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Abstract 
This study argues that cross-stakeholder co-creation, which aligns inter-
nal and external branding capabilities, is most effective in converting lo-
cal assets into a coherent place brand; however, it is still limited by for-
malistic participation and institutional disharmony. Tourism village 
branding in Indonesia generally emphasizes promotion without integrat-
ing branding capabilities and co-creation, especially in the context of 
tourism villages. Therefore, we examined Gombengsari (Banyuwangi), 
which is based on coffee and Etawa goats, as a representative case. The 
research objective is to develop an integrated, co-creation-based lens to 
explain how assets are mobilized through the branding process to achieve 
economic outcomes and destination identity. Using a descriptive qualita-
tive approach, data were collected through observation, documentation, 
interviews, and focus group discussions (FGDs) with the government and 
community (purposive–snowball sampling), coded in NVivo, and ana-
lyzed interactively. The findings reveal three key assets, including natu-
ral, institutional, and social, driven by top-down (tiered policies) and bot-
tom-up (community participation and the slogan “Come–Feel–Enjoy–
Stay”) processes. Two brief pieces of evidence: (1) the budget of the 
Tourism Awareness Group (Pokdarwis) of around Rp200 million/year 
limits funding for events and promotions; (2) a farm with ±200 Etawa 
goats produces ±300–500 liters/week, which has been successfully pack-
aged as an educational experience. This article presents a co-creation eco-
system framework that integrates branding capabilities (both internal/ex-
ternal) and co-creation to enhance place branding and local economic 
benefits. Its limitations are its single case study and short temporal hori-
zon, opening up space for comparative studies across destinations. 

Keywords: co-creation; tourism village; branding capability; stake-
holder; Gombengsari 
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INTRODUCTION 
 
Background 

Gombengsari is one of the tourist ur-
ban villages in Banyuwangi Regency that 
utilizes local commodities in its tourism 
branding and has been included in the 29 
best tourist villages in East Java, as well as 
one of the 300 best tourist village destina-
tions in Indonesia in 2023 and 2022 
through the Indonesian Tourism Village 
Award (ADWI) organized by the Indone-
sian Ministry of Tourism and Creative 
Economy (Jadesta, 2023; Kominfo.jatim-
prov, 2023). 

The coffee commodity and etawa 
goat farm in Gombengsari Urban Village is 
a natural asset that can be utilized as a tour-
ist branding and to improve community 
welfare through tourism villages. No spe-
cific data mentions the increase in income 
after tourism. However, the inclusion of 
this tourist village in the developing cate-
gory is one indicator of job creation due to 
existing tourist destinations (Jadesta, 
2023). To support tourism development, 
the Gombengsari Urban Village Govern-
ment specifically involves internal com-
munity participation through the Tourism 
Awareness Groups (Pokdarwis) consisting 
of farmer groups, arts groups, homestay 
business actors, Micro, Small, and Medium 
Enterprises (MSMEs) groups, and youth 
groups. 

Over the past few years, there has 
been a slight increase in the number of vis-
itors entering through the Tourism Aware-
ness Group (Pokdarwis). 

 
Figure 1. Number of visitors to Gombengsari 

Urban Village (2020-2024) (Source: Gom-
bengsari Pokdarwis records, 2024) 

The number of visitors to Gombeng-
sari Tourism Urban Village decreased in 
2020 and 2021 due to the COVID-19 pan-
demic, but saw a significant surge in 2022 
as restrictions eased. Visitor numbers have 
continued to increase, with 264 visitors in 
the first 3 months of 2024, exceeding pre-
pandemic levels. Based on researchers' 
findings in the field, it is known that the ex-
istence of tourist villages has had little im-
pact on community income, especially for 
MSME actors. The average income of 
MSME actors is now almost equal to the 
minimum wage in Banyuwangi, which is 
2.5 million rupiah. Many job opportunities 
have arisen due to the presence of tourist 
villages. People who previously worked as 
laborers or held odd jobs with uncertain in-
comes can now open their own businesses, 
earning better incomes. 

Unfortunately, participation in 
Gombengsari Tourism Urban Village is 
only formal, with some institutional dishar-
mony. In fact, the assets and co-values cre-
ated by Gombengsari tourism actors have 
brought economic benefits to the commu-
nity. It is expected that with community 
participation combined with tourism 
branding, Gombengsari Tourism Urban 
Village will not only develop tourist attrac-
tions but also offer unforgettable tourism 
experiences that become the place identity 
of Gombengsari Tourism Urban Village. 
Reflecting on the above phenomenon, the 
creation of tourism branding in Gombeng-
sari Tourism Urban Village is driven by 
co-creation factors with cross-sector stake-
holders. Therefore, this article will identify 
and explore the role of stakeholders in cre-
ating the branding of Gombengsari Tour-
ism Urban Village. Reflecting on the above 
phenomenon, the creation of tourism 
branding in Gombengsari Tourism Urban 
Village is important to be encouraged by 
the co-creation ecosystem with cross-sec-
tor stakeholders. Therefore, this article will 
identify and explore the role of stakehold-
ers in creating the branding of Gombeng-
sari Tourism Urban Village.   
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Research on rural tourism develop-
ment cannot be separated from the role of 
collaboration between various stakehold-
ers. Basyar et al. (2025) emphasize that 
collaborative governance in cultural herit-
age tourism requires the active involve-
ment of local communities, governments, 
and community organizations to overcome 
complex challenges, ranging from preser-
vation to development needs. Through a 
multi-stakeholder approach, their research 
shows that effective coordination and com-
munity participation are key factors in 
building tourism resilience. In line with 
this, Pham et al. (2022) emphasize the im-
portance of co-creating value in destination 
branding. They found that collaboration 
between tourists, local communities, and 
other stakeholders can create a stronger 
brand identity while increasing tourist loy-
alty to the destination. Thus, the integration 
of the concepts of collaborative govern-
ance and co-creation of value is a crucial 
foundation for understanding how tourism 
village brands are built participatively, as 
seen in the context of Gombengsari Urban 
Village. 

When looking at studies focusing on 
tourism village branding in the Scopus da-
tabase, most of the direction of discussion 
is about the digital brand destination 
(Mardhiyani & Budiastuti, 2021; 
Wulandari et al., 2025), the relationship 
between tourist village branding strategies 
and village image (Karta et al., 2020, 
2021), ecological tourism village branding 
based on customary systems (Mastika & 
Nimran, 2020), and the impact of tourism 
village branding on the local economy (Fa-
jri et al., 2024; Noverani et al., 2023). Few 
discuss branding strategies in tourist vil-
lages through co-creation schemes with 
stakeholders, especially in Banyuwangi 
Regency, which has the most tourist vil-
lages in East Java Province. In addition, 
most of these studies on branding strategies 
were studied using mixed-method methods 
(Karta et al., 2021; Wulandari et al., 2025), 
and one quantitative-based article 
(Noverani et al., 2023), only two articles 

using qualitative (Karta et al., 2020; Mas-
tika & Nimran, 2020), so this research en-
riches qualitative research methods with 
case studies.  

Therefore, this research will contrib-
ute conceptually to branding capability in 
tourist villages integrated with co-creation 
stakeholders to offer a new framework for 
branding capability. To achieve an inde-
pendent and developing tourist village, it is 
necessary to support the co-creation of 
tourism stakeholders who synergize and 
are firmly committed to the progress of 
tourist villages. 

 
LITERATURE REVIEW 
 
Branding Capability  

Branding capability is the ability of 
institutions to gather a series of interrelated 
organizational routines to carry out mar-
keting activities and programs to convey 
consistent brand meaning to consumers 
(O’Cass & Ngo, 2011). Furthermore, 
Odoom et al. mentioned that branding ca-
pability consists of internal and external 
branding. Internal branding consists of the 
ability to identify brand meaning by using 
the brand as a tool of the institution that is 
consistently able to communicate the 
meaning of the brand. Then, employees 
also can support the brand of the institu-
tion. Furthermore, external branding 
means the ability of the institution to mo-
bilize resources from external associations 
with the support of strong connections with 
suppliers. In addition, it includes the ability 
to relate well with stakeholders and gain 
additional skills from partners (Odoom, et 
al., 2017a).  

Odoom, et al. (2017b) explained that 
branding capability consists of the ability 
to utilize institutional knowledge to create 
new brands that meet consumer demand, as 
well as creativity in brand branding and 
mobilizing a set of interrelated institutional 
routines to carry out branding activities. 
Furthermore, Handini et al. (2021) stated 
that developing brand-building capabilities 
is crucial, especially in dynamic environ-
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ments, such as tourist villages. Tourism 
villages need to develop their village 
branding to create a distinct and unique en-
tity with comparative advantages and a 
strong identity, showcasing their charm 
(Karta et al., 2021). Local economic devel-
opment is a collaborative process between 
local governments and communities aimed 
at promoting and maintaining economic 
activities that create jobs (Nancey et al., 
2017). Local economic development can 
also be defined as a collaborative effort 
among government, businesses, non-gov-
ernmental organizations, and the commu-
nity to identify and utilize resources effec-
tively, thereby boosting and developing the 
local economy (Sishadiyati & Wahed, 
2020).  
 
Co-Creation Stakeholder  

Co-creation in stakeholder engage-
ment is a collaborative process in which 
different parties play an active role in the 
development and improvement of a prod-
uct, service or brand (van den Broek et al., 
2020). This approach emphasizes collabo-
rative co-creation of value through shared 
vision and responsibility, which drives in-
novation and sustainability (Rema & Sri-
vastav, 2024). As collaboration involves 
stakeholders, co-creation will produce so-
lutions that are more innovative and rele-
vant to the times (Treasure-Jones et al., 
2019). In addition, this collaborative co-
creation process requires commitment, 
trust, effective and open communication to 
share ideas, resources, and expertise, as a 
result each party can contribute maximally 
(Barandiarán et al., 2019; Bichler & Lösch, 
2019).  

In the context of tourism, this co-
creation of stakeholders enables a more 
personalized and authentic experience 
(Mathis et al., 2016). In addition, co-crea-
tion benefits in tourism branding, such as 
improved destination image, higher visitor 
satisfaction, and economic growth (Rita et 

al., 2024). The concept of co-creation in 
tourism emphasizes the importance of cre-
ating shared value through the involvement 
of various stakeholders, including the gov-
ernment, the private sector, and tourists, 
with information and communication tech-
nology as a strategic instrument to 
strengthen meaningful and sustainable 
tourism experiences (Alharmoodi et al., 
2024). 

The study demonstrates that value 
co-creation occurs when collaboration, 
participation, and knowledge exchange 
take place between tourism service provid-
ers and tourists. Through this involvement, 
added value is created that not only in-
creases tourist satisfaction but also 
strengthens the sustainable competitive-
ness of tourism destinations. Thus, value 
co-creation can be understood as a concep-
tual framework that emphasizes that the 
success of modern tourism depends on the 
ability of various parties to deliver mean-
ingful experiences through joint involve-
ment (Hardini et al., 2015; Solakis et al., 
2024). 
 
Conceptual Framework 

This study develops an analytical 
framework that integrates branding capa-
bilities and stakeholder co-creation. As-
sets, including natural, social, and institu-
tional resources, form the basis of branding 
capabilities (Parmawati et al., 2018). These 
assets are mobilized through internal 
branding (community empowerment, 
Tourism Awareness Group (Pokdarwis)) 
and external branding (government poli-
cies, market relations). Through the co-cre-
ation of values between stakeholders, in-
cluding the government, community, pri-
vate sector, and tourists, the branding of 
Gombengsari can be shaped to generate 
impacts in terms of economic benefits, sus-
tainable tourism, and a unique cultural 
identity. 
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Figure 2. Conceptual Framework 

(Source: Processed by researcher, 2024) 
 
METHOD 
 

This research uses a qualitative ap-
proach with a descriptive type (Creswell & 
Poth, 2018; Miles & Huberman., 2014). 
The research objective explored tourism 
urban village branding carried out by 
stakeholder actors in Gombengsari in tour-
ism development. Data collection was con-
ducted using observation and documenta-
tion methods, as well as face-to-face inter-
views and semi-structured Focus Group 
Discussion (FGD). 

This research was conducted in 
Gombengsari Tourism Village for six 
months (May-October 2023) with eight in-
formants representing the Tourism and 
Culture Office of Banyuwangi Regency, 
the Gombengsari Urban Village Govern-
ment, the Tourism Awareness Group 
(Pokdarwis), the Farmers Group, the 
Homestay Group, the Youth Group, the 
Arts Group, and Micro, Small, Medium 
Entreprises (MSME) actors. In addition, to 
support the validity of the interview data, 
the researcher conducted a two-day focus 
group discussion to discuss issues related 
to the dynamics of synergy between insti-
tutional elements in Gombengsari Tourism 
Village. 

The FGD invited twenty-two people 
consisting of elements who had been inter-
viewed in depth by the researcher. Mean-
while, the observation protocol used during 
the two days in the village involved re-
searchers becoming fully engaged with 

tourism stakeholders in Gombengsari. This 
helped researchers establish stronger rela-
tionships with the individuals being ob-
served (Creswell & Poth, 2018). The selec-
tion of interview informants and the Focus 
Group Discussions (FGDs) employed pur-
posive and snowball sampling techniques. 
The criteria for determining purposive and 
snowball sampling techniques were in-
formants who understood the development 
of Gombengsari Tourism Urban Village 
branding and were directly involved in the 
tourism business processes within Gom-
bengsari Tourism Urban Village. Key in-
formants included those from the Gom-
bengsari Tourism Urban Village, and addi-
tional informants were sourced from the 
Banyuwangi Regency Government, spe-
cifically those in charge of tourism. The so-
ciogram of research informants can be seen 
in the chart below. 

Based on figure 3, variations in data 
collection were carried out to obtain valid 
data according to data triangulation tech-
niques. The interview results will be tran-
scribed first to get an overview of the sub-
sub themes using software Nvivo 12 re-
garding the co-creation between stake-
holder actors in developing Gombengsari 
Urban Village branding. Then, the data is 
analyzed using interactive data analysis 
techniques that include data collection, 
data condensation, data display, and con-
clusion to deepen the phenomenon of re-
search findings (Miles & Huberman., 
2014). 
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Figure 3. Sociogram of research informants 

(Source: processed by researcher, 2024) 
 
RESULTS AND DISCUSSION 
 
Identification of Gombengsari Tourism 
Urban Village Assets as Local Tourism 
Branding  

Identification, inventory, and man-
agement of community assets are effective 
strategies to utilize assets as potential in 
tourist destinations (Dureau, 2013). Assets 
are something valuable that can be used to 

increase dignity or well-being (Kim & 
Sumberg, 2015). The results of the re-
search analysis coding using NVivo 12 
plus show that out of the seven assets in 
theory, Gombengsari Urban Village has 
three community assets that can help opti-
mize the development of a tourist village, 
namely natural, institutional, and associa-
tion (Dureau, 2013), as shown in Figure 4 
below.

 

 
Figure 4. Sociogram of local natural assets 

(Source: Processed by researcher, 2024) 
 

Based on the field study results, this 
village has four sub-urban villages: Gom-
beng, Kacangan Asri, Lerek, and Suko. Po-
tential tourism value assets can be seen in 
each of these sub-urban villages. Each sub-
urban village has its uniqueness, natural at-
tractions, and products produced by nature. 

However, a prominent resource found in 
all sub-urban villages is the coffee plant. 
Coffee is a commodity of superior produc-
tion in Gombengsari Urban Village, bring-
ing high economic effects to the commu-
nity (Musliha, 2022). In comparison, based 
on observing several coffee brands that can 
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be identified in each sub-urban village (Ta-
ble 1) and products other than coffee that 

include superior assets of Gombengsari 
Urban Village (Table 2).

 
Table 1. Identification of Coffee Potential for each Sub-Urban Village of 

Gombengsari Urban Village 
Sub-urban 
village of 

Gombengsari 

Name of 
Coffee 
Brand 

Other-
business 

Partner 
products Ownership Advantages 

Gombeng Suwandi 
Coffee 

Bamboo 
Wicker Prod-
ucts 

- Individual 
with farmer 

Has been mass-
produced to cafes 
and restaurants 

Kacangan 
Asri 

KASELA 
Coffee - - Individual Coffee types that 

have many variants 

Triskele 
Kahyangan 

Plaited sticks, 
GNC 
Agrotourism, 
Bagiak Coffee 

Organic fer-
tilizer, plant 
seeds, and 
honey cattle 
products 

Individual 
with farmer Traditional pro-

cessing without 
machines 

Suko 

Seblang 
Coffee - - Individual 

Dua Putra 
Coffee 

Traditional 
coffee shop - Individual 

Has a coffee shop 
made of woven 
bamboo 

Lerek 

Lego Cof-
fee 

Plantation ed-
ucation tour - Individual 

with farmer 

Holding a Coffee 
Flower Festival 
every harvest sea-
son 

Rejo Coffe - - Individual Superior certified 
coffee quality 

Source: Result of observation and proceed by researcher (19 May-13 December 2023) 
 

Table 2. Identification of Potential Asset Other than Coffee Products 
in Gombengsari Urban Village 

Product Description of potential asset strengths of the 
village 

Employment Cost 
Range 

Etawa 
Milk 

The Etawa goat farm serves to sell and buy goats 
and their milk products. The farm has around 200 
goats, Etawa can produce an average of 300 to 500 
liters each week. The farm also offers educational 
tours of Etawa milk processing, so visitors can ex-
perience milking and drinking milk directly from 
the goats. 

1 person 1 liters 
costs IDR 
20,000 – 
IDR 
24,000 

YAKIN 
Chips 

This individually-owned chips MSME is produced 
with cassava and taro as the basic ingredients. 
These chips have a savory taste and distinctive gar-
lic aroma that distinguishes them from other chips. 

1-2 persons IDR 5,000 
per 200 
gram 

Jambe 
NOM 
Juice 

This product was initiated because the price of 
jambe is getting cheaper, so an innovation 
emerged to make a nom jambe juice drink at an 
affordable price. 

1-2 persons IDR 7,000 
per cup 

Source: Result of observation and proceed by researcher (19 May-13 December 2023) 
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The development of natural and ru-
ral tourism areas is expected to contribute 
to local income, create business and em-
ployment opportunities, and simultane-
ously support the conservation and preser-
vation of natural and biological resources 
(Kusuma & Oktawirani, 2024). In line with 
this, the identification of superior assets of 
Gombengsari Urban Village, as shown in 
Tables 1 and 2 highlights natural assets and 
processed products as key potential asset. 
Therefore, these assets have great potential 
to be developed into high-value-added 
products to improve the village communi-
ty's welfare (Kim & Sumberg, 2015).  

However, it should be noted that the 
utilization of these natural assets needs to 
be done carefully, meaning that it needs 
sustainability aspects by paying attention 
to the balance between exploitation and 
conservation to maintain the environment. 
This needs to be done with a community-
based asset management strategy (García, 
2020). Community-based asset manage-
ment is supported by effective institutional 

governance because these institutions play 
an important role in creating a business 
ecosystem conducive to optimally manag-
ing community assets (García, 2020). 
Therefore, the institutional aspect needs a 
more formal structure to strengthen collab-
oration between sectors.  

Institutionalization is an important 
community asset for the growth of Gom-
bengsari tourism because the existence of 
this institutional asset can encourage col-
laboration between various stakeholders in 
formulating policies, managing resources, 
and increasing the competitiveness of tour-
ist destinations. Tourism development pol-
icies become the basic guidelines for im-
plementation at the local level. 4 institu-
tions directly or indirectly play a role in 
tourism development in Gombengsari Ur-
ban Village, namely vertically from the 
central government institutions, local gov-
ernments, provincial governments, district 
governments, and village governments. 
The results of the NVivo 12 plus analysis 
can be seen in Figure 5 below.

 

 
Figure 5. Sociogram of local institutions 
(Source: Processed by researcher, 2024) 

 
Based on the review of research re-

sults in the development of tourism in 
Gombengsari Tourism Urban Village, the 

central government, through the Ministry 
of Tourism and Creative Economy, priori-
tizes the Village policy as a tourist destina-
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tion through Law No. 10 of 2009, so one of 
the focuses of its policy direction is to 
make the village the center of the local 
economy through optimizing the potential 
of the village with tourism through Law. 
No. 6 of 2014 concerning Villages. Fur-
thermore, the East Java Provincial Govern-
ment conducts policy accommodation, in-
tegration, coordination, and synergy with 
the central government through the frame-
work of the East Java Province Regional 
Tourism Development Master Plan 2017-
2032. 

The Banyuwangi Regency Govern-
ment further elaborated the Tourism Mas-
ter Plan in Regional Regulation No. 1 of 
2017 concerning tourist villages with tech-
nical regulations through Banyuwangi Re-
gent Decree Number: 
188/202/Kep/429.011/2021 concerning the 
Determination of Tourism Villages in 
Banyuwangi Regency. The decree states 
that the superior tourist destination objects 
of Gombengsari Urban Village is coffee 
commodities and etawa goat farming edu-
cation. Then, supporting destinations are 
natural tourism in the form of Asmoro 
Peak, Tirto Kemanten Waterfall, Ka-
liklatak Plantation, and Suko Pine Tourism 
Area. In implementing this policy, the 
Banyuwangi Regency Government imple-
ments a tourism development strategy 
through 3A, namely attractions, accessibil-
ity, and amenities, and adds elements of the 
uniqueness of Banyuwangi Regency. 
Banyuwangi Regency has created a brand-
ing image, namely "Majestic Banyu-
wangi," which means splendor, and "the 
Sunrise of Java" (Efendi, 2017; Riswari, 
2018) . As a form of local government 
commitment to Gombengsari Tourism Ur-
ban Village, the Banyuwangi Regency 
Government regularly organizes an annual 
event entitled "B-fest," one in Gombeng-

sari Urban Village. This is a means to in-
troduce Gombengsari Tourism Urban Vil-
lage as an educational tourism destination 
focusing on coffee, from picking, sorting, 
drying, and roasting to brewing coffee 
(tempo.co, 2023). 

In addition to the commitment and 
policies driven by the Regency Govern-
ment, one of the main drivers of tourism 
development lies with the Gombengsari 
Urban Village Government. The commit-
ment of the Head of Gombengsari Urban 
Village to develop tourism became the en-
try point for organizing tourism develop-
ment in Gombengsari Urban Village. This 
commitment is reflected in various initia-
tives, such as strengthening the tourism ur-
ban village institution, empowering the 
community through tourism awareness 
groups (Pokdarwis), and managing natural 
and cultural resources as tourism assets. To 
create a sustainable tourism branding strat-
egy, the village head acts as a facilitator be-
tween the interests of the local govern-
ment, local businesses, and village com-
munities. In addition, the program strategy 
is also oriented towards strengthening hu-
man resource capacity, improving support-
ing infrastructure, and promoting tourism. 
This is done to attract more tourists and im-
prove the welfare of the local community. 
As part of the village government's com-
mitment, the existence of the Tourism 
Awareness Community Group (Pokdar-
wis) is an association of social assets that 
can contribute to tourism development in 
Gombengsari Tourism Urban Village. 
Tourism Awareness Community Group 
(Pokdarwis) Gombengsari plays an im-
portant role by organizing community 
groups to participate in village tourism de-
velopment activities, as analyzed using 
NVivo 12.
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Figure 6. Sociogram role of Tourism Awareness Group (Pokdarwis) 

(Source: Processed by researcher, 2024) 
 

Based on the research results, six 
community groups play a role and syner-
gize with the Tourism Awareness Group 
(Pokdarwis), namely a combination of 
farmer groups, MSME groups, arts groups, 
youth groups, homestay groups, and 
breeder groups. The integration of these di-
verse community groups illustrates the 
process of community development, which 
involves strengthening internal capacities 
and fostering external collaboration. This 
holistic approach contributes to the 
achievement of smart community out-
comes, including smart tourism, smart 
economy, smart collaboration, and smart 
sustainability (Sarmita & Hu, 2024). Syn-
ergy is carried out structurally by integrat-
ing these community groups into the Gom-
bengsari the Tourism Awareness Group 
(Pokdarwis) structure. As the following in-
formant explained, the branding strategy 
that has been carried out and has become a 
shared value of the Tourism Awareness 
Group (Pokdarwis) in tourism manage-
ment is to come, feel, enjoy, and stay. 

“We have done four, and the concept 
has come, feel, enjoy, and stay. So, how 
do we make tourists come to our village 
to learn about the potential of Gom-
bengsari? The first branding is coming; 
how do people come; what we do is cre-
ate events, so by creating events, we 
consider one way to bring in people at 
events we create interesting, unique 

concepts not yet in other places so that 
people who come there not only come 
to see but also do things like this there 
is a coffee festival event. When people 
come, what do they do? They partici-
pate in the picking process, which is a 
process of roasting, mashing, and 
brewing until drinking; there are also 
bazaars and art performances... The 
second is the feeling of being in Gom-
bengsari. What we present is the con-
cept of an unspoiled village. We do not 
build objects or destination places; we 
are more natural, for example, a com-
munity garden like this, because feeling 
a new atmosphere is unique, so people 
coming to Gombengsari feel a new one. 
In the city, they see tall buildings and 
fancy houses. However, if they come to 
our village, they are invited to the com-
munity garden; for example, we use a 
pickup truck, and the food menu is tra-
ditional, so there is something new be-
cause people will be interested in us. 
They feel a new atmosphere, coming 
with an event, feeling something new. 
The third is that there is an enjoyment 
that people if they have felt, will enjoy 
what they enjoy in Gombengsari Urban 
Village. We have prepared the culinary, 
and several MSME products are pre-
sented for tourists to enjoy so that when 
they enjoy staying, people usually feel 
that they enjoyed this stay. So, we pre-
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pare the homestay” (business actor and 
head of the Tourism Awareness Com-
munity Group (Pokdarwis), male, 
2023). 
 

The branding movement carried out 
by the Tourism Awareness Group (Pokdar-
wis) forms a shared value system that sup-
ports tourism development in Gombeng-
sari Tourism Urban Village. However, the 
Tourism Awareness Community Group 
(Pokdarwis) space for movement is limited 
to fulfilling tourism strategies due to the 
limited resources that the Tourism Aware-
ness Community Group (Pokdarwis) lacks 
in managing tourism in Gombengsari Ur-
ban Village. This results in weak solidity 
of support from members, as can be seen 
from the following information. 

“Well, most of these POKDARWIS 
manage one destination object, but in 
Gombengsari, it is different; Gombeng-
sari manages several existing poten-
tials from the agricultural sector, natu-
ral tourism sector, homestays, and 
MSMEs. However, branding pro-
cessing systems and financial manage-
ment are based on several groups. In-
deed, the development of potential is 
carried out independently. However, 
because this emerged from the initiative 
of the actors, this remains their capital. 
So, we from POKDARWIS also do not 
directly intervene in the financial as-
pects. However, regarding develop-
ment, POKDARWIS has its role and 
strategy” (business actor and head of 
the Tourism Awareness Community 
Group (Pokdarwis), male, 2023). 

 
The management of POKDARWIS 

is also affected by limited access to re-
sources, especially funding for operational 
activities. Financially, the Tourism Aware-
ness Community Group (Pokdarwis) activ-
ities come from the Gombengsari Urban 
Village Government's budget of approxi-
mately Rp 200 million annually. The 
budget is considered less than optimal be-
cause it must still be shared with other ac-

tivities. Therefore, the Tourism Awareness 
Community Group (Pokdarwis) uses an in-
dependent fundraising strategy. For exam-
ple, through Corporate Social Responsibil-
ity (CSR) schemes, networking with the 
private sector, state-owned enterprises, and 
banks. However, these funds can only be 
accessed for incidental activities and di-
rectly to business groups. So, the role of the 
Tourism Awareness Community Group 
(Pokdarwis) is only as a forum to introduce 
tourism in Gombengsari Urban Village, 
and the managerial is left to each business 
actor. However, this CSR scheme is lim-
ited to physical development grants, so it 
cannot support organizing tourism events. 

“Nowadays, CSR is not funding but di-
rect development, so I built it, like in 
Kemiren. Meanwhile, we also have lim-
ited land. Once, PLN and Pertamina 
wanted to make a laboratory about cof-
fee, so they needed land to be donated. 
They do not want to buy land but with 
grants” (business actor and the Tour-
ism Awareness Community Group 
(Pokdarwis) Management, male, 
2023). 

 
Unfortunately, the Tourism Aware-

ness Group (Pokdarwis) strategy that pro-
vides flexibility for its members to manage 
their respective businesses is considered 
weak. the Tourism Awareness Group 
(Pokdarwis), as a forum for tourism devel-
opment, has not optimally and integrated 
promoted the existing tourism potential, 
which is the responsibility of the business 
actors in Gombengsari Urban Village. 

In addition, Gombengsari's status as 
a village instead of a village also affects the 
performance of the Tourism Awareness 
Community Group (Pokdarwis). This 
makes the performance of the Tourism 
Awareness Community Group (Pokdar-
wis) not optimal because institutional poli-
cies and regulations have not supported 
tourism development in the village area. 
However, Gombengsari Urban Village 's 
tourism activities are supported by the lo-
cal government's physical facilities and in-
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frastructure, including the Tourist Infor-
mation Center (TIC), Kalipuro Coffee 
Center, and traditional roasting equipment 
used to process coffee. 

This tourism development has a pos-
itive impact on improving the community's 
economy (Musliha, 2022). Knowledge 
transfer is obtained directly from tourism 
activities either through festivals with the 
government, baristas, academics, or busi-
ness people from other regions, such as the 
following information from informants. 

“Before we engaged in coffee tourism, 
the price was low. Among farmer mid-
dlemen, the price was low. Because it is 
necessary to increase farmers' 
knowledge in marketing, we need infor-
mation about marketing this coffee 
when the price is high, so we combine 
it with our destination tourism educa-
tion. The more understood educational 
visits can increase the potential or op-
portunity for direct buyers. As a result, 
making this coffee has a few stages di-
rectly to the barista restaurant, so our 
goal is to hold the education so that 
many people come to the restaurant” 
(business actor and the Tourism 
Awareness Community Group 
(Pokdarwis) Management, male, 
2023). 

 
Identifying natural, institutional, 

and social assets in tourism development in 
Gombengsari Urban Village has succeeded 
in improving the community's economy. 
Coffee has grown into a shared value by 
the community because the community in-
directly agrees on the economic and social 
impacts of coffee utilization(Tucker, 
2017). The presence of coffee indicates 
this in almost every resident's yard. The ex-
istence of tourism development provides 
the community with an understanding of 
the added value of coffee. In addition, cof-
fee packaged as a tourist experience can 
provide value that becomes a visitor's 
memory (Widowati et al., 2019). Likewise, 
other objects, if each tourist attraction con-
sistently implements the shared value 

formed by the Tourism Awareness Group 
(Pokdarwis) institution in coming, feeling, 
enjoying, and staying, the economic and 
social effects for the community will come 
along with the development of the assets 
owned (Qin et al., 2024). 

Although assets are important to op-
timize, the flexibility of tourism asset man-
agement in its management also has weak-
nesses that are limited in management to 
intervene (Dwyer et al., 2014). This results 
in the dynamics of relationships between 
actors in tourism management, causing the 
dominance of certain actors with more con-
trol over the resources and capital com-
pared to those with limited elements (Saito 
& Ruhanen, 2017). Therefore, it is im-
portant to study further research findings 
related to the balanced approach to tourism 
governance in Gombengsari Urban Vil-
lage. 
 
Gombengsari Tourism Urban Village 
Branding Strategy with Bottom-Up & 
Top-down Approach 

Strategies in determining the brand-
ing of tourist villages affect the economy 
of the community, the uniqueness of the 
community, and the sustainability of tour-
ist destinations (Aidoo et al., 2024). Based 
on field findings, there are two managerial 
strategies in developing the branding of 
Gombengsari Tourism Urban Village, 
namely bottom-up and top-down pro-
cesses. The top-down strategy in branding 
Gombengsari Tourist Village is the process 
of creating branding carried out by the 
Ministry of Tourism and Creative Econ-
omy, Provincial Government, Culture and 
Tourism Office of Banyuwangi Regency, 
and then integrated into tourism policies in 
the Gombengsari Urban Village Govern-
ment. Meanwhile, the bottom-up strategy 
is the creation of branding that comes from 
the aspirations of community participation 
based on the assets owned by the commu-
nity, which has the potential to develop 
tourism urban village branding. The two 
strategies complement each other, as the 
following information from the informants 
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shows. 
“Actually, if you look at it from the 
(branding) side, the name depends on 
the community and the local village 
government, not us. We will back up, 
meaning that they are the ones who 
run; for example, when we formed the 
Kemiren Safari Park Tourism Village, 
friends in this institution attracted sev-
eral stakeholders who were mentioned 
earlier to be able to realize a tourist vil-
lage. Is that suitable? Like in Gom-
bengsari, if we are top-down like this, if 
the community does not move, it is also 
difficult” (Secretary of the Banyuwangi 
Regency Tourism Office, male, 2023). 

 
The top-down strategy is carried out 

through policy directions and several regu-
lations regarding tourism originating from 
the central government, which are trans-
lated into the East Java Province Regional 
Tourism Development Master Plan 2017-
2032. Connected to the master plan, the 
Banyuwangi Regency Government passed 
a regional regulation on tourist villages. 
This is strengthened implementatively 
through the Regent's decision on tourist 
villages in Banyuwangi Regency, namely 
Gombengsari Urban Village, which can be 
shown by the commitment of the Head of 
Gombengsari Urban Village to creating 
Village branding. The supportive leader-
ship role of the Head of Gombengsari Ur-
ban Village is very important in imple-
menting tourism policy because it is a key 
factor in realizing the identity and attrac-
tiveness of tourist villages (Tresiana & 
Kartika, 2024). 

In addition, the bottom-up strategy 
that creates tourism urban village branding 
built by the community shows that two par-
ties have succeeded in building the brand-
ing of Gombengsari Tourism Urban Vil-
lage, namely business actors and the Tour-
ism Awareness Groups (Pokdarwis) as 
tourism drivers, as information from the 
following informants. 

 
“We are just moving. Yes, the capital is 

reckless. Why reckless? Yes, because it 
is different from what is called our in-
sufficient provision, especially from the 
scientific and academic side, as well as 
other sides, such as funding. Therefore, 
out of desperation at that time, we 
branded Gombengsari for the first time 
in 2015. We designed it in 2015, and 
starting in 2016, we launched the Lego 
Coffee Festival, which, at that time, 
Lego Coffee itself stood for the village's 
"Kopi Lerek Gombengsari." Deliber-
ately, we and the team at that time 
raised the name of the village but did 
not leave the name of the village be-
cause what we wanted to introduce was 
potential in Gombengsari, which at that 
time we started from the Lerek sub-ur-
ban village at the end of the pack, from 
the Kacangan sub-urban village to the 
west end” (Tourism Business Actors of 
Gombengsari Urban Village , Chair-
man of the Farmers Group Association, 
male, 2023). 

 
The creation of Gombengsari Tour-

ism Urban Village branding began with a 
series of festivals that were held consist-
ently from 2015 to 2023. The event was 
also a stage for introducing the community 
to the potential of superior products in 
Gombengsari Urban Village. In addition, 
each year, the festival carries a different 
theme, such as the historical theme of the 
beginning of people's coffee, the tradi-
tional coffee processing process, the com-
petition for the selection of little baristas, 
and the launch of a digital-based integrated 
information center for Gombengsari Tour-
ism Urban Village.  

In addition, the Tourism Awareness 
Groups (Pokdarwis) also implemented a 
tourism management strategy with the slo-
gan, "Come, Feel, Enjoy, and Stay," which 
became a shared value among tourism ac-
tors in Gombengsari Urban Village. The 
existence of this slogan indicates that the 
branding of Gombengsari Urban Village 
also pays attention to tourist destinations 
from the point of view of the visitor expe-
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rience. As a result, from the combination of 
traditional uniqueness, community stories, 
and consistency of the branding strategy of 
tourism actors in Gombengsari Urban Vil-
lage, the place has its branding value for 
the community because it has presented a 
tourism experience that focuses on some-
thing consistent based on its local wisdom 
(Mastika & Nimran, 2020). 

While top-down strategies provide a 
clear framework for tourism development, 
their success depends on synergizing with 
bottom-up approaches. Regulations from 
the government need support and active in-
volvement by the community in determin-
ing the identity and narrative to be built in 
tourism village branding (Qin et al., 2024). 
This is in line with the statement of the Sec-
retary of the Banyuwangi Regency Tour-
ism Office, who emphasized that without 
community participation, the policies 
above will not run optimally. Therefore, 
the branding of Gombengsari Tourism Ur-
ban Village is the result of a combination 
of government policy direction and local 
initiatives that complement each other 
(Widowati et al., 2019). 

To ensure the sustainability of the 
branding strategy undertaken by the gov-
ernment and local community, broader col-
laboration between key stakeholders is re-
quired. Therefore, the creation of a co-cre-
ation ecosystem with stakeholders is a cru-
cial aspect in ensuring sustainability brand-
ing has implications for tourism competi-
tiveness, which will be discussed further in 
the next section. 
 
Shaping a Stakeholder Co-Creation 
Ecosystem for Tourism Branding of 
Gombengsari Tourism Urban Village 

The existence of potential commu-
nity assets and co-values branding strate-
gies in the community makes it necessary 
for Gombengsari Urban Village to create a 
co-creation ecosystem between stakehold-
ers in Gombengsari Tourism Urban Vil-
lage. This is to realize Gombengsari Tour-
ism Urban Village, which can develop into 
a sustainable and adaptive community-

based tourism development model (Treas-
ure-Jones et al., 2019). The ecosystem can 
be realized through the creation of shared 
value based on the participation and active 
involvement of all stakeholders (Rema & 
Srivastav, 2024). Four pillars need to be 
built to realize the stakeholder co-creation 
ecosystem. 

First, there is a need for joint com-
mitment and collaborative governance 
through synergy between the government, 
local communities, academics, the private 
sector, and digital media. This collabora-
tion needs to be carried out in a balanced 
manner through equal distribution of roles 
and functions in cooperation, without the 
domination of any one actor (Leal et al., 
2022). In addition, to ensure the collabora-
tion process continues, it is necessary to 
encourage local figures as policy entrepre-
neurs to bridge the interests of various par-
ties. This is to create inclusive and sustain-
able collaborative governance(Svensson, 
2019).  

In detail, the role of the government 
is to facilitate various stakeholders through 
policies that support the development of 
tourism villages (Rita et al., 2024). Local 
communities play a role in implementing 
tourism strategies through authentic and 
local culture-based experiences (Mastika 
& Nimran, 2020). Academics can play a 
role in developing human resources and in-
stitutions through workshops or training. In 
contrast, tourism industry players and 
MSMEs play a role in supporting the de-
velopment of tourism supporting infra-
structure and developing tourism services 
(Mathis et al., 2016).  

Second, innovation in branding and 
tourism promotion. This is to increase the 
attractiveness of Gombengsari Tourism 
Urban Village through the branding iden-
tity that has been previously developed by 
the Tourism Awareness Group (Pokdar-
wis), namely “Come, Feel, Enjoy, and 
Stay.” The branding strategy must be 
strengthened with supporting strategies to 
be more effective and recognized, such as 
conducting digital marketing on social me-
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dia through advertisements and the in-
volvement of influencers, travel bloggers, 
and travel agents (Leung et al., 2013; Mus-
liha & Adinugraha, 2022). In addition, it is 
necessary to develop innovations in travel 
packages that offer agrotourism and cul-
ture-based tourism experiences that can at-
tract tourists. With this branding strategy, 
Gombengsari Tourism Urban Village will 
become not only a tourist destination ob-
ject but also a center for agritourism edu-
cation and authentic cultural experiences 
(Yin et al., 2024). 

Third, community empowerment 
and strengthening local capacity are im-
portant factors so that the effects of tourism 
can provide economic benefits equally 
(Widowati, Ginaya, & Triyuni, 2019). 
Therefore, training programs are needed 
for MSMEs, farmers, and tourism busi-
nesses related to marketing skills, 
homestay management, and product inno-
vation based on village potential. In addi-
tion, diversification of tourism products, 
such as agrotourism packages based on 
Gombengsari coffee or educational tours 
of etawa goat farms, can enrich the attrac-

tiveness of this destination. By increasing 
the capacity of the community, they can be 
more independent in managing a sustaina-
ble tourism business and able to adapt to 
changing tourism industry trends (Treas-
ure-Jones et al., 2019).  

Finally, adaptive and sustainability-
oriented institutions. The sustainability of 
the co-creation ecosystem also depends on 
flexible and adaptive institutions. Institu-
tionally, the government needs to be adap-
tive in terms of bureaucracy to enable it to 
set a broader tourism sector collaboration 
agenda (Sharma & Malik, 2024). In addi-
tion, it is also necessary to formulate regu-
lations that allow synergies between stake-
holders, both in the form of tax incentives 
for local tourism businesses and easy ac-
cess to capital schemes for MSMEs. In ad-
dition, a system of regular monitoring and 
evaluation of tourism urban village poli-
cies should be implemented to adjust strat-
egies to market developments and tourist 
preferences (Rio & Nunes, 2012). With a 
dynamic institutional approach, tourist vil-
lages can develop organically without los-
ing their local branding identity.

 

 
Figure 7. Framework for Co-Creation Ecosystem 

(Source: Processed by researcher, 2024) 
By considering these four main fac- tors, the collaboration between govern-



E-Journal of Tourism Vol.12. No.2. (2025): 298-317 

 
https://ejournal1.unud.ac.id/index.php/eot 

 
313 

 
e-ISSN 2407-392X. p-ISSN 2541-0857 

 

   

ment policies and local initiatives is the 
main foundation for building adaptive and 
resilient tourist village branding stake-
holder co-creation (Widhianthini, 2014). 
Therefore, the findings of this study con-
firm that an effective tourist village brand-
ing strategy does not rely solely on promo-
tion but also the integration of several ac-
tors involved in the tourism ecosystem 
(Rita et al., 2024). By adopting this frame-
work, it is expected that Gombengsari 
Tourism Urban Village can develop a 
branding system that is not only based on 
government policy (top-down approach) 
but also accommodates local community 
initiatives (bottom-up approach). 

 
CONCLUSION 
 

This study answers the research 
question by showing that the branding of 
Gombengsari Tourism Urban Village re-
lies on natural, institutional, and social as-
sets that are mobilized through a combina-
tion of tiered policies and community par-
ticipation in a stakeholder collaboration 
ecosystem; this mechanism strengthens the 
destination's identity but is still constrained 
by formalistic participation, fragmented 
promotion, and limited funding. Notable 
evidence includes the sustainability of the 
festival from 2015 to 2023, the allocation 
of a the Tourism Awareness Group 
(Pokdarwis) budget of around two hundred 
million rupiah per year, the integration of 
six community groups, the utilization of 
around two hundred Etawa goats with a 
production of three hundred to five hun-
dred liters per week as an educational pack-
age, and a volume of two hundred and 
sixty-four tourist visits in the first quarter 
of 2024, indicating recovery and a positive 
trend. On the economic side, the average 
income of MSME actors is close to the re-
gional minimum wage.  

In practical terms, these findings un-
derscore the importance of strengthening 
collaborative governance, developing an 
annual event calendar that aligns with 
MSME participation targets, enhancing 

digital branding and homestay manage-
ment capacity, and monitoring progress 
based on indicators such as visits, length of 
stay, MSME turnover, and collaboration 
intensity over a six- to twelve-month hori-
zon. The study's limitations include a sin-
gle location, qualitative design, and poten-
tial memory bias; however, the resulting 
framework has the potential to be applied 
to agro-tourism destinations with similar 
institutional configurations and warrants 
testing through multi-site research using a 
mixed-methods approach to measure the 
socio-economic impact and brand resili-
ence of the destination. 
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