to promote hospitals or others related health services for the destination 

development is important.  In Surabaya, the objective of the program is to promote 

Surabaya as medical tourism destination, especially for the people around Surabaya. 
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This program pinpoints the capabilities of the hospitals and other related health 

services business in the city. Rather than going out of town or overseas, the people 

are expected to stay in Surabaya for medical treatment. Surabaya Health Season or 

SHS is a program that has been well accepted by the people and the government of 

Surabaya. It is another evidence of business program initiative that has supported the 

destination development in the city.   

   

There are also cultural programs that initiated by the private business community in 

Surabaya to make Surabaya a tourism destination. Among these cultural programs, 

the most prominent musical program in the city is the Surabaya Traffic Festival. This 

festival is organized by Suara Surabaya Media which the biggest radio in the city.  

This radio has a large number of active listeners every day, and is very influential 

among residents in the city. The musical program which was set up in 2011 and still 

running showcases many jazz musicians for several days. As stated by Oakes (2010), 

the Jazz music festival had a wide variety of audiences, young and old. They also 

attracted sponsors and brought considerable impact to the destination, since it united 

many jazz lovers from outside the city to come and enjoy the festival. This musical 

event was staged as an iconic annual event in the city. During the process, hotels, 

travel agents, and other tourism related business were busy catering to the needs of 

visitors.  

 

The music festival has created a segmented visitor market which brought economic 

impacts that directly and indirectly influenced the development of the city as a tourist 

destination. As Andersson, Armbrecht and Lundberg (2015) observe, the satisfied 

music festival lovers created positive impression of the place bringing an increase in 
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expenditure, especially during the festival.  This program has made Surabaya more 

than just a business city; visitors can also come to Surabaya because of the festival. 

 

5.3.3 Local People  

The contribution of local people in the process of city brand implementation is 

significant; they were directly involved in welcoming and interacting with visitors 

(Manhas, Manrai, & Manrai, 2016). The attitude and behavior of the local people, 

especially these who live in the vicinity of tourism attraction sites could determine 

the overall atmosphere of the destination. If the local people were hospitable, in term 

of receiving them with friendly gesture and sincere smile, the visitor would feel more 

comfortable in the destination. However, the local people were also the ones who 

received the initial impacts of the development which could be social or economic 

impacts, either good or bad.  The way the local people react to the development 

could determine the progress in the growth of the destination.  

 

The majority of the Surabaya people do not think of their city as a tourist destination, 

especially for recreational purposes. Most of them think about going to other cities 

such as Malang, Yogyakarta and Bali to spend their leisure time, especially during 

long weekends. They do not consider Surabaya as a place to spend their family 

vacation. Despite of the growing number of attractions and visitors in the city; most 

the locals still do not consider Surabaya as a tourist city. This may affect the way 

they share information about tourism in Surabaya to their friends and relatives from 

outside the city.  
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Although, the majority of Surabaya people are not aware about the potentials of 

Surabaya as a tourism destination, most of the local people were happy to meet and 

welcome the visitors to the city, especially the overseas visitors, since they could 

make something to offer to the visitors, as stated in the following statement: 

“Iya. Suatu contoh kalau seandainya kita ada tamu, misalnya aja 

tamu dari Malaysia. Nah, di situ kita juga membuat seperti 

souvenir yang mana souvenir itu membuat ciri khas dari 

Jambangan, seperti itu. Bukan hanya itu, nanti warga juga bisa 

membuat aneka makanan juga khas Indonesia, seperti itu. Nanti 

juga kita sediakan di situ minuman-minuman sebelum kita memulai 

acara. Kita akan mencicipi minuman yang Malaysia belum 

membuat seperti itu. Kita akan membuat seperti antara jahe sama 

apa…… kita cobakan nanti beliau akan tertarik. Nah, di situ beliau 

akan membeli” 

  

"Yes, if we have guests, for example, guests from Malaysia. We 

also make souvenirs that based on the characters of Jambangan. 

Not only that, the residents can also make various foods that are 

typical Indonesian food. Later, we will also provide drink before 

we start the event. We will make the drinks that the Malaysian 

tourist never taste them. We will make it from ginger and other 

ingredients ...... we will try something that they will be interested. 

Well, then the will buy" (Pokdarwis, 2016, Personal 

Communication, File LCP 3/Page 3/ N6). 

 

Most of Surabaya people are open minded and supportive about tourism activities. 

This was proven during the launching of the city brand, “Sparkling Surabaya” in 

2006. During that period most of the local people in the city were not aware with the 

branding. Some even questioned the use of the branding which was considered 

unrealistic for the city, since the city was not “Sparkling” yet at that time. Many also 

thought the use of English language for the branding was inappropriate. However, 



203 

despite of some the controversies and disagreements regarding the use of the city 

brand, the local people of Surabaya were very supportive toward the development of 

destination in the city. Their reaction about the city tourism development was proven 

through their contribution in several activities in the city.  They were willing to 

participate in any programm that was iniated both by government or provate 

business. They were also actively doing local performance that can be used to attract 

visitors. 

 

5.3.3.1 Making the City Comfortable for Visitors   

As the second biggest city in Indonesia, Surabaya is a multi-ethnic city which is the 

home of many ethnics groups. However, in terms of the dominant ethnic groups, 

there are groups of the people who construct the city life. The majorities of Surabaya 

people are Javanese, and followed by Chinese, Madurese and Arabs. The rest come 

from other part of the country. These different ethnic groups had mingled in peace 

and harmony producing a distinctive mixture of Surabaya culture. This condition in 

one way or another has made Surabaya residents ready to welcome every visitor who 

comes the city, they are used to experiencing differences and have high tolerance 

level as the citizens of big a city do. This was proven with the fact that when chaos 

happened across the cities in Indonesia during 1998 tragedy, this city remained safe 

and stable. The local people were not easily provoked. They looked after one another 

irrespective of their ethnic differences (Panggabean & Smith, 2011). This condition 

prevailed for generations and had been one of the positive social characteristics of 

Surabaya people. To support and protect one another is also reflected in the way they 

support any positive activities by the government in developing the destination. 
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Other kind of support and contribution of the local people toward destination 

development is the way they maintain the cleanliness of their neighborhood, the 

streets, and the city parks. The city government had conducted a regular program to 

empower the local people in maintaining the cleanliness of their neighborhood since 

2004. This program, called “Green and Clean”, was introduced to increase the 

people’s awareness in creating comfortable city to live in. The program of “Green 

and Clean” became a city tagline to invite everybody to get involved in keeping the 

city comfortable for everyone.  

 

After the launching of the city brand of “Sparkling Surabaya” in 2006, the program 

of “Green and Clean” turned into a regular competition among Surabaya 

neighborhoods. Every year the participation rate in this program keeps increasing. 

Many people from all areas are willing to participate in keeping their neighborhood 

as green as possible by planting a lot of trees as well as maintaining the cleanliness 

within their areas. As these activities are organised willingly by the local people who 

formed informal workforce in their own area to plan and execute the program. From 

time to time, this program has been successful to make all of the corners of Surabaya 

cleaner. This social movement initiated by the government and supported by the 

private business community has made the overall landscape of the city cleaner and in 

order. The spirited local participation in keeping their neighborhood green and clean 

had earned city residents the award of Adipura Kencana, conferred to the cleanest 

city in Indonesia for seven consecutive years (Syarrafah, 2016).  

 

Besides keeping the city green and clean, the local people also contributed in making 

the city safe and comfortable. The harmony and the discipline of the people in 
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Surabaya can be seen in the way they behave on the street, especially in using the 

vehicles. Since the number of vehicles in the city is increasing every year, Surabaya 

also has traffic jams, especially during busy hours. However, the government is able 

to manage the traffic compared to many cities in Indonesia where congestion or 

macet is a daily hurdle to commuters. The people of Surabaya are willing to obey the 

street rules and regulations; hence there are fewer accidents on the road. For this 

condition, Surabaya had been rewarded another award by the Indonesia Government, 

which was the Wahana Tata Nugraha award as the best traffic management of 

metropolitan city in 2016 (Farmita, 2017). Regardless there were still several traffic 

issues, these awards showed the progress of the public awareness about the safety 

driving in Surabaya, compared to other metropolitan cities in Indonesia.   

 

In 2014 Surabaya was also voted  as the best city to do business (Rachman, 2016). 

This is not only because of the infrastructures and the facilities in the city but also 

because of the readiness of the local people in giving the best services to the business 

people during their visits in Surabaya. Most of Surabaya people are open-minded and 

helpful, so they also tend to care more on the visitors to the city. The consciousness 

of the local people about maintaining the cleanliness and comfortable condition has 

made significant contribution for destination development in the city. As reported by 

the head of Surabaya police department, Rudi Setiawan, the crime rate from 2016 to 

2017 tend to decrease in number, especially the road crime index with 17 percent 

decrease (Maulidiya, 2017). 
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5.3.3.2 Creation of New Tourist Attraction  

The contribution of local people is not only limited  to their expressions of support 

for development, but also in the way they are actively involved in the creation of 

visitor attractions (Kempiak, Hollywood, Bolan, & McMahon, 2017). In Surabaya, 

there are local communities formed in several areas of the city as the channel of 

communication and knowledge sharing for all the members. The community is called 

POKDARWIS (Kelompok Sadar Wisata), as social organization that is set up to 

increase the awareness of the local people toward tourism. This organization 

basically consists of the local people who are living in surrounding tourism objects 

and people who are willing to take part of the tourism development. The members 

can be anybody, from different professional backgrounds. The leader of this 

organization is the person who is respected among the local and has the capacity and 

commitment to coordinate the people. Through this group, the local people are not 

only part of tourism development but can also be the subject of the development. 

This means that the local people are actively create visitor attraction in the city. The 

local people who are represented through POKDARWIS may organize local events 

and other community based tourism attractions. In Surabaya, there are many 

POKDARWIS all over the city. However, there few who are actively involved in the 

creation of new attraction.  

 

The first POKDARWIS is located in Jambangan this area is known for high 

participation of the locals, especially in waste.recycling. Most people there are well 

aware on how to reuse, reduce and recycle their domestic waste. They work together 

to create a system of disposal that can be applied in other areas. They also make 

souvenirs or merchandise from the plastic bags and waste packaging. They literally 
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change “trash” into “gold”, something that they can sell.   The active participation in 

waste management programs had drawn the attention of local visitors to find out 

about what they are doing in Jambangan. Since 2006, the activities in this area was 

organised regularly and have transformed into the habit of most people there, making 

the city well known for an exemplary civic practice.  

 

In 2011, Kampoeng Wisata Jambangan was finally introduced to the public and 

officially considered as one of tourism attractions in the city. This area hosted many 

local and international visitors and won a Surabaya Tourism Destination award in 

2012 and 2013 as one of the most innovative host community. This prestige award 

for tourism is held regularly by Universitas Ciputra, Surabaya City Guide Magazine 

and Surabaya Tourism Deparment. Besides making waste management as visitor 

attraction, this neighborhood also created an event called Jambangan Recycle 

Festival. In this event, almost all the people in the area partake in creating and 

performing costume made from used newspaper or other waste materials. This has 

been a unique festival which drew more visitors to the city.  

 

Another local group that contributes heritage attraction in the city is Kampoeng 

Lawas Maspati; Located strategically in the north near Heroes Monument this area 

can be easily accessed by visitors. Kampoeng Lawas literary means the old village, 

surrounded by new commercial buildings and shops. Residents still maintain the 

originality of their kampoeng, old houses, local arts and performance, old ways of 

life and culinary.  The solidarity of the people there has made the area green, clean 

and comfortable for everybody who visits the place. The solidarity is seen through 
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their willingness to work together regularly or so called gotong royong to clean their 

neirbourhood.  

 

Recently, Kampoeng Lawas Maspati has upgraded themselves to improve the human 

resources and attractions in the areas, so now they are also ready to welcome 

international visitors. The uniqueness of the place is the authentic experience that 

visitors can have when they are visiting the place. The warm welcome and sincere 

smile of every people living in the area can make everybody feel comfortable. This 

area brings back the old memory of Surabaya way of life, where life was so simple 

and fun. The visitor will be able to experience local traditional game, eat traditional 

local foods and enjoy local performances. This area is not very big, so they can only 

accept limited number of visitors at the same time. However, the interaction between 

the local people and the visitors will create memorable experience for all visitors. 

This attraction also had won the Surabaya Destination Award in 2016 as the 

friendliest destination in Surabaya.  

 

Besides creating new places as visitor attraction in Surabaya, the local people were 

also involved in creating events and performances. There are group of people who 

have the passion, capacity and persistence to create art performance such as the 

modern dance “Sparkling Surabaya” by Diaztiarni in 2007 (Triana and Juwariyah, 

2011). It is a clear example of local contribution toward the destination. The dance 

was inspired by the city brand “Sparkling Surabaya” created to be used as welcoming 

performance for the visitors. The movement of this dance was inspired by the 

philosophy of the city, the choreographer combined the movement of traditional 

dance and the modern dance to create more dynamic yet elegant performance in 
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colorful costume inspired by the color of “Sparkling Surabaya”. Since the first 

performance of the dance, it had become the official performance to be used by 

either government or private business to welcome their visitors.  

 

There were also two famous art performances initiated by the people of Surabaya 

which served as a visitor attraction. The first one is the flag incident monologue and 

the other one is the reconstruction of Surabaya great battle. These two performances 

were created by the persons who have great concern about Surabaya history. The flag 

incident by Ananto, a Surabaya artist who has consistently proposed Tunjungan 

Street as the icon or the cultural main street of Surabaya. His group set up regular 

musical performance on Tunjungan Street every Monday morning. This activity 

gradually gained the attention from many people, including the government. Thus, 

the Tunjungan Street is now revitalized and maintained by the relevant stakeholders. 

Moreover, he believed that 19th September was the date when the great flag incident 

happened in 1945. This was the date when the Dutch were raising their red, white 

and blue flag on the top of Orange Hotel, currently known as Majapahit Hotel. Then, 

there were group of locals who were brave enough to climb up the pole and tore up 

the blue color of the Dutch flag transforming it into the Indonesian flag which is Red 

and White. This incident was very important not only for the city but also for 

Indonesian nation at that time. It reflected the heroism of Surabaya people which 

Ananto tried to reconstruct the incident through his monologue of the flag incident. 

He has been doing this performance in 2015 until now, turning the performance into 

a main visitor attraction.  
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The other performance initiated by Adi and his community is called Roode Brug 

Soerabaia. In this show, each participant wears an old soldier uniform according to 

their obligatory dress code. Their activities include making heritage trail as part of 

Surabaya city tour, doing research about Surabaya history, making documentation 

about the remaining heritage in the city. The main objective of this community is to 

build and increase the people awareness about the meaning of Surabaya as the city of 

heroes. They also want to protect and conserve the legacy of Surabaya history that 

spread all over the city.  

 

As part of the creation of visitor attraction in the city, this community has conducted 

theatrical performance to reconstruct the great battle of Surabaya. This is an 

important battle that showcased the heroism of Surabaya people in fighting against 

the Allied Forces. Therefore, the Roode Brug Soerabaia had been able to contribute 

in conserving the cultural legacy and history of Surabaya. The theatrical performance 

had been a regular visitor attraction. The event entitled “Surabaya Membara” is a 

colossal drama that involves many locals in the performance. Thus, it has been put in 

the official city agenda on November every year by the Tourism Department; and 

this has been promoted to the visitors by the private businesses such as hotels and 

travel agent as an attraction in the city. Local people’s contribution is not only 

limited in the way they welcome visitors but also in the way they actively create 

reasons for visitors to the city. As suggested by Chang, Chen, and Hsu (2012), 

destination brand embraces brand elements that lead to the visitor’s impression about 

the place.  The impression of the visitor comes from their experience while enjoying 

city attractions, such as traditional kampoeng, local foods and cultural events held in 

the city. 
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5.3.3.3 Participation in National and International Events 

Since 2006 until now, Surabaya city has had several regular events held by several 

organizers from government to private business. The events are held mostly to 

celebrate several important occasions, such as the birthday of Surabaya in May and 

also the independence day of Indonesian in August. Among many regular events, 

there are three major cultural events that need the support of all the tourism 

stakeholders, especially the local people as the participants; these are Rujak Cingur 

Festival, Cultural and Flower Parade Festival and Parade JuangFestival. These three 

festivals involve local people as participants. The organizer, which is the government 

and the private business invite the local people to participate in the events to 

represent their neighborhoods, communities, schools, organizations and companies.  

 

In Rujak Cingur Festival the local people have important role as the participants in 

the event. This is a massive competition in making one of the traditional foods of 

Surabaya. This food is unique yet simple in the way they are made. In this culinary 

festival which is conducted regularly every year in May to celebrate the birthday of 

the city.  The participants are divided into groups of five, and have to wear unique 

costumes and making fun slogan for their team.  The venue of this festival is in the 

old part of the city, at the Chinese quarter. The street’s name is Kembang Jepun. The 

participants prepare the food along the street.  The enthusiasm of the local people 

about this festival had made it as one of the most interesting festivals to be enjoyed 

by visitors. Most teams would go extra mile to prepare the costumes and slogan for 

the competition. They had to prepare own ingredients spend substantial amount of 

money to dress up and prepare the ingredients. However, they would not mind the 

hassle, since they were happy with the festival. It is a time when all the people from 



212 

all types of social and cultural backgrounds dress up and prepare food together. The 

winner of this competition was judged on the costume, performance of the team and 

the taste of the food they create. The number of participants of this festival is 

increasing every year. In 2017, there were 1500 participants joining this festival. It is 

one of the biggest food festivals in Indonesia. 

  

The contribution of local people toward city events is also reflected in the Cultural 

and Floral Parade. This festival was bigger than the previous festivals, in terms of 

number participants, the area covered and the cost needed to join the festival. In this 

festival, the participants are mostly locals who represent their neighborhoods, 

company, institution and organizations who have to contribute a cultural attraction 

which is paraded on a vehicle covered with flowers. Participants have to walk in the 

parade for about 3 kilometers from the heroes’ monuments to the city hall. Along the 

way, they have to line up and perform any traditional or modern performances in 

front of their ornately decorated vehicles. Each of the contingent needs to propose a 

theme for their performance and vehicle, thus a variation of the parade displays is to 

be expected.  

 

The concept of this festival was inspired by the world famous flower parade in 

Pasadena, California. The city tried to do the same things albeit in smaller scale 

based on local context. The high enthusiasm of the local people on this event can be 

seen in the way they participate in the parade as performers and also as audiences. 

During the events there were thousands of people watched and enjoyed the parade. 

This parade was also attractive for the visitors, especially domestic visitors 

(Surabaya.tribunnews.com, 2015). Every year, this event gets more attention by 
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every tourism stakeholder in the city, especially the private business. It is proven by 

the increasing number of private business participating in the parade. They begin to 

promote and sell this event to attract more visitors to the city. Without the support 

and active participation of the local people, this event will not be able to run 

successfully and become one of the attractions for the visitor.  

 

Beside the national scale events, the local people of Surabaya were also very 

supportive of the international events that were held in the city. There are two regular 

international events held in Surabaya, namely the Cross Cultural Festival and the 

International Kite Festival. In this event, local people were the audience and a few 

took part as the participant as representatives of Surabaya and Indonesia. The 

Surabaya Cross Cultural Festival is an annual folk culture festival hosted by 

Surabaya and participants from other countries. In 2017 participants included China, 

Russia, Slovakia, Canada, Poland, Thailand and Lithuania. This festival had been 

held annually for the past 12 years and since then the number of participants had 

increased and the performances varied every year. In this international event, locals 

were supportive as audience as well as the host to other contingents. The festival 

which lasted one week made participants from other countries stay longer in 

Surabaya. The enthusiasm of the locals made participants feel welcomed in 

Surabaya. Therefore, it has been the most anticipated folk cultural festival in eastern 

part of Indonesia.  

 

Another international scale event held in Surabaya is the International Kite Festival 

that is regularly conducted on August. The 2017 Surabaya Kite Festival was the 20th 

festival held in this city, participants come from five countries. In 2017 there were 11 
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countries participating in the festival. This is a unique and attractive festival that is 

followed by many creative people who have hobby to play kite for fun or as 

professional sports. The site of the festival is usually located near a beach area or in a 

public place in the city that has a wide open space. Since the participants came from 

different countries, they stayed in Surabaya during the festival. However, the local 

people also participated in this kite festival. These who have hobbies and passion in 

playing kite consider this event prestigeous. Although the number of the participants 

and spectators are not as big as the other national scale festivals but it has increased 

the awareness of international visitors about Surabaya. The main roles of the local 

people in these events were as good host and spectators. Most of the locals who 

watched the festivals behaved and acted in friendly manner toward visitors especially 

the international visitors. By becoming a good host for the international events in the 

city, the locals have contributed toward the development.  

 

Besides those two regular international events in Surabaya, in 2016 this city gained 

the honor to be the host of the Preparatory Committee conference by UN Habitat. 

This was a large and important international event in Surabaya. To be successful, the 

government of Surabaya collaborated with many stakeholders in the city.  The hotel 

and travel bus were flooded over 7000 participants from 193 countries, making 

everybody busy. Hotels were fully booked and the travel agents and restaurants had 

received good business during that period time. The local participation was 

enormous; since the conference focused on urban problems, there were 13 agendas of 

activities set up by the organizing committee. In this matter, the agenda offered tours 

which included a visit to the kampoeng of Surabaya.  
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At this point, many local who lived adjacent to the venue of activities gave the best 

contribution toward the events. Many spruced up their neighborhood, cleaned their 

surrounding and prepared local foods; some also participated in the local 

performances or activities conducted in their areas.  The whole city was involved as 

the host. It was such a big event that strengthened the image of Surabaya as one of 

the best city to hold conferences in Indonesia. The contribution of the local people in 

developing Surabaya, especially as the MICE destination was proven by the success 

of this event.          

 

5.3.4 Visitor  

In certain cases, visitors in destination are not only as the object but also a subject in 

the process of developing destination, including city brand application.  Government, 

private business sector and local people as the main stakeholder, cannot 

underestimate the opinion and the experience of the visitors, since they have 

contribution in tourism development in the area (Nowacki, 2013). The main role of 

the visitor is giving constructive feedback for other stakeholders based on their 

experience while visiting the destination. The ways visitors consume tourism 

products and services can be valuable information or intelligence for tourism 

business development in the area. Moreover, the visitors’ prior knowledge about the 

destination is essential, especially for marketing the destination (Tasci & Gartner, 

2007). In that case, the way they see the destination and their perspectives before and 

after visiting the place can be instructive to evaluate the strategy in promoting the 

city (Lopes, 2011).  
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It is necessary to value the opinions, insights and criticisms that may appear from the 

visitors toward the branding used in the destination. The evaluation is needed to 

review the process of selling the destination. What the government, private 

businessmen or the local people think about the condition of the city can be partially 

or totally different from the visitors’ experience.  Finding out the opinion, experience 

and expectation of the visitor coming to the city is important for the other 

stakeholder to create memorable experience for the visitor. Meeting visitor 

expectation will be one of the main objectives of destination planners. As stated 

earlier, there are two types of visitors coming to Surabaya, the first is the one who 

travels independently and the second is the one who travels in group with organized 

trip. Therefore, for the visitors who travel with the arrangement of travel agents, they 

are most likely to have the same experience, since they are taken to the same visitor 

attractions as part of the tour package. On the other hand, visitors travelling 

individually will have more diverse experience based on their main purpose of 

traveling. All types of visitors have their opinions and experience about the city. 

They also have their expectations before visiting the place. Some feel that their 

expectations was met, some other thinks it could was better. Therefore, their 

perspectives about the city brand “Sparkling Surabaya” are essential as reflection for 

the destination.  

 

5.3.4.1 Perspectives on City brand 

Based on the observation in the way visitors spend their time in Surabaya and the 

insight retrieved from the indepth interview with the guide, the understanding of the 

visitors toward the use of “Sparkling Surabaya” as the city brand was limited. The 

lack of signage using the city brand, especially in public places and the focal points 
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of visitors, such as airport, entrance gate to the city, tourism objects and hotels had 

made visitor’s awareness about the brand limited. Due to the low level of awareness 

of the brand, their understanding about the brand is very limited, especially among 

international visitors. For local visitors, however, the use of “Sparkling Surabaya” as 

the brand is acceptable. After seeing the condition of the city, the cleanliness, the city 

lights and ornaments during the night, local visitors were able to accept the concept 

of the brand. As stated by the visitors below: 

“Sparkling Surabaya? Kalo saya tanpa memahami kata Sparkling 

Surabaya, cuman liat logonya plentong-plentongnya itu lho. Itu 

cocok menurut saya bisa mewakili Surabaya. Nuansanya tidak 

terlalu datar; juga tidak terlalu tinggi. Cuman ada perubahan, 

cuma dari sisi rasanya itu dari kata sparkling. 

 

"Sparkling Surabaya? If I don't understand the word Sparkling 

Surabaya, just look at the plentong-plentong logo, you know. That 

fits; in my opinion can represent Surabaya. The nuance is not too 

flat; also not too high. There is only a change, only from the 

essence is the word sparkling" (Indratno, Personal Communication, 

File VST 3/ Page 4/ AI 27).  

 

Most the local visitors compared Surabaya with their places of origin; they think that 

the condition of Surabaya as a big city is better than the other big cities in Indonesia. 

The existence of the city parks, the well maintained water fountains and the beautiful 

man made attraction such as Suroboyo Bridge and Suramadu Bridge have made the 

city colorful. That is the reasons why the word “Sparkling” still suitable. Thus, the 

use of English as the city brand can also support the objectives of the city to be one 

of the international cities in Indonesia.  
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From the perspective of international visitors, the application of “Sparkling 

Surabaya” had little impacts on them. Most of them visit Surabaya, not because they 

were attracted by the brand, but more on the physical development of the city itself. 

According to the international visitors, who mostly travelled in arranged tour 

package, the improvements on visitor facilities and attractions were more favorable 

to their decision to visit Surabaya. The reputation of Surabaya as the one of the best 

big cities in the country and the best city to conduct business attracts their attention 

to visit the place. Several international visitors considered the history of Surabaya as 

a reason to visit Surabaya. The city was known as the heroes’ city and had been 

widely recognized with this image; therefore, many visitors were coming for these 

reasons, rather than “Sparkling Surabaya”. However, although most of the 

international visitors were not familiar with the brand, they were not merely against 

it. They thought that the use of English language for the city brand was appropriate, 

though they did not really understand the meaning of “Sparkling Surabaya”. This 

condition reveals the fact that the use of “Sparkling Surabaya” as part of destination 

development is not yet drawn maximum recognition from both local and 

international visitor. This can be the initial indicator of failure in branding campaign 

of the city. The lack of physical signage of the brand in public places and visitor 

attractions make the brand seem less recognizable by the visitors. This perspective 

from the visitors contribute to the evaluation of the city brand strategy as an 

important part of destination development (Riduan; Suharyono & Achmad, 2015); 

(Purwanti & Genoveva, 2017).    
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5.3.4.2 Visitor Activities in Surabaya  

The activities of visitors in Surabaya are varied based on the type of visitors.  Those 

who travel independently have several reasons for visiting the city. They possibly 

have a business meeting, education activities, visiting friends and relatives or event 

for medical purpose. However, many of them come to Surabaya because they like to 

spend their leisure time, such as visiting tourism objects, eating culinary products 

and shopping. At this point, Surabaya is also a destination to relax for many people, 

especially those who are living in the surrounding cities. This type of visitors need 

well maintained public facilities, good access to the tourism places and reasonable 

price of food, services and products. They need newness continuously so that they 

would not be bored during their stay in the city. For international independent 

traveller to the city, they most likely stay in budget accommodation with clean room 

and good access to facilities and attraction sites. They tend to be more savvy visitors 

who like to travel based on the information prior visiting the city. Therefore, this 

kind of visitor needs good and reliable information about the city, especially online 

information.  

 

The visitors who travel within organized tour package usually go to well established 

visitor attractions and stay in well known hotels. They also tend to eat in decent 

restaurant which is able to cater large number of people at the same time. Thus, they 

also like to go to souvenir shops at the end of their trip. This type of visitors, whether 

local or international like to have everything well prepared and organized. They also 

evaluate the facilities during the journey and in the location of the tourism object. 

Therefore, good products and services by tourism business in the city are needed to 

cater this type of visitors. In the process, the visitors have great contribution in 
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setting up the expectation for the stakeholders to fulfill them. By considering the 

need of the visitor and consistently improving the products and services, the 

development of the destination can be achieved based on previous plans by 

stakeholders. By continually meeting the expectation of the visitors, it will increase 

the demand toward the destination. Therefore, in order to boost destination 

development, stakeholders must also consider the visitors as an influential 

component (Boes, Buhalis, & Inversini, 2016).    

 

5.4 The Perspectives among Stakeholder Participation  

This section reveals the opinion of stakeholder about the relation, cooperation and 

activities among them. It is important to explore about the perspectives, in order to 

value which stakeholder is more dominant. The growth of visitor arrival in Surabaya 

is partly the result of promotional activities undertaken by all stakeholders in 

tourism. However, from 2006 to 2011 the role of promoting Surabaya as tourism 

destination was dominated by STPB a private organization that was set up by the 

government to support the Tourism Department in promoting tourism and bringing 

more visitors in the city. The following statement shows how the dominan role of 

STPB in promoting the city, since the SGTO was considered under perform in 

promotion. 

“Menurut saya sekarang yang lebih dominan adalah pihak swasta, 

khususnya hotel dan travel. Karena saya lihat pemerintah kota, 

khususnya Dinas Pariwisata seringkali menjadi Dinas Berwisata, 

he… he… he. Artinya banyak keluar kota tapi tidak menjalankan 

fungsi promosi dengan baik, sehingga promosi kota kita kurang 

greget. Maka sekarang swasta lah yang bergerak, khususnya kami 

di STPB yang memotorinya” 
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"In my opinion, the more dominant ones are the private sector, 

especially hotels and travel. Because I see the city government, 

especially the Surabaya Government Tourism Office often acting 

like a Travel Agency, he ... he ... he. This means that many go out 

of town but do not carry out promotional functions properly, so that 

the promotion of our city is less effective. So now it is the private 

sector that moves, especially those of us at STPB who drive it” 

(Anshori, 2016, Personal Communication, File PVB 5/Page 5/ YA 

15).  

 

The above statement is related to the second objective of the study, which is about 

the dominant stakeholder in implementing a city brand. The use of the city brand, 

“Sparkling Surabaya” to sell Surabaya as tourism destination was one of the 

important steps that had been carried out by the government and the private business 

sector. The local people also supported the effort of promoting the city using the city 

brand, though many of them still were not totally aware of it.  

 

In implementing city brand, each stakeholder has various types of participations and 

contribution in the process (Bae, 2013; Geiger, 2017). Thus, each stakeholder also 

has their own opinion regarding other stakeholders. Therefore, it is important to find 

out their perspectives about the process of development regarding their relation with 

other stakeholders. In order to pin point the participations of the stakeholder in city 

brand implementation, it is pertinent to examine the confluence of opinion among 

them. Based on Pearce (1989), destination development has a great deal of planning 

and management issues to address. Therefore, it will need the commitment and 

participation of all the stakeholders who have direct connection with the place. The 

following section elaborates on stakeholder perspectives on their participations and 

their opinions towards other stakeholders. This section is mainly based on the in-
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depth interview with all of the informants, the explanation is written based on 

informant explanation as well as observation on their activities. 

 

The discussion covers the perspectives of stakeholders on tourism destination in 

Surabaya, their role in city brand implementation in the development process, their 

relation and opinion about other stakeholders, collaboration platform among 

stakeholders, the perspectives about the city brand “Sparkling Surabaya” and the 

opinion about the application of “Sapta Pesona” in Surabaya. This part also 

underlines the key to success in developing Surabaya based on the stakeholder point 

of view.   

        

5.4.1 Government 

As one of the important stakeholders, government is expected to have the most 

participation in the process of development (Birkic, Pilija, & Šebrek, 2014). In 

Surabaya case, the development involved the implementation of a city brand to boost 

tourism development growth. Based on an interview with the Head of Surabaya 

Tourism Government Office, she observed that as a tourism destination Surabaya 

functions as a transit city to other famous destination in East Java such as Bromo 

Mountain, Malang City and Batu (Widayati, 2016, Personal Communication, File 

GOV 1/Page 1-3/WW 3 & WW 12). This means Surabaya is an important tourist hub 

in the region serving both domestic and international visitors. However, this city is 

also well-known as a place for business rather than leisure. Since geographically 

Surabaya is not located in a resort belt, the character of this city is more industrial 

with strong business atmosphere. There are limited natural attractions in the city; 

most of the attractions are man-made with specific historical and cultural 
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background. The government has realized the handicaps as well as the advantages of 

the city, therefore, the development of public facilities and tourism infrastructure 

became the main focus of the government (Yunus & Indrasari, 2017). They were 

more interested in building and renovating the physical elements of the city such as 

road signage, pedestrian, public parks and street lights.  

 

Having the perspectives of Surabaya as business city made the government paid less 

attention on developing visitor attractions while focusing on making the city as a 

MICE destination. There was still limited effort by the government to build more 

attractions; Surabaya has five tourism attractions owned and operated by the 

government, namely the Heroes Monument, Surabaya Zoo, THR Amusement Center 

(Performing arts center), Ampel Religious Complex and Kenjeran Beach. Among the 

five there are only two that can be said to be properly managed: the Heroes 

Monument and Surabaya Zoo. The rest are operated with minimum standard 

facilities for visitors, especially overseas visitors. The government concentrated on 

putting more attention to making the city as one of the best MICE cities in Indonesia, 

hence the facilities and infrastructure were set up to support MICE activities, as 

stated by the head SGTO,  

“He… eh… dan infrastruktur artinya sebenarnya ini peluang untuk 

lebih digarap dengan baik. Artinya orang sudah mengenal oh… 

Surabaya sebenarnya bisa, tinggal bagaimana kita nanti 

kedepannya. Disamping itu, penelitian dari temen-temen 

Kementrian Pariwisata meletakkan Surabaya ini termasuk kota, 5 

kota yang berpotensi di industri MICE nya. Jadi selain Jakarta, 

Bali, Bandung, Makasar eh…, jadi kita ini…. salah satu dari kota 

MICE di Indonesia dengan infrastruktur yang sudah disiapkan 

untuk mendukung aktifitas MICE dalam kota.” 
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"He ... eh ... and  the infrastructure means that this is actually an 

opportunity to be worked on better. This means that people already 

know oh ... Surabaya actually can, just how we will be in the 

future. Besides that, research from my friend from the Ministry of 

Tourism put Surabaya as the five cities that have the potential in its 

MICE industry. So besides Jakarta, Bali, Bandung, Makassar eh ..., 

so we are ... one of the MICE cities in Indonesia with infrastructure 

that has been prepared to support MICE activities in the city." 

(Widayati, 2016, Personal Communication, File GOV 1/Page 

2/WW 10).  

 

This implied that by working together with other stakeholders, especially hotels; 

more venues that had been prepared to cater the need of these visitors. In terms of the 

quality of the venues, the government has paid extra attention to develop 

infrastructure and access to the city.        

 

Besides being a metropolitan city, Surabaya has unique cultural and historical 

background. This city consists of many kampoengs or urban villages situated among 

the high rise buildings. Most of the people who live in the kampoeng were able to 

maintain their genuine lifestyle. Some of the kampoengs have strong cultural and 

historical backgrounds that have the potential to be visitor attractions.  The authentic 

interaction of the local people living in the kampoeng was the assets for cultural 

tourism in the city with urban setting. Some kampoeng, such as Kampoeng 

Jambangan, Kampoeng Arab and Kampoeng Maspati have transformed into urban 

visitor attractions in the city, which enrich Surabaya as tourism destination. 

“Kalau saya yang melihat Surabaya adalah diposisi apa yang dia 

punya hari ini misalnya kampung itu juga adalah sesuatu bagian 

eh….. kampung adalah bagian yang tidak ada di satu kotapun di 

Indonesia barangkali identitas seperti itu. Lebih-lebih ini adalah 
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kota metropolitan ketika kita sudah ngomong kampung di sana itu 

juga ada berbagai macam komponennya sehingga ini bisa 

mewujudkan sebuah kampung. Apa komponennya? Yaitu misalnya 

interaksi antar manusianya di kampung itu sendiri itu sebenarnya 

kan budaya ya, trus habis itu hasil-hasil interaksi kita rasakan 

misalnya masyarakat yang di kampong itu juga budaya yang itu 

juga sebagaimana yang kita bisa lihat itu komoditas industri 

pariwisata jika kita bisa sentuh dengan baik.” 

 

"If I see Surabaya, what position does it has today, for example, the 

urban village (kampoeng) is also a part of the development, that 

rarely found in other city in Indonesia, perhaps such an identity. 

Moreover, this is a metropolitan city when we discuss about it, the 

urban village is also included as the components. What are the 

components? That is, for example, the interaction between people 

in the village itself is actually a culture, so after that the results of 

our interactions are felt, for example the people in the village are 

also reflecting the culture as tourism industry commodities.” 

(Widayati, 2016, Personal Communication, File GOV 1/Page 

2/WW 7).  

 

In terms of stakeholder participation, the government as regulator, controls and 

manages all tourism activities in the city, from regulations about business permit up 

to development plan (Yusuf, Faqih, & Septanti, 2017). However, as tourism has a 

multiplier dimension, the SGTO cannot work alone in executing the development 

plans, it needs to work with other governmental departments and also cooperate with 

other stakeholders, such as private business and local people. Surabaya Government 

Tourism Office has claimed to have strong commitment in developing destination in 

Surabaya. This is proven by conducting many events throughout the year to create 

more reasons for visitors to come to Surabaya. Moreover, they also consistently do 
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promotional activities, both online and offline to attract visitors. The commitment to 

keep on using the city brand “Sparkling Surabaya” has showed the seriousness of the 

government to develop the city into tourism destination. The use of city brand is seen 

in any promotional material which always displays the logo “Sparkling Surabaya”  

“Seperti yang saya sampaikan tadi, kita sampai sekarang masih 

memegang komitmen menggunakan kata Sparkling Surabaya di 

semua materi promosi, mulai dari brosur, leaftet dan promo di 

media lainnya. Kita juga menggunakan Sparkling Surabaya di 

beberapa fasilitas umum di kota Surabaya. Ada ruangan di dalam 

Dinas Pariwisata juga menggunakan nama Sparkling Surabaya. Di 

semua event kota kita menggunakan Sparkling Surabaya untuk 

branding kota Surabaya” …… 

 

"As I said earlier, until now, we still hold a commitment to use the 

word Sparkling Surabaya in all promotional materials, starting 

from brochures, leaflets and other media promotions. We also use 

Sparkling Surabaya in several public facilities in the city of 

Surabaya. There is a room inside the Tourism Office also using the 

name Sparkling Surabaya. In all city events we use Sparkling 

Surabaya for Surabaya city brand…..”(Widayati, 2016, Personal 

Communication, File GOV 1/Page 5/WW 24).  

 

Surabaya Government Tourism Office also erected a big signage bearing “Sparkling 

Surabaya” in several locations such as the main gate of Surabaya and the city center. 

The achievement of the government in implementing a city brand of Surabaya is also 

seen in the way they were able to attract cruise ships to visit Surabaya. This effort 

started in 2009 through the support of the private business. As the city was not the 

main destination for international visitors, drawing cruise ship operators to stop in 

Surabaya is a big leap for its tourism development. Since then, almost every year 
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there were minimum of seven cruise ships, from small to big vessels visiting 

Surabaya. 

 

The relation with the other stakeholders, especially the private business community 

did not work as well as the government expected. SGTO realized that there many 

areas that can be improved in terms of relationships with the hotels and travel agents 

in the city (Widayati, 2016, Personal Communication, File GOV 1/Page 5/WW 22). 

The government considered that the hotels in Surabaya, particularly the star rated 

hotel are not yet proactive in promoting tourism. There is still limited information 

about the city tourism attractions in the hotels. There were only few hotels that 

provided banners or brochures in their lobby. However, the government has 

appreciated the active participation from the hotels in Surabaya, through their 

support in several big events in Surabaya, both the regular and non-regular events, 

such Majapahit Travel Fair (MTF). This is a big event involving all the tourism 

operators in Indonesia, especially the East Java region. According to the government, 

hotels supported the event by providing free rooms for buyer delegates; and food for 

the opening ceremony.  

 

Other support is also given by the hotels in the cultural parade conducted by 

government every year. In this yearly event, the hotel association always participates 

through various activities from catering to participants to sending participants to the 

carnival. Thus, the government liason with the travel agents is also not up to their 

expectation. Among more than 200 registered travel agents in Surabaya, less than 

10% made serious attempt to create and sell their inbound tour packages to attract 

visitors to the city. Most travel agents only focus on outbound tour because selling 
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outbound packages is considered more profitable and less troublesome compared to 

selling inbound packages. As a result the government was having difficulties in 

persuading travel agents to actively sell Surabaya, especially to the international 

visitors (Widayati, 2016, Personal Communication, File GOV 1/Page 5-6/WW 22 & 

WW 29).  

 

Many times the government try to push and force the travel agents to sell Surabaya; 

most of them always argue that there was nothing much to see, better instead to 

popularise shopping malls. Hence it is difficult to sell Surabaya as tourism 

destination, especially for the holidaymakers. On the other hand, the government also 

had good relationship with a few of the travel agents that consistently sell inbound 

packages in East Java, including Surabaya. The travel agent such Aneka Kartika had 

been a great partner for the government in attracting international visitors, especially 

from the European market.         

 

In terms of collaboration platform, between the government and other stakeholders, a 

formal form of collaboration is still ideal and expected by the government. Jørgensen 

and Munar (2009) had stated, there is strong relationship between destination 

branding and the national capacity. This means that government has to identify 

valuable resources to reframe the concept of the brand, using a constant dialogue 

with local people and visitors as part of stakeholders. Formal collaborations are in 

the forms of regular meeting, and joint committee and joint promotion activities. The 

regular meeting by the government and the other stakeholders is still considered as 

the appropriate way for the government to communicate with the other stakeholders 

(Pratiwi, 2016). By inviting the organization, association or community 
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representatives to meet with the government regularly, minimum of once month, all 

of the stakeholders can work together to plan and execute the activities that can boost 

destination development. The result of such meetings can be in the form of 

recommendations and action plans to handle certain problem. The follow up from the 

meeting vary depending on the issues addressed.  

 

The other collaboration is through joint committee to plan and execute big events in 

the city. In this way all stakeholders may actively contribute towards the success of 

the event. The committee is an adhoc type of team that is only formed to organize a 

particular event. After the event is over, the team will be dismissed. This platform is 

considered acceptable and may bring benefit to all stakeholders. The last 

collaboration platform is joint promotion program, especially in marketing the city in 

the international market. The government expects that the hotels and travel agents to 

be committed to sell the city by producing promotional material both offline and 

online. Given limited government budget especially for promotion, joint promotion 

is the form of collaboration needed for developing the city. Private businesses sectors 

need to attract visitors to the city to use their services and the government needs to 

attract visitor to bring more economic benefit to the city as a whole. Despite of the 

different objectives between the government and private businessmen, they all have 

the same hope to attract more visitors to the city. By sharing promotional budget, all 

the stakeholders will derive the benefits from such collective engagement.  The 

government expects that all collaboration activities be taken seriously by signing 

MOU among them. This formal document should be the guidance of any activity 

organised by the government in collaboration with other stakeholders (Widayati, 

2016, Personal Communication, File GOV 1/Page 5/WW 25-26).    
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As the user of the city brand, the government still believed that “Sparkling Surabaya” 

is acceptable and appropriate to be used to promote the city, especially for 

international visitors. Despite many arguments, opinions and critics regarding the 

city brand, the government still has strong commitment to use and maintain the 

brand. The government consistently used the logo of the brand in all promotional 

activities organised by them, either online or offline  

“………Jadi kami pemerintah kota, dalam hal ini Dinas Pariwisata 

masih berkomitmen menggunakan Sparkling Surabaya, selama 

belum ada instruksi ataupun wacana dari masyarakat bahwa 

penggunaan ini sudah tidak relevan lagi dengan kondisi 

Surabaya”. 

 

“…….so we as the city government, in this case the Tourism 

Government Office is still committed to use Sparkling Surabaya, as 

long as there is no instruction or discourse from the public that the 

usage is no longer relevant to Surabaya's conditions. " .  (Widayati, 

2016, Personal Communication, File GOV 1/Page 5/WW 24).  

 

The government thought that “Sparkling Surabaya” is still relevant to the condition 

of destination development in the city. There will be time to evaluate and do the 

rebranding, but for the past 10 years, “Sparkling Surabaya” had been considered a 

powerful brand that can boost the destination development in the city. The 

government also realized that there are still many people, especially the local people 

of Surabaya who do not really know the meaning of the brand in part due to the 

limited time and media socialization efforts by the government to introduce and 

explain the brand to all stakeholders, especially the local people.  They admit that 

there is lack of signage about the brand in many strategic locations around the city, 

such as public parks, main road and city entrance points (airport and harbor). They 
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expect the private business to support the government consistently and to actively 

use the brand in any events and activities that they organise, so more people will be 

aware about the brand.  

 

In relation with the concept of Sapta Pesona as the credo of tourism development in 

Indonesia; the city government of Surabaya believes that they are able to practice the 

concept, especially on the point of friendliness and cleanliness. The government 

argues that the city is clean and comfortable for visitors to enjoy sightseeing. There 

are public parks and pedestrian walkways that were taken care seriously by the 

government. The fact that Surabaya had won several time of Adipura award as the 

cleanest city in Indonesia, has made the city known for its cleanliness. However, the 

government also thinks that the local people of Surabaya are genuinely friendly and 

helpful toward the visitors. Unfortunately, the government admitted that the city was 

still lacking in the memorable aspect, as the one of the attributes of Sapta Pesona. 

Though there are a wide variety of local food in Surabaya, such as Rujak Cingur, 

Lontong Balap and Semanggi, none of it is suitable to be packed and serve as 

souvenir from the city. The local food dishes are great to be enjoyed while in 

Surabaya only. Therefore, the difficulties in finding particular authentic products of 

the city that can be used as the souvenir, is remains a challenge for every stakeholder 

in the city.  

 

5.4.2 Private Business Circle 

The perspectives of private business circle are represented by four main groups, 

namely hotels, travel agents, tourist attraction operators and tourism media. These 

different businesses have their own arguments about the brand implementation as 
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part of tourism development process. However, in certain cases, they also share the 

same expectation about the developing the destination in the city. As private 

businessmen, the main objectives of their activities are to make profit for the 

company. Therefore, any activities carried out within the frame of tourism 

destination development is part of their efforts to sustain their business in the city 

(Indrianto, Din, & Rashid, 2017). In the process of development, it is also obvious 

that any companies, which proactively involve in developing tourism in the city, will 

gain most of the benefits from the visitors, especially the international consumers. 

Nevertheless, the direct participation of private business in the process of 

development is determined by the commitment of the decision makers or the leaders 

of the companies.  

 

There are many companies that provide tourism products and services in the city, but 

not all are willing to be involved directly in developing the destination. Some of 

them only hope to get the result from the arrival of visitors without actively 

participating in the process of development.   The following section will explain how 

each business has its own perspective and participation in the process brand 

implementation. 

 

5.4.2.1 Hotel Perspectives 

City brand implementation is an important activity that is needed to support 

destination development. As the one of the main components of tourism, the 

accommodation businesses are playing significant roles in destination development 

(Eurostat, 2014; Manhas et al., 2016). Through observation and in-depth interviews 

with leaders of hotels association, it can be seen that hotels support destination 
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development in Surabaya. Member of PHRI and Casa Grande were directly involved 

in making the city an enjoyable place for the visitors. Though the level of 

participation among the hotels  vary in terms of participations in the development 

process, their efforts in attracting guests at their premisis directly affected the number 

of visitors coming to the city. As companies that relys mostly on the visitors, hotels 

are basically concerned on how to make the city more attractive to the visitors who 

determine the sustainability of their businesses. What makes the city worth visiting is 

the quality of the services and products offered. Surabaya will not be attractive, if it 

does not have good accommodation facilities.  

 

The two hotel associations in Surabaya, PHRI and Casa Grande, claimed that they 

were actively involved in developing destination through participation in tourism 

events held by the government (Soleh, 2016, Personal Communication, File PVB 

1/Page 1-2/MS 4). In the case of PHRI which was supposed to unite all hotel and 

restaurants were directly involved in catering the need of the visitors in the city. Most 

hotels, especially the star rated ones are designed to cater business guests. They 

provide excellent products services, such as conventional hall, meeting rooms and 

business center. There are limited numbers of resort type hotels in the city, which 

offer cottages and such services for the guests. Surabaya is more of business city; 

with hotel occupancy rate is higher during on weekdays than weekends. During long 

weekends or public holidays, they expect to receive more family groups or holiday 

makers at the hotels, making the city attractive for those coming not only solely for 

business, but also for vacation. As stated in the following statement: 

“Iya, kalau pariwisata, wisnu ya, kalau wisnu sendiri luar biasa 

kalau saya lihat ya. Kunjungan wisata, hotel-hotel hampir… 

Apalagi kalau weekend, kalau liburan. Itu 60%-70% tingkat hunian 
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hotel itu adalah wisnu. Ya dari wisnu, berarti pertumbuhannya kan 

luar biasa ini ya, perkembangannya berarti luar biasa. Kalau dari 

luar negri saya melihat juga sudah. Luar negeri sudah luar biasa 

ya? Saya lihat kunjungan wisata di beberapa bandara kalau kita 

lihat grafiknya semua naik. Kalau iya e… saya lihat kalau ga salah 

terakhir berapa itu? Bahkan lebih dari 15% kalau saya dengar-

dengar seperti itu. Jadi kalau jumlah wisatawan asing tahun ini 

kan 10 juta. 10.4 juta udah ada peningkatan, tapi targetnya Pak 

Jokowi kan 20 juta tahun 2019” 

 

"Yes, if it is domestic tourism. If domestic tourism is extraordinary, 

if I look at the figure. Tourist visits, hotels almost full, especially if 

it's a weekend, or vacation session. The 60% -70% of the hotel 

occupancy rate is domestic tourist. Yes, for domestic tourist the 

growth is extraordinary. From overseas I also see it. Overseas 

tourist is also delightful? I see tourist visits in several airports if we 

look at the graphic all of them are increase. If so, e ... I see if it's not 

the last one, what is it? Even more than 15% growths if I hear that. 

So, the number of foreign tourists this year is 10.4 million, there 

has been an increased, but the target is Pak Jokowi's 20 million in 

2019” (Hermanto, 2016, Personal Communication, File PVB 

2/Page 2/BH 6).  

 

As tourism stakeholder, hotels claim to have strong commitment in destination 

development by continuously upgrading their quality of services while contributing 

giving strategic ideas and recommendations to the government (Soleh, 2016, 

Personal Communication, File PVB 1/Page 2/ MS 5; Hermanto, 2016, Personal 

Communication, File PVB 2/Page 4/BH 17). Within hotels themselves executives 

were committed to improve their human resources by conducting certification for 

their staff. They also conducted service auditing to improve the quality of services in 

each company by requiring all hotels to meet the international standard qualification 
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for hotel business. In doing so, they provided regular trainings and evaluation for all 

staffs in the individual organization.  

 

As for external participation, they gave active support to the government in hosting 

international events in the city. By becoming the strategic partner for the 

government, hotels are actively engaged in giving recommendations to the 

government in terms of policies and procedures to develop the destination. Through 

PHRI, hotels are able to give criticisms of certain regulations which are not 

considered effective for tourism development. The hotel GM association also 

supports Surabaya tourism development by participating actively in joint promotion 

among hotels and also with airlines (Hermanto, 2016, Personal Communication, File 

PVB 2/Page 4/BH 18). They join in international tourism events to promote 

Surabaya, besides promoting their own hotels in terms of service marketing and 

supply of food and accommodation in events held by the government. The biggest 

contribution by hotelliers to the city of Surabaya is obviously the tax paid to 

government from their business.  

 

Based on informant’s experience as the head of PHRI and the head of Case Grande, 

it was observed that stakeholders in Surabaya, especially the government, have not 

yet given their best for destination development. Hotels consider their relation with 

the government is good but could be better; especially with the tourism office 

(Hermanto, 2016, Personal Communication, File PVB 2/Page 8/BH 55). However, 

they think that government officers were only trying to do their routine activities as 

the public servants. They were not really put their heart and mind on developing 

tourism in the city. Although, the government has made significant improvements to 
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public facilities and created new attraction in the city, they did not really put serious 

attention on tourism development as reflected in low budget allocated for tourism 

promotion and tourism information, especially at the key places such as in the airport 

(Romandhona, 2016; Purwanti & Genoveva, 2017).  Local transportation around the 

attraction site was also inadequate. From 2012, the government had stopped giving 

support to the tourism board; resulting in the poor quality of promotional material in 

Surabaya. The hotels have to come out with their own promotional material in 

support of government led initiative to promote the city. However, in certain cases, 

the hotels are working hard to attract visitor while struggling to attract the visitors to 

stay in their premises. They expect more effort by the government in terms of 

promoting Surabaya. 

 

Hotels consider travel agents and local people as important partners in city tourism 

but expect more collaborative efforts to boost destination development in Surabaya.  

As accommodation providers, they are the business partners to travel agents in 

catering to their guest in the city. They also depend on travel agent to bring guest to 

their premises. Travel agents play important role in selling the destination. 

Unfortunately, not all travel agents in Surabaya focus in selling the city.  In fact, 

many travel agents are selling outbound rather than inbound packages. The situation 

may constraint the development of tourism in the city. A number of hotels and travel 

agents associations were working together to conduct joint promotion, such as joint 

participation in an international travel fair outside and hosting an international event 

in the city. As stated by the Vice chairperson of Casa Grande:  

“Eh… iya. Kalau kita lihat ya tentu pemerintah masih berperan 

paling besar untuk mendatangkan wisatawan. Pemerintah masih 

yang terbesar. Yang kedua, ya gak ada yang aware selain 
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organisasi hotel misalnya kayak Casa Grande maupun PHRI. Gak 

ada yang mau membiayai pameran ke luar negeri, dan mereka 

mengeluarkan uang, loh! Mau! Dan travel agent tentu aja ya. 

Travel agent, e… asosiasi travel agent, dan ASITA, dan Casa 

Grande, PHRI itu, hanya organisasi ini yang sangat aware sekali 

dengan e… apa yang dibutuhkan kota ini”. 

 

"Eh ... yes. If we see, of course the government still has the biggest 

role to bring tourists. The government is still the dominant. 

Secondly, no one is aware of other than hotel organizations such as 

Casa Grande and PHRI. No one wants to finance exhibitions 

abroad, and they spend money, you know! They are willing to! 

And travel agents, of course. Travel agent, e ... travel agent 

association, and ASITA, and Casa Grande, PHRI, only this 

organization is very aware of what the city needs ". (Hermanto, 

2016, Personal Communication, File PVB 2/Page 6/BH 36).  

 

This means that they wiling to spend their budget to collaborate in participataion in 

an international events as well as organizing familiar trip to promote the destination 

among potential visitors. They are wiiling to allocate their fund to promote the city 

by using the brand in travel fairs and other tourism exhibition activities.  

 

Hotels also consider the local people of Surabaya had been supportive of tourism 

development. The people are generally open minded in welcoming visitors to a 

comfortable city (Hermanto, 2016, Personal Communication, File PVB 2/Page 7/BH 

44). Though the ability to speak English is limited, locals are willing to help the 

visitors if needed. Locals have also created many events from small to large scale as 

an attraction in the city. Though hotels may not relate directly with locals in terms of 

business partnership, their activities and attitude toward tourism may affect their 
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business in the city. So far, hotels are happy with the local people who have shown 

appreciation of the importance of tourism in the city. By keeping the city clean and 

road traffic disciplined local peole have made the city enjoyable and friendly to 

visitors. 

 

As regards to city brand, hotelliers have different opinions on the subjevts. 

According to the head of PHRI, “Sparkling Surabaya” had already been in use for 

over decade; therefore it is necessary to have the new ones (Soleh, 2016, Personal 

Communication, File PVB 1/Page 3/MS 12-15). He claimed that the brand is no 

longer relevant with the city condition and need to be refreshed. On the other hand, 

the head of Casa Grande stated that the brand is still relevant with the condition of 

the city  

“Iya, sebenarnya sudah sangat tepat sekali, Sparkling Surabaya ini 

kalau bisa ya betul-betul dipakai ya karena ini adalah branded yang 

sangat baik. Sebenarnya branded ini bisa mendunia, kalau menurut 

saya seperti itu. Nah, tinggal kita harus mencari jalan bagaimana 

cara branded ini bisa dikenal sampai ke seluruh dunia. Kalau saya 

tadi bilang bahwa ini branded ini adalah dunia, berarti ini harus, 

harus… ee… kapasitasnya lebih tinggi lagi” 

 

"Yes, actually it is very precise, Sparkling Surabaya if possible; it 

should be really used, yes, because this is a very good brand. 

Actually this brand can be global, if I think like that. Now, we just 

have to find a way how this brand can be known to the whole world. 

If I said earlier that this branded is the world, it means it must, it 

must ... ee ... to increase the capacity is even higher" (Hermanto, 

2016, Personal Communication, File PVB 2/Page 7/BH 9).  
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There were many physical developments in infrastructures and city attractions that 

had made the city more sparkling; hence the brand was still appropriate for 

promotional purposes. Though, there were differences of opinion regarding the 

branding, most of the hotels admit the brand and use the “Sparkling Surabaya” logo 

accordingly.  However, the use was not as widespread as it should be, not all hotel 

promotional materials, such as brochures, billboard and website display the logo.  

The different attitude of hotels towards the city brand can influence visitors’ 

awareness about the brand. Few hotels consistently attach the branding in their 

promotional activities, making it less recognized by their guests. The hotels seemed 

to lack commitment to the brand, since there was no obligation for them to use it. 

From the hotels’ perspective the display of “Sparkling Surabaya” had little impact on 

their business and the process of destination development. Only few are committed, 

but the majority do not really support the use of city brand in their premises.      

 

In terms of the collaboration between hotels and other stakeholders, it can be formal 

and informal; formal collaboration is through official organizations and associations, 

while informal collaboration is through regular discussion among stakeholders. Since 

there are many hotels in Surabaya, PHRI and Casa Grande are the channels for 

communication and collaboration among hotels (Hermanto, 2016, Personal 

Communication, File PVB 2/Page 10/BH 67). They discussed operational issues, 

such as human resources, service promotion and regulations affecting the hotels. The 

government was expected to facilitate such regular discussions among stakeholders. 
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5.4.2.2 Travel Agent Perspectives 

Travel agents have roles in terms of destination development (Mois, 2014). The main 

business of travel agent is catering to travel needs of the visitors, from ticketing, 

accommodation, meals and tour packages (Çetı̇nkaya & Öter, 2016). Promoting new 

places and creating new tours packages are meant to offer new products to visitors. 

Travel agents can have two main products inbound and outbound tour packages. 

Agents which focus on inbound tour package are the ones that have high 

participation in the process of destination development. In this section, an interview 

with the head of Aneka Kartika Tours and Travel that focus on selling inbound tour 

package will explore the perspectives of travel agents in the process brand 

application in the frame of destination development in Surabaya.  

 

Most travel agents regard Surabaya as the hub of Eastern part of Indonesia. It is the 

gateway to explore many tourism objects in the region. Surabaya has the third 

biggest International airport in Indonesia, after Jakarta and Denpasar. The public 

facilities and infrastructures are well established (Wahjono, 2016, Personal 

Communication, File PVB 3/Page 4/AW 21-22). As the capital city of East Java, this 

city has been the center of trade, business as well as education. Many people will 

visit the city for various reasons. From, the travel perspectives, doing business and 

trading is the major reasons for coming to the city. Moreover, most domestic visitors 

in Surabaya, spend time shopping rather than visiting tourism object in the city. 

Among international visitors, the popular activity is to explore the city, especially the 

urban culture and old heritage areas.  
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Most travel agents that sell Surabaya would think that the city has less tourist 

attractions even though there are good visitor facilities. Thus this city has great 

potential as an urban tourism destination. The city is well kept by the government 

and the local people in terms of cleanliness and comfort. There are many well 

maintained public parks located around the city. The condition of the roads and 

pedestrians are green and clean, since there are many trees located in the main road 

of the city. Moreover, behind many tall buildings in the city there are still many 

urban villages located behind them. The local people are still maintaining the 

“kampoeng” life in the neighborhood. This can be a unique attraction for the city that 

can attract visitor to experience the local life. Unfortunately, as tourism destination, 

most travel agents agree that Surabaya is worth to visit but less attraction to see and 

experience. Since there are limited visitor attractions that located in the city, 

therefore, the length of stay of the visitors is very short; especially the international 

visitors cannot be more than just one day.  

“Gateway. Betul. Banyak flight yang datang di sini, hotel juga 

internasional juga banyak, ya, tinggal kita ngelolanya gimana. 

Memang kalau dilihat dari karakteristik apa obyek kita yang ada, 

Eropa tertarik, Pak, tapi length of stay nggak akan bisa lama. 

Karena mereka lebih tertarik langsung keluar. Bromo, ijen, 

Malang, apa segala macam. Sementara yang on Surabaya dan 

mereka mau stay di Surabaya, Asia Tenggara” 

 

"Gateway, right. There are many flights that come here, there are 

also many international hotels, yes, just how do we manage it? 

Indeed, if we look at the characteristics of our tourism objects, 

Europeans are interested, but the length of stay will not last long. 

Because they are more interesting objects out there,  Bromo, Ijen, 

Malang, and other place. While those who stay in Surabaya only 
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want to stay in Surabaya” (Wahjono, 2016, Personal 

Communication, File PVB 3/Page 4/AW 22).  

 

This city may serve as the transit city, where the visitors want to visit Mount Bromo, 

Mount Ijen or Batu region. Those three areas are the famous visitor attractions in 

East Java, where most leisure visitors will spend their time there instead in Surabaya. 

 

In the process of city brand implementation, travel agents assumed that government 

was more interested in improving public facilities rather than developing visitor 

attractions and infrastructures. The effort to promote the city is limited, hardly any 

marketing campaign to make people aware of tourism in Surabaya (Wahjono, 2016, 

Personal Communication, File PVB 3/Page 7-8/AW 36-38). Surabaya needs a 

comprehensive marketing strategy, which should be planned and executed 

professionally. As a destination, there are not enough visitor amenities in the city. 

Shortage of information about the city tourism is one of the main problems. The 

visitor information center at the airport did not provide complete information about 

the city. There was little promotional material at the airport, bus terminal, train 

station and other vital points for visitors.  There were few road signs indicating 

location of visitor attractions. The travel agents considered this shortage of 

information about visitor attraction in public places as problems that needs to be 

addressed by destination planners.  

 

Travel agents have to promote the city while taking care of the needs of the visitors. 

Inbound travel agents have made efforts to make Surabaya as attractive as possible. 

They have tried hard to promote the city by offering many tourism objects in the city. 

There are two main strategies used to attract visitors to Surabaya, namely joining 
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international trade fair and inviting overseas partners to visit Indonesia. By joining 

the best overseas trade fair, which is ITB Berlin, the travel agent did not only sell 

tour products, but they also promoted Surabaya as a tourism destination (Wahjono, 

2016, Personal Communication, File PVB 3/Page 9/AW 44). In the travel fair, they 

distributed international standard promotional materials, finding new partners to sell 

their tour products. These partners, including overseas travel agents and airlines were 

invited to come to Indonesia during familiarization trips to experience the 

destination.  

 

There are two types of familiar trip, namely agent trips and media trips. The agent 

trip means inviting the overseas agents from the potential market. The goal is to 

make the agent experience the products, before they are able to sell them to the 

visitors.  

“Ya. Kita sih ndak akan pernah berhenti untuk mempromosikan 

Surabaya, ya kan? Karena kita kan disini. Cara-cara kita ya itu 

selain aktif ikut berpartisipasi kalau ada event-event luar negeri, 

kita juga aktif ngundang partner dari luar negeri atau airlines di 

sana yang punya jadwal ke Indonesia kita undang. Jadi ada 2 

macam kan. Kita yang ke luar, di sana kita presentasi promosi atau 

sebenarnya yang paling bagus ya itu, ngundang. Ngundang di sini, 

fun trip ditunjukan. Bisa fun trip agent, bisa fun trip media. 

Bagusnya sih paralel itu atau mungkin idealnya media dulu. 

Medianya harus selektif, media cetak sama media elektronik 

mungkin ya, kita harus ngeset. Setelah media kan biasanya kita 

minta jadwalnya. Mereka nulis atau mereka kasih program itu 

gimana? Nah, setelah berita sama artikel membanjiri di pasar itu, 

baru kita undang agent, travel agent disana. Karena apa, Pak? 

Kalau agent dulu, ok, agent mau jualan tapi yang dijual agent kan 

bukan destinasi kita tok. Mungkin agent yang niat commited yo wes 
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ok… ini dol, nang Suroboyo anyar. Tapi kadang no… no… no… 

Suroboyo kok gak tahu krungu? Penumpang ya? Kan ndak pernah 

dengar saya Surabaya, aku nang Bangkok ae, yo wes. Oh… gak 

gelem Surabaya? Bangkok? Ya, ya sudah dia jualan” 

 

"Yes. We will never stop promoting Surabaya, right? Because we 

are here. Our methods, besides actively participating if there are 

overseas events, we are also actively inviting partners from abroad 

or airlines who have a scheduled flight to Indonesia. In promotion, 

there are two types right. We go out there, and bring a promotional 

presentation; or actually the best one is giving invitation. This 

means inviting to come here, the fun trip is shown. Can be fun trip 

agent, can be fun media trip. The good one is parallel action or 

maybe with the media is ideal. The media must be selective, can 

use both printed media and electronic media; we have to set it up. 

After the media, we usually ask for the schedule. They wrote or did 

they give the program a review? Well, after the news with the 

article flooded the market, we just invited the agent, the travel 

agent there. Because what, sir? For agents first, ok, agents want to 

sell, but what agents sell is not our destination. Maybe the agent 

who has the intention to commit is ok they will sell Surabaya; but 

sometimes they do not want to sell Surabaya, because they did not 

know anything about the city” (Wahjono, 2016, Personal 

Communication, File PVB 3/Page 8/AW 41).  

 

On the other hand, a media trip was conducted to invite media companies from 

foreign markets. The goal of the media trip was to build awareness among potential 

visitors. The journalists who participated in the trip hopefully could experience 

Indonesia and wrote good think about the destination that may attract the targeted 

market segment to visit Surabaya.  These programs need large investment, in terms 

of time and money for the travel agents who hope to attract the attention of the future 

visitors who will eventually buy the tour packages to Indonesia. The inbound travel 
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agents are involved in developing the destination; since they directly bring in the 

visitors. In facts, through the endless efforts of the travel agents, supported by 

Surabaya Tourism Promotion Board since 2011, they were able to attract 

international cruise lines to make a stopover in Surabaya. Though they did not stay in 

Surabaya, the eight hours stop by the cruise ships had made great impacts on the city 

tourism (Wahjono, 2016, Personal Communication, File PVB 3/Page 13-14/AW 76-

81).   Attracting visitors to come and buy their tour package is the main objective of 

promotional activities since it is their company business. Their business activities 

have directly and indirectly been affected the development of the city tourism. 

 

As part of the stakeholders, the travel agents cannot stand alone in selling the 

destination. They need support from others stakeholders, such as government, hotels, 

tourist attraction operators and the local people. In developing destination, travel 

agents claimed that the government had not been able to work proactively to support 

tourism development in the city, especially to promote the city tourism for 

international market (Wahjono, 2016, Personal Communication, File PVB 3/Page 7-

10/AW 36-38, AW 55). According to the travel agents, the government only dealt 

with routine matters, such as setting up regulations, organizing yearly events for the 

city and controlling tourism business process in the city. They do not have a 

comprehensive planning to boost tourism development in the city. The relationship 

between travel agents and the government is built on incidental basis. The 

government only approaches travel agents when they need to work on something. 

Therefore, the relationship with the government is not as good as expected by the 

travel agents.  
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On the other hand, the travel agents argued that their relation with hotels as 

stakeholder in developing tourism is better than their relationship with the 

government. The travel agents had managed to gain good cooperation from hotels in 

hosting visitors. 

“Sangat baik. Karena kebetulan kita sudah lama di sini, banyak 

yang sudah lama di sini. Jadi mereka tahu meskipun ada beberapa 

yang kiblatnya mungkin beda, bukan user lah. Itu juga perlu waktu 

untuk menjelaskan karena agamanya seje. Iya… jadi… ooh… gini 

ta, Pak? Ya udah. Kalau mau dikasih tahu, ya wes saya support.” 

 

"Very good. Because we were here for a long time, many have 

been here for a long time. So they know us, even though there are 

some whose orientation may be different, but they are not user. It 

also needs time to explain because the religious background is 

different. Yeah ... so ... ooh ... how come, sir? Alright. If you want 

to accept, I will support you. "(Wahjono, 2016, Personal 

Communication, File PVB 3/Page 10/AW 50).  

 

Most hotels, especially the star rated ones are also active in promoting the city, since 

their business sustainability is also dependet on how many visitors come to the city. 

If Surabaya chamged into a well-known tourism destination in the region, it will 

attract more visitors to the city and the hotels. The travel agents regard hotels as great 

partner in making visitors feel comfortable in the city.  

 

Although travel agents relate well with some tourist attraction operators, they were of 

the opinion that tourism objects operators should be able to increase the quality of 

their services. They expected tourism objects operators to pay more attention to the 

basic needs of visitors, such as clean toilet, clear information and comfortable space 

around the attractions. Among many object operators, only a few provided standard 
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services for international visitors, while the rest were not really serious in catering to 

the need of the international visitors.This may have happened because the operators 

had retrictive mindset about attracting international visitors. Most of them only focus 

on attracting local, rather than international visitors. Since, there were few 

international standard tourism objects in Surabaya; travel agents have to be more 

creative in promoting the city, for international visitors.  

 

In the effort of making the city well-known, the use of city brand is considered 

important by the travel agents. Most inbound travel agents think that the use of 

“Sparkling Surabaya” as city brand is quite appropriate to the present situation in the 

city, as stated by the informant as followed:  

“Kalau dilihat itu Sparkling apa namanya…saya kira sudah sudah 

cukup mewakili. Kalau lihat e… arti dari logonya kan kalau itu kita 

mewakili masing-masing sunah apa segala macam itu sudah 

mewakili. Memang masih dipakai tapi kan apa ya istilahnya Pak 

Agoes… kalau barang kita taruh di supermarket ya kita katakan 

jualan. Memang kalau dulu ada promotion board kan selalu ada 

gembar gembor, ada promo mungkin pakai disetelkan lagu atau 

apa. Jadi orang kan bisa tahu, narik perhatian ya. Mungkin ini 

ditaruh di rak yang paling depan atau apa. Kalau sekarang ini 

memang logo masih ada tapi ya ndak dibuang ya ndak dipromo. 

Gitu lho. Jadi lama-lama kan istilahe out of site, out of… 

 

"If you see Sparkling what is the name ... I think it is already 

enough to represent. If you look at the meaning of the logo, it 

represents each area of the city. It is still used but what is the term 

Pak Agoes ... if we put the items in the supermarket, we say sell. 

Indeed, if there was a promotion board, there were always a lot of 

activities; there was a promotion that might be used to set a song or 

something. So people can know, attract attention. Maybe this can 
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be put on the front shelf or whatever. Now the logo is still there but 

it is not discarded, it is not promoted. You know. So the term is out 

of site, out of mind “ “(Wahjono, 2016, Personal Communication, 

File PVB 3/Page 5/AW 26-28).  

 

The use of English language in the brand had made it easier for travel agents to use 

when they are promoting the city to people from other countries. Moreover, travel 

agents still consider the city brand relevant to the recent condition of Surabaya. The 

spirit of want to make every corner as attraction for the visitors is indeed pertinent to 

Surabaya. For this reason, travel agents believed that a strong city brand will be 

appealing to visitors. The city brand shoud be used more often in any online or 

offline promotional materials produced by all stakeholders and must carry the logo of 

the city brand. Increasing the awareness of the people about the city brand is 

something that ought to be supported by all the stakeholders, including the travel 

agents.    

 

The travel agents observed that local people of Surabaya are basically supportive 

toward the development of tourism in the city. Some of them have proactively 

participated in destination development by creating new attractions in their 

neighborhood. As mentioned previously Surabaya people generally posses 

appropriate character as members of the host community; they are they are open 

minded, direct and helpful 

“Cukup puas, cukup puas, karena begini kayak ada beberapa 

obyek yang relatif baru seperti cruise, kan ada beberapa dan grup 

juga ada beberapa yang minta obyek baru kayak rumah Abu Han 

dan segala macam. Itu kan belum benar-benar dibuka untuk umum 

memang, tapi kalau kita telepon kontaknya, ya berhubungan sudah 

kenal. Terus ada beberapa kayak Pak Freddy kan kenal, jadi ada 
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referensi. Jadi kan tahu ini bukan sembarangan orang. Yang ini 

kan, Pak, memang betul-betul travel, bawa tamu segala macam. Itu 

helpful kok, Pak. Terus kayak kemarin tiba-tiba ada tamu cruise 

minta anu…… apa namanya… mau lihat batik. Dimana? Bukan 

toko ya. Batik? Telepon antar teman-teman, ohh… bisa, Pak, 

monggo saged langsung ke sana, go show bisa. Gitu lho, Pak. Jadi 

masyarakat pun sebenarnya juga helpful” 

 

"It is quite satisfied, quite satisfied, because like this there are a 

number of relatively new objects such as cruise, there are some 

groups who ask for new objects like Abu Han's house and all kinds. 

It is not really open to the public really, but if we call the contact 

person, yes it is already known. Then there are some like Pak 

Freddy, you know, so there are references. So you know this is not 

arbitrary. This one is right, sir, it is really travel agents that bring 

guests all kinds. That's helpful, sir. Then, like yesterday suddenly 

there were cruise guests asking me ... what is the name? ...I want to 

see batik. Where? Not a shop. Batik? The, I call friends, ohh ... you 

can, sir, just go directly there. I see, sir. So the community is 

actually also helpful" (Wahjono, 2016, Personal Communication, 

File PVB 3/Page 10-11/AW 57). 

 

For this reason travel agents were not hesitant to create tour products that involve 

local people. One of the tour products developed by the travel agents is visiting the 

kampoeng or the urban village enclaves that can be seen all over the city. Some of 

these kampoengs have been transformed into tourist attraction, display pattern of 

authentic daily life. Local support was considered favorably the travel agents. 

However, there are still many improvements that were needed in order to make the 

city attractive to visitors.          
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In order to develop the city into great tourism destination, the collaboration between 

stakeholders is needed (Boes et al., 2016). This means that the travel agents need to 

have good collaboration with other stakeholders in the city. According to travel 

agents, currently, the dominant stakeholder in developing Surabaya city is the private 

business, instead of the government (Wahjono, 2016, Personal Communication, File 

PVB 3/Page 9/AW 44). Therefore, they need to work together constantly with others 

private business, such as hotels, restaurants, tourism objects operators and other 

related business services. The key of the collaboration is the commitment among 

them. All of the stakeholders may have different objectives in the development 

process, but all of them have to be committed to the goal of developing the 

destination. Therefore, the commitment to collaborate in process of developing the 

destination is important. The travel agents expect that collaboration between the 

stakeholders can be in the form of regular coordination that involves tourism 

associations in the city, as stated by the informant: 

“Sebenarnya sih harusnya semua mau di kumpulkan dalam wadah 

organisasi ataupuu asosiasi. Dilakukan pertemuan rutin dianatara 

semua pihak. Asosiasi kan banyak, asosiasi. Sebenarnya kalau mau 

dikumpulkan lagi, untuk menyatukan tujuan…” 

 

“Actually, everything should be collected in an organization or 

association. Regular meetings are held between all parties. There 

are many associations, associations. Actually if you want to uinte it 

again, to bond the purpose ...” (Wahjono, 2016, Personal 

Communication, File PVB 3/Page 11/AW 59).  

 

Each type of tourism business has its own official organization, such as PHRI for 

hotels, ASITA for Travel Agents and Forkom for tourist attraction operators. Those 

three organizations should actively communicate with one another and with other 
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stakeholders, such as government and local people. There are also several 

professional organizations associated with tourism, such as HPI, which is the guide 

association and the Casa Grande, the hotel general manager association. All of these 

organizations need to meet regularly in gathering facilitated by the government. They 

need to work together to plan destination development program in the city. In terms 

of the strategies, action plans and their execution, stakeholders should work together 

to address certain issues, such as increasing the quality of tourism products in the 

city. Through such collaboration, any issue related with tourism services can be 

addressed effectively. However, in terms of marketing the destination, travel agents 

believed that the most important collaboration a joint marketing. 

“Gini, kalau ke pemerintah ya anu… harapan… kan pariwisata ini 

multiplayer effect-nya besar dan job creating-nya mustinya besar 

juga. Apa sih? Ngono yo? Untuk lapangan kerja itu kan besar 

juga. Jadi tolong juga diberi perhatian lebih. Budget, segala 

macam, karena kan promosi tanpa budget, nek istilahe Pak Guntur, 

gak diragati awak dewe iki. Itu tolong diperhatikan. Kalau dari 

teman-teman hotel memang leisure market inbond dalam ini bukan 

kontribusi yang besar untuk mereka, tapi saya berharap mereka 

masih bisa mau membuka pintunya meskipun sedikit. Berapa 

persen dari total kapasitas mereka itu kalau memang mereka mau 

membuka diri dan mau support kalau ada program-program yang 

intinya juga mempromosikan pariwisata Jawa Timur, umumnya 

Surabaya khususnya itu. Kalau dari masyarakat, saya kira kalau 

dari masyarakatnya sudah oke, Pak, cuma harus nggandeng 

pemerintah” 

 

"If I go to the government, yeah ... hope that this tourism brings 

multiplayer effect; it is great and the job creating must be big too. 

What? For employment it is also big. So please it should also be 

given more attention. Budget, all kinds, because there is no 
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promotion without a budget, As said by Mr. Guntur, we did it for 

the goddess of ourselves. Please pay attention. For hotel friends, 

the inbond leisure market did not bring a big contribution for them, 

but I hope they can still open the door even a little. What 

percentage of their total capacity if indeed they want to open up 

and want to support if there are programs that essentially also 

promote tourism in East Java, especially Surabaya in particular. 

From the community, I think; if the community is okay, sir, just 

have to follow the government "(Wahjono, 2016, Personal 

Communication, File PVB 3/Page 12/AW 67).  

 

The above statement implies that sharing budget in marketing is needed to have joint 

promotion activities. The destination should be the collective responsibilities of all 

the stakeholders, not only the travel agents. Since the cost of joining overseas travel 

fair is quite expensive, joint marketing allows them to share the cost of marketing. 

By sharing cost, stakeholders can participate in more travel fairs. The effort of 

promoting the city collectively should coordinated by the promotion board. As stated 

in the national regulation on Tourism Promotion Body, each region can have a 

promotion board that is funded by the government in collaboration with private 

businesses. Surabaya used to have an active tourism promotion board; unfortunately, 

the government’s commitment to support the organization had decreased since 2013. 

The board organization had been proactively promoting Surabaya since 2006, using 

the “Sparkling Surabaya” branding. Since then, the city had transformed from an 

industrial city to a service and business city. The tourism activities supported by the 

private business and the local people had turned the city into a great place to visit. 

The travel agents considered Surabaya successful in applying almost all parts of the 

Sapta Pesona credo, especially relating to cleanliness, comfort, and safety. As the 

city is one of the cleaner cities in the country, make this city is enjoyable to visit 
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Surabaya. People in Surabaya have started to have strong awareness about the 

importance of keeping the surrounding environment green and clean. Moreover, the 

travel agents also thought that local people of Surabaya wer very supportive in 

maintaining the condition of the city. The people in the city are genuinely friendly 

and willing to welcome to any visitors coming to the city. However, only one part of 

the “Sapta Pesona” that still need to be improved is about the memorable condition. 

This means Surabaya needs more visitors’ attractions or city icons that can make 

visitor remember the place and wiling to visit again. This is also related with 

something unique that can be brought back home as the souvenirs after visiting 

Surabaya. According to travel agents, Surabaya now is starting to get the attention 

from international visitors, therefore, need more efforts done by the entire 

stakeholder to make the city develop into well-known destination.   

   

5.4.2.3 Tourist Attraction Operator Perspectives 

In implementing a city brand to develop Surabaya into a tourism destination, the 

existence of the tourist attractions operator is crucial. They are the stakeholders that 

directly affect the visitor travelling experience, especially for leisure visitors 

(Subakti, Komsary, & Khrisnamurti, 2016). The destination is built on the eminence 

of the attraction that located in the areas. One of the key success factors to create the 

city to be great tourism destination are the tourist attractions in the city (Mazilu, 

2012; Martaleni & Gunadi, 2017). The tourist attractions in Surabaya are mostly 

man-made attractions, the city only have three natural attraction, which are the 

Kenjeran beach, the Wonorejo mangrove and the Kalimas river. Therefore, the 

quality of the tourist attraction really depends on the management of the place. This 

means that human resource will be an important issue in the development processes. 
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The willingness of the operators to actively develop themselves will affect the 

development of the city. The tourist attraction operator perspectives can be described 

through the opinion of the Head of House of Sampoerna Museum and the Head of 

FORKOM (the tourist attraction operators’ organization). The head of the House of 

Sampoerna is very influential person, since under her supervision; the museum has 

been awarded the best museum in Surabaya as well as the best tourist attraction in 

Surabaya for three consecutive year. Meanwhile, the opinion of the head of the 

FORKOM is important since he is the leader of the organization that consists of all 

tourist attraction in the city. Both of them are experienced persons and eligible to 

speak on behalf of tourist attraction operators in the city.  

 

The tourist attraction operators in Surabaya have regularly met together to discuss 

many issues of related to developing tourism. Under Forkom, they were coordinating 

regularly and share resources in the certain issues. The forming of this organization 

is based on the wilingness to work together among the tourist attraction operators, 

especially to coordinate with other stakeholders, such as government. 

“Saya katakan waktu itu filosofinya begini, kalau kita ingin kuat ya 

filosofinya sapu lidi. Jadi sapu lidi filosofinya. Jadi waktu itu saya 

ngomong memang pada saat itu jadi kalau sapu lidi kalau satu 

dibandingkan dengan banyak dijadikan satu itu akan lebih banyak 

bermanfaat. Waktu itu saya bilang gitu. Artinya bila ada sesuatu 

hal yang akan disampaikan oleh dinas pemerintah dalam hal ini ke 

destinasi-destinasi yang ada di Surabaya, ini mudah” 

 

"I said at that time, that the philosophy was like this, if we want to 

be strong, we have to be like broom sticks. So broom sticks out its 

philosophy. So at that time, I was speaking if a broom stick if one 

compared to a lot was put together it would be more useful. At that 
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time I said that. This means that if there is something that the 

government want to deliver, in this case. to destinations in 

Surabaya, this will be easier”  (Harianja, 2016, Personal 

Communication, File PVB 4/Page 1-2/IH 3).    

 

In 2017, the number tourist attractions operator in Surabaya is around 50 and on 

going either run by the government or the private sectors. This section elaborates the 

perspectives of the tourist attractions operators in process of development as well as 

their opinion about other stakeholder roles and collaboration. In general, the tourist 

attraction operators in Surabaya have realized that this city is a business and trade 

city, where most visitors coming to this city is for doing business and trade. They 

agree that Surabaya lack nature-based attractions. Most of the attractions in the city 

are man-made attractions. Therefore, they need to be more creative in developing 

their attractions. As man-made attractions the quality of the products and services are 

the most important aspects that they need to cover.  

 

The tourist attractions operators thought that development of Surabaya as tourism 

destination had made significant progress in terms of physical facilities and public 

attraction, such as city parks, pedestrian and city lights. However, they still thought 

that the human resource issues still need be addressed, especially in the small scale 

attractions located around the city. Professionalism of operation and management 

was still the challenges that were faced by the tourist attraction operators, especially 

the small scale ones (Harianja, 2016, Personal Communication, File PVB 4/Page 

2/IH 4). The attractions operators agreed that Surabaya has great potential, especially 

for urban tourism destination. According to the tourist attraction operators, Surabaya 

tourism development should bring up the fact that Surabaya is a hero city that has 
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important role for the nation. Therefore, there should be a comprehensive effort done 

by the all stakeholders to build the image of Surabaya as a heroes city as the main 

theme to attract more visitors, especially the non-business visitors (Harianja, 2016, 

Personal Communication, File PVB 4/Page 15/IH 105; Anggraini, 2016, Personal 

Communication, File PVB 5/Page 4/RA 2; Silas, 2016, Personal Communication, 

File PVB 4/Page 4-6/IS 13).  

 

Tourist attraction operators, especially the ones managed by private companies and 

the local community have given significant contribution for the city tourism 

development. House of Sampoerna, as the private museum that is displaying the 

legacy of family business of one of the biggest tobacco companies in Indonesia; it 

has been the best attraction in the city, as well as one of the best museums in 

Indonesia. The museum itself has attracted many visitors to come and visit the place, 

both local and international visitors. The quality of the products and services of the 

museum has already met the international standard of tourist attraction. Moreover, 

the proactive movement by the management of the museum has contributed to the 

development of tourism in the city, especially around the heritage areas. The 

management has created many products and services to cater the need of the visitors. 

They regularly produce innovative products, such as using different theme for the 

Surabaya Heritage Track. 

“Mereka sendiri tidak puas, jadi kayak SHT sendiri itu sudah kita 

kembangkan 35 tema, 35 tema ya, tapi setiap tema itu punya cucu 

dan anak. Jadi satu tema ini sudah kita kembangkan ini jadi 

berbagai cerita….” 

 

“They themselves are not satisfied, so we have developed 35 

themes, like the SHT itself, 35 themes, but every theme has its 
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branches. So we have developed this one theme into various stories 

... " (Silas, 2016, Personal Communication, File PVB 5/Page 12/IS 

37).  

 

The SHT its self is the only free ride city tour in Surabaya that is operated by the 

private business. The demand of the visitors is increasing since the launch of the bus. 

Moreover, the other tourist attraction which is located in the city central is the 

Submarine Monument, which is called “Monumen Kapal Selam” or Monkasel. This 

monument is actually a real submarine that has been put in the city central as 

monument. The submarine had been in service to protect the Indonesian sea for more 

than 30 years, and it is used as a monument to honor the services of the soldier and to 

show case the heroism of Indonesian people. This monument is managed privately 

by a company under the Indonesian Navy organization. The management of the 

monument, especially the head of the museum had great contribution in terms of 

tourism development in the city. The person is also the head of Forkom, the tourist 

attraction operator association in Surabaya. Under his leadership, the tourist 

attraction operators in Surabaya were actively participated in the process of tourism 

development in the city, by conducting events and launching tourism products. 

 

The tourist attraction operators are the important stakeholders in terms of providing 

tourism products and services for the visitor who come to the city. The satisfaction of 

the visitor coming to the city is also determined by the variety and the quality of the 

tourism attractions (Kristanti & Jokom, 2015). Therefore, working together with 

other stakeholders is crucial to be done. In general, the tourist attraction operators 

have good relation among each other. They regularly conduct meetings to address 

several tourism issues. Moreover, they consider that their relation with hotels and 
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travel agent in Surabaya is genuinely good, but still need to be improved. Moreover, 

about their relation with government they think that government is not giving full 

support toward them. They claimed that they are not satisfied with their current 

relation with the government.  

“Belum. Saya dengan pemerintah terus terang belum puas. Cuma saya tahu 

diri. Tahu dirinya begini, kita paksakan pemerintah itu mereka juga ada 

batas-batas…” 

 

"Not yet. I am with the government frankly not satisfied. Only I 

realize that you know, like this, we force the government they also 

have boundaries ... “ (Harianja, 2016, Personal Communication, 

File PVB 4/Page 10/IH 62). 

 

They were not satisfied with the government, since they understood that the 

government had human resources and budget limitation in developing destination. 

Thus, they also expected that government can facilitate the development process by 

endorsing policies regarding local community empowerment in tourist attraction 

areas (Silas, 2016, Personal Communication, File PVB 5/Page 14/IS 51).  

 

The tourist attraction operators considered that the hotels in Surabaya were good in 

providing accommodation facilities for the visitors, but poor in giving information 

about tourism attraction in the city. Generally, there is limited information about 

tourist attraction located in the hotels. Thus, most of the hotel front desk agents in 

Surabaya also do not have proper knowledge about tourism activities in Surabaya, so 

they rarely give proper information about tourism in Surabaya. Moreover, in terms 
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tourism promotion they do not actively create material that mention about tourism 

place in the city, they only promote their hotel facilities and services. 

 

The tourist attractions operators had good relation with travel agents in providing 

services to the visitors, especially these who focus on selling inbound package.  As 

stated by one of the tourist attractions operators about travel agents:  

“Saya ada beberapa travel itu yang juga datang dan braindstorm 

dengan kami, apa yang dijadikan potensi, jadi kami juga 

partnering, gitu lah ya. Ok, kami bisa mengembangkan ini, 

mungkin kami bisa membantu untuk menjualkan itu. Lah, kita 

mencari solusi….” 

 

"I have a number of a travel agent who also come and discuss with 

us, what has become potential, so we are also partnering, that is 

how it is. Ok, we can develop this, maybe we can help sell it. Lah, 

we are looking for a solution....” (Silas, 2016, Personal 

Communication, File PVB 5/Page 8/IS 22). 

 

There were several travel agents that regularly willing to plan and discuss about 

strategy in bringing visitors to tourist attraction, mostly the international visitors. In 

general, the attraction operators consider the inbound travel agents in Surabaya were 

proactively promoting the attraction in the city. Several the travel agents try to work 

together with the attractions operators to create new product and offer them to the 

visitors. The condition of Surabaya as a business city that has rich cultural and 

historical background is something the agents try to explore. In doing so, they 

actively approach the tourist operators to sit together and discuss about the 

possibilities. The representatives of travel agents organization are also willing to be 

invited regularly on the discussion forum held by the tourist attraction operators. If 
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there are issues related with visitor satisfaction on the certain attraction, the travel 

agents try to find the best solution that involved the tourist operators. Therefore, the 

current relationship between the tourist attraction operators and the inbound travel 

agent is considered in harmony. However, the attractions still think that the number 

of travel agents who really want to collaborate and work together with them is still 

limited, since most travel agents in Surabaya are focusing on selling outbound tour 

packages. 

 

There are various opinions from the tourist attraction operators, regarding the use of 

“Sparkling Surabaya” as the city brand to develop Surabaya as tourism destination. 

In general they agree that the brand is nice and attractive in terms of language and 

the meaning of it. However, the House of Sampoerna, thought that the city needed to 

change the brand. According to them, the fact that the brand had been there for more 

than 10 years, and majority of the people had difficulties to understand the meaning, 

was the major reason to change the brand.  However, the problem is not on the logo 

or the brand itself, but more about the people understanding the brand. Therefore, if 

the brand is not going to be changed, then the effort of creating awareness and 

increasing the people understanding about the brand should be done 

comprehensively and consistently by the stakeholder.  

 

The process of city brand socialization will be one of the keys to boost the 

destination development in the city. On the other hand, several attraction operators, 

such as Monkasel considered that the brand can still relevant be used for city 

tourism, especially to attract the overseas visitor. The concept of the brand 

representing the city that wanted to be an international destination, therefore it is 
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already suitable. The branding is also considered representing the characters of the 

people in Surabaya, which are dynamic, open minded and cooperative toward 

development. However, they agreed that the popularity of the city brand had 

decreased recently; the campaign about “Sparkling Surabaya” needs to be conducted 

more often, especially by the government. 

 

In order to boost destination development in the city, the tourist attraction operators 

thought that stakeholder collaboration should be done comprehensively on regular 

basis using the value of gotong royong, or work collaboratively.  They have share the 

same spirit in developing the city to become tourist destination, as seen in the 

following statement 

“Jadi ada keterlibatan dari segala macam pihak. Surabaya itu 

penduduknya berapa sih? Oh, kita sedikit. Berapa? Tiga setengah 

juta. Ha? Kalau ketemu, kenalan ini, tahu itu, tahu itu, kan sampai 

bingung saya itu, sampai berapakali oh ya… kenal orang itu. Iya, 

saya kenal dan itu juga terjadi. Tapi kenal semua. Karena apa? Ya 

itulah semangat persaudaraan. Opo yo? Ya itu tadi, semangat 

arek. Semangat arek-arek itu kan tidak memiliki level. Dan lain 

dengan kota lain yang punya jenjang. Ya, level yang berbeda, 

Surabaya itu tidak ada lho…“. 

 

"So there is an participation of all kinds of parties. What population 

is Surabaya? Oh, we are a little. How many? Three and a half 

million. Ha? If you meet, this acquaintance, knows that, knows 

this, right until I am confused, until later oh yeah ... know that 

person. Yes, I know it and it also happened. But know all. Because 

of what? Yes, that's the spirit of brotherhood. Yes, that was before, 
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arek spirit. The arek-arek spirit do not have a level. And another 

with other cities that have levels. Yes, different levels, Surabaya 

are not there, you know ... " (Silas, 2016, Personal Communication, 

File PVB 5/Page 14/IS 38-39).  

 

The current collaboration among stakeholders only happens to address certain issues 

about tourism in the city. Moreover, the collaboration effort recently is only to 

execute events and incidental activities in the city, such as the coming of cruise ship 

and during the great sale season. The tourist attraction operators think that the 

collaboration among stakeholders should start at early stage, which is making 

tourism development plan together, not only in during the application (Harianja, 

2016, Personal Communication, File PVB 4/Page 13/IH 89-91). It means all 

stakeholders have to get involved in the process of development from the planning 

process and making strategies to achieve the goals. Thus, in the execution phases, 

collaboration may not involve all stakeholders, but every one need to understand the 

big pictures.  

 

The collaboration will be successful if the government has been proactive to initiate 

the meeting. Since most of the private businesses have different objectives and goals 

in promoting and attracting their products and services. The private business, such as 

hotels, travel agents, tourist attraction operators might have different opinions, 

approach and strategies regarding the destination development. Therefore, the 

government as more neutral stakeholder should be able to initiate, facilitate and lead 

the collaboration. The form of collaboration may vary depending on the issues and 

need of the city development. The setting of the collaboration is suggested in both 

ways, formal and informal ones. The formal collaboration is conducted on regular 
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basis by inviting the members of the organization, such as PHRI and ASITA to 

discuss certain issues happening in tourism business. Meanwhile, the informal 

collaboration is conducted in non-formal setting. The meeting as part of 

collaboration can have more flexible time and issues to be discussed together. The 

respond after informal meeting in certain case in faster compared to the formal 

setting meeting. The stakeholders can respond as soon as possible after meeting 

together. So, if any problem occurs they can address the issues faster and effective.       

 

The tourist attraction operators agreed that they were able to practice several aspects 

of Sapta Pesona, the Indonesian tourism credo. However, they admited that not all 

the aspects of the credo have been applied in their premises. 

“Nah, kenangan itu mestinya adalah kenangan yang identik 

dengan Suroboyo. Makanya saya bilang forkom, ini peluang, 

gandeng UKM-UKM yang khas Suroboyo dan murah, tapi baik 

cantik.” 

 

"Well, those souvenirs should be souvenrirs that are identical to 

Suroboyo. That's why I say to Forkom, this is an opportunity, join 

with UKM (Small Medoum Entreprise) which is typical of 

Surabaya and cheap, but beautiful.” (Harianja, 2016, Personal 

Communication, File PVB 4/Page 15/IH 103-104; Silas, 2016, 

Personal Communication, File PVB 5/Page 14/IS 54).  

 

This stated that one point of the credo which is dealing with memorable aspect is not 

yet being applied properly in several tourist attractions.  Most of them were 

concerned on cleanliness, comfort, security and hospitality. The credo has been set 

up for years by the Indonesian government, and still be considered relevant with the 

current condition of Indonesia tourism. Nevertheless, the campaign of the credo was 
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no longer done extensively, since it has been the elements of tourism that should be 

practiced by everyone who deal with tourism business, especially the tourist 

attractions. In general, tourist attractions operators have optimistic view about the 

future of tourism in Surabaya, as long as all the related stakeholders can work 

together to develop the destination. 

 

5.4.2.4 Tourism Board Perspectives 

Surabaya Tourism Promotion Board was the important organization that had been 

focusing on tourism promotion in developing Surabaya as tourism destination. Since 

2005, this organization focuses on promoting the city. Thus, it consisted of tourism 

stakeholders in the city, such as hotels, travel agents, tourist attraction operators, 

tourism academicians and also government. The main objective of STPB is to 

promote the potential of tourism in Surabaya. The Director of STPB stated that 

Surabaya had great prospect in terms of tourism; especially for the MICE activities.  

“Yang kekuatannya ada pada lokasi dan akses, jadi karena 

lokasinya di tengah antara misalnya dari wilayah timur dan barat, 

aksesnya juga bagus, darat, laut, udara itu ada semua bahkan 

penerbangan-penerbangan direct dari luar negeri banyak. Jadi itu 

sebetulnya keuntungan. Kalo dihubungkan dalam konteks itu kalau 

kelebihannya apalagi kalau dihubungkan dalam konteks Meeting 

Intensive Conference Exhibition (MICE) ini, Surabaya itu murah di 

transportasi dan akomodasi. Jadi kalau dibandingkan Jakarta 

mahal di transportasi, Bandung itu mahal di akomodasi. Surabaya 

itu murah keduanya sehingga dalam konteks MICE dengan fasilitas 

yang ada di Surabaya itu menjadi ideal dan menjadi keunggulan 

dari Surabaya.” 
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"The power is in location and access, so because of its location in 

the middle between, for example, from the east and west, the access 

is also good, land, sea, the air is all even direct flights from many 

foreign countries. So that is actually a profit. If it is connected in 

that context, if its advantages, especially if it is connected in the 

context of Meeting Intensive Conference Exhibition (MICE) 

Surabaya is cheap in transportation and accommodation. So when 

compared to Jakarta expensive in transportation, Bandung is 

expensive in accommodation. Surabaya is cheap both so that in the 

context of MICE with facilities in Surabaya it becomes ideal and 

becomes an advantage of Surabaya" (Anshori, 2016, Personal 

Communication, File PVB 6/Page 2/YA 4).  

 

This city has good access and facilities to conducts events and having business 

meeting. The connectivity of the city is also quite good. There are many national and 

international flights to and from the city. As the second biggest city in Indonesia, this 

city is the center of business that has good infrastructures and excellent 

accommodation for the visitors.  In terms of price, Surabaya in general is considered 

cheaper than other big cities for conducting MICE. Therefore, the head of STPB 

think that the city has great potential to be urban tourism destination, especially for 

Eastern part of Indonesia.  

 

Tourism activity in Surabaya has been considered suitable more for business market 

and less for the holiday maker. According to STPB, the city has limited tourism 

signage and tourism information counter at the vital places for visitors such as 

airport, train station and bus terminal. The numbers of tourist attractions that meet 

the international standard visitors are still limited in Surabaya. The destination 

development is not being done consistently involving all the stakeholders, especially 
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the local people. The tourism promotion board thinks that there are limited human 

resources talents in the city that are able to explore the potential of tourism. 

Moreover, not all stakeholders, especially the local people understand the potential of 

tourism and the existence of tourist attractions, therefore, it is difficult for them 

explain to the visitors about tourism attractions that located in the city.       

 

As the official tourism promotion board in the city, STPB claimed that they had good 

relation with other stakeholders, especially hotels and travel agents.  

“Hem…. kalau hubungan ya tentu saja baik dengan semuanya, 

khususnya teman-teman hotel dan travel, artinya ya kita sering 

komunikasi bersama dalam rapat kordinasi di masing-masing 

organisasi, seperti ASITA dan PHRI. Sedangkan kalau dengan 

pemerintah, tentu saja hubungannya juga baik, karena kita juga 

bekerja dalam koordinasi dengan dinas. Kalau dengan masyarakat 

ya selama ini tidak ada masalah. Kalau wisatawan tentu saja harus 

baik, karena mereka adalah tamu kita.” 

 

"Hem ... if the relationship is of course good with everyone, 

especially hotel and travel agents, that mean we often communicate 

together in coordination meetings, with each organization, such as 

ASITA and PHRI. Whereas with the government, of course the 

relationship is also good, because we also work in coordination 

with the department. If it is with the community, so far there is no 

problem. For tourists, of course it must be good, because they are 

our guests."(Anshori, 2016, Personal Communication, File PVB 

6/Page 5/YA 17).  

 

The organization consists of the people from various tourism businesses in the city. It 

had good connection and communication with hotels, since the head of STPB also an 

active member of Casa Grande, the Hotel GM association. Moreover, they are 
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actively working with the travel agents, especially the inbound travel agent to 

promote Surabaya to other city in Indonesia and overseas. They often combined 

resources in joining international travel fair as well as conducting familiar trip for the 

overseas agents. Moreover, the relation with the government is at moderate level. It 

means that they are working under the government budget but sometimes, they do 

not really get support as needed.  

 

The relation with the government really depends on who is the mayor in charge. In 

2005 – 2010 the relation with the government was very good, since the Mayor 

supported fully the activities of STPB. However, after the mayor was replaced, the 

support to STPB was decreasing and eventually become none. Unfortunately, 

although this board had great contribution toward the development of Surabaya to be 

tourism destination, but it had no longer active since 2013. Therefore, according to 

the board, development of tourism seems to run without proper planning, especially 

in promotion.   

 

Based on STPB perspectives, the dominant stakeholders in developing destination in 

the city is the private business sector, especially the hotels and travel agents. The 

board thinks that, hotels are always active to attract visitors to come and stay as their 

premises. Therefore, the hotels directly also promote Surabaya as tourism 

destination. Moreover, through the association, hotels have actively increased their 

quality of products and services. They imposed certification to meet the national and 

international standard of services to cater the visitors. On the other hand, the board 

thought that the big inbound travel agents in Surabaya, especially the ones who have 

extensive products of East Java package, including Surabaya are also the 
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stakeholders that have dominant role in developing the destination. They are actively 

promoting the city of Surabaya as their product. In doing so, they had joined travel 

fair, conduct familiar trip, negotiate with other overseas agents to bring visitor to the 

city. The board considered that the government is expected to lead the development; 

however, it is not working as expected.  

 

The government seems to do just the routine instead of creating breakthrough 

activities to develop tourism. In terms of the local people, the board believed that 

Surabaya people are very active and supportive in the process of destination 

development. The local people had also be able to contribute directly in the 

development by creating new tourist attraction in the city, based on their 

neighborhood potential. The board appreciate the growth of several kampoeng wisata 

or urban village tourisms that initiated by the local people. The existence of 

Kampoeng Jambangan, Kampoeng Lawas Maspati and Kampoeng Nelayan, had 

enrich the potential of the city as urban tourism destination.  

 

In terms of the city brand, “Sparkling Surabaya”, the board believed that the brand is 

suitable with the condition of the city.  

“Karena untuk menjual kota tentu saja kita membutuhkan merek, 

ataupun branding. Dalam hal ini Surabaya mempunyai Sparkling 

Surabaya yang saya rasa sudah bagus dan cukup berhasil.” 

 

 

"Because to sell the city, of course we need brand, or branding. In 

this case Surabaya has Sparkling Surabaya, which I think is good 

and quite successful.” (Anshori, 2016, Personal Communication, 

File PVB 6/Page 3-6/ YA 22).  
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There were several disagreements in the initial process of the branding usage. Not all 

the stakeholders, especially the local community, agreed about using English as the 

city brand. They thought that it did not represent the characteristics of the city. Thus, 

after several explanations and discussion in the formal and informal forum, 

“Sparkling Surabaya” was finally used and launched in early 2006.  STPB agreed 

that the city brand was appropriate with the objectives of the city, which was to 

transform Surabaya into an international destination. Moreover, the condition of the 

city was eventually improved, especially the public facilities, the pedestrian, city 

lights and public parks. The people of Surabaya also finally accept the branding, 

although they do not really understand the meaning behind the words.      

 

In implementing a city brand, the stakeholders need to collaborate consistently. 

STPB believes that the key of destination development is synergy between all parties 

involved. This means that all the stakeholders must be willing to discuss, plan and 

execute programs related to destination development together. They need to consider 

that developing destination is everybody’s concern that is why they have to commit 

in the process of development. . In some cases, the stakeholders may have to 

sacrifice their time and money in the process of collaboration. Therefore, the 

commitment of the stakeholder is the most important thing to base the collaboration.  

The commitment of the stakeholder must be based on the benefits of the city tourism. 

Some activities may not directly increase hotel occupancies, getting clients for the 

travel agents or bringing visitors to the attractions, but have great impact for 

developing the destination. Therefore, the commitment should be based on the 

benefit for the city tourism, not merely on company profits. STPB suggested that 
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collaboration is done in the form of regular meeting between all the stakeholders to 

discuss the tourism development in the city and the related issues. 

“Kalau pola kolaborasinya yang selama ini jalan ya…. pertemuan 

rutin dengan teman-teman hotel dan travel juga dengan Dinas 

Pariwisata. Lalu melakukan kegiatan bersama dalam 

mempromosikan kota Surabaya. Kalau menurut saya, yang efektif 

adalah berkoordinasi rutin dan membantu kerangka kerja bersama 

serta action plan, yang kemudian diekseskusi bersama. Jadi tidak 

hanya sekedar rapat rutin yang akhirnya tidak menghasilkan apa 

apa. Jadi duduk bersama menentukan tujuan bersama dulu, baru 

menentukan strategi bersama untuk mencapainya, kemudian ya 

sudah…. dieksekusi bersama. Sedangkan untuk yang kurang efektif 

adalah melakukan kegiatan bersama secara besar-besaran seperti 

pameran, namun tidak tepat sasaran, sehingga terkesan membuang 

anggaran. Saya lihat ada beberapa event pemerintah kota yang 

sepertinya bagus, namun tidak efektif dalam mempromosikan kota 

Surabaya” 

 

"For the pattern of collaboration that has been going on so far 

….regular meetings with hotel and travel friends also with the 

Tourism Government Office. Then joint activities in promoting the 

city of Surabaya. In my opinion, what is effective is to routinely 

coordinate and help with a common framework and action plan, 

which is then jointly extracted. So it is not just routine meetings 

that ultimately do not produce anything. So sitting together 

determines the common goals first, then decides on a common 

strategy to achieve them, then yes ... jointly executed. While for the 

less effective is to carry out joint activities on a large scale such as 

exhibitions, but not on target, so it seems to throw away the budget. 

I see there are several city government events that seem good, but 

not effective in promoting the city of Surabaya.” (Anshori, 2016, 

Personal Communication, File PVB 6/Page 6/YA 20).  
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It is stated that discussion must be followed up with action plan to execute the 

strategies that may was set up together. The most importantly, stakeholders must 

have the same perspectives about the development objectives. They also have to 

commit each other to support things that need budget spending to execute the plan. If 

the stakeholders have agreed to work together, the commitment to collaborate must 

be consistently kept up not relying only on the leader. This means that all the 

stakeholders must be committed to work together regardless who are the leaders at 

that time.  

 

In general, the application of Sapta Pesona in Surabaya is considered great. 

However, among the seven values, the orderliness, cleanliness, and comfort are the 

best experience in the city. According to STPB, the city needs to improve the values 

of thoughtfulness, since there are limited collectible items or souvenirs that can be 

brought back home for the visitors. The board also argued that by working together 

among the stakeholders, the city will be a great urban tourism destination that 

suitable for booth MICE and leisure visitors (Anshori, 2016, Personal 

Communication, File PVB 6/Page 7/YA 24). The advantages of being a business city 

should be maximized by developing more quality tourist attractions in the city. 

Improving the capacity of human resources for tourism industry in the city, should be 

the main agenda for the stakeholders, especially the government. Increasing the local 

people participation is also important to create sustainable development. The synergy 

among all the stakeholders is the main key of success for the tourism development in 

the city.  
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5.4.2.5 Tourism Media Perspectives 

As part of private business sectors the tourism media has significant role in 

supporting destination development, especially in the marketing process (Soteriades, 

2012). In case of Surabaya, there are few media that has the commitment to support 

the growth of tourism business in the city. The biggest tourism media in the city is 

called Surabaya City Guide (SCG) Magazine. This session is based on the 

perspective of the tourism media from the interview with the head of the magazine. 

This media has been around after the city brand was introduced. Later, this media 

also has big roles in spreading the information about the brand through its activities 

in the city. The existence of the media has shown that tourism activities in Surabaya 

were growing rapidly. The Head of SCG Magazine thought that Surabaya has great 

tourism potency. It is the business based city that has transformed itself to be great 

urban destination. According to the tourism media, the tourism development process 

was happening dynamically in the city. 

“Kalau semakin ke sini menurut saya, sebenarnya Surabaya 

berpotensi sebagai sebuah jujugan wisata kota karena kan dari 

keberagaman destinasi wisata yang ada di Surabaya. Mulai 

destinasi yang alami, kemudian destinasi yang buatan, museum 

segala macam. Nah, sekarang ini yang lebih semakin punya 

potensi kampung yang semakin menunjukkan bahwa dia punya 

kearifan lokal yang beda dengan yang lain.” 

 

 

"If it is considered currently, in my opinion, Surabaya actually has 

the potential as a city tourism destination because of the diversity 

of tourist destinations in Surabaya. Start from the natural 

attractions, and then artificial atractions, museums and others. 

Now, more and more have the potential of the urban village 
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(kampoeng) which increasingly shows the local wisdom that is 

different from the others.” (Prabowo, 2016, Personal 

Communication, File PVB 7/Page 1/AP 4).  

 

There are people, organizations and private business that work together to develop 

the city tourism. The development had involved all related stakeholder to actively 

participate in the process. The tourism media had abundant of information to be 

shared with everybody, especially the prospective visitors of the city.  

 

Tourism media as private company has the core business to spread information to 

everybody, especially the visitors in the city.  However, besides providing tourism 

information, Surabaya City Guide Magazine, has also been active to create network 

among other tourism stakeholders. This magazine is a member of the biggest radio 

station in the city, in terms of number of listeners. Therefore, the magazine has great 

influence in providing information as well as connecting people. As stated by the 

Head of SCG Magazine, the power of introducing, making connection and creating 

collaboration are something that they do to support the development of destination in 

the city. As stated in the following statement: 

“Iya, saya merasa bersyukur ketika saya berada di sebuah media. 

Namanya media itu ada ditengah-tengah. Saya bisa kemana aja 

artinya ee… dengan di Suara Surabaya maupun di SCG ini kita 

punya networking. Dari disiplin ilmu ini, disiplin bidang ini, 

bidang ilmu ini, ada semua. Nah, ketika saya melihat bahwa 

potensinya jaringan ini sebetulnya bisa membantu dikoneksikan 

seperti ini, saya mencoba melakukan itu dan ternyata memang 

ngeklop, Mas. Jadi contoh yang paling gampang, yang paling 

konkrit, ketika suatu saat Pak Irpan dari kapal selam itu ketemu 

dengan orang Decofresh, yang branding kampung Jodipan.” 
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Yes, I feel grateful when I am in the media. The media is in the 

middle, I can go anywhere means ee ... with Suara Surabaya and 

SCG we have networking. From these disciplines, disciplines in 

this field, there are all fields of science. Well, when I saw that the 

potential of this network could actually be supportive and 

connected like this; I tried to do that and it turned out that it was 

actually fit, Mas. So it will be easier, the most concrete example, 

when one day Mr. Irpan from the Submarine met with the 

Decofresh people, who brand the village of Jodipan.” (Prabowo, 

2016, Personal Communication, File PVB 7/Page 1-2/AP 5).  

 

The SCG they also actively provoked stakeholder, usually the government and the 

local people to do something regarding tourism activities in the city. 

 

In terms of relation with other stakeholders, the tourism media considered that they 

have good relationship with all of them. They have good relation with the local 

people in terms of helping several kampoeng to express themselves and become 

cultural tourist attractions in the city. They also have good relation with the 

government, especially in terms of broadcasting any tourism related event in the city. 

In certain occasion, especially tourism related events, the media support the 

government in conducting events for the city. 

“Kalau ngomong SCG dengan Disparta sebagai stakeholder, ujung 

tombak pemerintah kota di bidang pariwisata, kami sangat boleh 

dikatakan sangat akrab. Sangat-sangat akrab. Artinya segala 

informasi bahkan justru kebalikannya, Disparta itu sering bertanya 

ke kami, ketika misalnya ada sesuatu. Mas, iki nengdi? Ngene-

ngene… loh kok takok nang aku seh?  Wes gak apa-apa, artinya 

mereka menganggap SCG ketika di SS punya networking, punya 

database. Ndak apa-apa, artinya seperti itu. Saling memberikan 

informasi ketika mereka membutuhkan dan saya bisa menjawab, 



275 

kami akan beri. Sebaliknya juga gitu, ketika sesuatu tentang 

Surabaya dan mereka tahu, kami bertanya. Kalau secara alirannya 

sih di SCG kan selalu ada 2 halaman Disparta, yang “Agenda 

Surabaya” itu, yang Sparkling Surabaya. Kalau ngomong 

mutualismenya, seperti itu sih.” 

 

"When talking about SCG and its relation with Surabaya Tourism 

Governement Office as a stakeholder, it can be said that we are 

close , and often work together. This means that all about 

information is even sometimes the opposite, the Government 

Tourism Office often asks us, when there is something. Mas, where 

is? How come ... they ask me? It does not matter, it means that they 

consider SCG and SS have networking, and we have a database. 

That means, giving information to each other when they need it. 

Likewise, too, when we need something about Surabaya and they 

know, we ask. In the media of SCG, there will always be tow pages 

dedicated for the Tourism Government Office, about the "Surabaya 

Agenda", and the Sparkling Surabaya. When we are talking about 

mutualism is like that.” (Prabowo, 2016, Personal Communication, 

File PVB 7/Page 9/AP 39).  

 

With the power of networking that they have, the media is able to invite the private 

business to work with the government. Therefore, their relation with the private 

business as tourism stakeholders in the city is also good. In business relation, the 

media has good relation with hotels, travel agents, restaurants and other related 

tourism business. They commonly advertised regularly on their magazine. As the 

biggest free tourism magazine in the city, they have the big number of active readers. 

The media considered that the locals are the most important the stakeholder in 

destination development. It is coming back to the Suabaya community. (Prabowo, 

2016, Personal Communication, File PVB 7/Page 8/AP 34). 



276 

To make visitors enjoy their time while visiting the city is the main objectives of 

other stakeholders, especially the local people. As the center, the visitors determine 

the kind of products and services that can be acceptable for them. The tourism 

destination will grow rapidly, if the numbers of visitors are growing and all the 

facilities and infrastructures for visitors are well set up.  The stakeholders that 

actively do their best to cater the need of the visitors are the private business. 

Therefore, the tourism media consider that the private business currently the 

dominant stakeholder in developing tourism in the city. In the long run, they hope 

that the dominant stakeholders are the local people, since the local people are the 

genuine host of the visitors. 

“Masyarakat lokal itu saya membacanya dari cerminan ketika 

kami melontarkan sebuah isu. Jadi kan tidak seperti radio. Radio 

bisa langsung interaktif jadi tahukan respon masyarakat seperti 

apa.  Ketika kami bikin sebuah liputan, bikin sebuah berita, 

feedback-nya kami lihat di social media. Itu semakin ke sini 

masyarakat semakin mulai care dengan kotanya dan banyak 

bertanya terus bahkan memberikan kontribusi. Artine kudune gak 

ngene. Artinya saya melihat semakin ke sini, masyarakat Surabaya 

itu semakin mulai care mbek awake dhewe. Iki loh sakjane kutoku, 

iki apik” 

 

"I understand the local community from a reflection when we 

raised an issue. So it is not like radio. Radio can be directly 

interactive so with the public response. When we make a coverage, 

we make a news, we see feedback on social media. It is 

increasingly here that the community is increasingly starting to care 

about the city and many questions continue to even contribute. This 

means that I see more and more here, the Surabaya community is 

getting more and more caring for the city."(Prabowo, 2016, 

Personal Communication, File PVB 7/Page 9/AP 36 & AP 40). 
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In terms of city brand, the tourism media consider that the use of “Sparkling 

Surabaya” to attract international visitors is acceptable. However, they thought that 

the implementation of the brand is very limited. Therefore, the people’s 

understanding about the brand is limited, especially the local people. They think that 

the brand does not really represent the current condition of the city, such as culture 

and history but more on the expectation of the city will be in the futures. Becoming 

“sparkling” which is attractive to visitors are the objectives of the development. 

Therefore, the use of “Sparkling Surabaya” in public places should be continuously 

encouraged.  

 

Currently only several spots on the city that has the brand logo, therefore it is less 

exposure to the publics. The related stakeholders, especially the government should 

put more “Sparkling Surabaya” sign in more public places, especially in the area 

where visitors frequent. Moreover, all the stakeholders, especially the private 

business sector should be encouraged to put the brand signages in their places and all 

promotional tools that they have. Recently, only few private businessmen in the city 

consistently put the brand in their business activities. Regardless of whether the 

brand is considered to really represent the local scenario, it had been used for more 

than a decade and proven effective to promote the city, especially to attract 

international visitors.  

 

The tourism media asserted that the best collaboration platform to develop tourism in 

the city is through regular dialogues between all the stakeholders (Prabowo, 2016, 

Personal Communication, File PVB 7/Page 10-11/AP 50-55). Strengthening the 

network is the key to destination development. Stakeholder networks be developed 
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first among the private business, such as hotels, travel agents and tourist attraction 

operators. A public-private sector network should also be built between the 

government and the private business. Thus, the network of private business and the 

local people is also a part of development. In order to build these networks, the 

government is expected to facilitate development, by introducing laws to regulate the 

behavior of all stakeholders.  The government is also expected to be the main actor 

of network building by initiating regular meeting among stakeholders and share 

development progress regularly to them. When the network is built, there will be 

constant communication among the stakeholder. Therefore, it will be faster and 

easier to address issues of mutual interest.  Having regular dialogues to build and 

consolidate the network should be followed up with action plans and collaborative 

programs, such as joint promotion and cultural events.   

 

In terms of Sapta Pesona application, the media claimed that Surabaya had been able 

to apply the tourism credo, in spite of the lack understanding of it. Most of the 

stakeholders in the city have been aware of the need to create an enjoyable host 

environment for the visitors, which includes physical condition, public facilities and 

tourism infrastructures. Among the seven factors in the credo, cleanliness is 

everyone’s concern; the effort to maintain it should be the main concern of the 

government with the support of the local people. Nevertheless the current situation 

has led to stakeholders; especially the private businesses devote more attention to 

security concern. There are more security procedures being practiced in the hotels 

and other public areas to make sure that visitors are safe when visit the city. 
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5.4.3 Local People 

The local people participation in the destination as the major host in welcoming 

visitors affect the process of development  (Manhas et al., 2016; Kempiak et al., 

2017). As part of the tourism stakeholder network, local people basically determine 

how destination is perceived by the visitors, since in the sense of human resources; 

the private business and the government are also part of the local people (Klijn, 

Eshuis, & Braun, 2012) ; (Bae, 2013). Accordingly, the local people are taken from 

two perspectives. The first one is taken from the perspectives of the local community 

leaders who were active with their groups to participate in developing tourism in the 

city and the second is the people who live around the tourist attractions in the city. 

The opinions from the local communities’ leader were taken from the interview with 

the founder and the head of Tunjungan Ikon Wisata and Roodebrug. They are the 

most influential communities group in terms of developing tourist attraction in the 

city.  

 

The opinion of local people who live in the tourist attraction area was also drawn 

from the focus group discussion with POKDARWIS (Kelompok Sadar Wisata) or the 

local tourism community. This community consists of people from all districts in the 

city that have tourism attractions. Prior to the interview and focus group discussion, 

observations on group activities among the local was made to understand the real 

situation. From the interaction and the group discussion, local people of Surabaya 

were genuinely keen on welcoming visitors, both domestic and international. 

However, they thought that the government as the stakeholder was not yet serious in 

developing tourism in the city. They just do their job based on the routine tasks, 
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without effort to do more. Thus, the local people have to work actively and creatively 

to support tourism in the city. 

 

The local people claimed that Surabaya has grown rapidly as tourism destination, but 

there is big gap between the popular and the less popular area. The disparities are 

seen through the infrastructures and facilities for visitors. The discussion with 

POKDARWIS revealed that, there were different conditions from one place to 

another. The area where there is a tourism attraction that privately managed by the 

private company usually have better infrastructures and facilities, compared to, the 

area where the tourist attraction are managed by the government which have limited 

information and facilities (Pokdarwis, 2016, Personal Communication, File LCP 

1/Page 1/M 2).  

 

Based on the community leaders’ opinion, the development of destination in 

Surabaya is good but has not gone in the direction they had expected. According to 

them, the city destination developers neglect the fact that this city has great on its 

culture and the history  

“……. bidang pariwisata apa yang bisa dijual di Surabaya. Dan 

saya kebetulan e… dalam diskusi-diskusi bersama kawan-kawan 

bahwa sebetulnya Surabaya ini pariwisatanya itu ada di sejarah, 

itu. Dan sejarah ini bukan sejarah dulu bapak saya namanya siapa, 

ibu saya namanya siapa, bukan hanya sekedar itu tapi ada sisi-sisi 

yang tidak didapatkan di tempat lain. Nah, ini yang menurut saya 

deferiansi yang paling kuat disitu. Jadi ketika ngomong masalah 

heroisme, sebuah negara butuh heroisme iya, dimana, maka mesti 

ada tempatnya kan?” 
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"... what tourism sector that can be sold in Surabaya? And I happen 

to be in discussions with friends that stated that actually Surabaya 

tourism is in its history and heroism. And this history is not the 

history of my father whose name is, my mother whose name is, not 

just that but there are sides that are not found elsewhere. Well, this 

is what I think is the most powerful strenght of the city. So when 

talking about the problem of heroism, a country needs heroism, 

right, where, then there must be a place right? And Surabaya is the 

place " (Sidohutomo, 2016, Personal Communication, File LCP 

2/Page 1-2/AS 4).  

 

They argued that the development to implement the city brand, conducted either by 

government or private sectors, were more on physical matters and less on the 

spiritual aspects. This means that the soul of development had not included the 

historical background of the city. As the hero city, the only city that has this privilege 

in Indonesia; this city should promote heroism as the theme of tourism development. 

Therefore the products of tourism such as museum, heritage buildings, cultural tour 

package and heritage trails should be promoted both by the government and private 

business. 

 

The local people have significant influence in the process of destination 

development, especially in creating tourism attraction in the city (Geiger, 2017). 

Regardless of the opinion about the development of city tourism that had not 

progressed in the way they expected, locals were still willing to participate and 

contribute in the development process, by preserving their own ways and activities to 

support tourism. The group Tunjungan Ikon Surabaya had consistently promoted 

Tunjungan Street as the tourism icon of the city. Based on their arguments, the street 

had been one of the central points during the struggle of independence. On that 
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street, there was a flag incident which happened on the Yamato Hotel in 1945, which 

was an important incident to mark heroism in the city. Moreover, the street has 

always been famous for trade and business. However, since the government did not 

give serious attention to the street, the community had consistently tried ro promote 

it as tourism icon in the city. 

“…..bahkan Pemkot melaksanakan acara sudah dirancang dan itu 

luar biasa. Luar biasa. Kawan-kawan melakukan bukan karena 

komunitas Tunjungan ikon Surabaya atau karena kita, tetapi semua 

ini bergerak bersama-sama kayak seperti snowball begitu. Nah, 

sehingga dengan demikian, pelan-pelan, apalagi Dolly sudah tutup 

ya, jadi memang Tunjungan ikon Surabaya sudah pas untuk ikon, 

ikonnya Surabaya.” 

 

"... even the City Government is implementing the event and it is 

designed to be extraordinary. My friends did activities not because 

of the Surabaya iconic Tunjungan community or because of us, but 

all of the movements were made together like snowball. So, that, 

slowly it will be famous, especially when Dolly is closed, so indeed 

the Tunjungan as the icon of Surabaya is right" (Sidohutomo, 2016, 

Personal Communication, File LCP 2/Page 4/AS 13).  

 

The community conducted a series of talk and public seminar to discuss this issue. 

Then, they were also playing music regularly on the Tunjungan Street, particularly in 

front of Majapahit Hotel, one of the five star hotel in the city. By doing these 

activities, they have created public awareness about the importance of the street as 

the tourism icon. Their street performance every Sunday had become a cultural 

attraction for the visitor, local and international.    

Another offering by locals was contributed by the Roodebrug community. This local 

community consists of the locals who value heritage of the city. This group 
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appreciates the spirit of the heroes, especially during the fight against the Allied 

Forces in 1945. They like to dress up in like local army during the group assembly 

(Setyawan, 2016, Personal Communication, File LCP 3/Page 1-2/AES 1-7). They 

also actively conducted heritage walking tour with heroism as the theme. They have 

annual activity that had become one of the city attraction every year, which is the 

theatrical street performance involving thousands of people. The performance is 

called, Surabaya Membara. This event has been set up as regular visitor attraction in 

the city every November. Their contribution toward the destination development is 

great in terms of involving more local people to participate in their events. Their 

contribution has inspired more communities group to be actively conduct cultural 

events in the city.  

 

The locals who live in the surrounding area of tourist attraction also have great 

contribution in terms of welcoming the visitors by making local activities in their 

neighborhood. The group of the local people who are part of POKDARWIS was very 

active in keeping their area green and clean for the visitors (Pokdarwis, 2016, 

Personal Communication, File LCP 1/Page 1/M 2). They were ready to receive 

visitor by performing any cultural activities. Although they were not receiving 

visitors every day, their willingness to meet and greet them was great contribution 

toward tourism development in the city. 

 

Genuinely, local people claimed that they had good relation with other stakeholders 

in developing destination, but the relation is unstable. This means that their relation 

highly depend on the personal relation between stakeholders. In terms of the relation 

with the government, they thought that their relationship relied on the closeness and 
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activeness of the person in charge on the matter. The Surabaya Government Tourism 

Office has the main responsibility to empower the POKDARWIS in terms of giving 

training and supporting activities. However, the kind of support depends on the 

officers who are assigned to handle these things. This condition also happened for 

the other local community groups. As described by their leaders, government support 

is not really dependable in terms of the sustainability.  

 

The local pople think that the support really depended on the personal concern of the 

individual. If the person in charge has great interest and motivation to develop 

tourism in the city, then they will have good collaboration, but if they were just there 

to do their job as a routine chore without passion of tourism, then the relation will not 

be good. This condition also applied in their relationship with the private 

businessmen as the other stakeholder. However, their relationship with the private 

business was relatively more stable, since the private business sector, such as hotels 

and travel agents needed the support from the local people in giving the best services 

to their customers. The hotels and travel agents would always need the local people 

in running their business, regardless of individual differences in attitude, the need to 

have good relation with the local people will always be there. The passion of the 

personnel will determine the quality of the relation between the private business 

sectors with the local people.     

 

The local people had various opinions regarding the dominant stakeholders in 

applying the city brand for tourism development. Based on POKDARWIS opinion, 

overall they agreed that the government should be the one who take the lead of the 

development (Pokdarwis, 2016, Personal Communication, File LCP 1/Page 7-8/N26-
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28). However, they had not seen a clear role of the government recently. They 

thought that Surabaya tourism had developed organically, with the support of the 

private business for their own benefits. On the other hand, the head of Tunjungan 

Ikon Surabaya group thought that the government had not performed their job as 

expected. They thought there were several things that were improperly managed 

based on cultural point of view. 

“Iya, karena di Dinas Pariwisata ini punya duit dan harus 

mengaktualisasi dalam bentuk program. Maka beliau harus 

bergerak, kan begitu ya, sosialisasi dan segala macam. Yang lain-

lainnya saya yakin juga berupaya dan tidak kalah serunya, tetapi 

karena tidak di-support dengan media, tidak di-support dengan 

alokasi dana yang cukup, sehingga mungkin lokal-lokal saja. Kan 

gitu!” 

 

"Yes, because the Surabaya Governement Tourism Office has the 

money and must actualize it in the form of a program. So they must 

move, right? Yes, socialization and all kinds of things. Others, I am 

sure, others stakeholders are also trying, but because they are not 

supported by the media, they are not supported by sufficient funds, 

so they can only do be local activities. That's right!" (Sidohutomo, 

2016, Personal Communication, File LCP 2/Page 5/AS 15).  

 

Though they were not getting enough support in their activities, but the government 

did not limit or prohibit their activities. At this point, they called it passive support. 

Toward the private business, this community thought that few inbound travel agents 

had given support to their activities, but it had yet to sustain collaboration. They 

thought travel agent did not focus on selling the city as the main attraction; they just 

made the city as transit place before going to the major attraction in the region. This 

was also experienced by Roodebrug community who also thougt that government 
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was not active in protecting the heritage sites that could be used as visitor attractions. 

They claimed that the concern on the heritage buildings and cultural site were 

relatively mild.  

“Begini Mas, saya terus terang aja lebih banyak kecewa sama 

dinas kalau mau jujur. Jadi kami Roode Brug, ya bukannya 

menyombongkan diri, kami kurang apa sih? Kami sudah 

melakukan riset kami ke Belanda, kami gila-gilaan, kami nyetak 

buku, apa kami pernah minta uang sepeserpun? Nggak ada, 

semuanya dari kami sendiri, Mas. Kami hanya minta apa? 

Perhatian ke spot-nya kita. Kalau ngomong, dulu sebelum saya ke 

Belanda, mereka bilang kita mau jadikan cagar budaya tapi kita 

ndak ada datanya. Sekarang data semua ada, cetak biru sudah 

saya dapat, kurang apa lagi? Sampai sekarang juga gak ada apa-

apa. Kalau ngomongin apakah kita dibilang bermasalah ya? 

Masalah sih enggak. Kalau dinas manggil pun, saya datang. Saya 

paparkan hal-hal semacam itu. Sepertinya mereka nggak ada 

greget. Jujur aja, Mas, benteng nggak ada greget ketika kami 

menyampaikan protes tentang monumen Alun-alun Contong yang 

dicuri orang. Kami sampaikan dalam teatrikal 10 Nopember juga 

waktu itu, bahkan sampai kami berikan replikanya juga. Ndak ada, 

ndak ada tindak lanjut, apakah itu segera diganti atau gimana 

sampai sekarang ya masih complong aja monumennya.” 

 

"Frankly speaking, I am more disappointed with the government 

office if I want to be honest. So, we are Roode Brug, so instead of 

boasting, we have done many activities? We did our research in the 

Netherlands, we did activities totally, we had printed books, and we 

never asked for a penny? Nothing from the government, everything 

from us, Mas. What we ask? We ask attention to our spot. Before I 

went to the Netherlands, they said we wanted to be a cultural 

preserve but we did not have the data. Now all the data is available, 

I have already obtained the blueprint, what else? Until now there is 

nothing. When we are talking whether we are in trouble or not? 
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Actually there is no problem. Even if the government is calling for 

me, I come. I describe such things. It seems like they do not have 

any actions. Honestly, Mas, compared to the fort, it was nothing 

like when we protested about the stolen Contong Square 

monument. We also delivered in the theatrical November 10 at that 

time, even until we gave the replica too. There is no, there is no 

follow-up, is it being replaced soon or how until now the 

monument is still incomplete.” (Setyawan, 2016, Personal 

Communication, File LCP 3/Page 3-4/AES 21).  

 

There are many abandoned city assets that were not well maintained, only several 

major heritage buildings in the city center are well maintained. The rest of the 

heritage buildings and sites outside the city center are not properly maintained.  This 

community perceived private business sector in Surabaya playing role in developing 

the city tourism. They thought tourist attraction operators, such as the House of 

Sampoerna were capable in helping the city develop its heritage tourism with their 

innovative products. Regarding hotels and travel agents, most local residents 

regarded them as providers of information and accommodation to visitors. The 

private businesses are always active in giving services to the visitors, since their 

business sustainability depends on the number of visitors coming to the city.    

 

Most of the locals had less positive opinion regarding the “Sparkling Surabaya” 

branding. To them the brand did not express the real Surabaya ambiance; it did not 

include the history of the local culture (Sidohutomo, 2016, Personal Communication, 

File LCP 2/Page 1-2/AS 3-4; Setyawan, 2016, Personal Communication, File LCP 

3/Page 8-9/AES 59-66). However, although they did not really agree with the 

branding they were still morally supportive. The POKDARWIS group agreed that 

the use of English in the city brand was confusing for most of people. However, they 
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understood that the purpose of the brand was to promote the city in international 

market. That is why using the English language is acceptable. At first they had 

difficulty in understanding and explaining the meaning of the brand to community 

members, since socialization on the brand was relatively limited. Consequently, most 

of the time, they just attached the logo to any promotional material that they made, 

without knowing the real meaning behind the brand. They did not really have any 

idea, whether this brand is suitable or still relevant to destination development. 

Moreover, based on the community leader’s opinion of Tunjungan Ikon Surabaya 

group, the use of the brand was not relevant to the traditional spirit of the city. He 

also thought that not many people understood the meaning of “Sparkling Surabaya”, 

so they did not want to discuss or use it any further. 

“E… saya sendiri melihat di beberapa lokasi ada tulisan 

“Sparkling Surabaya”. Di beberapa momentum ada disuarakan 

tentang masalah itu, tetapi karena saya juga tidak mengerti ruh-

nya yang ketika saya tanya sama kawan-kawan maksudnya 

“Sparkling Surabaya” itu apa, mereka juga tidak mengerti. Maka 

kami memutuskan untuk tidak melanjutkan pembicaraan tentang 

“Sparkling Surabaya”, kan tidak mengerti gitu lho….” 

 

"E ... I myself saw in several locations the words “Sparkling 

Surabaya ". At some points there was voiced about the problem, 

but because I also did not understand the spirit that when I asked 

my friends what was the meaning of "Sparkling Surabaya", they 

also did not understand. So we decided not to continue the to talk 

about "Sparkling Surabaya", We do not understand that is why we 

do not talk about it..."(Sidohutomo, 2016, Personal 

Communication, File LCP 2/Page 1-2/AS 4). 
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Though most of the members often see the brand displayed in the city, their 

understanding of it left much to be desired. The leader of Rooderbourg community 

also had the same negative opinion regarding the brand “Sparkling Surabaya”. He 

strongly disagreed with its use to promote tourism. He thought that the brand was not 

representing the real situation in the city destination which should be focused on 

heroism as a theme (Setyawan, 2016, Personal Communication, File LCP 3/Page 

8/AES 59-60). As a hero city, Surabaya needs to capitalize the theme in any 

occasion, especially in tourism activities. They thought that the heroism theme offers 

a competitive advantage for the city to boost its tourism development potentials. 

Hence, this community expected that the current city brand would be replaced with 

the one that is more representative of the spirit or public sentiment of the city. 

 

In terms of collaborative platform, most of the local people agreed that synergy 

through consistent dialogue and intense communication was the best way to develop 

the destination (Sidohutomo, 2016, Personal Communication, File LCP 2/Page 

21/AS 129; Setyawan, 2016, Personal Communication, File LCP 3/Page 11/AES 78). 

The synergy requires that they work together on a regular basis on any issue related 

to tourism development. The commitment of the person in charge especially from the 

government side was needed. The synergy could be built by having regular meetings 

with stakeholders, especially the governments and the private business 

representative. The meeting could be conducted in different areas of the city, In 

terms of collaboration, they key to success is the commitment of the government, 

institutions and the companies. The commitment should be made in formal setting 

and the outcome would depend on the person in charge. The formal setting can be in 
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the form of signing MOU between the stakeholders to address certain issues, 

especially on the quality of a city tour package for the visitors. 

 

In terms of the “Sapta Pesona” implementation, most of the local people were not 

really aware about its existence, but they claimed to have applied most of the 

components of that credo. Only few of the POKDARWIS members remember the 

credo of “Sapta Pesona”, especially the senior generation, since the credo was set up 

in earlier years (Setyawan, 2016, Personal Communication, File LCP 3/Page 15/AES 

104-109). They thought that the socialization of the credo was intense at that time but 

decreased rapidly recently. Nowadays, not many people understand the meaning of 

it, even though they have practiced them daily, especially when there are visitors 

coming to their place.  

 

The local communities groups also had the same opinion regarding the credo. They 

thought that the city had been successful to be green and clean which was aligned to 

the preferences of visitors (Setyawan, 2016, Personal Communication, File LCP 

3/Page 15/AES 104-109). All of them agree that the city is ready to accept visitors, 

but still need to work hard in creating moments and providing the authentic products 

such as the city official souvenirs.     

 

5.4.4 Visitors 

In developing Surabaya as tourism destination, the presence of the visitors is 

important. The way the visitors react to tourism products and services in the city 

influence the development of the destination (Nugroho et al., 2016); (Rafhdian, 

Daengs, & Hasan, 2016). Both the domestic and international visitors are part of the 
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key stakeholders in developing the destination. Their response and their behavior 

may affect the process of tourism activities in the city. In order to get the 

perspectives about tourism development from the visitors, the interview was 

conducted with the local and international visitors who were frequently visit 

Surabaya both for business and leisure. Moreover, to enrich and understand the 

pattern and behaviors of the group visitors in Surabaya, the opinion from HPI 

(Himpunan Pramuwisata Indonesia) or the guide association is also taken into 

consideration. Almost all of the visitors traveling in big group are using guide service 

during their activities in the city; therefore, the guide understood what the visitors 

expect. They also know what the guest like and dislike and well as impression during 

their visit.  

 

Most of the visitors, whether they are travelling in group or independently have 

positive attitude toward the city. They stated that Surabaya is a nice and comfortable 

city to visit. In terms of tourism facilities, such as accommodation, meals, attraction 

and activities there are plenty of choices with good quality of products and services, 

especially the hotels in the city (HPI, 2016, Personal Communication, File VST 

1/Page 3/MF 6-11). There are plenty of options to stay while they are visiting 

Surabaya, from budget to the five star rated hotels, Moreover, in terms of meal 

choices; there are several of places to choose, from the small stall to the high end 

restaurants. There are also various kinds of food, from traditional to international 

ones available in Surabaya. In the case of tourist attractions, there are already few 

tourist attractions in the city that offer good products and services to the visitors.  
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Most of the attractions in Surabaya are manmade; therefore   the quality depends on 

the management of the places. The other positive things about the city are the public 

parks. The visitors enjoy sightseeing in the city, because Surabaya is the big city in 

Indonesia that has the most number of city parks. The image of Surabaya as the 

transit city is not really felt by the visitors. They agreed that Surabaya lacked of 

nature based attractions, but they do not look for that when they are visiting the city. 

Most of them are already aware about the condition city; they do not expect good 

natural scenery of Surabaya. Although the city also has natural tourist attractions 

such as beach, mangrove and rivers, but those are not the magnets for visitors to 

come to the city. 

 

Most of the visitors perceived that Surabaya is the best place to do shopping and do 

business, since it has good MICE facilities and shopping malls (HPI, 2016, Personal 

Communication, File VST 1/Page 1/EM 1; Indratno, 2016, Personal Communication, 

File VST 3/Page 2/AI 11). However, few visitors value the recreational parts of the 

city from cultural and heritage perspectives. The fact that there are many heritage 

buildings built by the Dutch and cultural precincts located in the old area of the city 

have also triggered the interest of the visitor to explore the city (HPI, 2016, Personal 

Communication, File VST 1/Page 2/MF 3; Shine, 2016, Personal Communication, 

File VST 2/Page 2/EKS 8). The awareness of the destination development in the city 

of Surabaya was felt by most visitors. Some repeat visitors argue that they always 

find comfort while visiting the city. Clean street and green environment in the city 

great advantages. The physical condition of the city is improved every year. As an 

international destination, the city has attracted the attention of cruise ship to have a 

short stopover in the city. Since 2012, there were several cruise ships that considered 



293 

Surabaya as one of the stopover points on their journey. The number of cruise ship 

operators that visit Surabaya increase every year, since the facilities and the harbor to 

welcome the passengers was renovated by the government and other related 

stakeholders.  

 

Most of the visitors thought that there were two main things that were still limited in 

Surabaya, namely the public transportation and visitor information center (Shine, 

2016, Personal Communication, File VST 2/Page 2/EKS 15; Indratno, 2016, 

Personal Communication, File VST 3/Page 1-2/AI 7). The development of public 

infrastructures and visitors facilities in the city is not followed by comprehensive and 

comfortable public transportation in the city. There is still a lack of clean and 

comfortable public transportation in the city. The visitors had to order taxi online or 

offline, rent a car or go on arranged tour package if they want to go around the city 

comfortably.  The city transportation system is not friendly for most of the visitors. 

There are lack of information about the schedule and the route of buses and train that 

go around the city. Moreover, limited information on the city tourism is the weakness 

of the city destination development. Most of the visitors thought that the 

stakeholders, mostly the government, should pay more serious attention to build 

public transportation system within the area, especially to connect one tourist 

attraction to the others. They expect that the city is equipped with reliable visitor’s 

information center in the middle of the city that can be the source of information for 

any visitors before exploring the city. 

“Ya, dan memperbaiki fasilitas terutama yang menunjang akses 

atau tempat-tempat pariwisata. Jadi mempermudah wisatawan 

yang ingin berkunjung atau mengunjungi tempat wisata yang ada 

di kota Surabaya. Juga mengembangkan fasilitas-fasilitas yang 
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sudah ada yang selama ini dirasakan. Bagi mereka, beberapa dari 

mereka, ada yang merasa fasilitas di tempat wisata itu kurang, 

agak kurang. Jadi contohnya mereka selalu tidak tahu dimana 

lokasi toilet, dimana lokasi information center.” 

 

"Yes, and improve facilities, especially those that support access to 

tourism attractions. So it is easier for tourists who want to visit 

tourist attractions in the city of Surabaya. Also developing existing 

facilities that had been enjoyed by the locals too. For them, some of 

them felt that facilities at tourist sites were lacking, somewhat 

lacking. So for example they always do not know where the toilet 

is, where is the information center location"  (HPI, 2016, Personal 

Communication, File VST 1/Page 12/MF 47). 

 

The visitor also expected to access comprehensive online information about the city, 

in order to make them easier to get around. They also expected that the online 

promotion through website, social media and other online platform are being 

managed professionally by the stakeholders. 

“Sebenarnya kalo sekarang itu saya belum melihat dimanapun 

banyak tempat itu adanya interkoneksi kayak kami ada namanya 

pokdarwis, kelompok sadar wisata. nah apakah di Surabaya itu 

ada nggak fasilitas yang ada ngga lembaga yang menghubungkan 

tiap-tiap pokdarwis. Nah dari terhubungnya kelompok darwis yang 

satu ke yang lainnya kan bisa memunculkan satu aplikasi semisal 

platform-nya web atau aplikasi yang bisa…” 

 

"Actually, now that I have not seen where many of these places are 

interconnected, like we have Pokdarwis, a tourism conscious 

group. Well, is there facility in Surabaya that connects to 

pokdarwis? Now, from the connection of from one group to 
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another, it can bring up an application such as a web or application 

platform that can develop the destination…..” (Indratno, 2016, 

Personal Communication, File VST 3/Page 2-3/AI 15).  

 

As part of the stakeholder, the informant representing visitors claimed to have good 

relation with the other stakeholder, especially the private business. The visitors are 

the main concern of all companies that focus on tourism business. The visitors need 

are always the main concern of the private business, such as hotels, travel agents, 

restaurants and other related tourism services business. They have direct relation to 

one another. Meanwhile, the visitor’s relationship with the government is seen in the 

way they enjoy the facilities and infrastructures that are set in the city.  

 

The visitors are the users of public facilities besides the local people. Moreover, they 

are also the consumers of any tourism products that are offered by the government. 

Thus, any regulations set up by the government related with tourism will affect the 

visitor’s experience in the city. The visitors’ good feeling toward the destination is 

something that needed to be built by all the stakeholders, especially the local people. 

The way the local people treat the visitors will last in the visitor’s mind. In general, 

most of the visitors consider that the local people of Surabaya are kind, direct and 

quite hospitable. “In the way that the people are friendly; yes it may suitable with the 

worls sparkling” (Shine, 2016, Personal Communication, File VST 2/Page 2/EKS 

10).  

 

The local visitor who had visiting the city several time also thought that the locals 

were experiencing few changing in behavior; now they are softer and friendlier. They 

think that the local people are relatively supportive toward destination development 

in the city. 
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“Dulu saya berpikir sebelum saya kesini orang Surabaya itu kan kasar, 

menakutkan, selama saya di Surabaya. Tetapi ketika sudah beberapa 

bulan bolak-balik itu, ada keramahan yang apa ya…… meningkat di 

Surabaya, ada keterbukaan. Saya juga jarang melihat ada orang itu 

misuh-misuh di jalan. Dulu saya belum meninggalkan Surabaya itu 

orang bisa jadi tidak ramah dengan orang lain, tetapi sekarang sudah 

jauh berubah. Jadi lebih adem menurut saya.” 

 

"I used to think that before I came here, that Surabaya people were rude 

and scary. But when it's been a few months back and forth, there is 

good hospitality increasing in Surabaya, there is openness. I also rarely 

see anyone who is yelling or fighting on the road. Before I left 

Surabaya, people could become unfriendly with other people, but now 

it has changed a lot. So it is more friendly in my opinion " (Indratno, 

2016, Personal Communication, File VST 3/Page 3/AI 20).  

 

In the process of city brand implementation for the development, the visitors were 

quite happy with several efforts accomplished by the private business, especially the 

travel agents and hotels in the city. They thought that the quality of the 

accommodation facilities and the tour services are quite excellent (Indratno, 2016, 

Personal Communication, File VST 3/Page 7/AI 52). The private businesses are 

improving themselves consistently in order to compete to one another.  

 

Meanwhile, the visitors think that the government in Surabaya is successful in 

making the city more beautiful. They also admired the efforts of the government led 

by the recent mayor, Mrs. Tri Rismaharini, in maintaining the city green and clean. 

They appreciated a government that worked hard in creating more open space by 

building more parks in the city. They thought that the government had done a great 

job in making the city more attractive for the visitors. The visitors’opinion about the 
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local people was positive. They thought that the local people of Surabaya have direct 

influence on the development of the city. The characters and the behavior of the local 

people in welcoming the visitors make them willing to stay longer or come back to 

visit the city again. However, they think that the dominant stakeholder in developing 

the city tourism should be the government. They consider that the development of 

the public infrastructures and visitor facilities is the main duty of the government 

(HPI, 2016, Personal Communication, File VST 1/Page 3/EM 11; Shine, 2016, 

Personal Communication, File VST 2/Page 2/EKS 15). The private business will also 

get the benefit from the city physical development. They will be able to attract more 

visitors to the city if the destination itself is attractive. 

Most of the visitors coming to Surabaya, especially the group visitors, have limited 

understanding of “Sparkling Surabaya”. However, the informants thought that brand 

is suitable to represent the city. The individual visitors also have the same opinion 

regarding the city brand; they consider the brand an easy slogan to remember and 

reflecting the characteristce of city, especially on cleanliness (HPI, 2016, Personal 

Communication, File VST 1/Page 2/MF 4-5). In terms of the visual evidence, the 

visitors argue that they rarely seen the logo of the city brand in the public places. 

They even do not find it on the airport, tourist attractions or shopping center. Few of 

them have only seen the sign of “Sparkling” in the street when they are having 

sightseeing around the city.  

 

The limited sign of the city brand affect their awareness about the brand. Only few of 

them know the brand prior to their visit to the city. Most of them know the brand 

when they are told or when they see the sign of “Sparkling Surabaya” during the 

visit. As the visitors they do not really understand the reasons or the philosophy 
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behind the city brand. What matter to them is that the brand is suitable with the 

condition of the city meet their expectation. They realized that Surabaya is a business 

type city, with less nature attractions. Therefore, the physical situation of the city, 

such as the city ornaments, public infrastructures and tourist facilities are the main 

concern of the visitors. Thus, in the form the perspectives of the visitors, Surabaya 

has developed into an urban tourism destination with its own uniqueness. 

 

In terms of collaboration platform among the stakeholders, most of the visitors agree 

that the commitment of all the stakeholders is important. In their opinion, as the 

visitors of the city, they expect good services and products when they are in the city. 

They also want the best memorable experience during their stay. This can be 

achieved if the other stakeholders, such as government and the private business 

sector have strong commitment to meet the expectation of the visitors by giving them 

the best services and good quality products. The visitors also realize that it takes 

collaboration among the stakeholder to develop the destination. They think that the 

government will not be able to satisfy the need of the visitors without the active 

supports from the private business (HPI, 2016, Personal Communication, File VST 

1/Page 8/MF 27; Shine, 2016, Personal Communication, File VST 2/Page 3/EKS 19; 

Indratno, 2016, Personal Communication, File VST 3/Page 5-6/AI 44-45). They also 

think that the local people also determine their experience in the city. Therefore, the 

government and the private businessmen should also work together with the local 

people to support tourism development in the city. They can work together by 

opening a communication channel with regular assembly inviting all stakeholders.  
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As part of the stakeholder, the visitors also expect that their feedback and review 

about the destination should be taken seriously by the other stakeholder. They should 

be given opportunities to give opinion for the development of the destination. This 

can be done in the formal setting, such as an official survey to get visitors feedback 

or random interaction with the hotels guest or travel agents clients.  

 

Most of the visitors did not understand “Sapta Pesona” as the tourism credo that the 

country had. All of them stated that they had never heard about the term before. 

However, when they were explained about the credo and asked about their 

experience regarding the seven components of the credo, most of them agreed that 

Surabaya had successfully implemented the cleanliness, comfort and hospitality. 

They agreed that thoughtfulness factor was the one that need to be improved, since 

they hardly have difficulties in finding authentic souvenirs that really can represent 

the city. Though there are many foods, cookies or t-shirt that claimed to be the 

authentic Surabaya souvenirs, but they are still not considered powerful to represent 

the city. They are really not authentic memorabilia that can be brought back home to 

make the visitors remember the city as tourism destination. Therefore, this is one of 

the challenges for the related stakeholder to overcome this issue.   

     

5.5 Domination of Stakeholder in City Brand Implementation 

In implementing city brand for developing the destination, the position of 

stakeholders should be at the same level. This means that there should be no 

stakeholders that have more dominant roles in development process (Bramwell & 

Sharman, 1999); (Gopalan & Narayan, 2010); (Ramayah, Lee, & In, 2011). Each 

stakeholder already has its own agendas, objectives and roles in the development. 
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Therefore, they should work collaboratively to achieve the common objectives.  

They have to agree to have the same common goals of development. However, from 

the Surabaya case, it seemed that the private business are more dominant in the 

process of development, they was proactive in promoting the city while developing 

their products and services. The following section will explore the key success 

factors that affect the implementation of city brand based on stakeholder 

participation. 

 

5.5.1 Leadership of Government 

Government is perceived as one of the important stakeholders in developing at 

destination (Birkic et al., 2014). The government in this matter refers to the local city 

government, which is Surabaya. As the head of the city government, the city mayor 

plays a key role in planning, determining and executing the policies and regulations 

affecting many aspects, including tourism development. As the institution that has 

the authority to govern every aspects of life in the region, the government must have 

good understanding about the condition of the city, especially the people. The 

department which has direct role in developing destination and promoting the city 

tourism is the Surabaya Tourism Government Office. However, in doing its duties 

the Surabaya Tourism Government Office must follow the instruction of the city 

mayor. They may have plan to develop the destination, but if the mayor does not 

have strong passion, willingness and commitment to develop tourism in the city, thus 

the effort of the Tourism Office will not yield maximum result. 

 

In the case of Surabaya government, they only do their duties based on routine, 

especially in developing the destination. There are no extra efforts expended by 
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government officers to accelerate development. The city mayor has great influence 

on the process of development, since the mayor policies will determine the process 

and the activities of all the departments. From 2006 to 2011, the city mayor was 

passionate toward tourism. He had maintained good relation with all of the 

stakeholders, especially the hotels, travel agents and tour operators. He thought that 

tourism was the major money spinner for the city that is less damaging to the 

environment compared to factories. In his era, he encouraged the establishment of 

more hotels and tourist attractions, and relocate factories from city central to outer 

part of the city. He initiated the birth of STPB (Surabaya Tourism Promotion Board) 

as the body run by private business to promote tourism in the city.  

 

In early 2006, the city launched its brand, which was “Sparkling Surabaya”. The city 

brand had been used for more than 10 years and is still used now. How concerned the 

mayor concern about development of destination may create great impact on the 

process. During that time the growth of tourism business was significant, the 

publication about tourism potential was high and awareness about the city brand was 

growing. Under his leadership, the Surabaya Tourism Government Office had 

significant role in facilitating the development of city tourism. 

 

After the incumbent was replaced by the new mayor, the city gradually became more 

beautiful physically. The new mayor was more concerned with the physical 

development of the city, especially the city parks. She paid great attention to social 

life of the people and less attention on tourism development. She did not really build 

good relation with the stakeholders, especially the private business sector. Her list of 

priority items left considerable impact on the department under her coordination, 
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especially the tourism office. The mayor did not consider tourism is important 

enough to be given more attention. She cut the budget for promotion and eventually 

stopped STPB from operation. She did not want any private business interfering with 

public responsibilities, including developing tourism. The mayor put all the 

promotion activities back to Surabaya Government Tourism Office only with less 

promotional budget. This meant the department was not able to do more in 

developing city tourism.  

 

The Head of Surabaya Government Tourism Offoce was on pressure, receiving less 

support from the mayor but had to meet the expectation from many stakeholders 

about developing the destination in the city. Fortunately, she had great passion and 

commitment on tourism, so the relation with other stakeholders is well maintained. 

With limited support from the mayor, she was able to facilitate the development by 

involving other stakeholders. As the result the number of visitors was maintained. at 

this point the leadership of the government has great impacts on the process of 

development, it determines the speed and the result of development. As developing 

destination needs budget allocation from the government to do promotion, human 

resources training, communities’ empowerment and attraction development. To 

execute any activity takes time to follow proper procedures. Government programs 

usually involve the long process of bureaucratic actions with strong commitment 

from the leaders of the Tourism Office, to speed the process the completion of the 

program. Government leadership through, especially the mayor brings positive 

influence on the development process (Bouton et al., 2013). Without the attention 

from the mayor, the destination development would still proceed to completion as 
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long as the head of tourism department is capable, highly motivated and has strong 

commitment to do the job.  

 

The city will organically develop, with or without the support of the government. 

However strong support by the government will bring better outcome for the 

development. The other stakeholder will have clearer guidance on the direction of 

development and collective commitment to develop the destination. By working 

together under the leadership of the government the city will have better chance to 

develop tourism that eventually bring benefits for everybody, the local people, the 

private  business sectors as well as the visitors. 

 

5.5.2 Participation of Private Company 

For the city to develop as tourism destination, it takes many private companies 

focusing on selling tourism products and services for the visitors (Franco & Estevão, 

2010). The business companies focusing on the visitor needs are part of stakeholders 

in the destination development process.  The private business such as hotels, from the 

non-star rated until five star rated hotels are important stakeholders in tourism, since 

they cater to the needs of visitors when they are in the city. The quality of rooms, 

hotel facilities and food services provided by the hotel directly affect the experience 

of the visitors.  Therefore, hotels need to focus on giving the best services to their 

guests in order to make them willing to visit the hotels again.  

 

Tourist attraction operators are also important stakeholders since luring tourist 

attractions will be able to attract more visitors to the city (Jamal & Stronza, 2009). 

For Surabaya to be an attractive destination there must be some spectacular tourist 
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attractions in the city. Most recreational tourists want to enjoy visiting clean, unique, 

beautiful and memorable places. Thus, the efforts of the attraction operators to 

continuously improve the quality of their place, especially with respect to cleanliness 

and uniqueness will bring more satisfaction to the visitor. On the other hand, the 

travel agents, especially the ones focusing on inbound tours have direct influence in 

bringing the visitors to the city. Their efforts to promote tour packages in the market 

are certainly helpful in promoting city attraction. Other tourism related businesses, 

such as restaurants, food stalls, car rental, souvenirs shops, spa and shopping malls 

also have impact on the development process. The quality of all tourism and 

hospitality products and services will form the overall experience of visitors when 

they visit the city. 

 

In Surabaya, the private businesses have been very active in creating products for the 

visitors. They realize that they have to run their business with or without the support 

of the government. The hotels collaborated among themselves through PHRI 

(Persatuan Hotel and Restaurant Indonesia), through this organization the hotels 

send representative to have regular meetings discussing about hotel operation, 

tourism policies and related issues. Thus, the General Managers of the hotels also 

have their own professional organization which is called Casa Grande. This 

organization becomes the media communication for the GM hotels in addressing 

certain issues related about hotel business, including policies and promotional issues. 

Through these organizations they are collaborating each other to support the other 

stakeholders, such as government and tourist attraction operator in developing the 

destination.  
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The participation of the hotels depends on the hotel general manager commitment to 

support the destination development in the city. If the GM does not have strong 

commitment toward the process of development, then his or he hotel will not actively 

involved in any activities that related with developing the destination. The personal 

influence of the GM really matter in the hotels business. Moreover, the hotels in 

which the GM cares about the tourism development will actively be involved in 

proses of promoting the city by joining Surabaya Tourism Promotion Board. Within 

this board, they are working together closely with the travel agents, tourist attractions 

operators and the government to actively promote the city tourism. Hotels also join 

any activities to promote the city as tourism destination through their efforts to sell 

their hotels rooms.       

 

5.5.3 Participation of Local People 

The most important factor in developing destination is the local people’s acceptance 

of the process of development (Zaei & Zaei, 2013). Accepting the development mean 

willing to get involved and collaborate with the other stakeholders to promote 

tourism in the city (D´Angella, 2007). The local people as the main host of the 

visitors can determine the speed of the development. The willingness of the local 

people to accept the visitors coming to the city is expressed through their attitude and 

behavior when meeting the visitors. To welcome the visitors means that they are 

willing to share resources with the visitors in terms of the public facilities usage. 

During the high season, the number of visitors may increase rapidly resulting in road 

congestion with tourist areas full of visitors. This may cause inconvenience for the 

local people in doing their daily activities, since there will be traffic jams and 

overcrowding in public places.  
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The local reaction toward this condition will affect the hospitality situation. If the 

local people do not accept peaking problems,  they will not behave warmly during 

encounter with visitors (Ballantyne, Hughes, Deery, & Bond, 2007). They will not be 

willing to be actively involved in attracting the visitors to the city.  The participation 

of the local people depends on how they see tourism development and its impacts on 

tourism development. As suggested by many researchers destination development 

may bring great benefits to local people, such as creating more job opportunities and 

generating income in the region. Locals may gain benefits by opening businesses to 

cater the need of visitors. Such opportunities will make tourism development 

acceptable to and supported by all the stakeholders in the city. Destination 

development may also bring consequences such as crowded places, increase in 

crime, drugs taking and social other issues (Lisowska, 2017). Therefore, the entire 

process should be wisely managed and supported by all stakeholders, especially in 

controlling the impacts of visitor arrival during peak period. 

 

In Surabaya, local people react positively to the visitor arrivals and are involved 

directly in attracting them by creating local attractions in their area. The city is not 

yet a holiday destination but offer seasonal urban attractions during high seasons 

compared to the resort based city where there is usually a steady flow of tourist all 

seasons. Here visitors arrive during the weekdays instead of weekends. They come 

during non-holiday season and making the city more crowded. The mix between the 

local people, the commuter who come to the city for work and the visitors make the 

road congested with people. However, the local people do not really mind with the 

situation. They are happy with more visitors in the city, since it means more business 

and job opportunities.  
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Based on the discussion with the communities around tourism object, or 

POKDARWIS; they had an expectation that the city would become major tourist 

attraction with visitors arriving in all seasons, especially during the holidays. Several 

groups of the people, who are part of POKDARWIS member, such as Kampoeng 

Jambangan and Kampoeng Maspati create attraction to add more reasons to visitors 

coming to the city. They formed a tourist attraction by using whatever unique 

resources there are in their neighborhood, such as domestic waste management 

system, clean and green condition of the kampoeng and the heritage value of their 

places. There are also groups who actively create attraction through local 

performance and tour package activities offered for the visitors. They have their own 

objectives in various engagements, such as preserving local culture and increasing 

the awareness of the local people about the historical background of the city. Their 

activities initially aim for the benefits for the city itself but turn out to be emergent 

attractions in the city that may offer experience to visitors.  The local people 

collaborate with the stakeholder in developing the destination by getting involved 

with the activities set up both by the government or the private business. They are 

accordingly accepting and embracing the tourism development in the city.    

 

5.5.4 Awareness of Visitor 

Visitors are engaged in the process of development directly and indirectly by 

acquiring new awareness, demand and expectations about tourist places. One of the 

important goal is for tourism stakeholders to work together is to build the awareness 

of the visitors about the destination (Mawby, Tecău, Constantin, Chitu, & Tescasiu, 

2016). The use of the city brand is one of the ways to create and develop the 

awareness of the visitors. The effort of the stakeholder is basically to make the brand 
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of city become famous nationally and internationally so that it will attract people to 

visit the destination. Thus creating awareness among visitors becomes the target in 

any promotional material and activities both online and offline performed by the 

stakeholders, including the government and private businesses.  

 

The visitor consumption of the tourism products and services in the destination 

support the process of the development. The expectation to purchase various 

products of tourist attractions will influence the development the tourist attractions in 

the city. Moreover, their expectation toward good accommodation and great meals 

while visiting the place will affect the hotels business in improving their services. 

The travel agents are also expected to create more interesting products that can be 

accepted by the visitors. To form a complete memorable experience for the visitors, 

the stakeholder must create mutual collaboration among them. 

 

In the case of Surabaya, to increase the awareness of the visitors toward the city 

brand will be the most important factors that should be the attention of the 

stakeholders. By having awareness about the city and good understanding about 

Surabaya, the visitors will have intention to visit the place. Prior to the visitation, the 

visitors who are well informed about the city will have demand and expectation 

which tally with their perception of the city. The understanding of the visitors about 

“Sparkling Surabaya” becomes the focus of the stakeholder in promoting the city. 

The kind of attractions, facilities and tourism products that they access while visiting 

Surabaya should be well understood by the visitors. They will not expect the see the 

white sandy beach, since they are aware that Surabaya is not that kind of destination. 

Thus, the demand of having a romantic sunset dinner in the beach will never occur in 
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the city. The tourism stakeholders in Surabaya must be focusing to work together in 

creating comprehensive information about tourism in the city that able to showcase 

what the characters of the city. They have to showcase the real condition of 

Surabaya, prior to the visitors coming to the city.  

 

The visitors’ awareness about Surabaya will be the main concern of the stakeholders, 

especially the government and the private business. The city was recently perceived 

as a place to do business and trade rather than recreational activities. Therefore, if the 

city wants to increase the number of visitors, the stakeholders need to maintain and 

improve the facilities and infrastructures regarding MICE business. However, the 

stakeholders in Surabaya need to have a commitment to work together in making the 

city as a unique urban destination that can cater both business and leisure visitors. 

Building the awareness of the visitors about the meaning of “Sparkling Surabaya” as 

the city that offers many great things from culture, history, business and shopping 

activities should be the collective goal of all stakeholders in the city.  

 

5.6 Collaboration Platform to Implement City Brand 

The collaboration between the stakeholders is the important key to success (Boes et 

al., 2016). As explained previously, the city is not located in a resort area, where 

most of the holiday makers will visit during the holiday. On the contrary, this city is 

a business city, where visitors mainly come to do business and other related 

activities. However, throughout the years, the visitors who visit Surabaya for 

recreational reasons start to grow, especially the international visitors. There are 

more organized tours that bring visitors coming to the city, including the cruise ship 

passengers.  The stakeholders of tourism in the city need to work harder together to 
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find a systematic way to implement city brand to boost the development process.   

The collaboration among the stakeholders can be done using both formal and 

informal platform. The collaboration to develop the destination needs strong 

commitment by the personnel and groups that represent the stakeholders (Jamal & 

Stronza, 2009). Destination development is long term process that need hard works 

and creative efforts by all the stakeholders (Maggiore & Vellecco, 2012); (Díaz & 

Espino-Rodríguez, 2016).  

 

Surabaya city brand implementation shows that there are several ways of 

collaboration that can be applied to boost the development of the destination. There 

are necessary steps that can be taken develop the destination, especially in a non-

resort area. The platform involves all the stakeholders based on their own natural 

characters and objectives in the process of development. The following section 

reveals the aspect that can make the collaboration become effective in implementing 

city brand to develop destination. 

 

5.6.1 Communal Commitment among Stakeholders 

The most important foundation in the process of development is the commitment of 

all the involving stakeholders (Maggiore & Vellecco, 2012); (Jamal & Stronza, 

2009). Each stakeholder that involves in the process of development surely has its 

own objectives or agenda in the process. The participation to develop the destination 

may depend on the benefits that they can get as the result of the development 

(Barbosa, Oliveira, & Rezende, 2010); (Díaz & Espino-Rodríguez, 2016). For the 

government; it is obvious that their objectives are to develop the city physically, 

socially and economically. It is the duties for all the officers to serve the public. 
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Since one of the main duties of government is giving public service to the local 

people, the government must attend to issues that may affect the social and economic 

life of the people. Taking care of public education, health and economic condition 

are the main duties of the government. Everyone in charge as the leader of the 

government has to focus on these three aspects. As tourism development can affect 

people socially and economically, the government needs to support the process. In 

the process of destination development, the objectives of the government should be 

developing tourism attractions, increasing the quality of public facilities and 

maintaining tourist infrastructures. The government must be able to attract more 

people to the city, to get economic benefits from the tourism business that may create 

more jobs for the locals and trigger new business to cater the need of the visitors. 

This means all the effort of the government to develop tourism is to gain economic 

advantages for the people in the city. This condition needs strong commitment from 

the leaders, especially the highest decision maker in the city, which is the mayor.   

 

All private businesses objectives are to gain profits as much as possible from the 

business process that they do. The business such as hotels, travel agents and tourist 

attraction operators are the companies that really depend their sustainability of their 

business from the visitors to the city, both local and international visitors.  Therefore, 

they will do many things to attract more guests coming to their hotels, joining their 

tour packages and visiting their places. These companies have set up plans and 

strategies to get more customers for their business. They also focus on promoting 

their business.  
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In the process of getting more customers for their business, the companies will 

directly and indirectly promote the city of Surabaya as their business location. As the 

city grows, more people will come to visit and the possibilities of getting customers 

from the coming visitor will increase (Surugiu & Surugiu, 2015). Therefore, the 

private businesses as the stakeholders will always try to attract visitors coming to the 

city with or without the direct support from other stakeholders, such as government 

and the local people. However, the private businesses still need the government to 

regulate their business activities. Thus, they also need the support from the 

government in terms of providing good public infrastructures and facilities for the 

visitors (Birkic et al., 2014). The private business will also need the local people to 

cater all the need of the visitors, the attitude of the local people will affect the whole 

experience of the visitors coming to the city (Begum, Alam, & Sahazali, 2014). 

Therefore, the commitment of the private business in developing destination is 

always there. However, how deep the company’s participation in the process of 

developing destinations depends on the head of the companies, such as the hotel 

general manager or the operational managers of tour and travel. If the heads of the 

companies have great passion about tourism in the city and they have personal 

commitment to support the city with their company resources, then the company 

participation will be high, especially in promoting the city. The head of the 

companies must have strong commitment to build the destination together as to 

achieve greater objectives than just increasing revenues for their business.      

 

The commitment of the local people will surely become the most important factor in 

the development process (Garrod, 2003). They should be not only become the object, 

but also become the subject of development. This means that they need to have good 
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awareness about the potential of the city and have caring attitude toward the process 

of tourism in the city. The local people must realize that they are not just the 

consumer but in many cases they are also the producers of attraction that can make 

visitors come to the destination. By reacting positively toward tourism, they have 

created good and comfortable environment for the visitors. Nevertheless, the 

commitment of local people toward the destination usually based on the economic 

benefits that they can get from the tourism activities in the city.  

 

The different objectives of the stakeholders in participating in the process of 

developing the destination must be aligned.  All the stakeholders must be able to 

work together under the same objectives and build their commitment to achieve the 

goals (Gopalan & Narayan, 2010; Geiger, 2017; Ali et al., 2017). The mutual 

commitment has to be created and maintained, regardless the leaders or the head of 

organization may be changed. The commitment should be written into a working 

group documents that can be the basis of their collaboration. The stakeholders must 

agree in the important aspects of developing the destination, such as the promotional 

activities, the city brand used and the regulations implementation that cover tourism 

activities in the city. The commitment should also be regularly kept and encouraged 

among the staffs and members of the companies, department and communities group. 

The communal commitment is the main foundation for the destination development 

in the city, especially for non-resort area such as Surabaya (Ernawati et al., 2013); 

(Purwanti & Genoveva, 2017) 
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5.6.2 Communication Forum: Formal and Informal Form 

The commitment of all the stakeholders to develop the destination collaboratively 

has to be followed up through regular communication among them (Bregoli, 2013). 

In this regards, communication is the crucial key to start the collaboration between 

the stakeholders. Communication is the media to share information, problems as well 

as solutions about certain tourism issues. Stakeholders should communicate 

voluntarily based on the communal commitment that they have. As suggested by 

Wagner and Peters (2009), stakeholders can have different perceptions about city 

brand; and they may also have different expectations on how tourism development 

should be proceed. Therefore, communication is the way to align their perspectives 

regarding the city brand. 

 

The process of communication among the stakeholders can be done in formal and 

informal settings. The formal one is the regular meeting organised by government 

departments or the related organizations such as PHRI or ASITA. Meeting initiated 

by the government may have wider issues to be discussed, since such meetings invite 

are attended by all the stakeholders, such as the hotels, travel agents and tourist 

attraction operators. The local people should be involved in the discussion through 

their representative in the meeting and it  should be the responsibility of the 

government to involve locals in the meeting (Michels & de Graaf, 2010). Such 

meetings should be held on regular basis, at least once a month. During the meeting, 

the agenda would include the evaluation of each stakeholder’s activities, the 

challenges that they are dealing with to attract visitors and certain related issues 

regarding tourism. In this occasion, the government usually uses this opportunities to 

share the policies or regulation that may affect other stakeholder activities in 
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attracting visitors. The regular meeting should be done consistently and followed up 

with an action plan. The minutes of the meeting should be properly recorded note 

and distributed to all stakeholders. Meanwhile, formal meetings should also be held 

by the private businesses within the same line of business. This means, there should 

be an agreement among them to share the same understanding on certain issues 

related with the destination development. Thus, the travel agents and tourist 

attraction operators should also have their own regular meeting to discuss certain 

issues related with tour activities within destination. After having regular meeting 

within the same line of business, they have to agree to meet in larger group assembly 

to discuss wider topics about developing the city destination. The assembly may be 

initiated by the government or the private business.  

 

There should be a formal action plan after the formal meeting of all stakeholders. 

The action plans include the strategies to achieve the objectives. If the issues need an 

urgent response, the task force may be formed to address the issues. In the context of 

the formal meetings, the participants should be the decision maker. This is important 

to make the meetings more efficient and effectives in addressing the issues. If the 

participants who represent each stakeholder do not have the capacity and the 

authority to decide, then the meeting will not be beneficial. They will have to wait 

for the executive decision by a government agency to address the issues.   

 

Besides the formal meeting conducted by the stakeholders, informal meetings can 

also be conducted to address certain urgent issues. The informal setting can be 

effective in handling important issues that need immediate action (Leach, Rogelberg, 

Warr, & Burnfield, 2009). The informal meeting mostly attended by smaller number 
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of participants and can be conducted in any location, such as coffee shops, golf 

course, food court and other informal places. The process of informal meeting does 

not really need a formal invitation for the participants to attend. The informal 

meeting is not called a meeting, but rather an informal discussion among 

stakeholders. The benefits of the informal discussion are fast response that may come 

after the process. The discussion does not really need minimum participants as long 

as they are concerned with the issues, the relevant stakeholders can meet and discuss 

the matter. Most of the time, the discussion does not require a formal note to be 

followed up. The informal discussion can be more effective, if the ones who meet are 

the n decision makers.  The flexibility of time, place and the participants can be the 

advantages of informal discussion between the stakeholders. The result of the 

meeting can be formulized directly into actions plans to address urgent issues. If the 

issues are not urgent, then the result of the informal meeting can be brought up at the 

monthly regular meeting by all the stakeholders. Regardless of the importance of the 

issues, the process of the informal discussion is beneficial in maintaining good 

communication among the stakeholders. 

 

The informal setting of communication through social media is also growing to be 

effective ways channel which facilitate to do collaboration among the stakeholders. 

Recently, the use of social media to discuss and communicate many things has 

already become common. The social media platform that was initially used for 

personal communication has become the platform to discuss community issues. 

Platforms such as Facebook, Twitter, Instagram, Flikr, Line and WhatsApp  

messenger has become widely used by the stakeholders to coordinate group activities 

In Surabaya, informal communication is conducted through WA messenger, this 
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group was set up by the several people who are among the destination stakeholders. 

There are two active WA groups in Surabaya, namely Forkom and PHRI WA 

groups. The former mostly consist of tourist attraction operators, local community 

representatives, travel agents and government. This group is very active in sharing 

information about activities related to the tourist attractions, events and other related 

issues relevant to visitors in the city. The second group consists mostly of hotels and 

restaurants in Surabaya. They share information about hotel operation and issues 

related to government policies and hotel business regulations. This group also 

discusses the quality of products and services of hotels, including the quality of 

human resources in the tourist sector. Through social media is used in informal 

communication, many issues are discussed by chat group who pose many problems 

for speedy responses. Informal communication channels are also effective in 

coordination of group activities since the responses are delivered in real time 

exchanges.        

 

5.6.3 Participation of Tourism and Hotel Associations  

In Surabaya, the private businesses are represented through several professional 

organizations, such as PHRI, Casa Grande, ASITA and FORKOM.  Each of the 

organization has significant participation in the process of development based on 

their capacity. The hotels have PHRI (Persatuan Hotel dan Restaurant Indonesia) as 

the organization that consist of hotels and restaurant business in the city. Within this 

organization the hotels as the member of the organizations are actively involved in 

any activities related with events and tourism. The general managers of hotels have 

Casa Grande as their association to work collaboratively together to address certain 

issues, mostly about reaction to government policies and regulations. Meanwhile the 
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travel agents have ASITA as their association to work together to promote the city as 

the destination. Through the organization, the travel agents have become an active 

partner for the government to conducts both national and international events that 

can attract visitors. The tourist attraction operators are served by Forkom which is 

the official organization that represents both the government and hotels into 

developing attractions around the cities. Through the organization, the stakeholder 

can participate more effectively in terms of time and financial management. Most of 

the professional organizations required active participation from their members. 

They also have organization objectives that should be understood and followed by 

the members. By involving tourism and hotel organizations, the process of 

coordination and collaboration between different stakeholders can be achieved faster.  

 

5.6.4 Joint Promotion 

One of the most important factors in developing the destination is the process of 

marketing the place, including the use of destination brand (Maiden, 2008; Manhas 

et al., 2016). The destination needs to be packaged and branded based on the 

objectives of the development. In this regard, stakeholders have the common goal 

which is marketing the city to the visitors. In the marketing process, the use of the 

city brand is an important element in selling the destination. It has been argued that 

marketing includes all process of business activities, such as production, distribution, 

promotion and selling. It is a complex activity that affects the sustainability of the 

business (Russell, 2010). However, in the process of developing the destination, 

promotional program should be the focus of all stakeholders. Such activities need 

several strategies to approach different markets. Nowadays, the promotional 

activities should be done aggressively online and offline. In promoting the 
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destination through offline platform, the most common strategies are using exhibition 

and advertising as the media to promote the destination. The promotional budget 

should be prepared to create advertisement as well as participating in travel fair. The 

budget that is needed to promote the destination is usually quite big, such as in 

joining the international travel fair as the exhibitor. For this reason the activities to 

promote the destination is not held regularly. Most of the time, each stakeholder will 

feel burdened to cover all of the expenses. Obviously, the benefits of joining the 

travel fair or international exhibition will be felt by all the stakeholders, especially 

the private business; therefore they need to work together to do the promotional 

activities.  

 

The online promotional tools also need extra budget from the companies; therefore 

sharing budget is one of the best ways in producing promotional material for the city 

tourism sake. The government has always faced limitation in terms of budgeting. It is 

better for the other stakeholders not to depend on the government to do all the 

promotional activities. There has to be joint venture in promotion activities to market 

the destination. If more promotions are organised properly, there are more 

possibilities for the city to be visited, especially by international visitors. 

 

In Surabaya, the practiced by all the stakeholders is to engage in joint promotion 

activities. The promotional programs need to be supported by all stakeholders in 

order to achieve the objectives of the development. There are important national 

travel fair event that have to be followed by the stakeholder, especially the hotels and 

travel agents. The events such as MTF (Majapahit Travel Fair) are important travel 

fairs in the country which attract local or domestic visitors to Surabaya.  
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The international travel fair such as ITB Berlin and Singapore Travel Fair are 

important events that should be followed by all tourism stakeholders, either as 

exhibitor or visitors. Tourism stakeholders in the city have worked together to share 

budget and resources in order to join the trade fairs. Several big companies will 

always be able to send delegation to join the exhibition; however, the smaller 

companies have more budget limitation. For them joint promotion is the most 

appropriate way to participate. This also applies to the production of promotional 

tools, especially for attracting international visitors. By working together to share 

promotional budget, many things can be achieved. Government budget limitation 

forces business groups to opt for joint; private businesses have more agendas to 

attract more visitors to the city compared to local people and the government. 

Therefore, joint promotion is the most effective ways to overcome the budget issues. 

The commitment of the stakeholders in promotional activities will bring great impact 

on destination development. 

 

5.6.5 Regular Evaluation on City brand Usage 

City brand to promote the destination needs to be comprehensively designed, 

consistently used and regularly evaluated (Lucarelli & Berg, 2011); (Damayanti et 

al., 2017); (Purwanti & Genoveva, 2017). The city brand is used to label the 

destination in order to create perception and experience of the visitors. Ii should be 

formulized based on the characteristics of the place and the objectives of the 

development. In the process of creating the city brand,  there should be an extensive 

discussion among the stakeholders to decide on the brand that they will use.In 

formulizing the city brand, stakeholders must consider the main purposes of the 

brand, the visitors as the target market and the flexibility of brand development 
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(Dinnie, 2011); (Riza, Doratli, & Fasli, 2012). The phonetic rhyme or the words used 

should also be taken into consideration to make the tagline easy to remember. 

Everybody can have their own ideas and propositions on the city brand, but the 

discussion and the agreement among the stakeholders to use the brand should be 

merged.  

 

To market the city to the visitor, especially international visitors, the language used 

will determine the effectiveness of the brand. Currently, as the English is still the 

most widely spoken language in the world it is better to use it in the city brand. By 

involving all the stakeholders in the branding process, they will have good sense of 

belonging toward the city brand. Thus, they will have more concern to use the 

branding in any occasion and display them in any promotional materials that they 

produce. The city brand that has been accepted by all should also be reviewed 

regularly. However, to make all the people aware about the brand, especially the 

visitors; will take time and efforts.  Stakeholders ought to use the brand consistently 

in promoting the city as tourism destination. The consistency of using the brand will 

affect the sustainability of the brand and eventually bring impact to destination 

development in the city. 

 

The process of city brand in Surabaya did not involve all the stakeholders. 

Consequently there had been several gaps of expectation among the stakeholder in 

the use of the brand. Most of the stakeholders involved in the making, discussion and 

implementation of “Sparkling Surabaya” are the private businesses and the 

government. Through a brief formative stage of observation and discussion, the city 

brand of Surabaya was launched in end of 2005. Other stakeholders, especially the 



322 

local people are not well aware about the brand; few do not have any positive 

impression about it.  However, the use of the branding had given positive impacts for 

the city tourism development.  

 

The integrated marketing strategy pursued by the private business and the 

government under the coordination of STPB (Surabaya Tourism Promotion Board) 

had made the city develop into an urban destination in the region. As the number of 

visitors are growing every year, pubic infrastructures are being developed and the 

visitor’s facilities are being consolidated. Commitment from stakeholders and the 

consistency in the use of the brand are the key factors towards achieving destination 

development objectives. The city brand serves anchor promotional imagery that will 

affect the process of development. However, periodic review of the efficacy of the 

brand should become an important item on the agenda of future destination 

development. The evaluation should focus on how relevant is the brand toward the 

current market condition and the development of the place. If the evaluation process 

indicates that the brand needs to rejuvenate, then the city must be ready to come out 

with a new brand.    

 

5.7 Summary 

As an important aspect of destination development, stakeholder participation in the a 

city brand implementation is required, especially in non-resort area such as Surabaya 

(Ernawati et al., 2013). Each stakeholder has their own roles in the process of 

development. This study involved high profile and competent personnels as the key 

informants. Each informant represents stakeholders group that has direct influence on 

the destination. Participation observations and in-depth interviews with the 
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informants were also conducted to gather the data. The informants were the key 

persons who represented the stakeholders. Surabaya Tourism Government Office 

explained the plan, policies and strategies of development, Surabaya Tourism 

Promotion Board explained the roles of the promotional board and PHRI (Indonesian 

Hotel and Restaurant Association) revealed the efforts that had been done by the 

hotels to attract visitors. The Casa Grande explained the challenges of collaboration 

between the hotels and the government, the biggest inbound operator was being 

interviewed. The point of view of the travel agents regarding the potentials of 

Surabaya and issue related with tourism development. The leader of tourist attraction 

operator forum was questioned to be the informant, in order to get a comprehensive 

understanding about the condition of tourist attractions in the city.  

 

The representatives of the local people and the visitors, as part of the important 

stakeholders, were also interviewed as the key informants in destination 

development. To represent the local people, the figures interviewed were the 

individuals who have great influences and roles in the communities through their 

activities. They have strong commitment to work together within their groups and 

have also been consistent in doing their activities to support the destination 

development in the city. Moreover, the focus group discussion was also being 

conducted by inviting the leader of each POKDARWIS (community living around 

tourist attraction area). From the interview and the discussion with the local people, 

the explanation about the people participation in the process of destination 

development can be more understood. The participation of the local people is the 

basic requirements of development (Begum et al., 2014). Positive attitude and 

proactive participation from the local people will definitely boost the process of 
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development. The visitors are the frequent traveler in Surabaya, who have visited the 

three times. The visitors who have the experience about the city can give great 

contribution to provide feedbacks for the city tourism development.  

 

Participations of stakeholders are divided based on their roles in the development 

process. Stakeholders contribution depend on which role that they play  within the 

process (Sen & Nielsen, 1996). The government as the stakeholder has the role to set 

up and enforce the regulations, especially the ones related with tourism development. 

This will include improving public facilities and visitor attractions. Thus, in the case 

of Surabaya, the government has tried to revitalize the old areas of the city as the 

historical and cultural precincts in the city. In terms of promotion activities to market 

the destination, the government also tries to enhance the visitor information service, 

both online and offline. The government definitely tries harder to make Surabaya as 

the MICE destination that is attractive for both local and international visitors.  

 

The private businesses contribute to provide good products and services for the 

visitor. To consistently support the development, the private businesses focus more 

on the product and services that they have. They also aggressively promote the city, 

since they need more visitors who use their services or buy their products. In the 

process of promoting the city, the private businesses also actively participate in the 

national and international event that aims to get more exposure for Surabaya tourism. 

There are several national and international travel fairs that always attended by hotels 

and travel agents in order to get direct customers.  Their participation in the events 

shows how big is their effort to attract more visitors coming to the city. They also 

have to initiate several programs that can bring potential visitors coming to the city. 
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The program initiation must be relevant and acceptable by other stakeholder, in order 

to align the perception about developing the destination.  

 

The local people as the visitors have the social responsibilities to create conducive 

situation for the visitors (Zaei & Zaei, 2013). This includes making the city 

comfortable for visitors by creating new tourist attraction based on the potentials of 

each neighborhood.  Several local people have been very active to create more 

reasons for the visitors to come and visit Surabaya. The visitors of the destination 

have to be well informed about the city tourism. It is important for the visitors to 

know about the destination prior of their visit. The perspectives of the visitor toward 

the city brand should be noticed and taken into consideration, Moreover; to identify 

the pattern of activities of the visitors while they are visiting the city will be great 

contribution in setting up strategies to develop the destination. The visitors are 

mostly considered as the objects of development that was included as most important 

stakeholder, since their satisfaction is important for destination development in the 

city.       

 

In the process of development, all stakeholders have their own perspectives in 

appreciating one another. They also have their opinion about their relation among 

them. In terms of city brand acceptance, they value the brand differently, since they 

have different stand point about the destination. Related with Sapta Pesona 

application, as the national tourism credo, almost all stakeholders believe that they 

have applied it; regardless they have limited knowledge about the credo. The level of 

participation is decided based on the impacts of the actitivies toward city brand 

implementation. The following table explains the stakeholder perspectives in 
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implementing a city brand; in which related to second and fourth objectives of the 

study about the dominant roles and collaboration platform of stakeholders. 
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Table 5.2  

Stakeholder Perspectives 

Stakeholder Level of 
Participation 

Relation with other 
stakeholders 

Dominant 
Stakeholder 

Collaboration 
Platform 

About “Sparkling 
Surabaya” 

About 

Sapta Pesona 

 

Surabaya 
Tourism 
Offices 

Moderate Moderate relation 
with hotels; moderate 
relation with travel 
agents, but good 
relation with the 
inbound travel agents 

Private 
Business to be 
the dominant  

Regular formal 
meeting; ad hock 
committee for certain 
event; joint promotion; 
signing MOU for 
formal cooperation 

 

Still acceptable and 
relevant; 

Have commitment to use 
the brand 

has able to practice, 
especially the 
cleanliness and 
friendliness; need 
to improve   on 
memorabilia parts 

Hotels High Moderate relation 
with the government; 
great relation with 
inbound travel 
agents; low relation 
with the operators 
attraction operators 

Hotels and 
inbound travel 
agents are the 
dominants 

Official organization 
meeting; joint 
promotion with travel 
and airlines 

Have various opinions; 
some thinks that it is no 
longer relevant; some 
thinks it still relevant and 
willing to use it 

 

Basically have 
practice it even 
though  they may 
not aware about it 

Travel 
Agent 

High Moderate relation 
with the government; 
good relation with 
hotel, especially in 
joint marketing; good 
relation with the 
prominent tourism 

Hotels  and 
Tourism 
Promotion 
Board  

Regular coordination 
among tourism 
organization in the 
city; Joint promotion 
through international 
travel fair; familiar trip 

Consider still acceptable , 
especially to attract 
international visitors 

 

 

Have the opinion 
that city is able to 
practice especially 
in the safety, 
friendliness and 
cleanliness issues 
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attraction operators   

Tourist 
Attraction 
Operators 

High Moderate relation 
with the government; 
good relation with 
travel agent ; bad 
relation with the 
hotels  

Travel agents, 
tourism board 
and local 
people  

Regular meeting 
among the tourist 
attraction  organization 
member;  

Have various opinion, few 
considered it is no longer 
relevant with the city 
environment  but others 
think it is still relevant, 
especially for attracting 
international visitors 

Claim to be able to 
apply cleanliness, 
comfort, security 
and hospitality in 
their premises 

Tourism 
Board 

High Moderate relation 
with the government; 
good relation with 
the hotel and travel 
agents; moderate 
relation with the 
local people 

 

Hotels and 
travel agents 

Coordination meeting 
between hotels, travel 
agents and tourist 
attraction operators 

The branding is still 
relevant and acceptable 
despite of the initial 
controversy in using 
English term  

Has been able to 
apply the 
orderliness, 
cleanliness, and 
comfort in the city 

Tourism 
Media 

High Good relation with 
government, local 
people, hotels, travel 
agents and tourist 
attraction operators  

Private 
business and 
local people 

Built network among 
stakeholder through 
and formal and 
informal 
communication among 
stakeholders 

Still acceptable for 
marketing the city  but 
less relevant with the 
culture and historical 
background of the city 

Consider the city 
has able to practice 
all aspects of it 
regardless of low 
understanding 
about it 

Local 
People 

Moderate Moderate relation 
with the government, 
good relation with 
the hotel and travel 
agents 

Government 
and private 
business, 
especially 
hotels and 

Synergy through 
intense communication 
and regular meeting 
between the 
government, private 

Not relevant with the city 
historical and cultural 
background but still 
willing to put the logo if 
required  

Only senior citizen 
are aware about it, 
however, they think 
that  they was able 
to apply them their 
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 travel agents business and the local 
people 

 

 

 

 

environment, 
especially in 
cleanliness and 
friendliness factors 

Visitors Low Moderate relation 
with the government 
and the local people, 
good relation with 
the private business, 

 

Government 
and the private 
business 

The coordination 
between the 
government, private 
business and the local 
people in providing 
services; 

opportunities for the 
visitors to give 
feedback  through 
visitors evaluation 
survey 

Have limited 
understanding about it 
and got less exposure 
about the brand; however 
they think the brand is 
quite acceptable and 
relevant with the city 
condition 

 

 

 

Most of them are 
not aware about it; 
however they 
consider that the 
city has been able 
to apply 
cleanliness, 
comfort and 
hospitality; they 
agree that 
thoughtfulness 
factor still need to 
be improved 
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In developing the destination, the commitments of the stakeholders and the 

collaboration platform are the basic of everything. This means that all the 

stakeholders must be committed to work together to plan the development strategies 

and execute them together (Murphy & Murphy, 2004; Maiden, 2008). By having 

collaboration among the stakeholders, the chance of success will be greater. The 

platform of collaboration can be achieved in several ways based on the position of 

the stakeholder in the process of development. The collaboration of stakeholders is 

best practiced in the area of promotion and events. Activities such as roadshow and 

familiar trip are the most effective ways to promote city tourism (Hasan, 2015). Each 

stakeholder may have the dominant and less dominant roles in city brand. The 

commitment to collaborate has to be followed by the creation of effective 

collaboration platform that is acceptable to all the stakeholders. The initial step to 

begin the collaboration is to establish the communal commitment among 

Stakeholder. Thus, it should be followed by maintaining the communication among 

them, through formal and informal setting. This should involve the tourism and hotel 

professional organization in order to enhance the process. In this regards, the most 

important collaboration activities by the stakeholder are joint event and promotion. 

During the process of development, comprehensive evaluation on the branding 

should be conducted regularly to gain maximum result of the destination 

development. 

 

To boost the process of destination development, the commitment to collaborate 

must be followed by the consistent policies and regular activities. The consistency is 

the important factors to maintain and increase the process of development. 

Consistency means executing all the action plans and strategies on regular basis. In 
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the context of city brand, consistency in using the brand in any promotional material 

offline and online is crucial. Moreover, the application of the brand on any 

promotional material should be practised regularly with events to support the brand, 

such as conducting road show and organizing familiar trip for foreign agent.  

Participating consistently in the national and international travel fair will also bring 

impact on the promotion process.  

 

In the case of Surabaya, the consistency of the stakeholders to use the brand in their 

promotional material is still dubious since not all stakeholders use the brand in 

promotional material and activities. This happens because few of them have a sense 

of belonging to the brand; however, almost all stakeholders admit that “Sparkling 

Surabaya” is still relevant and difficult to replace. The consistency of the government 

and private business in acknowledging and using the brand of “Sparkling Surabaya” 

on several occasions since 2006 is one of the crucial factors in the development of 

the destination.    

 

The commitment, collaboration and consistency practiced by stakeholders are 

elements that support the keys success factor to implement a city brand in the 

destination development process. Thus, the key success factors are the leadership of 

the government, the participation of private business, participation of the local people 

and the awareness of the visitors. The commitment needs shared objectives agreed by 

all the stakeholders on the direction of destination development. Therefore, the blue 

print regarding city brand implementation should be agreed, followed and 

implemented by everyone who is involved in it.  
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Meanwhile, consistency of using the brand in all activities and promotional material 

must be maintained. More people who are aware and understand the city brand of 

Surabaya, will be more likely to be the future visitors. The following figure describes 

the position and relation among these three elements 

 

    

Figure 5.8 Participation Triangle in Implementing a City Brand for Developing 
Destination  

 

The above figure outlines the triangle of stakeholder participation elements that are 

embedded in the key success factors in implementing a city brand. The combination 

of these aspects is needed to achieve the common objective of tourism destination 

development. Nevertheless, all these ideal conditions happen because of the culture 
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of the people in Surabaya. Culturally and historically, the characters of Surabaya 

people have made the development process possible. The people are generally open 

minded, direct in interpersonal communication and tend to be collegial (Purwanti & 

Genoveva, 2017). Having the spirit of heroism embedded in city character has 

endowed the people with a high fighting spirit, especially in any issues related to city 

development. The high participation of the people toward the development process is 

a reflection of community centred culture. Their behavior and attitude represent a 

distinctive character of the city.  Being the second biggest city in Indonesia, 

Surabaya residents have strong metropolitan characters, which is modern and 

adaptive.  They are open to changes and are able to adapt to any social and economic 

challenges. Almost all the stakeholders in development process are of Surabaya 

origin or have been living in the city for long period. They therefore, reflect the 

character of Surabaya people especially in their readiness to welcome any visitors to 

the city with a warm heart. They also tend to be more direct in expressing opinion 

and open to any ideas of development. 

 

In terms of collaboration, they are used to working together to tackle any issue 

relating to city life. Their responsiveness to react to issues affecting tourism products 

and services has been conducive to the process of destination development in the 

city. In this context, the triangle participation concept can be applied to any situation 

involving destination development, especially those located in non-resort area.  To 

some measure, the character of the people in the city will determine the quality and 

the time frame of development. 
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CHAPTER SIX 

CONCLUSION 

The success ofa city brand implementation in destination development depends on 

the stakeholder participation in the process. This observation is limited to the case of 

tourism stakeholders’ participation in Surabaya. Thus, it is not discussing the 

external factors that can also influence destination development, such as the national 

policy enforced by the Indonesian government in developing new 10 tourism 

destination priority. The influence of the policies is an important external factor 

which has bearing on destination development; the priority given to the development 

of Mount Bromo located three hours from Surabaya from instance competes with 

infratstuctures development in Surabaya. The Indonesian government puts more 

effort in promoting the place and improving tourist facilities. This may affect 

Surabaya city as the main hub to reach the place, especially for international visitors. 

Therefore, it is recommended that further study can examine the relationship 

between the stakeholder participation and the external factors that influences 

destination development in the city.    

 

In this sudy, stakeholder participation is an essential requirement in implementing 

city brand. It is therefore important to identify the stakeholder participation that can 

affect tourism development. To develop the city as an urban tourism destination, it 

needs extra effort from all stakeholders, especially if the city is located in non-resort 

area (Ernawati et al., 2013); (Purwanti & Genoveva, 2017). Developing the 
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destination does not only mean to build the public infrastructures and facilities or the 

visitor which involves physical development of the city, but also deal with the people 

behaviours. The following section concludes on the issues based on the research 

objectives of this study  

 

6.1 Kinds of Stakeholder Participation  

In the case of Surabaya, the use of city brand “Sparkling Surabaya” is used to boost 

the development of tourism in the city. By using the city brand, it is easier for 

business operators to sell their products and services. A well managed brand can also 

attract the attention of the visitors; hence city brand should be supported fully by all 

the stakeholders. However, there are different kinds of participation by the 

stakeholders depending on their roles and objectives. The government is the 

stakeholder that has the roles as regulator that manages everything related with the 

social and economic aspects of the city (Mendoza & Vernis, 2008); (Labonte, 2010); 

(Codagnone & Martens, 2016). The government’s objectives in the development 

should be for the greater goods of the people in the city. The government has the 

responsibility to set up and enforce the regulations related to tourism activities in the 

city (Birkic et al., 2014). The government is the one who sets up the rules of the 

game in the process of development. As stated by Tosun (2006), the top-down 

approach exposes indirect form of community participation which is commonly seen 

in the context of government who makes regulations and the people are supposed to 

abide by them. Participation by businessman refers to the activities which bring 

profit and benefit for the company On the other hand, it should also be the one that 

initially sets the goals of the destination development, since it has to consider all 

aspects of the people in the city. Moreover, the government has the duty to improve 
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public infrastructures and visitors’ facilities, especially in the city attractions. In the 

case of Surabaya, the process of creating tourism attractions can be prioritized with 

particular emphasis given to the revitalization of the old precinct of the city that has 

extensive cultural and historical background to be explored. As a non-resort based 

city, Surabaya has to be able to expose the urban culture of the local people as one of 

the main attractions of the city. The other aspect that should be seriously maintained 

is tourism information. Government tried to enhance the tourism information both 

offline and online. The establishement of Surabaya Tourism Information Center 

(TIC), had a big impact on the tourism activities in the city. Many visitors, 

especially independent travelers, seek the online information before exploring the 

city.  The efforts to promote the city through online medium were still moderate. 

There was only one official website that has been published to promote tourism in 

the city. However, there had not yet been any official social media that can be used 

to promote and build the interaction with the visitors in the city. Another objective is 

to transform the city into a MICE destination that can cater to the needs of the 

meeting, incentives travelling, conference and exhibition segment of the market. 

Upon arrival in Surabaya, MICE visitors can be orderly guided to enjoy the various 

tourist attractions in the city.   

 

The participation of private business varies based on their roles in implementing city 

brand. Private businesses have the roles as products and services providers for 

visitors (Franco & Estevão, 2010). Their objective as a company mainly is to gain 

profit as much as possible. To do so, they have to be able to attract the visitors to the 

city by focusing on the development of their products, based on the characteristics 

and capacity of their business. For hotels, developing the quality of accommodation 
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as well as food and beverages in their restaurants are important. By improving their 

room quality and their hotel facilities, visitor’ satisfaction will increase and the 

willingness to revisit the city will be encouraged (Rao & Sahu, 2013). For the travel 

agents; they may develop their tour packages to be more interesting for the visitors. 

By creating more unique tour packages, they will be able to attract more visitors to 

come and enjoy new experiences in the tour packages, at the same time promoting 

repeat visit for the city. Developing tourism products means exploring the potentials 

of the places in the city (Ginting, Nasution, & Rahman, 2017).  Private businesses 

have organised many promotional activities to market tourism destinations for local 

and international visitors (Salehi & Farahbakhsh, 2014). They had actively 

participated in national and international travel fair to promote Surabaya. In terms of 

tourist object operators, they had initiated several programs to promote tourism and 

to enrich tourism products in the city. The programs vary based on their capacity of 

tourist attraction operators.  The purpose of the programs is to develop tourism from 

the supply side that may trigger more reasons for the visitors to come to the city. The 

programs can be in the form of products, such as a heritage track as signature event, 

or attractive offers at the Surabaya Shopping Festival. All of them are the efforts 

from the private business to develop the destination as well as increasing their 

business revenues. 

 

As the main host of the destination, the local people will help to determine the 

quality of visitor experience (Begum et al., 2014). The warm and friendly attitude 

makes the visitors feel comfortable while visiting the destination. As the host, local 

people can participate either actively or passively. Passive participation means locals 

do not make an extra effort to provide tourism products and service, other than 
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behaving nicely and friendly being helpful to any visitors they meet. Their positive 

response to visitors is their primary contribution to destination development. On the 

other hand, active participation of locals to development can be seen through their 

effort to provide new tourist attractions in their neighborhood. Several local people 

worked together within their neighborhood to empower and expose the tourism 

attraction potential in the area, such as establishing “Kampoeng” based tourism. 

They actively prepared their neighborhood, by keeping it green and clean, produce 

local arts, and show local performances. They provided memorable experience for 

the visitors by engaging with them during their visit. The local people were also 

active in participating in any national or local programs that are hosted by the city. 

They supported the government and the private business based on the common 

understanding to develop the destination. 

 

In terms of the visitors, their understanding about the brand and interaction with the 

other stakeholder can affect the process of development and city brand enhancement. 

They seem to be the object of development, but actually they are also the subject of 

the development who have strategic role in the process (Manhas et al., 2016). Their 

perception and expectation toward the destination determine many things during the 

process. Their perspectives about Surabaya city brand “Sparkling Surabaya” 

influence the way private business and the government markets the destination. 

Their view of city brand, prior to arrival give insights on their expectation about the 

destination. Thus, how the destination is presented and marketed should be relevant 

with what the city has to offer. A positive view about the city brand by the visitor 

makes them feel comfortable while they are in the city. Moreover, the activities of 

the visitors, such as exploring the destination with small or big group can also affect 
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destination development. Their activities in the destination can influence the kind of 

accommodation, restaurant and attractions that are made available to cater to visitor 

taste and preferences.   

 

6.2 The Dominant and Less Dominant Roles  

In implementing a city brand in the frame of destination development, one group of 

stakeholder may be more dominant than others, but they cannot stand alone during 

the process. The use of city brand is one way to accentuate  the development process 

(Pisonero, 2013; Christian & Elena, 2015). To do promotional activities stakeholders 

have to work together. They have equal position in the process of development 

however, based on the condition of the destination, one group of stakeholders may 

presume to be either more or less dominant.  

 

In Surabaya case, the movement of visitors in the city is driven by the growth of 

tourism business. The city has great visitor’ facilities, such as hotels, restaurants, and 

shopping malls. It also has a lot of tourism business that are ready to cater the needs 

of all visitors. In Surabaya promotional activities through city brand had been led by 

the private business under the support of the government, from 2006 to 2012.  

Through Surabaya Tourism Promotion Board, private businesses had dominated the 

process of promoting the destination; while, the government acted as their 

administrative supporter. In contrast, local people had fewer roles as stakeholders. 

They are mostly affected by the promotional activities, but did not actively 

participate in the process.   
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The government had more dominant role in providing, building and maintaining 

public facilities and tourism infrastructure. The use of the “Sparkling Surabaya” 

brand in the physical landscape is the responsibility of the government. In order to 

create more public awareness, the use of the brand in public places the cities is 

needed. In this aspect, visitors had few contributions in the development process.  

The physical development of the city is one of the main responsibilities of the 

government. Making the city physically attractive for the public, especially the 

visitors are part of the development (Ram, Björk, & Weidenfeld, 2016). Improving 

the quality of public facilities and visitors infrastructures need enormous budget, 

therefore the government is expected to act proactively to do this part.  

 

The private business stakeholder can also participate in improving the public 

facilities by giving sponsorship to build the public spaces, such as city parks. The 

supports are still considered minor efforts in city physical development. Hotels and 

tourist attraction operators can also participate by putting accessories in their outdoor 

areas that can contribute to the city landscape. Local people become stakeholder that 

have less roles in this aspects. They can participate by keeping their neighborhood 

clean and restraint to damaging public facilities. They are the users as well as the 

keepers of the public facilities provided by the government. Meanwhile, the visitors 

have the least dominance regarding the process of improving the public facilities. 

They are mostly the users of the facilities and infrastructures set up by government. 

 

To enhance the image of “Sparkling Surabaya” as the brand, it is essential to improve 

the quality of the tourist attractions. In this aspect, there are two stakeholders which 

are dominant, namely the private business and the local people (Purwanti & 
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Genoveva, 2017). The tourist attraction operators need to improve the quality of their 

products and services. Their business sustainability depends on the number of 

visitors to their place. Therefore, improving their products is necessary for them. 

Moreover, the local people of Surabaya are also having great roles in creating and 

improving the tourist attraction. Some of the communities groups are very active in 

creating tourist attraction. They have consistently created activities that may attract 

the attention of the visitors. The government also had role in improving the quality of 

the tourist attraction that managed by them, such as Surabaya Zoo and old area of 

Kenjeran Beach. However, since the number of the attractions managed by the 

government was limited in, the government’s roles were not really significant in this 

matter.  

 

The visitors as the stakeholders also have roles in improving the quality of the tourist 

attraction. Through their roles as users of the tourist attraction, their demand toward 

the quality experience to enjoy the tourist attraction affects the process of 

development. Overall domination of the stakeholders in developing destination in 

Surabaya is the private business, since they are part of the local people that have the 

need and expectation to improve their business. The growth of tourism will make 

economic benefits by creating more job and business opportunities. The least 

dominant are the visitors, since they are the consumers of the destination. Although 

the visitors’ behavior and perception about the city brand and the quality of the 

destination may affect the process of development but they are still considered as a 

passive participant.         
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6.3 The Key Success Factors  

In implementing a city brand the key success factors are leadership of the 

government, participation of private businessman, participation of the local people 

and the awareness of the visitors. Those four factors can only work well if there are 

commitment, collaboration and consistency practised by the stakeholders on the 

process. The effectiveness of stakeholder participation is contingent on the 

commitment stakeholders have toward development. Strong commitment leads to 

better planning and impactful activities. This means activity initiated by 

stakeholders, such as improving public facilities, building visitor’ attraction, 

initiating programs and organizing tourism events can bring beneficial impact to the 

destination as long as they are carried out with strong commitment of the 

stakeholders.  

 

The participation of the stakeholder will be effective if they collaborate in executing 

the plan. Destination development needs operational coordination, since stakeholders 

may have different capacities to conribute to destination developmant (Pinto & 

Kastenholz, 2008). Government as the primary stakeholder usually has limited role, 

especially in timely budget execution. Meanwhile, the private businessmen 

commonly have more flexibility and resources in persuing their activities. If the 

government and private businesses were to work together to address certain issues; 

the result is likely to be better.  This condition also applied in the collaboration 

between private business and the local people. Any event or activity conducted by 

the private business will not be successful if they do not have support from the local 

people. Thus, any activity held by private business or the local people in developing 

the destination must have permission or endorsement from the government.  
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The commitment of each stakeholder and the collaboration among them should be 

carried out consistently within the framework of a strategic plan (Lundqvist, 2016). 

Most of the time, the planning and the execution of the events are great for a certain 

period of time, but may lack consitent follow up measures. It is argued the 

government policies and the executive decision of private business mostly depend on 

the leaders of the organization. This means that as long as the leaders have 

commitment to achieve their goals, the execution of the plan will continue according 

to the blueprint. However, if the leaders are replaced, the policies and decisions may 

have to be amended according to the new vision of the presiding leadership. This can 

lead to discontinuation of the old plan by the new leaders. Therefore, inconsistency 

in the implementation of programs may slow down or brings the process of 

destination development to a halt.  Thus the objectives of the development will not 

be achieved if the stakeholders fail to be consistent in their development programs.  

 

6.4 Collaboration Platform  

To support the city brand in the frame of destination development, there are 

collaboration platform that can be used by the stakeholders. The collaboration must 

be based on the mutual commitment among the stakeholders. The collaboration can 

be conducted using formal and informal platform. The formal platform involves 

official organization representative and protocol procedures. The formal platform 

usually starts with setting a meeting and deciding a meeting agenda. The meeting is 

set up formally attended by the representative of the stakeholders that have concern 

on the issues and affected by them. In formal platform collaboration, the result of the 

meeting is followed up by action plan and strategies.  
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To implement the strategies, there is a kind of task force or committee to address the 

issues. In certain case, this collaboration may also involve the signing of 

Memorandum of Understanding among the stakeholders to base the collaboration 

with legal standing. The formal platform collaboration is mostly powerful in legal 

matter and has great impacts on solving crucial issues. It is used to address big issues 

to achieve long terms objectives of destination development that have multiplier 

effect for the public, especially the visitors. The issues of city brand that can be  

addressed in this scheme are  putting the brand logo in any promotional material, 

setting up calendar of tourism events and conducting regular national and 

international tourism events in the city. The formal collaboration platform may take 

longer time and may require large budget to execute. However, it is needed to 

achieve greater objective of the development that can bring economic and social 

benefit for the people in the city. 

 

The informal platform of stakeholder collaboration can also be used in the process of 

developing the destination. Few stakeholders can have small informal discussion 

without long procedures to conduct. The setting of the place can be anywhere, such 

as cafe, golf courts or a regular office meeting. The number of participants can be 

limited and without formal invitation to attend. There are no protocols during the 

process of discussion or meeting. The discussion is usually done to address specific 

issues, which may need immediate solutions. The participants are those who have the 

position within the organization or the decision maker, so that, decision can be 

directly implemented.  
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The informal platform of collaboration can also be built through online 

communication media. The use of social media, especially WhatsApps group has 

become the tools of communication among the stakeholders in Surabaya to discuss 

many issues.  Through this online group, everybody who is part of the stakeholders 

may take part on the discussion. If there are problems that need immediate response, 

the solution can be implemented faster through the support of the members of the 

groups. The online platform of communication is a faster medium to address any 

issue related to tourism activities in the city. In the context of city brand usage, the 

online campaign through the social media can help to increase the awareness of the 

people, especially the involving stakeholders. The informal platform is suitable to 

address immediate cases and issues that may occur during the process of city brand 

development that may affect the process of destination development in the city.   

 

The characters of unity and high fighting spirit of the people in Surabaya affect 

development in the city. Active participation of all the stakeholders is needed as the 

key to achieve a successful city brand. The implementation of a city brand 

“Sparkling Surabaya” has boosted the process of tourism development in the city. 

Stakeholders have different roles and objectives in implementing a city brand based 

on their capacity as government, private businessmen, local people and visitors. Each 

of them may have different strategies in the process. Nevertheless, the commitment, 

collaboration and consistency of stakeholders in implementing a city brand, have 

made the city transform into a well known tourism destination. The experience of 

Surabaya in implementing a city brand may be adaptable to be applied in other cities, 

as long as there is willingness from all stakeholders to work together in the process.   
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APPENDICES 

Appendix A: Interview Transcript - File: Gov 1 

Interview with Ibu Wiwik Widayati – Dinas Pariwisata Kota Surabaya 

ALI: Agoes Tinus Lis Indrianto  WW: Wiwik Widayati 

ALI 1 Selamat siang, Bu Wiwik. 

WW 1 Selamat siang, Pak Agoes. 

ALI 2 Saya mau minta pendapat Ibu tentang beberapa hal khususnya tentang peran 
serta stakeholder di dunia pariwisata Surabaya. Sementara penelitian ini 
adalah kualitatif maka narasumber itu penting jadi sebelum itu saya mau Ibu 
cerita sedikit tentang pengalaman Ibu sampai Ibu ke posisi ini. Berapa lama 
Ibu sebagai Kepala Dinas Pariwisata lalu backgroundnya Ibu bagaimana gitu? 

WW 2 Saya berada di dinas ini sejak 2008 bulan Agustus sampai hari ini, nah kira-kira 
itu. Latar belakang pendidikan saya adalah dari administrasi negara. Nah 
pengalaman-pengalaman (langsung ya ini) jadi yang saya tau bahwa 
sebenarnya kan sektor pariwisata tidak akan bisa bergerak sendiri oleh 
pemerintah kota. 

ALI 3 Iya. 

WW 3 Harus ada peran yang sangat simultan dan sangat apa namanya sangat harus 
simultan sekali dengan para stakeholder industri pariwisata itu sendiri. Karena 
itu kami meletakkan program pengembangan kerja sama dengan stakeholder 
ini sebagai bagian dari eh sebagai program yang penting juga, jadi di setiap 
program-program setiap tahun kami itu ada program pengembangan atau 
kerjasama dengan stakeholder. 

ALI 4 Bu, kalo menurut Ibu sebagai Dinas Pariwisata, potensi pariwisata kota 
Surabaya itu seberapa besar lalu tantangannya apa Bu? 

WW 4 E….. Kalau kita lihat catatan-catatannya itu dulu komentar-komentarnya 
bahwa kota ini adalah kota transit, kota ini adalah kota industri, sehingga 
sangat polutif dan sebagainya. Kalau ini pernah diaminin oleh …... ya waktu 
itu. Tapi setelah itu hampir 4 tahun yang lalu saya melihat bahwa komentar 
daripada lonely planet itu sudah mulai berubah. Bahwa komentar di buku-
bukunya mereka itu bahwa kota ini sudah tidak lagi kota yang berpolusi. 
Bukan artinya asumsi bahwa kota ini industri bukan….. 

ALI 5 Sudah tidak lagi. 

WW 5 Sudah tidak lagi karena komentarnya sudah tidak ada namanya bahwa 
Surabaya identik dengan kota industri itu tidak ada. Jadi artinya bahwa 
pandangan orang luar dan saya pikir ini kan satu referensi buku yang 
sangat….. 
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ALI 6 Ya, yang dipercaya. 

WW 6 Yang dipercaya ya. 

ALI 7 Orang bilang lonely planet semua orang pasti menuju….. 

WW 7 Nah itu ada satu yang apa namanya yang berubah itu dari kota Surabaya ini. 
Nah kalau saya ngomong potensi sebenarnya secara infrastruktur kita ini 
memiliki kelebihan infrastrukturnya. Baik itu hotel, restauran, jalan dan 
sebagainya, transportasi dan sebagainya itu kota ini memiliki semua. 
Barangkali yang tidak pernah kita miliki adalah sesuatu yang benar-benar itu 
adalah alam. Tapi industri pariwisata bisa dikemas dengan berbagai macam 
ya, tidak hanya di alamnya tapi ke-khasan ciri khas dari sebuah kota ini apakah 
itu atau yang bukan alam juga semestinya dapat dijadikan komoditas industri 
pariwisata. Kalau saya yang melihat Surabaya adalah diposisi apa yang dia 
punya hari ini misalnya kampung itu juga adalah sesuatu bagian eh….. 
kampung adalah bagian yang tidak ada di satu kotapun di Indonesia 
barangkali identitas seperti itu. Lebih-lebih ini adalah kota metropolitan ketika 
kita sudah ngomong kampung di sana itu juga ada berbagai macam 
komponennya sehingga ini bisa mewujudkan sebuah kampung. Apa 
komponennya? Yaitu misalnya interaksi antar manusianya di kampung itu 
sendiri itu sebenarnya kan budaya ya, trus habis itu hasil-hasil interaksi kita 
rasakan misalnya masyarakat yang di kampong itu juga budaya yang itu juga 
sebagaimana yang kita bisa lihat itu komoditas industri pariwisata jika kita 
bisa sentuh dengan baik. Jadi saya sampaikan bahwa peluang itu e….. 
peluang-peluang ini potensi-potensi yang harus digarap. Setelah itu kalau kita 
sudah ngomong kampung ternyata Surabaya ini juga masih memiliki sesuatu 
yang memang harus dilestarikan. Di daerah barat, timur, utara dan sebagainya 
ini masih ada sesuatu karakteristik yang sangat menonjol. Sedekah Bumi hari 
ini masih luar biasa dan hari ini coba kita garap sebagai komoditas industri 
pariwisata. 

ALI 8 Jadi ini embrionya dari masyarakat dan kita kemas. 

WW 8 Ya. 

Dan tahun 2016 ini, itu adalah produk-nya setelah itu ditambah dengan 
infrastruktur yang bagus tadi sebenarnya inilah yang harus dikoneksikan, 
diarahkan dan dikaitkan dengan bagus. Nah barangkali yang harus tersentuh 
yang mana kita harus mengoptimalkan kerjasama dengan stakeholder gitu, 
karena produk ada, infrastruktur ada ya inilah informasi apapun tentang 
potensi pariwisata. Inilah yang harus menjadi juga inputan bagi dunia usaha di 
sektor pariwisata itu. Tahun 2016 beberapa waktu yang lalu, yang di bulan, 
bulan apa ya kemarin bulan Desember itu Surabaya ditasbihkan sebagai kota 
dengan peringkat kedua index pariwisata setelah Denpasar. Ada 10 kota di 
indonesia dan Surabaya memiliki urutan nomer 2 dengan 3 indikator waktu 
itu kalau tidak salah ya tata ruang. 

ALI 9 E….. tata ruang sama ini apa namanya? 

WW 9 Destinasi barangkali ya. 
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ALI 10 E….. destinasi sama infrastruktur. 

WW 10 He….. eh….. dan infrastruktur artinya sebenarnya ini peluang untuk lebih 
digarap dengan baik. Artinya orang sudah mengenal oh….. Surabaya 
sebenarnya bisa, tinggal bagaimana kita nanti kedepannya. Disamping itu, 
penelitian dari temen-temen Kementrian Pariwisata meletakkan Surabaya ini 
termasuk kota, 5 kota yang berpotensi di industri MICE nya. Jadi selain 
Jakarta, Bali, Bandung,Makasar eh….. Bandung dan Surabaya satunya saya 
lupa, jadi kita ini…..salah satu dari kota MICE di Indonesia dengan 
infrastruktur yang sudah disiapkan untuk mendukung aktifitas MICE dalam 
kota.  

ALI 11 Kawasan. 

WW 11 Eh….. saya lupa ada increase Jakarta dulu ya, Jakarta, Bali artinya, kalau kita, 
ini kan potensi di MICEnya, ini dipetakan dalam kelompok lima besar potensi 
industri MICE nya. Nah memang di dalam skenario besarnya skala nasional 
Surabaya ini tidak masuk peta artinya bukan peta kalau….. 

ALI 12 Untuk pengembangan destinasi yang 10 prioritas itu ya? 

WW 12 Betul, bukan termasuk atau tidak termasuk 10 pengembangan destinasi skala 
prioritas. Tetapi yang satu itu kalau tidak salah Bromo Jawa Timur tetapi kita 
melihat bahwa tidak akan mungkin orang masuk ke Bromo tanpa melalui 
Surabaya. 

ALI 13 Hub nya ada di Surabaya. 

WW 13 Hub nya ada di Surabaya, ini yang harus dicermati dengan baik kira-kira 
seperti itu. 

ALI 14 Bu, saya mau….. kan kita tahu bahwa stakeholder itu ada 4 yang 
dikategorikan, pemerintah, swasta, e….. lalu apa masyarakat dan juga 
pengunjung itu juga stakeholder. Saya mau tanya pendapat Ibu tentang 
hubungan stakeholder yang sekarang di Surabaya ini kondisinya seperti apa 
dari temen-temen pengusaha katakanlah kira-kira dari pengusaha, 
masyarakat itu yang dominan sekarang ini siapa Bu ya yang berperan 
mengembangkan pariwisata selain pemerintah pastinya di antara mereka 
bertiga itu? 

WW 14 Eh saya hanya melihat memang perlu pemetaan secara benar. Karena saya 
lihat sebenarnya potensi ini adalah para stakeholder ini ada, cuman yang kami 
lihat bahwa konektifitasnya, artinya secara intensitas, pertemuan 
pembicaraan itu saya lihat ini masih dalam posisi jauh dan kurangnya 
informasi dari pemerintah kepada mereka itu juga ada hambatan dengan 
demikian untuk mendapatkan informasi kepada pemerintah juga terhambat. 
Jadi semuanya ini belum ada peta….. belum ada satu pola yang keliatannya 
yang perlu e….. belum ada satu pola yang bener-bener mantap, ya kalau saya 
bilang yang kuat, jadi masih terlalu goyah. Nah ini yang harus benar-benar 
dibicarakan dengan baik makanya itu saya melihat bahwa ini kan, ini saat ini 
pemerintah kota ini sudah mencoba untuk melakukan komunikasi dengan 
masyarakat. Masyarakat ini juga banyak ya, masyarakat ini ada para blogger 
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juga masyarakat saya pikir media juga. 

ALI 15 Online dan offline ya. 

WW 15 Nah online offline ini kita garap tapi memang luas sekali. 

ALI 16 Kalau Ibu merasa….. gini Bu maksud saya untuk teman-teman yang di industri 
pariwisata, temen-temen para pelaku bisnis pariwisata, menurut Ibu dengan 
kondisi sekarang ini apakah menurut pandangan Ibu sebagai pemerintah 
mereka ini sudah aktif atau belum, atau perlu ditingkatkan lagi, terus apa yang 
Ibu harapkan dari mereka sebenarnya? 

WW 16 E….. jadi begini, saya melihat kita punya teman-teman yang ada di PHRI, kita 
punya teman-teman di Casa Grande, kita punya teman-teman yang ada di 
Asita, kita punya teman-teman yang sekarang di Concierge, kita punya teman-
teman yang di….., tetapi rasa-rasanya mereka ini kalau saya bilang sekarang 
itu kondisinya ya masih benar-benar perlu peningkatan yang luar biasa lagi. 
Saya tidak ngomong ini kurang ya, tapi ini perlu disentuh dengan benar gitu. 

ALI 17 Di sisi apa Bu? Apa mereka berpromosi atau mereka mengembangkan 
destinasi atau sisi apa yang diharapkan? 

WW 17 E….. yang saya harapkan adalah bersama-sama untuk membantu 
mempromosikan ya, yang mempromosikan karena terus terang saja beban ini 
tidak bisa disertamertakan di pundak pemerintah. 

ALI 18 Tapi selama ini Ibu masih merasa e….. teman-teman, saya spesifikan aja kalau 
kita swasta katakanlah hotel, teman-teman hotel itu kurang mempromosikan 
Surabaya, dalam konteks materi promosi, dalam kontek apa namanya….. 

WW 18 E….. kalau saya bilangnya di materi promosi ya, karena ini masih jauh dari 
kurang. Untuk memenuhi angka sepuluh ribu brosur dalam satu tahun aja 
juga nggak mampu kok. 

ALI 19 Ndak mungkin dipenuhi oleh….., maksudnya pemerintah tidak mungkin 
memenuhi. 

WW 19 Pemerintah tidak mungkin memenuhi sampai sepuluh ribu bahkan satu juta 
nggak ada ya. Kita masih diposisi berapa eksemplar aja gitu kan, tapi ternyata 
brosur-brosur ini sangat dibutuhkan oleh mereka. Nah ketika mereka harus ke 
tempat kita terus barangkali kita tidak mampu, karena pasti pertama adalah 
keterbatasan budget, yang kedua kita ini juga ada keterbatasan regulasi. 
Ketika kita minta iklan sponsor itu juga bukan domain-nya pemerintah, yang 
mampu melakukan ekspan e….. lebih memperluas jaringan ini sebenarnya 
swasta karena mereka tidak kena audit yang terlalu ketat, karena kan dari 
audit internal saja. Tapi kan mereka bisa lincah untuk mendapatkan iklan. 

ALI 20 Itu untuk hotel ya Bu. Sekarang kalau kita ke travel, saya lihat kan di Surabaya 
tidak terlalu banyak yang main inbond. Nah ini bagaimana? 

WW 20 Travel, meskipun regulasi kita ini mengatakan bahwa ketika kami 
menggeluarkan tanda daftar usaha pariwisata di bidang travel, kami 



377 

mensyaratkan / meminta bahwa mereka juga ada paket Surabaya. Tetapi dari 
sekian ribu, dari sekian ratus BPW baik itu biro perjalanan maupun agen 
perjalanan itu, hanya sekitar kurang dari 20 yang dia bikin paket inbond. 

ALI 21 Dan dilaksanakan tidak hanya bikin ya?  

WW 21 Tidak hanya bikin. Yang kurang dari 20….. dilaksanakan. Disinilah ada sesuatu 
yang apa namanya yang perlu saya….. kita coba untuk terus dorong ke arah 
mana. Nah ketika kita bilang bahwa hari ini ini kita sampaikan ke mereka 
bahwa tidak pernah laku Surabaya. Lah bagaimana bisa laku kalau masing-
masing pihak selalu pesimis dengan potensi Surabaya. Nah karena itulah 
ketika hal-hal ini dimunculkan / disampaikan, kami melakukan upaya untuk 
lebih dekat lagi dengan biro perjalanan untuk memberikan gambaran. Ini lho 
potensi pariwisata yang bisa dijual, bisa dijadikan paket. 

ALI 22 Dengan kondisi peran serta stakeholder yang ada sekarang ini, apakah Ibu 
puas dengan hubungan Ibu dengan teman-teman hotel ataupun teman-
teman travel? 

WW 22 Sayangnya sangat tidak puas. Saya belum puas dengan hubungan kerjasama 
yang sekarang ini karena masih banyak hal bisa dilakukan oleh teman-teman 
hotel, khususnya dalam hal promosi tentang Surabaya. Saat ini sepertinya 
teman-teman itu berjalan sendiri-sendiri sehingga kurang terjadi sinergi yang 
bagus. Contohnya, hotel-hotel itu tidak memasang brosur pariwisata tentang 
Surabaya di hotelnya baik di lobby atau tempat-tempat strategis lainnya. 
Kalau teman-teman travel, dari sekian banyak travel yang di Surabaya, hanya 
kurang dari 10 travel yang secara konsisten terus menerus mempromosikan 
Surabaya atau menjual paket wisata Surabaya. Jadi saya yang kurang puas 
dengan kondisi yang sekarang ini, artinya hubungan ini bisa lebh ditingkatkan 
lagi. 

ALI 23 Oh, begitu ya Bu. Sekarang saya minta pendapat Ibu sehubungan dengan 
promosi pariwisata kota Surabaya. Kita sudah sama-sama tahu kalau Surabaya 
menggunakan branding “Sparkling Surabaya”, sejak 2005 akhir sampai 
sekarang. Menurut Ibu, apakah branding Sparkling Surabaya ini mewakili 
masyarakat Surabaya, kondisi Surabaya dan budaya masyarakat Surabaya 
sehingga masih bisa dipakai? 

WW 23 Maksudnya bagaimana? Apakah penggunaan branding ini masih relevan? 
Atau cocok? Kalau menurut saya sejauh ini bisa dilihat kita masih 
menggunakan, semua materi promosi kota Surabaya diberi branding Sparkling 
Surabaya. Tentang apakah hal penggunaan tersebut relevan atau tidak 
memang perlu dikaji lagi dengan studi lebih lanjut yang melibatkan 
masyarakat Surabaya dan stakeholder yang lainnya. Namun, bila melihat 
kondisi sekarang ini kita masih melihat Sparkling Surabaya masih bisa 
digunakan, karena sudah mulai banyak perubahan yang terjadi di kota 
Surabaya. Kita merasa kondisi sekarang masih bisa dilihat bahwa Sparkling 
Surabaya masih bisa digunakan untuk promosi kota Surabaya. 

ALI 24 Sebagai pemerintah, usaha apa yang dilakukan oleh Dinas Pariwisata untuk 
mendukung penggunaan Sparkling Surabaya? 
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WW 24 Seperti yang saya sampaikan tadi, kita sampai sekarang masih memegang 
komitmen menggunakan kata Sparkling Surabaya di semua materi promosi, 
mulai dari brosur, leaftet dan promo di media lainnya. Kita juga menggunakan 
Sparkling Surabaya di beberapa fasilitas umum di kota Surabaya. Ada ruangan 
di dalam Dinas Pariwisata juga menggunakan nama Sparkling Surabaya. Di 
semua event kota kita menggunakan Sparkling Surabaya untuk branding kota 
Surabaya. Jadi kami pemerintah kota, dalam hal ini Dinas Pariwisata masih 
berkomitmen menggunakan Sparkling Surabaya, selama belum ada instruksi 
ataupun wacana dari masyarakat bahwa penggunaan ini sudah tidak relevan 
lagi dengan kondisi Surabaya. 

ALI 25 Kembali pada konteks peran serta stakehiolder pariwisata dalam rangka 
pengembangan pariwisata kota Surabaya. Menurut Ibu pola kerjasama yang 
bagaimana yang ideal dilakukan di Surabaya? 

WW 25 Menurut saya, untuk pola kerjasama yang efektif adalah kerjasama yang 
didasari dengan pembuatan MoU antara berbagai pihak. Hal ini yang akan kita 
lakukan dan hal ini sudah bukan wacana lagi, tapi akan segera dilakukan. 
Pembuatan MoU yang dimaksud adalah kerjasama yang lebih intensif dengan 
berbagai stakeholder. Jadi nanti akan ada berbagai MoU antara pemerintah 
dengan pihak swasta seperti hotel dan travel, termasuk obyek wisata dan juga 
kampus-kampus pariwisata, khususnya perihal supply SDM-nya. Jadi dengan 
MoU ini masing-masing pihak akan terikat secara pasti dan ada payung 
hukumnya. 

ALI 26 Baik Bu, sekarang saya bergeser tentang stakeholder yang adalah wisatawan. 
Dalam hal ini, wisatawan juga merupakan salah satu stakeholder yang penting 
bagi perkembangan kota Surabaya. Menurut Ibu, bagaimana peran serta 
mereka selama ini? 

WW 26 Oh wisatawan juga termasuk stakeholder ya? Baik….. selama ini menurut saya 
wisatawan yang datang ke Surabaya rata-rata memang pebisnis, khususnya di 
hari kerja. Namun sekarang mulai banyak juga wisatawan keluarga yang 
datang untuk menikmati kota Surabaya. Untuk wisatawan domestik, masih 
didominasi dari sekitar Surabaya sendiri, maksud saya Jawa Timur. Namun 
untuk wisatawan yang bertujuan binis, banyak juga yang dari kota besar, 
seperti Jakarta, Makassar dan Semarang. Sedangkan untuk wisatawan asing 
ya….. mereka rata-rata tamu yang dibawa oleh agen. Sekarang ini juga sudah 
mulai sering tamu kapal pesiar yang masuk Surabaya. 

ALI 27 Maksud saya, menurut Ibu apakah mereka juga berperan dalam 
pengembangan pariwisata di Surabaya, Bu?  

WW 27 Secara tidak langsung ya, mereka sangat berperan dalam membangun 
pariwisata Surabaya. Artinya kedatangan mereka ini yang membuat Surabaya 
semakin berkembang. Perilaku mereka yang senang berbelanja dan bersedia 
mengunjungi obyek-obyek wisata di Surabaya ini, khususnya di kampung-
kampung, membuat pertumbuhan obyek wisata di Surabaya semakin 
bergairah. 

ALI 28 Baik Bu, kembali perihal stakeholder. Dari stakeholder yang ada , selain 
pemerintah tentunya, stakeholder mana yang Ibu merasa paling susah diajak 
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kerjasama dan paling mudah diajak kerjasama  

WW 28 Maksudnya yang paling susah itu bagaimana? 

ALI 29 Maksudnya susah dalam artian susah untuk diajak koordinasi dan bekerja 
sama dalam melakukan sebuah kegiatan atau pelaksanaan sebuah program. 
Begitu Bu maksudnya. Kira-kira kalau diurutkan bagaimana? 

WW 29 Hem….. kalau menutut saya, semuanya bisa diajak kerjasama dengan baik 
selama ini. Walapun memang tidak selalu demikian. Untuk kerjasama ya 
kadang-kadang yang susah adalah pihak swasta, artinya mereka tidak selalu 
bisa melakukan kegiatan promosi untuk Surabaya, misalnya meletakan materi 
promosi kota di hotel masing-masing. Namun hal ini karena kurang adanya 
sinergi atau kerjasama yang baik juga dengan kami. Kalau dengan travel ya, 
seperti yang saya bilang tadi di awal kalau hanya sebagian kecil dari travel di 
Surabaya yang memiliki paket wisata untuk menjual Surabaya. Kalau 
masyarakat ya wajar saja mereka selama ini bisa bekerja sama dengan baik. 
Kalau memang harus diurutkan ya dengan urutannya dari yang paling mudah 
sampai yang paling susah adalah masyarakat, wisatawan, travel dan hotel. 

ALI 30 Sekarang saya memasuki bagian akhir, Bu. Saya mau tanya, menurut Ibu, 
berdasarkan pengalaman Ibu, apakah Surabaya sudah memenuhi SAPTA 
PESONA yang selama ini menjadi acuan pariwisata nasional? 

WW 30 Hem….. ya kalau menurut saya memang belum sepenuhnya orang Surabaya 
paham tentang SAPTA PESONA, namun secara keseluruhan, masyarakat 
Surabaya sudah sangat paham tentang pentingnya kebersihan, keamanan, 
kenyamanan dan ketertiban. Mungkin yang kurang saja adalah kenangan, 
dimana hal ini berhubungan dengan bagaimana kita bisa menyediakan 
souvenir ataupun oleh-oleh khas Surabaya yang selama ini memang masih 
kita anggap perlu dibenahi secara lebih serius lagi. Jadi begitu kira-kira 
pendapat saya. 

ALI 31 Baik kalau begitu, Bu. Saya kira sudah cukup, terima kasih banyak atas 
waktunya. Mohon maaf bila sudah mengganggu aktifitasnya. 

WW 31 Sama-sama, Pak. Semoga sukses penelitiannya dan nanti hasilnya bisa dishare 
ke kami ya, Pak? 

ALI 32 Tentu Bu. Selamat siang. 
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Appendix B: Interview Transcript - File: Pvb 3 

Interview with Adjie Wahjono – Operations Manager of Aneka Kartika Tours and Travel 

Services 

ALI : Agoes Tinus Lis Indariianto   AW: Adjie Wahjono 

ALI 1 Pagi, Pak Adjie. 

AW 1 Pagi. 

ALI 2 Terima kasih waktunya. Jadi hari ini saya mau mendengarkan sedikit sharing 
dari Bapak tentang bagaimana sih pariwisata Surabaya. Tetapi saya 
sebelumnya boleh dijelaskan, Pak, e…… Pak Adjie, sampai detik ini kan e…… 
di Aneka ini kan sudah sangat lama, kira-kira bisa diceritakan sedikit nggak 
tentang latar belakang Pak Adjie bagaimana bisa sampai posisi yang sekarang 
ini? 

AW 2 E…… perjumpaan saya dengan pariwisata ini sebenarnya e…… kembali ke 
program pemerintah kan? Visit Indonesia Year 1991 yang digagas sama siapa 
ya? 

ALI 3 Joop Ave. 

AW 3 Joop Ave, ya betul pada waktu itu. Nah, tahun apa…… saya lulus SMA kan 89, 
sewaktu itu ketika dihadapkan ke pilihan mau nerusin kemana dan saya 
melihat dari ketertarikan di program ini, jadi makanya terus saya 
memutuskan untuk ee…… mengambil jurusan D3 Pariwisata pada waktu itu 
buka dan saya diterima di Petra. Jadi sebenarnya pada waku itu juga sudah 
diterima di WM, apa namanya…… teknis eh kok teknis, pangan ya? 

ALI 4 Teknologi Pangan. 

AW 4 Teknologi Pangan. Tapi ya mungkin karena memang nasib menuntun saya 
kepada pariwisata jadi saya memutuskan untuk mengambil pariwisata. Nah, 
tahun itu kan saya melihatnya 91 Visit Indonesia Year pada waktu itu kan 
tahun 89, 90 kan jadi saya berpikir setelah nanti lulus D3 kan tepat 
bersamaan dengan gongnya Visit Indonesia Year yang dibutuhkan banyak 
tenaga-tenaga kerja yang siap. Karena saya melihat memang Indonesia, 
biasanya Bali, sedangkan di luar Bali belum terlalu banyak. Ya, jadi singkat 
cerita setelah 91-92 saya lulus magang di beberapa tempat dan akhirnya di 
Aneka Kartika dimana saya juga terus ditawari pekerjaan, kebetulan juga, 
dan ya sampai sekarang di sini karena saya melihat kebetulan e…… waktu itu 
sempat dikasih pilihan juga mau di ticketing outbond atahu inbond ya. Saya 
memilih inbond, jadi ya hal itu apa…… inbond itu yang saya tekunin sampai 
sekarang.  

ALI 5 Ok. E…… Pak Adjie, saya agak narik ke belakang dulu, pendapat Pak Adjie 
tentang pariwisata Indonesia secara umum. Sekarang ini kan pemerintah lagi 
menggencarkan dapat 20 juta wisatawan 2019 dengan menggunakan 2 
brand yaitu Pesona Indonesia dan Wonderful Indonesia, menurut pendapat 
Pak Adjie, bagaimana potensi pariwisata Indonesia dan bagaimana 
penggunaan 2 brand itu? 

AW 5 Ee……. Jujur, pada waktu kabinet baru yang di bidang pariwisatanya e…… ini 
dikepalai sama P3ak Arief Yahya pada waktu pak Arif Yahya dipilih kita, saya 
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paling ndak itu sempat ragu karena kan background Pak Arif bukan 
pariwisata, tapi beliau lebih ke marketing dan di teknologi. Sementara itu 
sebelum itu kan Bu Marie L. Pangestu itu sebenarnya sudah cukup baik. Jadi 
sudah mulai apa namanya…… terangkat cukup baik. Kita sempat 
mengharapkan Ibu Marie Pangestu diteruskan tapi keputusannya berbeda. 
Nah, memang pada awal-awal tahun pertama sempat bingung dan sempat 
ragu tapi kemudian sudah berapa tahun ke sini kita lihat e…… rupanya Pak 
Arif Yahya ini sangat cermat. Jadi dia memang pisahkan Pesona Indonesia 
kan lebih ke domestic, sedangkan Wonderful Indonesia itu untuk inbond 
yang ke sini kan. Kelihatan juga setelah dari beberapa tahun sempat 
berganti-ganti kelihatannya untuk branding kan memang ndak bisa setiap 
setahun atau dua tahun ganti ya. Hal ini sempat sebenarnya juga apa yang 
dipakai seperti sampai sekarang. Kita tahu kalau Thailand itu Amazing 
Thailand, Malaysia kan Trully Asia. 

ALI 6 Singapore, Uniquely Singapore sudah ganti beberapa tahun yang lalu. 

AW 6 Iya, sudah ganti. Betul. Yang strugling itu Philipine, setiap ganti menteri, 
mereka ganti. 

ALI 7 Oh…… gitu? 

AW 7 Iya, ini kan menterinya baru ganti terus kelihatannya mereka mau ganti tag 
line. Nah, sementara industri di sana itu sudah merasa nyaman dengan yang 
It’s more Fun in the Phipiline, karena menteri yang sebelumnya yang sudah 
diganti ini, sekarang kan siapa ya…… yang dari Davao yang sebelumnya itu 
background-nya advertising, Pak.  

ALI 8 Ohh…… 

AW 8 Jadi mereka nyaman setelah dulu ada apa…… WOW…… What of Wonder, 
yang It’s More Fun in the Philipine menurut mereka sudah paling benar. 

ALI 9 Pas ya? 

AW 9 Dan sudah mendapatkan rekor cukup baik. Kenapa harus diganti? Menurut 
saya untuk branding Indonesia sudah di rel yang tepat dan betul-betul harus 
di-split yang domestik sama international. Karena kan e…… tipologi tamu 
beda terus dan saya juga melihat e…… keinginan dari pemerintah untuk 
branding ini kita memang dari industri, setiap promotion material yang kita 
cetak atau kita bikin itu diminta sama dia untuk mencantumkan logo 
Wonderful Indonesia. 

ALI 10 Oh…… ada ya? 

AW 10 Ada. Jadi contohnya gini, Pak, kayak kita ikut IAB gitu ya, kan memang 
difasilitasi itu, Pak, jadi kan mereka terus ini…… oke nanti di flyer atau di 
brosur atau even di kartu nama, tolong logonya ditaruh. Speknya pun jangan 
terlalu kecil, jangan terlalu besar supaya kelihatan to branding. Terus saya 
juga melihat untuk local, saya lihat kalau ada event event yang sifatnya lokal 
maupun tidak terlalu besar pun, kadang-kadang Pesona Indonesia sudah 
dipasang juga logonya di situ. E……gerakannya ini sudah masif dan 
terstruktur begitu lho. Nah, itu untuk membantu apa namanya…… promosi 
di masing-masing relnya dan saya melihat itu cukup. Cukup baik meskipun 
apa yang saya dengar budget dari yang tahun lalu ke tahun ini dipotong. Jadi 
kan saya sempat rasakan 2 tahun terakhir ya itu e…… cukup terbantu dari 
pemerintah itu. Event internasional pun itu sudah banyak yang diikuti dan 
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bukan hanya di pangsa pasar tradisional saja, Pak, karena kan targetnya 20 
juta itu kan loncatnya tinggi sekali, yang terakhir kan 10 ya kalau nggak 
salah? 

ALI 11 Kuatir. 

AW 11 Nah, makanya jadi apa…… pangsa-pangsa pasar yang ini mungkin yang 
mereka anggap potensi mereka mau nyemplung, mau nyoba, plus yang saya 
dengar banyak dari kedutaan, embassy-embassy itu yang diminta dalam 
tanda kutip untuk aktif ikut juga. Jadi kan kayak kita tahu kayak di Jerman 
ada Edibit Barley tapi kadang-kadang kayak di negara Polandia, Rumania, itu 
kan ada event event kecil juga. Kalau kementerian tidak ikut berpartisipasi di 
sana karena sesuatu dan lain hal mereka minta…… 

ALI 12 Double? 

AW 12 Iya, embassy yang ikut. Embassy yang ngeluarin duit untuk ikut apa 
namanya…… buka booth. Ini dikomunikasikan juga ke beberapa e…… teman 
baik yang langsung dari yang dikenal dari embassy itu maupun lewat 
kementerian. Jadi ngundang industry. 

ALI 13 Hotel? 

AW 13 Iya, hotel ya memang difasilitasi tempatnya saja tapi paling tidak membantu 
kan, Pak.  

ALI 14 Flight-nya semua bayar sendiri? 

AW 14 Bayar sendiri. Itu saya lihat sudah mulai jalan berapa tahun terakhir dan saya 
acungi jempol untuk itu. Jadi logo sama promosi tentang Indonesia sudah 
kemana-mana, bukan hanya di market-market yang memang hanya 
tradisional dari tahun ke tahun aja dan saya lihat juga memang terutama 
Bali. Saya bilang Bali karena Bali kan masih jadi barometer ya? Market yang 
berkembang itu kan Cina, karena penduduknya juga banyak kan China? India 
di sana juga e…… pemerintah juga kayak ke Cina ini mereka juga bukan 
hanya ikut pameran yang tur biasa, jadi yang minat khusus pun mereka ikut. 
Diving di Cina, golf itu Cina. Jadi memang semua lini diambil sama 
kementerian Cina. Saya cukup yakin kalau memang ndak ada gangguan 
dalam arti yang macam-macam, stabilitas atau apa…… terus nggak ada 
perubahan di kementerian. E……target itu memang ambisius, Pak, memang 
ambisius. Saya yakin dengan adanya ini e…… saya cukup yakin itu bisa 
tercapai. Karena banyak juga gini…… sekarang mulai disebar, Pak, kalau dulu 
kan Jawa Bali sudah tahu, Jawa. Sekarang yang terutama dari market Eropa 
yang naik daun itu Flores.  

ALI 15 Indonesia timur ya? 

AW 15 Iya, Indonesia timur. Flores. 

ALI 16 Labuan Bajo, Flores? 

AW 16 Garuda kan terbang Jakarta-Labuan Bajo, Denpasar-Labuan Bajo sudah ada, 
Denpasar-Maumere terbang, Pasar Ende terbang. Nah, orang-orang Eropa 
kan memang harus naik Garuda kan? Safety, apa…… segala macam lah. Itu 
membantu, Pak, membantu. Sumba juga. 

ALI 17 Walaupun yang sana Garuda Explorer kan ya? 
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AW 17 Iya. Yang pesawat itu pakai QA tapi kan nasional carier terbang kan bantu 
juga ngangkat. Jadi saya lihat juga e…… ini mereka juga berkembang 
sekarang, menunjukkan ini Visit Indonesia Tourism office. Dulunya ada kan 
cuma di iki tok…… Pak Agoes…… 

ALI 18 Berlin? 

AW 18 Bukan, bukan, e……Asia ada. Ya, Singapore, Malaysia, ada, China ada, di 
Eropa itu Jerman memang ada, baru sama si Bu Eka, Eka Mangkare orang 
Indonesia di situ, e…… Paris Perancis ada buka. Lain-lain saya kira pasti 
sedang dalam proses gitu lho. Itu juga membantu dan Vito ini mereka aktif 
ngundang apa namanya…… media. Agent saya untuk Cambrige, ke sini.  

ALI 19 Ok…… ok. 

AW 19 Jadi itu juga akan e…… membantu.  

ALI 20 Baik, Pak. Sekarang saya mau tanya pendapatnya scope pariwisata Surabaya. 
Artinya Pak Adjie, bagaimana melihat Surabaya ini? Potensinya Surabaya itu 
seperti apa? Lalu tantangannya dan apa ya istilahnya…… ya kelemahan-
kelemahan yang perlu dibenahi itu apa di Surabaya ini? Karena apa…… Aneka 
Kartika sangat konsisten dengan pariwisata Surabaya. 

AW 20 Betul. Tentang Surabaya, gini, Pak Agoes, ya kita tahu STPB kan? Ya, 
sekarang kan semaput nggak tahu itu gimana. 

ALI 21 Mati suri. 

AW 21 Mati suri, betul, mati suri. Kalau apa istilahnya? Snow White. Itu istilahnya 
pangerannya belum datang jadi ndak tahu kapan. Nah, kita bisa tahu sendiri, 
kita bisa cerita, kita sudah ngalami sama-sama, kan pada waktu itu lagi aktif-
aktifnya. Sementara promosi ini kan suatu kegiatan yang harus dilakukan at 
all times, good times bad times. Bad time harusnya mesti lebih intens ya 
kan? Good times lebih untuk mempertahankan posisi. E…… saya melihat 
beberapa kayak kunjungan kapal pesiar yang sekarang kan sudah mulai rutin. 
Ya kan? Itu juga saya boleh bilang mungkin ndak lepas dari gigihnya STPB 
dulu jamannya Pak Yusak, kita kemana-mana apa segala macam terus juga 
kan itu jangka panjang. Terus eee…… semenjak mati suri itu memang saya 
tidak melihat adanya satu apa ya…… Semuanya jadi kembali berjalan sendiri-
sendiri, Pak. Jadi kami sebagai agency yang kantornya di Surabaya meskipun 
kami jualan Indonesia secara keseluruhan tapi berhubung kami kantornya di 
Surabaya ini kan punya obligasi moral untuk apa namanya…… menjual 
Surabaya. Kan ndak lucu juga kantor ndek Suroboyo tamune kok gak ketok 
ndek Suroboyo. Gitu lho. Nah, memang untuk Surabaya sendiri itu 
karakteristiknya kan memang seperti Pak Agoes tadi bilang, bukan resort ya. 
Bukan cultural juga seperti kayak Jogja yang punya Unesco site ya itu. E…… 
apa namanya…… banyak obyek-obyek yang Jawa Timur, jadi itu di luar 
Surabaya semua. Nah, tapi memang keuntungannya sebenarnya Surabaya ini 
kan international gate way. 

ALI 22 Gate way? 

AW 22 Gate way. Betul. Banyak flight yang datang di sini, hotel juga internasional 
juga banyak, ya, tinggal kita ngelolanya gimana. Memang kalau dilihat dari 
karakteristik apa obyek kita yang ada, Eropa tertarik, Pak, tapi length of stay 
nggak akan bisa lama. Karena mereka lebih tertarik langsung keluar. Bromo, 
ijen, Malang, apa segala macam. Sementara yang on Surabaya dan mereka 
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mau stay di Surabaya, Asia Tenggara. 

ALI 23 Oh, Asia Tenggara? 

AW 23 Iya, Asia Tenggara. Karena flight juga banyak dan yang dicari turis-turis Asia 
Tenggara pada umumnya meskipun bisa dikombinasi juga dengan Malang, 
Taman Safari, Bromo, kita bikin nginap di Surabaya sendiri bisa. Nah, kalau 
mereka nginap di Surabaya istilahnya wes ojok metu ndek endi-endi, 
nginepo nang kene, tour Safari Park, mbalik sini lagi. Lha, Eropa? Kan nggak 
mau. Ke Bromo, stay disana. Lebih dekat langsung ucul ke Ijen. Kalau Asia, 
kita bisa. Ok, Bromo, balik sini, terus e…… Taman Safari, balik sini, terus 
Surabaya City Tour, balik sini. Length of stay-nya bisa lama terus apa ya…… 
itu kalau challenge-nya, Pak, ndak ada lagi badan yang bantu promo. Ya, 
ndak ada badan yang bantu promo, terutama keluar. Ini akan sangat 
membantu kalau STPB atau mungkin nanti apa lagi yang mau dibikin baru 
namanya. Apa yang isinya…… ee…… formasinya sudah benar waktu itu ada 
dari government, ada dari stakeholder, kerjanya sama-sama. Itu sebenarnya 
sudah sangat banyak membantu. Kalau saya bandingkan sama Jawa Barat, 
sama Bandung, mereka punya sendiri lho. Jawa Barat Tour apa…… 
promotion…… sendiri. Bandung kota pun punya sendiri juga.  

ALI 24 Bandung Tourism.  

AW 24 Bandung. Iya dari pemkot. Tapi saya ndak tahu gimana ya ini…… saya lupa 
yang mana yang punya? Kayaknya Jawa Barat yang punya. Punya kantor di 
Kuala Lumpur apa Singapore.  

ALI 25 Oooh…… 

AW 25 Ini ndak salah kalau turis Malaysia banyak di sana sekarang daripada di sini 
meskipun flight di sini juga ndak kalah banyak lho, Pak.  

ALI 26 E…… gini, Pak, sekarang saya spesifik ke branding. Kan kita sama-sama tahu 
Surabaya menggunakan Sparkling Surabaya sudah lama dan masih 
dipakailah sampai sekarang ya. Tanpa melihat latar belakang dan siapa yang 
membuat dan sebagainya, bagian promosi, siapa yang membuat hubungan 
Sparkling Surabaya ini, menurut Pak Adjie apakah sudah sesuai dengan 
budaya orang Surabaya sama lingkungan di Surabaya, Pak? Penggunaan 
Sparkling Surabaya ini. 

AW 26 Kalau dilihat itu Sparkling apa namanya…… saya kira sudah sudah cukup 
mewakili. Kalau lihat e…… arti dari logonya kan kalau itu kita mewakili 
masing-masing sunah apa segala macam itu sudah mewakili. Memang masih 
dipakai tapi kan apa ya istilahnya Pak Agoes…… kalau barang kita taruh di 
supermarket ya kita katakan jualan. Memang kalau dulu ada promotion 
board kan selalu ada gembar gembor, ada promo mungkin pakai disetelkan 
lagu atau apa. Jadi orang kan bisa tahu, narik perhatian ya. Mungkin ini 
ditaruh di rak yang paling depan atau apa. Kalau sekarang ini memang logo 
masih ada tapi ya ndak dibuang ya ndak dipromo. Gitu lho. Jadi lama-lama 
kan istilahe out of site, out of…… 

ALI 27 Iya. Sehubungan dengan pertanyaan kedua saya, selama ini Bapak sudah 
merasa kelihatan ndak, Pak, logo-logo itu ada di kota atahpun di event-event 
ada pakai itu ataupun di…… 

AW 27 Kalau event memang saya sempat lihat ada di beberapa…… Di baliho, di 
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apa…… saya sempat lihat. Di kota logonya sendiri kurang. Kalau logo lho ya.  

ALI 28 Kalau obyek-obyek wisata? 

AW 28 Obyek wisata di kota ya? Di kota, kalaupun ada, saya kira kurang anu…… 
kurang eye catching. Saya ndak perhatikan sampai benar-benar ada tapi 
yang saya tahu jelas ya city hall ada, trus dulu di Bambu Runcing Embong 
Macan itu kan tulisan tapi bukan logo lho, Pak, karena kan sebenarnya kalau 
logo kan sudah termasuk tulisan. Nah, kalau tulisan gitu tok kadang kan apa 
ya…… kan kalau branding kita mesti…… 

ALI 29 Lengkap? 

AW 29 Iya, itu.  

ALI 30 Kalau Wonderful Indonesia, Wonderful saja tanpa itu nah bingung……  

AW 30 Bingung, he……eh. Ndak logonya tok, burung Garuda, ndak ada ininya. Tidak 
bermakna apa-apa. Yang saya tahu, yang jelas ketok terang terwoco kan dua 
itu, kalau yang di kota. Kalau yang lain-lain ndak ada kalau istilahnya cuma 
kayak lagi ada event dipasangi iku. Selalu ada tapi kan kecil. Didukung oleh 
cilik cilik gitu, Pak. Nah, mungkin ndak tahu sih kan terakhir setelah ada yang 
prepkom 3 ini kan bersolek ya? Kan ada di beberapa sudut kota ditulisi kayak 
Tunjungan Siola, yang kayak Amsterdam, ada tokonya untuk orang foto-foto 
itu. Kenapa ndak? Dimana dikasih logo juga. Karena kan gini ya, sekarang 
promosi ya…… kalau travel agent tugasnya promosi memang layak dan 
sepantasnya memang nyambut gawene iku kan, Pak, ya? Kalau untuk yang 
dari masyarakat itu kan kadang-kadang kalau ada yang baik itu foto jegrek-
jegrek, Instagram, di-share, itu kan mbantu. Banyak lho itu efeknya. Gitu.  

ALI 31 Pak, hubungannya dengan masyarakat tadi, menurut Pak Adjie, masyarakat 
Surabaya itu apakah juga sudah mewakili atau proteksi dengan Sparkling 
Surabaya? Jadi mereka ini ya sparkling gitu lah, artinya sudah apa belum 
menurut pandangan Bapak?  

AW 31 Kalau menurut saya sih belum, Pak. Karena kalau saya lihat itu kan memang 
sosialisasi sparkling dulu kan waktu gencar-gencarnya STPB. Selepas dari 
STPB tidak melakukan kegiatan branding atau promosi, ya ndak ada yang 
anu…… Pak, ndak ada mengusung panji-panji sparkling lagi. Jadi mungkin 
kalau sudah berapa tahun ndak update, kan mati suri? E…… mungkin hanya 
orang-orang industri aja yang tahu kalau masyarakat mungkin ndak ini…… 
lagi.  

ALI 32 Pak, saya mau tanya lebih spesifik tentang Aneka. Aneka kan sudah lama di 
bidang tour and travel khususnya inbond, yang difokuskan banyaklah. E…… 
Pak Adjie, apa Aneka ini akhirnya latar belakangnya memang memilih inbond 
atau melihat pasar itu berkembangnya inbond atau melihat peluang bahwa 
memang yang pemain inbond tidak banyak gitu lho? 

AW 32 Nah, kalau lihat dari sejarahnya itu, Pak Agoes, dulu memang kita sudah 
memutuskan, e…… pada dasarnya dulu seperti agency pada umumnya kita 
punya semua. Jadi ticketing sebagai bread and butternya terus apa 
namanya…… document handling, outbond, sama inbond. Tapi seiring 
perjalanan itu kok inbond lebih…… selain ticketing, Sama ini ya, Pak, karena 
itu bread and butter, inbond itu kelihatan ya…… itu tadi…… Aneka mulai main 
inbond. Itu kan dipertengahan 80-an, Pak, ya? 80, 85, 86 87, terus ada ke 
Eropa ikut IDB apa segala macam, terus kan balik lagi Visit Indonesia Year itu 
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lho, Pak. Itu anunya…… apanya……? 

ALI 33 Titik point? 

AW 33 Iya, titik point. Nah, itu kan istilahnya gencar, kan lebih banyak yang ke sini, 
ke luar dari Bali. Nah, tahun 91 itu juga kita memutuskan untuk buka cabang 
di Jakarta karena pada waktu itu international flight banyaknya terbang 
Jakarta, kan? Kalau sekarang bisa macam-macam. Bali, Jogja, Surabaya, 
segala macam. Dulu kan banyak Jakarta. Jadi kan flux-nya…… masuknya baru 
dari Jakarta. Nah, dari situ sampai sekarang, inbond salah satu main business 
kita. Dari market, memang dulu mungkin 75 sampai 80 persen bahkan lebih 
mungkin Eropa, selebihnya Asia. Asia Tenggara atau Asia. Nah, semenjak 
kerusuhan 98, itu kan Eropa turun langsung kan? Karena safety, segala 
macam. Kita sudah switch waktu itu ke Asia Tenggara. Asia Tenggara 
sebenarnya kalau masalah rusuh, Asia Tenggara juga nggak ke sini, tapi 
recovery-nya itu jauh lebih cepat, karena kan planning-nya mereka kan 
negara kita dekat, ndak perlu visa dan segala macam. Lebih dekat daripada 
Eropa. Nah, sekarang perkembangan jaman, perubahan landscape bisnis, 
perubahan channel distribusi, segala macam, market pun kita expand. Jadi 
kalau sekarang dilihat mungkin Eropa masih 60%, tetap dominan, 40%-nya 
yang Asia. 

ALI 34 Pak, kalau untuk Aneka sendiri apakah punya strategi khusus untuk bisa 
survive di inbond ini? 

AW 34 Nah, strategi khususnya ini sih, Pak, karena kita tahu size kita tidak terlalu 
besar kalau dibandingkan sama perusahaan-perusahaan yang besar kayak…… 
saya bisa sebut namanya Panorama, terlalu besar lah ya. Kita termasuk 
menengahlah, boleh dibilang kecil, mana mungkin dengan staf. Tapi dalam 
hal ini size doesn’t matter, selama kita tahu apa…… Gini, salah satunya juga 
kita milih partner yang seimbang, Pak. Jadi di luar negeri itu kan juga banyak 
juga agent besar, agent kecil. Kalau kita size-nya gini pick your own size ya. 
Itu istilahnya kalau basket ya gitu pick your own size musuhmu. Nek gede 
wes kon, nek cilik yo kekno koncomu sing luwih gede. Kan gitu, Pak? Supaya 
bisa imbang, komunikasi bisa baik. Dia mendengarkan apa kata kita, dia juga 
bisa kasih advice. Bukan kita didikte, jadi kita pick apa namanya…… yang 
sesuai sama size kita, dan kita selalu ndak berhenti berinovasi di program. 
Kayak contohnya berapa tahun terakhir ini kita develop fotografi trip ya kan, 
terus school groups. Jadi Singapore kan banyak ngirim ianak-anak sekolah. 
Memang program dibiayai sama Ministri of Education, kayak semi-semi CSR 
terus imers sama lokal, gitu-gitu, Pak. Berapa tahun yang lalu dulu kita juga 
develop kayak sport division, jadi yang ngurusin tim sepak bola. Tim sepak 
bola yang mau latih tanding, nyarikan…… itu pernah juga. Cuma ya namanya 
produk itu kan ada life cycle-nya, ada naik turunnya. Waktu itu sepak bola 
sempat turun lagi karena terus rusuh, segala macam. Gak enek duite kan, 
Pak, ya sudah ndak ada ini lagi. Terus juga kita lihat trend, fotografi. 
Kebetulan sudah jalan berapa tahun kita juga develop tour yang…… kan 
Indonesia banyak cultural festival tapi memang kan jarang dikemas 
secara…… 

ALI 35 Masif, gitu ya? 

AW 35 Iya massif. Jadi gini, kayak orang mungkin biasa ke Jogja sama ke Bali tapi di 
tanggal itu kebetulan mungkin di Bali pas onok Galungan, di Jogja pas onok 
Sekaten. Nah, acara tournya kita kemas bukan hanya lihat paradenya tok, 
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endak, Pak. Jadi kayak kalau Sekaten itu kita juga berkunjung beberapa hari 
sebelumnya, persiapannya gimana. Nah, Galungan pun persiapannya 
dimana. Jadi ada muatan culture sama discovery-nya lebih layak. Tapi balik 
lagi. Berhubung kita agent ndak besar, kita juga ndak main mass market 
besar-besar, gitu lho. Nah, selama ini…… hal itu yang kita lakukan supaya kita 
survive sampai sekarang dan memang sudah terbukti. 

ALI 36 Pak, sekarang saya mau tanya tentang di Surabaya ini kan pastinya sudah 
banyak rekanan atau stakeholder yang lain. Pemerintah pastinya juga stak 
holder, ada hotel, ada masyarakat, ada pengunjung juga kita anggap sebagai 
stakeholder. Nah, menurut Bapak, stakeholder mana yang paling 
berpengaruh terhadap bisnisnya Aneka? Mau pemerintah, apakah hotel-
hotel, apakah masyarakat atau pariwisatanya sendiri? 

AW 36 Kalau masalah itu kan sebenarnya kayak gini, Pak, kadang-kadang kalau kita 
mau develop obyek baru atau apa gitu…… ya, kadang-kadang kan genahno 
disik nggone baru tak tekokno tamune. Kebalikkannya kayak airport 
membuka airport atau mau berkembang dulu, berkembang pasti onok wong 
teko, opo iki tekokno disik baru berkembang? Nah, ini saya melihat harusnya 
pemerintah dulu ya. Karena gini, kita sebagai travel agent, stakeholder itu 
kan memang ditugasi dalam tanda kutip sama…… Di luar negeri hampir 
setiap tahun kan yang baru apa…… kalaupun yang lama ada…… 
perkembangan apa. Sementara kalau tidak dibantu sama pemerintah, ya 
kemudahan, infrastruktur dan lain sebagainya, pengembangan kan ya kan…… 
Jadi =saya lihat yang paling anu harusnya pemerintah dulu. Kalau dari hotel 
itu mungkin sama kayak agent. Jadi meskipun saya tahu tidak semua hotel 
itu punya visi yang sama, jadi ada yang lebih ke bisnis. Maksudnya bukan 
turis ya…… tapi saya yakin kalau diberikan pemahaman, bagaimanapun juga 
mereka pasti akan support. Tapi pemerintah yang ini, kan istilahnya gini, 
ngasih penyuluhan ke masyarakat sekitar itu juga kan harus tugase 
pemerintah. Kan gak mungkin kita swasta ngomongi Bu…… niki apa nantik? 
Mau ada ndatengi grup sampaiyan mesti ini…… ini……, kan harusnya kayak 
yang sudah dilakukan Bu Risma be e yo nek onok beberapa. Cuma saya 
nggak tahu itu sifatnya memang sudah di program atau memang pas 
kebetulan waktu itu mau prepkom metu mau apa…… jadi kan di beberapa 
kampung kampung. 

ALI 37 Disiapkan? 

AW 37 Iya, disiapkan setting-an, atau apa…… he…… he…… Kalau cara itu dilakukan 
rutin, dibina, diapakan…… menarik kok, Pak. Karena kan saya lihat juga di 
beberapa anu…… kan ada urban ya…… urban tourism ya? 

ALI 38 Ke kampung-kampung? 

AW 38 Ke kampung-kampung. Tapi kan harus punya ini sendiri…… Kita juga 
sebenarnya ada susun beberapa program yang kayak tur kampong, dalam 
tanda kutip ya. Kampungnya memang sengaja nggak kita tulis karena kan 
untuk resep supaya ndak ditiru orang ya, tapi kan kita juga kita tuliskan di 
situ bahwa setiap kampung punya karakteristik. Ya, kan? Dan selain nanti 
didampingi oleh guide dari asosiasi, ada baiknya juga orang lokal di sana. 
Entah sesepuhnya, apa yang tahu, ada baiknya.  

ALI 39 Jadi pemerintah yang paling berpengaruh ya? 
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AW 39 Harusnya iya, pemerintah. 

ALI 40 Yang paling terakhir itu pengunjungnya atau masyarakatnya? Pengunjung 
sama masyarakat lain ya. Kalau pengunjung orang luar ke sini. 

AW 40 Pengunjunglah. Ya, pengunjung terakhir. 

ALI 41 Kalau saya boleh tahu lebih dalam lagi tentang kontribusi atau peran dari 
Aneka terhadap perkembangan pariwisata Surabaya. Kita sama-sama tahu 
bahwa Aneka Kartika yang paling konsisten dalam mendatangkan inbond 
tourism ke Surabaya. Saya juga dengar, saya yakin juga benar, bahwa 
mungkin tahun depan Aneka punya partner yang bisa mendatangkan cruise. 
Itu kan butuh kontribusi yang sangat besar. Mungkin ada lagi yang bisa saya 
tahu, Pak, kontribusi apa lagi yang selama ini dilakukan oleh Aneka Kartika 
pada pariwisata Surabaya ini? 

AW 41 Ya. Kita sih ndak akan pernah berhenti untuk mempromosikan Surabaya, ya 
kan? Karena kita kan disini. Cara-cara kita ya itu selain aktif ikut 
berpartisipasi kalau ada event-event luar negeri, kita juga aktif ngundang 
partner dari luar negeri atau airlines di sana yang punya jadwal ke Indonesia 
kita undang. Jadi ada 2 macam kan. Kita yang ke luar, di sana kita presentasi 
promosi atau sebenarnya yang paling bagus ya itu, ngundang. Ngundang di 
sini, fun trip ditunjukan. Bisa fun trip agent, bisa fun trip media. Bagusnya sih 
paralel itu atau mungkin idealnya media dulu. Medianya harus selektif, 
media cetak sama media elektronik mungkin ya, kita harus ngeset. Setelah 
media kan biasanya kita minta jadwalnya. Mereka nulis atau mereka kasih 
program itu gimana? Nah, setelah berita sama artikel membanjiri di pasar 
itu, baru kita undang agent, travel agent disana. Karena apa, Pak? Kalau 
agent dulu, ok, agent mau jualan tapi yang dijual agent kan bukan destinasi 
kita tok. Mungkin agent yang niat commited yo wes ok…… ini dol, nang 
Suroboyo anyar. Tapi kadang no…… no…… no…… Suroboyo kok gak tahu 
krungu? Penumpang ya? Kan ndak pernah dengar saya Surabaya, aku nang 
Bangkok ae, yo wes. Oh…… gak gelem Surabaya? Bangkok? Ya, ya sudah dia 
jualan. 

ALI 42 Bangkoknya ya? Ya…… ya…… 

AW 42 Iya, tapi kalau dari media, TV, lama-lama kan orang baca koran. Suroboyo 
onok opo seh? Terus majalah. Lho iki onok Suroboyo. Terus apa mungkin 
ngundang bukan artis atau apa yang sama kayak My Trip My Adventure. 
Orang sudah terbentuk ya, Pak, mindset sudah terbentuk. Suatu ketika 
mereka yang tanya ke agent selain agent-nya juga promosi. Ohh…… iki 
ternyata onok Suroboyo. Kan tadi ceritanya eh…… aku mau Surabaya. Jadi 
cara itu yang sebenarnya efektif cuman ya satu lagi ndak mungkin setahun 
dua tahun. 

ALI 43 Harus konsisten? 

AW 43 Iya, harus konsisten. 

ALI 44 Pak, sekarang ini kalau menurut Pak Adjie, di Surabaya ini yang paling 
dominan stakeholder-nya itu siapa? Kan ada pemerintah, swasta, travel, 
hotel kan swasta, lalu masyarakat dan pengunjung. Nah, tadi harapannya 
adalah harusnya pemerintah, tapi sekarang ini kalau Pak Adjie lihat yang 
dominan itu siapa? 
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AW 44 Kayake swasta. Karena saya lihat juga ada beberapa teman yang mulai aktif. 
Jadi mungkin mereka sudah mulai tahu ini…… nek aku ndak gerak sendiri, 
aku ndak akan dapat tamu. Meskipun kadang-kadang ikut event juga 
disponsori, dibiayai ya tapi mereka sudah mau. Gitu lho. Mereka sudah mau. 
Bahkan kayak ini…… ngomong lebih luas dari Surabaya, Jatim. Waktu itu 
Dinas Pariwisata Jatim ngomong tanya gini…… Ji, aku tahu sih kalau yang ke 
Berlin ke Eropa…… kamu, ada nggak orang lain yang mau kita ajak? Aku 
ngomong ya coba ajaken. Cuma masalahnya gini lho, saya bilang gitu, 
seberapa commited teman-teman lain itu berpromosi di luar negeri? Bukan 
hanya setahun tok lungo nang kono. Setahun mungkin wes keluar uang 
puluhan juta. Kan baru pertama kali. Kalau di Eropa kan secara karakteristik 
mereka kan ketemu pertama nggak mungkin dikasihi anu……, mungkin tahun 
ketiga tahun keempat. Ben tahun metu puluhan juta, gelem gak? Siap 
nggak? Cuma bilang itu, iya sih ya, tapi memang begitu. Secara kontras kalau 
yang Malaysia kan kulturnya sama, ngomong bisa sama ya mungkin pergi 
sekali ooo…… ya bisa langusng dapat ini makanya berbondong-bondong ke 
sana dan kan murah juga sekarang. Jadi ini dua yang berbeda, dua pasar 
yang berbeda, gitu lho. Lha, tapi saya melihat kayak yang Malaysia terutama 
itu kan banyak sekarang teman-teman yang travel agent kecil pun sudah 
punya tamu, karena mereka sudah ke sana dan mereka mau ke sana. Itu kan 
bantu promosi juga, kan? 

ALI 45 Iya. 

AW 45 Ya, gitu. 

ALI 46 Berarti yang kurang dominan, yang paling tidak berdominan siapa menurut 
Bapak? Tadi kan yang nomer satu, nomer dua ini atau yang nomer terakhir? 
Menurut pandangan Pak Adjie? 

AW 46 Sik! Nek pengunjung? Mungkin pengunjung ya, Pak, ya. 

ALI 47 Pengunjung ya? 

AW 47 Iya, tapi gini lho, pengunjung kadang-kadang kan harus dikasih insentif 
dalam artian kemudahan atau mungkin sampai seberapa mau sih si 
pengunjung ini mau ikut mempromosikan. Eh…… nang iku lho apik, nang 
kono, penduduk sekitar? Yo memang kudune karena mereka di situ ya kan? 
Kalau yang sifatnya orang luar mau secara…… 

ALI 48 Sukarela? 

AW 48 Sukarela mempromosikan lah itu gimana? Itu kayake sih pengunjung itu. 

ALI 49 Pak, sekarang mau tanya hubungannya. Hubungan Pak Adjie dengan 
pemerintah itu seberapa jauh? 

AW 49 Pemerintah dalam hal ini Dinas Pariwisata kota? Baik kok. Mereka juga kalau 
ada apa-apa gitu, juga minta masukan, telepon. Kita juga kalau mau perlu 
apa, dukungan apa, kita juga telepon atau hubungi juga dalam kapasitasnya 
mereka membantu semaksimal mungkin. 

ALI 50 Kalau dengan teman-teman hotel, Pak?  

AW 50 Sangat baik. Karena kebetulan kita sudah lama di sini, banyak yang sudah 
lama di sini. Jadi mereka tahu meskipun ada beberapa yang kiblatnya 
mungkin beda, bukan user lah. Itu juga perlu waktu untuk menjelaskan 
karena agamanya seje. Iya…… jadi…… ooh…… gini ta, Pak? Ya udah. Kalau 
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mau dikasih tahu, ya wes saya support.  

ALI 51 Kalau sama masyarakat Surabaya, komunitas-komunitas? 

AW 51 Komunitas? Gini, Pak, bukan berarti saya bilang ndak baik, tapi kan saya 
kurang tahu ada berapa komunitas. Jadi maksudnya hubungan. Yang kita 
tahu ada asosiasi kan. ASITA, terus mungkin apalagi yang ticketing tok, apa 
segala macam. Terus yang aktif sekarang itu kan personalnya ASPI, Asosiasi 
Pekerja Pariwisata. Itu kan kalau ASITA lebih ke kantornya ya? Maksudnya 
PT-nya apa…… 

ALI 52 ASPI itu yang Pak Tris, bukan? 

AW 52 Nggak tahu. Tapi personalnya itu saya kira lebih kuat pengaruhnya karena 
personal, kan? Dan mereka bisa ber anu…… banyak sama ini sih…… kayak 
jaman dulu STPB ada kan sempat ada acara…… Kita tahu ya asosiasi 
pengelola apa, apa, apa. Nah, tapi kan mungkin jarang digathukkan lagi tapi 
seharusnya kalau lebih sering diadakan gitu lebih baik. Jadi bisa. Nah, balik 
lagi kalau digathukkan gitu terus merumuskan mau membuat apa? Kalau 
ndak ada badan promosinya yang mau mbantu jadi corong kan ya 
percuma…… 

ALI 53 Kalau dengan pengunjung maksudnya dengan tamu-tamunya sendiri 
apakah……? 

AW 53 Kalau tamu-tamunya sendiri otomatis kan saya harus…… 

ALI 54 Men-service ya? 

AW 54 Iya. 

ALI 55 Pak, apakah hubungan yang Pak Adjie sampaikan itu sudah puas belum 
dengan pemerintah, dengan teman hotel itu? 

AW 55 Kalau dengan teman hotel saya bilang cukup puas. Kalau dari pemerintah itu 
nek bahasa Inggrise I clould was better. Jadi karena ini ada hubungannya 
saya nggak tahu seberapa penting tourism di pemerintah kota. Gitu lho, Pak. 
Itu kan onok hubungane? Kalau dulu mungkin…… 

ALI 56 Prioritas? 

AW 56 Iya, prioritasnya seberapa? Kan ada pengaruh di situ. Gitu, lho.  

ALI 57 Kalau sama hotel puas ya. Kalau sama obyek wisata sama masyarakat luas? 

AW 57 Cukup puas, cukup puas, karena begini kayak ada beberapa obyek yang 
relatif baru seperti cruise, kan ada beberapa dan grup juga ada beberapa 
yang minta obyek baru kayak rumah Abu Han dan segala macam. Itu kan 
belum benar-benar dibuka untuk umum memang, tapi kalau kita telepon 
kontaknya, ya berhubungan sudah kenal. Terus ada beberapa kayak Pak 
Freddy kan kenal, jadi ada referensi. Jadi kan tahu ini bukan sembarangan 
orang. Yang ini kan, Pak, memang betul-betul travel, bawa tamu segala 
macam. Itu helpful kok, Pak. Terus kayak kemarin tiba-tiba ada tamu cruise 
minta anu…… apa namanya…… mau lihat batik. Dimana? Bukan toko ya. 
Batik? Telepon antar teman-teman, ohh…… bisa, Pak, monggo saged 
langsung ke sana, go show bisa. Gitu lho, Pak. Jadi masyarakat pun 
sebenarnya juga helpful. 

ALI 58 Pak, kalau yang paling susah diajak kerja sama siapa, Pak? Yang pasti hotel 
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endak ya? Antara pemerintah sama masyarakat ini yang paling susah? 

AW 58 Mungkin pemerintah. Pemerintah dalam hal ini kan saya melihatnya punya 
birokrasi jadi kalaupun kita punya gini, gini, mereka nggak bisa langsung 
ngasih keputusannya, kan kepentok. Kepentok di sini……, keterbatasan ini…… 
Kan gitu? Kalau kayak masyarakat kalaupun diajak ketemu, ngobrol langsung, 
mereka bisa melihat manfaatnya dan gak sampai harus mengeluarkan dana 
atau tenaga yang anu…… Saya kira nggak masalah, gitu lho.  

ALI 59 Kalau ini, Pak? Pola kolaborasi macam apa yang menurut Pak Adjie itu bisa 
efektif dan bisa membantu perkembangan pariwisata Surabaya? Kolaborasi 
antar stakeholder ini. 

AW 59 Sebenarnya sih harusnya semua mau di kumpulkan dalam wadah organisasi 
ataupuu asosiasi. Dilakukan pertemuan rutin dianatara semua pihak.  
Asosiasi kan banyak, asosiasi. Sebenarnya kalau mau dikumpulkan lagi, untuk 
menyatukan tujuan. Jadi satu kordinasi yang paling tepat ini, Pak. Kalau gini 
kan kesannya saya kayak jalan sendiri-sendiri meskipun mereka intinya juga 
sama-sama promosi tapi kepentingannya kan dewe-dewe.  

ALI 60 Jadi satu yang mengkoordinir ya? 

AW 60 Iya. 

ALI 61 Menurut Pak Adjie itu yang paling efektif ya?  

AW 61 Iya. 

ALI 62 Yang kurang efektif apa, Pak? Mungkin anggapan wes ndak efektif, yo jalan 
tapi ndak efektif itu. 

AW 62 Gini, beberapa program yang dijalankan pemerintah kota ada kayak……, 
dadine kritik yo iki, yo…… 

ALI 63 Ndak, ndak papa. 

AW 63 Yang saya lihat kayak gini lho. MTF. MTF itu saya lihat kan, ya saya bicara 
sama Monas sebagai konsorsium, sama teman-teman, yang terakhir kan 
memang terlepas dari intrik di belakang itu ya. Kan itu sebenarnya yang 
punya gawe kan……? 

ALI 64 Pemprov? 

AW 64 Pemprov. Dan itu kan table top-nya MTF itu kan part of exhibition, segala 
macam, saya kalau melihat yang itu untuk ekspos tourism-nya itu 
sebenarnya kan hanya di table top-nya, pamerannya sih koyoke……? 

ALI 65 Mengada-ada? 

AW 65 Iyo, dionok-onokno. Gitu lho, Pak, diada-adakan. Jadi kan apa ya? Sementara 
biayanya besar. Nah, sementara itu kalau yang expo-expo yang dilakukan 
oleh airlines, kerja sama entah travel agent atau travel agent sendiri atau 
konsorsium travel agent atau kerja sama dengan bank. Tapi itu untuk 
outbond sih ya, untuk outbond. Itu kan selalu banyak, Pak, tapi kalau caranya 
domestik sama inbond kan harusnya bisa ya, tapi kan gak mungkin kalau 
orang Jawa Timur ngurusi Jawa Timur, kan mesti promosinya, kan mesti 
keluar-keluar, sale. Nah, beberapa caranya itu nggak tepat.  

ALI 66 Ok. Jadi kurang efektif ya? 
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AW 66 Iya. 

ALI 67 Ini bagian terakhir, Pak, maksudnya harapan Pak Adjie tentang peran serta 
stakeholder ini apa? Tadi sudah disampaikan, ada satu badan koordinasi. 
Mungkin harapan kepada teman-teman hotel, teman-teman obyek wisata, 
pemerintah.  

AW 67 Gini, kalau ke pemerintah ya anu…… harapan…… kan pariwisata ini 
multiplayer effect-nya besar dan job creating-nya mustinya besar juga. Apa 
sih? Ngono yo? Untuk lapangan kerja itu kan besar juga. Jadi tolong juga 
diberi perhatian lebih. Budget, segala macam, karena kan promosi tanpa 
budget, nek istilahe Pak Guntur, gak diragati awak dewe iki. Itu tolong 
diperhatikan. Kalau dari teman-teman hotel memang leisure market inbond 
dalam ini bukan kontribusi yang besar untuk mereka, tapi saya berharap 
mereka masih bisa mau membuka pintunya meskipun sedikit. Berapa persen 
dari total kapasitas mereka itu kalau memang mereka mau membuka diri 
dan mau support kalau ada program-program yang intinya juga 
mempromosikan pariwisata Jawa Timur, umumnya Surabaya khususnya itu. 
Kalau dari masyarakat, saya kira kalau dari masyarakatnya sudah oke, Pak, 
cuma harus nggandeng pemerintah. 

ALI 68 Pak Adjie pasti sudah pernah tahu tentang Sapta Pesona, artinya kebersihan, 
keamanan…… Dari tujuh itu, menurut Pak Adjie, di Surabaya sendiri apakah 
sudah melakukan itu? Tentunya saja kalau di bisnisnya Pak Adjie kan 
otomatis sudah melakukan karena bagian dari service tapi kalau Pak Adjie 
melihat itu di Surabaya apa sudah?  

AW 68 Kalau bersih, sudah. Saya melihat di tahun-tahun terakhir banyak yang 
ngomong bersih. Kebersihan, keramahan, saya kira cukup. Apalagi ya? 
Kebersihan, keramahan, terus apalagi ya? Kok lali Sapta Pesona. 

ALI 69 Keamanan, ketertiban, kebersihan, kenangan, keindahan, sama ketertiban 
dan……  

AW 69 Ketertiban di beberapa spot. Kalau kenangan sudah. Ketertiban aja mungkin 
saya bilang yang kadang di beberapa spot.  

ALI 70 Pak Adjie, menurut Pak Adjie, kondisi Surabaya yang sekarang ini seperti ini 
tuh, dalam tanda kutip, siapa yang berperan? Artinya apakah semuanya? 
Atau yang berperan itu siapa sehingga membuat kita sampai titik ini? 

AW 70 Sampai titik ini, oke. Berhubung gini, saya dulu belum aktif di STPB terus 
diminta tolong ikut, kan cawe-cawe sama Pak Yusak, segala macam. Terus 
sampai STPB-nya mati suri. Kalau saya lihat kok dulu perannya STPB itu 
cukup besar ya? Kayak mereka memberikan sosialisasi ke masyarakat sekitar, 
juga dengan sering adanya acara, terus juga artikel-artikel dengan STPB. Jadi 
masyarakat sini tahu, ooh…… STPB iki onok tugase iki. Itu juga saya kira 
membantu, memberikan peran sekali. Nah, kalau sekarang kan kayak 
kebersihan kota cantik itu kan memang banyak masyarakat juga ini ya 
opo…… oh iyo apik saiki Suroboyo tapi kan ndak sampai keluar gitu lho, Pak? 
Koyok opo yo istilahe iku? Promosinya itu kurang terini ya? Sekedar-
sekedar…… gitu aja.  

ALI 71 Sporadis? 

AW 71 Iya, sporadis. Betul, sporadis. Jadi kayak kemarin kan memang gencar 
Tunjungan dipacaki dan memang ada prepkom. Itu gencar. Teman-teman 
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apa istilahe…… pemerhati budaya, terus teman-teman yang senang 
bangunan kuno, kan sempat ini…… oooh bagus…… aku sempat share. Oh…… 
bagus ya, Surabaya, segala macam tapi ya mari ngono mandek meneh. 
Prepkom ndak ada kan ya wes pesane. 

ALI 72 Ya, sudah. 

AW 72 He……eh. Party is over. Ngono tok, lho.  

ALI 73 Pak, ini bagian terakhir. Bagaimana Bapak melihat masa depan pariwisata 
Surabaya ini? 

AW 73 Saya kira masih bagus karena kan istilahnya belum benar-benar di apa ya…… 
belum diurus secara serius, gitu lho. Kalau tak bandingno kayak sekarang itu 
gencar kan Banyuwangi? 

ALI 74 Iya. Bupatinya punya interest dalam dunia pariwisata dan dia punya 
strateginya juga pas. 

AW 74 Pas dan lokasi sama Bali dia dekat dan strategis. Sementara yo wes gak perlu 
muluk-muluk karena kita sudah terlalu jauh, tapi sebenarnya Surabaya waktu 
itu sudah sempat ini…… speak off. Gitu lho, Pak. 

ALI 75 Iya. 

AW 75 Kalau nanti lama-lama dijarno, dijarno, kan tambah lama lak…… itu yang 
sayang. 

ALI 76 E…… tapi ini kan saya lihat kan Pak Adjie kan bulan depan akan mulai cruise 
ya? Berarti kan Surabaya sudah mulai dilirik cruise? 

AW 76 Iya memang, memang sudah 2 tahun, 3 tahun terakhir. Memang gini, kayak 
cruise gitu kan kerja kolektif. Kalau bicara bisnis lebih dalam lagi itu sekarang 
yang contracting tentang cruise atau yang mendatangkan cruise itu ndak bisa 
hanya satu local agent aja, Pak. Itu musti ngomong secara keseluruhan. Jadi 
satu DMC, Destination Management Company, yang besar. Kalau saya di sini 
kan Aneka satu point aja. Tapi saya tahu persis karena saya kan pada waktu, 
waktu STPB masih ada, itu kan memang Surabaya hilang sama sekali. Di luar 
Bali itu kan cuma Semarang tok, mari Semarang langsung Bali. Sekarang kan 
ada Surabaya, Probolinggo. Bahkan ada beberapa kapal yang kecil itu 
mendarat di Banyuwangi.  

ALI 77 Ooh…… 

AW 77 Yang lebih kecil Banyuwangi. Jadi Banyuwangi tok yang kapalnya agak kecil, 
yang berapa ratus…… Sifatnya small expedition itu Banyuwangi. 

ALI 78 Yacht? 

AW 78 Bukan yacht. Cruise tapi yang agak kecil bukan yang sampai 300-400 
mungkin yang isi 150. 

ALI 79 Mungkin yang isi 200? 

AW 79 Ya, ya, betul. Banyuwangi wes an jadi dan saya yakin itu potensinya besar. 
Terus kan wes dibandani ya, terminal kan……? 

ALI 80 Sama Pelindo, ya? 

AW 80 Iya he eh…… Jadi kan kalau nggak…… kan sayang apalagi kalau nanti bisa jadi 
hub, bisa untuk naikkan penumpang di situ juga kan? Orang mau naik apa…… 
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cruise yang kayak stay and cruise gitu kan pasti nginep Surabaya dulu juga 
kan?  

ALI 81 Benar, baru naik cruise. 

AW 81 He eh…… baru naik cruise. Sama kayak di Singapore kan sebelum naik cruise 
musti nginep dulu free atau…… kan? 

ALI 82 Iya, benar. 

AW 82 Kan revenue. Hehe…… 

ALI 83 Tadi kelupaan satu, Pak, menurut Pak Adjie branding pariwisata Surabaya 
sekarang itu apakah secara otomatis membantu pariwisata Surabaya dan 
apakah masih relevan? Apa masih harus……? 

AW 83 Saya rasa masih relevan. Sparkling to? Masih relevan karena istilahnya 
gini…… kayak Thailand pernah ganti kan? Singapore pernah ganti setelah 
berapa lama? Jadi takes time untuk ganti. Sparkling ini memang sudah cukup 
lama tapi pemakaian yang…… 

ALI 84 Intensif? 

AW 84 Intensif. Cuma itu lho, Pak, yang praktis ya cuman STPB itu aja. Setelah itu 
praktis ndak pernah ditinjau-tinjau. Jadi kalau mau ganti kan mesti coba di 
anu dulu…… 

ALI 85 Iya. Jadi masih bisa dipakai ya? 

AW 85 Masih. 

ALI 86 Masih ya untuk mendukung pariwisata Surabaya? 

AW 86 Masih karena begini istilahnya, sparkling kan kembali lagi. Spark opo sih…… 
memancarkan apa ya…… dibilang culture, tidak terlalu kental kultur kita, 
macem-macem ndek kene. Yo kan? Mau dibikin apa lagi? Resort komplit 
dengan pohon kelapa, kita garis pantainya ya kayak gitu, sparkling yang 
paling ini…… 

ALI 87 Ideal ya? 

AW 87 Iya. Sementara ini kalau saya lihat sudah cukup pas. 

ALI 88 Ok, Pak Adjie. Terima kasih.  
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Appendix C: Pictures with Informants 
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Appendix D: National Newspaper Coverages 
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