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ABSTRAK 

PLACE BRANDING “BEAUTIFUL MALANG” MELALUI CO-CREATION 

DALAM PENGEMBANGAN PARIWISATA KOTA MALANG 

Lilin Rohmawati 

NPM. 22041010195 

 

Place branding menjadi instrumen penting dalam pengembangan pariwisata daerah 

karena tidak hanya membangun citra kota, tetapi juga mendorong keterlibatan 

multipihak dalam penciptaan pengalaman wisata. Penelitian ini menganalisis place 

branding “Beautiful Malang” dalam pengembangan wisata Kota Malang dengan 

menggunakan teori co-creation dari Rodrigues dan Schmidt (2021) dengan tujuh 

temuan yaitu Creative City’s Brand Identity, Enacting a Creative City’s Brand 

Identity Through Enactment Stakeholders, Destination Marketing Organizations 

and the City’s Value Proposition, The Creative Class as Implicit Enactment 

Stakeholders, Stakeholders’ Encounters and Experiences , Co-creation of City 

Brand Meaning, Contextual Factors. Penelitian menggunakan metode deskriptif 

kualitatif dengan teknik purposive sampling. Data dikumpulkan melalui 

wawancara, observasi, dan dokumentasi, kemudian dianalisis dengan model 

interaktif Miles, Huberman, dan Saldana. Hasil penelitian menunjukkan bahwa 

“Beautiful Malang” dibentuk melalui keterlibatan pemerintah, komunitas, pelaku 

usaha, UMKM, dan wisatawan dalam pengembangan destinasi, penyelenggaraan 

event, aktivitas ekonomi kreatif, serta pengalaman wisata. Brand ini dimaknai 

sebagai citra kota yang indah, nyaman, dan menarik, terutama melalui kekuatan 

heritage, budaya, dan suasana kota. Namun, implementasinya belum sepenuhnya 

optimal karena komunikasi branding belum konsisten, partisipasi sebagian 

stakeholder masih terbatas, serta infrastruktur pendukung wisata belum merata. 

Penelitian menyimpulkan bahwa co-creation berperan penting dalam memperkuat 

identitas “Beautiful Malang”, tetapi memerlukan penguatan kolaborasi, konsistensi 

komunikasi, dan perbaikan infrastruktur agar lebih efektif dan berkelanjutan. 

 

Kata Kunci: Beautiful Malang, Co-Creation, Kota Malang, Place Branding, 

Pengembangan Pariwisata 
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ABSTRACT 

 

 

PLACE BRANDING “BEAUTIFUL MALANG” THROUGH CO-

CREATION IN THE TOURISM DEVELOPMENT OF MALANG CITY 

 

Lilin Rohmawati 

NPM. 22041010195 

Place branding has become an important instrument in regional tourism 

development because it not only builds a city’s image but also encourages the 

involvement of multiple stakeholders in creating tourism experiences. This study 

analyzes the place branding of “Beautiful Malang” in the tourism development of 

Malang City by employing the co-creation theory of Rodrigues and Schmidt (2021), 

which consists of seven dimensions: Creative City’s Brand Identity, Enacting a 

Creative City’s Brand Identity Through Enactment Stakeholders, Destination 

Marketing Organizations and the City’s Value Proposition, The Creative Class as 

Implicit Enactment Stakeholders, Stakeholders’ Encounters and Experiences, Co-

creation of City Brand Meaning, and Contextual Factors. This research used a 

qualitative descriptive method with a purposive sampling technique. Data were 

collected through interviews, observation, and documentation, and were analyzed 

using the interactive model of Miles, Huberman, and Saldana. The results show that 

“Beautiful Malang” is shaped through the involvement of the government, 

communities, business actors, MSMEs, and tourists in destination development, 

event organization, creative economic activities, and tourism experiences. This 

brand is interpreted as an image of a beautiful, comfortable, and attractive city, 

particularly through the strengths of its heritage, culture, and urban atmosphere. 

However, its implementation has not yet been fully optimal because branding 

communication remains inconsistent, the participation of some stakeholders is still 

limited, and tourism-supporting infrastructure is not yet evenly distributed. This 

study concludes that co-creation plays an important role in strengthening the 

identity of “Beautiful Malang,” but requires stronger collaboration, consistent 

communication, and improvements in infrastructure in order to be more effective 

and sustainable. 

 

Keywords: Beautiful Malang, Co-Creation, Malang City, Place Branding, 

Tourism Development 
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