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ABSTRACT 
This study aims to reveal the process of shifting city branding that occurred in Madiun City. The 
research method used is descriptive qualitative. This study utilized two types of data, namely primary 
data obtained through non-participant observation in the City of Madiun and interviews with the 
Tourism Sector of the Department of Culture, Tourism, Youth and Sports of the City of Madiun and 
stakeholders in the City of Madiun. Meanwhile, secondary data was obtained from studies of 
government documents and data from the Central Bureau of Statistics. The data analysis technique 
used is the Miles & Huberman Interactive Model data analysis by testing the validity of the data using 
technical triangulation, source triangulation and member checking. 
 
Keywords: City Branding, Shift, City of Madiun.  
 
 

INTRODUCTION 
 
Since the implementation of a decentralized government system through Law of the 
Republic of Indonesia Number 22 of 1999 concerning Regional Government, each 
region/city has the authority to regulate its own government on the basis of regional 
autonomy.(Hikmawan & Maulida, 2019). Regions/cities are competing to promote their 
regions to increase regional income through visitors and investors who come(Cvijanović et 
al., 2018). Regions, cities, provinces, and even countries are competing to do branding so 
that they can get benefits and profits from it(Hall, 1969). Implementing city branding is one 
of the strategic plans that can be implemented to support economic and tourism 
improvements in an area/city(Luthfi & Widyaningrat, 2018). The application of city branding 
makes a city known because it is different from other cities (Kasapi & Cela, 2017). City 
branding is taken from local wisdom, local wisdom has a very high philosophical 
value(Djakfar, 2017). 
 
One of the cities in Indonesia that has implemented a city branding strategy is Madiun City. 
Madiun is a city in East Java that has many famous nicknames. The general public is 
familiar with calling this city as the City of Brem, the City of Pecel, the City of Sepur, the 
City of Girls and the Charismatic City as things that are unique to this city. However, the 
Madiun City government actually implemented a new city branding that was different from 
the previously known nicknames, namely "Madiun the City of Warriors". Embedding a good 
reputation in a city or region enhances a positive image and builds a special place in the 
minds of tourists(Braun et al., 2013). With so many nicknames and a shift in city branding 
from "Madiun the Charismatic City" to "Madiun the Warrior City" this makes the image of 
Madiun City not strong in the minds of the public and tourists. So this study aims to analyze 
the process of shifting city branding that occurred in Madiun City. 
 

LITERATURE REVIEW 
 
City branding is the initial process of introducing regional potential by creating a strong 
positioning in the mind of the target market or target visitors (Yuli, 2011). City branding is 
the process of forming a city's identity so that it has a selling point like a product (Anholt, 
2003). As a product, city branding also includes icons, slogans, exhibitions and other 
promotional media (Adona & Mafrudoh, 2017). In addition, the application of city branding 
is carried out to create a positive image of the city to create a sense of comfort to live in 
(Nurjaman, 2022). With a positive image, city branding helps to promote a city so that it is 
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known by the public and tourists through the uniqueness and superiority of other cities or 
regions. (Merrilees et al., 2009). City branding also offers the concept of selling local 
industrial and tourism products to tourists to gain economic benefits (Prideaux et al., 2006). 
City branding takes the competitive advantage of a city which consists of geographical 
aspects, agricultural aspects and tourism aspects (Miladiyah & Slamet, 2014). With city 
branding, a city can strengthen its competitive advantage thereby creating an increased 
attractiveness for investment and tourists in the city (Paganoni, 2012). 
 
Brands that are formed in the minds of consumers or tourists influence purchasing 
decisions (Ningsih & Vania, 2022). A good image that is formed in city branding will 
influence the decision to visit a city, this has been studied in a good brand reputation that 
can influence the decision to buy a brand (Saputra & Putri, 2022). The equity of a brand is 
simultaneously influenced by integrated marketing communication (Rahayu, 2014). 
 

METHODS 
 

This research was conducted in Madiun City, East Java, Indonesia. This city is a city that 
has many nicknames and has changed its city branding several times. In a product or 
service, changing branding or re-branding that is often done will actually weaken the 
product's positioning and image in the market. To find out how the process that Madiun 
City goes through in the shift in city branding that often occurs, this research was conducted 
using a qualitative approach with a case study approach. Case study research is used to 
comprehensively examine individuals or phenomena (Nury & Prajawati, 2022). Qualitative 
research is usually done in researching research conducted in natural environments (Munir 
& Masyhuri, 2021). Research data obtained from primary and secondary sources. Primary 
data obtained through interviews with informants and non-participant observation. 
Meanwhile, secondary data was obtained through copies of Mayor's Regulations, Regional 
Regulations, and data from the Central Bureau of Statistics. 
 
The informants of this study are the Tourism Sector of the City of Madiun Culture, Tourism, 
Youth and Sports Office and Madiun City stakeholders, namely academics, community 
leaders, and the press in Madiun City. Informants were selected based on people or groups 
who have authority and are involved in changing city branding in Madiun City. Data analysis 
was carried out in four stages, namely data collection, data reduction, data presentation, 
and drawing conclusions. Data collection is the process of collecting data to support 
research conducted through interviews, observation, and documentation. Data reduction is 
the stage of selecting and classifying from the raw data, only data that is able to answer 
the research focus is selected. Furthermore, the data is presented descriptively by 
describing the research findings in detail and thoroughly. The last is drawing conclusions 
based on research findings. 
 

RESULTS 
 

Based on observations it was found that: "City Branding City of Madiun is currently "Madiun 
City of Warriors". Through observation and documentation studies, it was found that the 
previous city branding of Madiun City was: “Madiun the Charismatic City”. An interview with 
one of the academics in Madiun City said: "This depends on the leadership, because the 
branding depends on the leadership." (Informant_2) 

 
In line with Informant_2, the Madiun City Tourism Sector also stated the same thing: 

"That's right, because actually the branding of the City of Madiun itself follows the 
vision and mission of each regional head. So, city branding follows the name of the 
regional medium-term development plan (RPJMD), so that is the elaboration of the 
performance of the mayor's vision and mission. So, the process for becoming 
branding goes through one name, Musrenbang RPJM. Now that is branded as a 
“City of Warrior” like that, so it comes out of the Musrenbang, then after the 
Musrenbang the RPJM is drafted at Bapedda, from Bapedda the results will be 
brought to the DPRD, after that it is approved at the DPRD called the Regional 



 

 
Erdiana & Slamet:  City Branding Shift Analysis…  

 

International Conference of Islamic Economics and Business 9th 2023 | 667  

 

Regulation RPJMD because it is signed by the executive and legislative.After being 
ratified, the RPJM will be implemented annually through the work plan of each 
SKPD.” (Informant_1) 
 

Similar to the previous informants, the people of Madiun City also explained something 
similar: "Actually, the city branding program is based on each mayoral period." 
(Informant_4) 

 
Based on the data obtained, it is clear that the change in city branding experienced by the 
City of Madiun follows a change in regional leadership. Even so, the policy of changing city 
branding still involves stakeholders in its implementation. This can be seen from the 
statement of one informant as follows: 

"Initially there was no discussion as branding. (However) for discussing policies we 
are always involved in city activities, especially in the context of maintaining 
Kamtibmas." (Informant_5) 
 

This statement is reinforced by a statement from one of the residents as follows: 
"I have participated in youth organizations too, right, when it comes to development, 
we usually invite the Musrenbang deliberations. Everyone is gathered, from 
community leaders, youth, and officials, what is the suggestion for 
development?"(Informant_4) 
 

In line with the previous statement, another informant also stated the following: 
"So all college sat together, with the mayor and his deputy, all of them were invited 
to the discussion." (Informant_2) 
 

This process of stakeholder participation is justified by the Madiun City Tourism Sector in 
its following statement: 

“So actually every development planning process that ends in a branding, there's a 
triple helix, right? So the government, universities, and the community or business 
actors, including community leaders, related stakeholders. To explore the local 
wisdom, explore its market value from elements of the community or business actors, 
then if you want to explore the theory, right from the university." (Informant_1) 

 
DISCUSSION 

 
A shift in city branding is a normal thing that happens in a city because city branding is 
based on a vision and mission which also changes following the change in leadership in 
the city. This condition has been understood by city stakeholders and in its implementation 
also includes stakeholders. Decision making by top leaders is also contained in structural 
theory(Nawawi & Hadari, 1993), which states that structurally clear decision making is 
carried out by leaders who occupy the highest structure in an organization. From this it can 
be seen that based on the government structure, the Mayor of Madiun has the highest 
authority in establishing the vision, mission and city branding, so that changes to city 
branding initiated directly by the Mayor of Madiun are in accordance with decision-making 
procedures within the scope of city government. 
 
Based on strategic management theory(David, 2007), the process of shifting city branding 
in Madiun City consists of three stages, namely strategy formulation, strategy 
implementation, and strategy assessment. The strategy formulation in the process of 
shifting city branding in Madiun City begins with the preparation of a vision and mission 
which includes establishing city branding, identifying regional potentials and weaknesses, 
and setting long-term goals. In the process of formulating this strategy, the Madiun City 
Government has the authority to formulate its strategic plan in the form of the RPJM 
(Medium Term Development Plan). After that the second stage is implementing the 
strategy by discussing the RPJM together with stakeholders in the Musrenbang 
(Development Planning Meeting) to receive suggestions and input and absorb the 
aspirations of various stakeholders in the City of Madiun. The RPJM (Medium Term 



 

 
Erdiana & Slamet:  City Branding Shift Analysis…  

 

International Conference of Islamic Economics and Business 9th 2023 | 668  

 

Development Plan) that has passed the Musrenbang stage is then submitted to Bappeda, 
after which Bappeda is then brought to the DPRD to be ratified and signed by the legislature 
and the executive. After being ratified, the RPJM becomes the RPJMD Regional Regulation 
(Regional Regulation of the Regional Medium Term Development Plan) which contains a 
work plan to be carried out by each SKPD (Regional Work Unit) as a direction to achieve 
development goals. The last is a strategic assessment, in this case the evaluation of 
development and implementation of policies that are held by the city government with 
stakeholders which are held regularly. After being ratified, the RPJM becomes the RPJMD 
Regional Regulation (Regional Regulation of the Regional Medium Term Development 
Plan) which contains a work plan to be carried out by each SKPD (Regional Work Unit) as 
a direction to achieve development goals. The last is a strategic assessment, in this case 
the evaluation of development and implementation of policies that are held by the city 
government with stakeholders which are held regularly. After being ratified, the RPJM 
becomes the RPJMD Regional Regulation (Regional Regulation of the Regional Medium 
Term Development Plan) which contains a work plan to be carried out by each SKPD 
(Regional Work Unit) as a direction to achieve development goals. The last is a strategic 
assessment, in this case the evaluation of development and implementation of policies that 
are held by the city government with stakeholders which are held regularly. 
 
The process of implementing the city branding shift in Madiun City also involves 
stakeholders, namely the government, academics, and the community/business 
actors.(Kavaratzis, 2009)stated that city branding is a complex system beyond product and 
service branding because it involves stakeholders from various fields. Through this 
research, it is known that in implementing the city branding strategy stakeholders are also 
involved in decision making. In the process of shifting city branding, the City of Madiun 
uses the concept of the triple helix stakeholder initiated by(Etzkowitz & Leydesdorff, 1995)is 
a combination of cooperation between three stakeholders, namely the government, 
academia, and the community including business and industry players. The government's 
role in the process of shifting city branding in Madiun City is as a regulator as well as a 
controller. The role of the regulator can be seen in the authority in planning and initiating 
changes to city branding which will be carried out through the formulation of the 
government's vision and mission as outlined in the RPJMD (Regional Medium Term 
Development Plan). In addition, the role of the Madiun City Government in supervising the 
implementation of the city branding policy is to accept and listen to the aspirations of other 
stakeholders in the Musrenbang (Development Planning Consultation) or hold regular 
meetings with communities or social organizations in the City of Madiun. 
 
The role of academics in the changes to city branding carried out in the City of Madiun is 
as a drafter of ideas raised from an academic point of view in accordance with their 
respective scientific fields. In the process of shifting city branding to "Madiun Kota 
Pendekar", apart from listening to the aspirations of local academics, the City Government 
is also working with a martial arts professor from Yogyakarta State University. The role of 
the community and business actors in the implementation of city branding set in Madiun 
City is as actors who run the wheels of the economy and feel the benefits of the policies 
set. The community in this city branding policy is also involved in Musrenbang meetings so 
that the government can find out the wishes and needs of the community for the city 
branding shift policy which also includes development plans. Another theory that states 
about stakeholders is the Pentahelix ABCGM, namely Academics, Business, Community, 
Government, and Media(Muhammad., 2017). Thus city branding is a complex policy that 
needs to involve many parties and is not only carried out and implemented by local 
governments, but also involves stakeholders from various groups. The concept of 
stakeholders in shifting city branding involves at least three stakeholders, namely 
government, academics and the general public including business owners. 
 

CONCLUSION 
 

The shift in city branding in Madiun City was initiated by the elected regional head/mayor 
so that a shift in city branding occurs every time the regional head/mayor changes. The 
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process of shifting city branding in Madiun City starts from the stage of formulating the 
vision and mission, preparing the RPJMD, Musrenbang with stakeholders, after which it is 
approved by the legislative and executive bodies. The formulation is carried out by regional 
heads as top management in city government, but in its implementation stakeholders 
consisting of government, academics and the community including business actors are 
also involved. 
 

LIMITATIONS 
This research has the limitation of only examining the process of shifting city branding in 
Madiun City. Meanwhile, there are other cities that have also experienced a shift in city 
branding. To strengthen the findings in this study, further research is expected to examine 
other cities to enrich research findings. 
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