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Abstract
ART,ICLE HISTORY This study aims to develop a substantive theory of sustainable
Received [13 September 2025] . . . - . .
Revised [15 April 2026] city branding in small cities, with a focus on Berau. Using a
Accepted [24 April 2026] qualitative approach. grouhded in Grounded Theory, data were
collected through interviews, observations, and document
analysis, then analyzed iteratively to identify key processes and
KEYWORDS relationships. The findings reveal that successful city branding
Sustainable City Branding, relies not only on natural potential and leadership support but
Small City, Multisector also on complex interactions among multisector collaboration,
Collaboration, Community active community participation, and strategic digital media use.
Participation, Grounded . . . ) .
Theory. The theory emphasizes that sustainability in this context
involves holistic integration of local culture, environmental
This is an open access article | CONcerns, and economic development through concrete,
under the CC-BY-SA license collaborative steps. This model highlights the importance of
®@ active stakeholder engagement and innovative digital strategies
@f.m in building an authentic and sustainable city image. The study
contributes to understanding how small cities can effectively
implement sustainable branding practices through a process of
collective effort and strategic management

INTRODUCTION

City branding (CB) is a creative and innovative process aimed at shaping a positive image
of a city to attract investment, tourists, and future residents, while also enhancing the quality of
life for local inhabitants (AlShaalan & Durugbo, 2024). CB plays a crucial role in increasing
competitiveness and the tourism sector (Sigwele, Prinsloo, & Pelser, 2018). The main elements of
CB include the city's visual identity, stakeholder engagement, and infrastructure, while social
media also plays a significant role in constructing the city's narrative (Mohamad, Adetuniji, Alarifi,
Ismail, & Akanmu, 2022).

Effective CB requires consideration of both driving and hindering factors and the
involvement of local stakeholders to create an authentic identity and improve residents’ quality
of life, as exemplified by Berau (Green, Grace, & Perkins, 2018; Insch & Stuart, 2015). Ecological

Ekombis Review: Jurnal llmiah Ekonomi dan Bisnis, Vol. 14 No. 2 April 2026 page: 1917 - 1928 | 1917


https://jurnal.unived.ac.id/index.php/er/index
https://jurnal.unived.ac.id/index.php/er/index
https://jurnal.unived.ac.id/index.php/er/index
https://doi.org/10.37676/ekombis.v14i2
mailto:evilestari@umberau.ac.id
mailto:safitri_nurhidayati@umberau.ac.id
mailto:marifah_yuliani@umberau.ac.id
https://doi.org/10.37676/ekombis.v14i2
http://creativecommons.org/licenses/by-sa/4.0/

ISSN: 2338-8412 e-ISSN : 2716-4411

and cultural aspects are also vital in developing sustainable and authentic CB strategies (Chan &
Marafa, 2014).

Key drivers of CB as a sustainable tourism destination include digital technology, natural
diversity, stakeholder engagement, and a focus on SDGs (Lestari, Yuliani, & Cahyono, 2025).
However, challenges such as digital competition and dependence on the mining sector persist.
The destination’s image and the use of augmented reality influence digital Word of Mouth, which
in turn strengthens tourists' intentions (Nurhidayati, Brahmasari, Aju, & Ratih, 2024). Additionally,
CB helps create a positive image that reflects the social and cultural identity of the city (Ward,
2005). Brand authenticity is crucial in building a strong CB, as an authentic image enhances
emotional connections with visitors and residents alike (Hanna & Rowley, 2008; Pike, 2009).

Furthermore, citizen participation in shaping the city’s identity significantly impacts the
success of CB (Zenker & Braun, 2010). Effective communication through social media plays a vital
role in establishing relationships with a global audience (Baker & Cameron, 2008; Hanna &
Rowley, 2011).

The integration of corporate branding and place branding is essential to creating a
cohesive city image (Dinnie, 2022). CB considers four dimensions: city identity, quality of life,
investment appeal, and the image held by the international community (Anholt, 2010). Other
findings highlight the important role of local government in the success of city branding,
supporting local economic development (LED), attracting investment, and enhancing the city's
image (Zulu & Phiri, 2021).

Despite extensive research on CB, gaps remain, particularly in small cities like Berau.
Studies on the collaboration between government, business sectors, and communities in
successful CB implementation are still limited (Warren, 2024). Moreover, the influence of social
media in shaping city images in resource-rich areas like Berau remains underexplored.

This research aims to address these gaps by examining the application of CB in Berau,
which faces resource limitations. Previous studies have mainly focused on large cities, while the
roles of social media, multisector collaboration, and resource management based on blue and
green economies in small cities have received less attention. Additionally, local stakeholder
involvement in creating authentic and sustainable identities remains under-investigated. Using
Grounded Theory, this study seeks to deepen understanding of how social media and
multisector collaboration can build a sustainable and authentic CB, supporting the development
of a sustainable economy in Berau.

LITERATURE REVIEW

The exploration of sustainable city branding (CB) has rapidly advanced within academic
research. Studies on Berau’s CB as a sustainable tourism destination have identified key drivers
and barriers; however, the role of local stakeholders in creating an authentic and inclusive
narrative still requires further attention (Lestari et al.,, 2025). The importance of internal
stakeholders and social interactions in shaping city identity is emphasized by Golestaneh,
Guerreiro, Pinto, & Mosaddad (2022).

Digital transformation, as reviewed by Asdourian, Chariatte, & Ingenhoff (2023) and Wan &
Li (2024), highlights the significance of digital communication in CB, especially concerning climate
change and globalization, although many cities have yet to fully leverage these opportunities.

The focus of CB often tends to prioritize economic growth, sometimes at the expense of
environmental sustainability, thereby opening space for the integration of social and ecological
aspects into city branding (Ripoll Gonzalez & Gale, 2023). For example, CB strategies in Jakarta
emphasize eco-friendly development and international events; however, these studies do not
address the specific challenges faced by small cities (Luerdi, 2023).

Sustainable strategies based on cultural tourism have been reinforced, yet research into
the roles of social media and local stakeholders remains limited (AlShaalan & Durugbo, 2024).
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Further, studies by Moreira, Pereira, Lopes, Calisto, & Vale (2023) underscore the importance of
green resources and improving urban quality of life, while Rinaldi, Giovanardi, & Lucarelli (2021)
highlight stakeholder engagement in sustainable CB. Nonetheless, gaps still exist in
implementing blue and green economy-based strategies, particularly in small cities.

Research by Zhang (2019), Joss (2011), Kolotouchkina & Blay Arraez (2015), Aydin & Alvarez
(2020), and Yang, Ye, Pei, Shi, & Pan (2019) offer valuable insights into best practices for
sustainable CB across various contexts. The existing gap lies in how small cities like Berau can
effectively integrate sustainability into CB, harness social media, and manage natural resources
based on blue and green economies. Therefore, further research is necessary to understand
how multisector collaboration and social media utilization can strengthen CB, especially when
tourism and natural resources are central to the city's identity. This approach is considered
meaningful not only to fill the research gap but also to provide an innovative framework relevant
to the current challenges of globalization and sustainability.

METHODS

This study employs a qualitative approach utilizing Grounded Theory methodology to
explore a sustainable city branding (CB) model that integrates local culture, digital media, and
multisector collaboration in Berau, East Kalimantan. Grounded Theory (Glaser & Strauss, 1967;
Martin & Woodside, 2008) was selected because this approach allows for the development of
theory directly grounded in field data, facilitating an in-depth and flexible understanding of the
phenomenon, and producing theories relevant to the local context.

The primary objectives of this research are: (1) to develop a sustainable city branding
model relevant to Berau’s local context by integrating cultural, digital media, and multisector
collaboration aspects; (2) to identify factors influencing the success of city branding in Berau and
the challenges faced during implementation; and (3) to formulate policy recommendations for
local government and stakeholders involved in implementing sustainable city branding.

The research will be conducted in Berau Regency, East Kalimantan, chosen for its rich local
cultural potential and natural resources that can serve as vital components of sustainable city
branding, alongside the challenges in managing tourism and economic sectors.

Key informants include stakeholders involved in the city branding process, such as local
government officials, business sector representatives, community leaders, tourism and branding
experts, digital media managers, and local influencers. The selected informants include: the
Head of the Tourism and Culture Office of Berau, representatives from local businesses,
community leaders and local residents, academics or practitioners with expertise in city
branding and sustainability, and digital media managers/influencers.

Data collection techniques involve: (1) In-depth semi-structured interviews with key
informants to explore their perspectives and experiences regarding city branding in Berau,
focusing on cultural integration, digital media use, and multisector collaboration; (2) Participatory
observation to directly observe social interactions, collaboration processes, and digital media
utilization in city branding activities; and (3) Document analysis of related materials such as
government reports, tourism promotion content, and digital media content.

Participants will be purposively sampled to ensure diverse perspectives from key
stakeholders, with a total of 10 participants (P1-P10), representing sectors such as government
(20%), civil servants (20%), community figures (30%), journalists (20%), and private sector (10%).
This sampling aims to produce rich qualitative data through interviews, observations, and
document analysis, supporting triangulation and bias reduction. For example, P1 from the
Communication and Informatics Department will provide insights into digital promotion and
social media challenges (aligned with Mohamad et al., 2022), P2 from the Culture and Tourism
Department will highlight cultural integration with sustainable tourism (Chan & Marafa, 2014),
while P3 and P10, as civil servants, will discuss policy commitments and budget limitations (Zulu
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& Phiri, 2021). Community leaders (P4, P5, P8) will emphasize the role of local communities in
authenticity and environmental preservation (Zenker & Braun, 2010), journalists (P6, P7) will
analyze media’s role in shaping public narratives and digital Word of Mouth (Nurhidayati et al.,
2024), and P9, a private sector employee, will contribute perspectives on multisector
collaboration and the creative economy (Dinnie, 2022). Ethical considerations include informed
consent, anonymity, and flexible interview modes (face-to-face or virtual), adapted to local
context, thereby strengthening the holistic sustainability analysis aligned with blue, green, and
creative economy themes.

Data analysis will follow the Grounded Theory stages: (1) Open Coding to identify and label
emerging data fragments; (2) Axial Coding to relate categories and identify patterns; and (3)
Selective Coding to develop core concepts that describe the main dynamics of city branding in
Berau, ultimately constructing a broader theory on sustainable city branding based on local
culture, digital media, and multisector collaboration.

To ensure data validity and reliability, several key concepts will be applied: credibility
through member checking and qualitative triangulation (Wang, Hu, & Duan, 2024; Carcary, 2009);
transferability regarding applicability to other contexts; dependability via an audit trail; and
confirmability to ensure findings originate from respondents’ responses rather than researcher
bias, supported by triangulation (Carcary, 2009). The methodology also incorporates qualitative
simulation checks, Multisource Evidence Fusion (MEF-GT), Inter-Rater Reliability (IRR), and Inter-
Rater Agreement (IRA) to enhance transparency (Diaz, Pérez, Gallardo, & Gonzalez-Prieto, 2023).
The Constant Comparative Method (CCM) will be employed for theory development, with
practical validation through member checks and triangulation. Addressing challenges such as
ambiguity and cultural sensitivity requires a reflective and inclusive approach to maintain cross-
cultural validity.

RESULTS

The findings for RQ1 identify the driving and inhibiting factors for the success of city
branding (CB) in Berau, as well as the challenges faced, particularly related to the blue, green,
and creative sectors, the interaction between environmental sustainability and economic growth,
multisector collaboration, stakeholder engagement, and the role of social media in shaping the
city's image.

Table 1

Open Code \ Axial Code Selective Code

"Support from the Regent, Vice Regent, and OPD
is crucial" (P1).

Main Leadership.

Marine tourism potential such as Derawan Islands
becomes the main driver.

Main Potential.

"Marine tourism destinations such as Derawan
Islands" (P2).

Main Destination.

The BRO logo represents maritime, plantation,
and MSME sectors. (P1).

Sector Identity.

Collaboration between government, private
sector, and academia. (P1).

Collaboration.

Youth as promoters through cultural events. (P2).

Community
Engagement.

"Use of social media like Instagram" (P1).

Digital Promotion.

1. Driving Factors

"Program sustainability depends on budget" (P1).

Budget Constraints.

Only 10% of the population is involved in
socialization. "Only about 10% of the total

Limited Socialization.

2. Inhibiting Factors
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population" (P1).

"Website content is still monotonous" (P1).

Limited Outreach.

"No concrete steps related to environmental
protection" (P1).

Digital Management
Lacking.

"Sea and air transportation are still limited" (P5).

Sustainability Risks.

Promotion of blue/green/creative economy
sectors is still minimal (P1).

Low Promotion.

Integration of blue/green/creative sectors as the
central challenge.

Sector Integration.

The interaction between sustainability and
economic growth as the main tension.

Sustainability vs.
Growth Tension.

Slow multisector collaboration as an intervention
condition.

Slow Collaboration.

Low stakeholder involvement as a strategy Low Participation. 3.Challenges

barrier.

Social media role has not been maximized as an Social Media

interaction opportunity. Management.

No concrete steps for eco-friendly development Lack of Concrete

(P1). Actions.

The process of obtaining logo approval delays Logo Approval Delay.

collaboration (P1).

Community awareness about branding is still low | Low Branding

(P1). Awareness.

Social media management needs to be Need for Social

strengthened for engagement (P1). Media Strengthening.

The integration of environmental sustainability Holistic Sustainability

and economic growth still needs to be developed | Integration.

more concretely (P1‘). ' 4. Holistic

No concrete strategies to protect the environment | Lack of S

while developing tourism (P2). Environmental SUStamat.)I“ty
. Integration

Strategies.

Diversification of destinations to avoid over- Destination

tourism (P5). Diversification.

Building a dedicated team for sustainable Sustainable

promotion.

Promotion Team.

Building a dedicated team for promotion (P7).

General Promotion
Team.

Results for Research Question 2 (RQ2): How do local stakeholders view their role and
contribution in the city branding (CB) process in Berau, and how their role supports the
integration of environmental sustainability with the creative economy?

Table 2

Axial Code

\ Selective Code \

Open Code
Local government as the main facilitator, program
driver, and strategic policy maker. "Acting as a
facilitator, main driver, and strategic policy maker.
They initiate and implement branding programs
through socialization, logo launches, as well as

Role of Government

as Facilitator

1. Main Roles
and
Contributions
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infrastructure development and digital promotion."
(P1)

Business sector and MSMEs strengthen regional MSMEs and

identity through local products. "Introducing local community as cultural
products such as handicrafts, batik, and culinary, preservers

which are promoted through events and social

media." (P2)

Community and community as main actors in Community and
cultural preservation. "Becoming the main actorsin | community as actors
cultural preservation and tourism destination in cultural
development." (P4) preservation.
Academics and influencers support cultural and Support from
sustainability narratives. "Supporting cultural and academics and

sustainability narratives through training, education, | influencers.
and digital promotion." (P5)

Environmental sustainability is seen as the main Sustainable
foundation in the city branding process." (P6) Foundation
Supporting the development of ecotourism and Sustainable tourism
promotion of environmentally friendly destinations." | for environmental 2. Support for
(P6) preservation. Sustainability
"Concrete steps include waste management, Environmental
conservation, and supervision of tourism activities." | preservation through
(P4) sustainable tourism.
Local products such as handicrafts, batik, and Local products
culinary. "Local products such as handicrafts, batik, support sustainable
and culinary become part of the creative economy creative economy.
strategy. (P.S) — — . . 3. Development
Cultural festivals, competitions, and digital Creative promotion of Creative
promotion to expand markets and increase for local product
Economy

competitiveness of local products. "Cultural festivals, | competitiveness.
competitions, and digital promotion are used to
strengthen cultural identity and increase community
income." (P5)

DISCUSSION

The data collected from participants has been analyzed and presented with the following
interpretation and discussion: (1) Discussion for RQ1, namely what are the driving factors and
obstacles to the success of city branding (CB) in Berau, as well as the challenges faced, especially
those related to the blue, green, and creative economy sectors, interactions between
environmental sustainability and economic growth, multisector collaboration, involvement of
local stakeholders, and the role of social media in shaping the city's image?.

Based on the data and literature review, the driving factors, obstacles, and challenges in
the success of city branding (CB) in Berau can be outlined as follows. The main driving factors
include commitment from regional leaders and local natural and cultural potential. The data
shows that support from the regent and OPD, as well as maritime tourism potential such as the
Derawan lIslands, are key factors (e.g., "Support from the Regent is very crucial” - P1; "Maritime
tourism destinations like the Derawan Islands" - P2). This aligns with Sigwele, Prinsloo, and Pelser
(2018) who emphasize the importance of CB to enhance tourism competitiveness, as well as
Lestari, Yuliani, and Cahyono (2025) who identify natural diversity as a major factor for
sustainable destinations. The Berau City Branding (BCB) logo, representing the maritime sector

1922 | Evi Lestari, Safitri Nurhidayati, Marifah Yuliani ; Exploration Of Sustainability Models In ...




ISSN: 2338-8412 e-ISSN : 2716-4411

(blue), plantations (green), and creative MSMEs, strengthens the city's visual identity, in line with
the main elements in CB (AlShaalan and Durugbo, 2024).

Furthermore, other driving factors for success include multisector collaboration and
community involvement, especially among young people. Their participation in promoting
cultural events and cooperation between government, private sector, and academics is an
important factor (e.g., "Collaboration between government, private sector" - P1; "Young people as
promotion agents" - P2). This supports the views of Chan and Marafa (2014) as well as Zenker and
Braun (2010) who emphasize the importance of citizen participation in CB success. The use of
social media such as Instagram and TikTok for engagement is also a driving factor, as expressed
by participants ("Use of social media like Instagram" - P1), which aligns with studies by Mohamad
et al. (2022) and Nurhidayati et al. (2024) on the influence of digital Word of Mouth and
augmented reality on tourist intentions.

However, there are several obstacles hindering CB success in Berau. Among them are
budget limitations, infrastructure, and low socialization. Dependence on APBD, limited sea and
air transportation, and low community participation around 10% are significant challenges (e.g.,
"Program sustainability depends on budget" - P1; "Sea and air transportation is still limited" - P5;
"Only about 10% of residents are involved" - P1). This reflects the challenges faced by small cities
like Berau, as identified by Warren (2024) and Lestari, Yuliani, and Cahyono (2025). Additionally,
the lack of concrete steps in environmental protection is a major obstacle because there is no
clear strategy to maintain ecosystem sustainability ("No concrete steps related to environmental
protection yet" - P1), which aligns with the criticism of Ripoll Gonzalez and Gale (2023).

Other major challenges relate to the interaction between sustainability and economic
growth. Risks of over-tourism and exploitation of natural resources are major concerns,
especially in the blue, green, and creative sectors. Without proper strategies, efforts to maintain
a balance between development and environmental preservation will be difficult to achieve
("Interaction of sustainability vs. economic growth" - P1; "No concrete strategy to protect the
environment yet" - P2). This is supported by studies by Moreira et al. (2023) and Rinaldi,
Giovanardi, and Lucarelli (2021). Additionally, slow multisector collaboration processes and
monotonous social media content are obstacles, due to complicated licensing processes and lack
of innovation in digital marketing ("The process of obtaining logo permits slows down" - P1;
"Content on the website is still monotonous" - P1). Involvement of local stakeholders is also low,
because community awareness of the importance of city branding needs to be increased
("Community awareness of branding is still low" - P1), in line with findings by Golestaneh et al.
(2022).

Overall, these challenges indicate a gap in small cities like Berau, where multisector
collaboration and social media use have not been fully optimized. Unlike big cities like Jakarta,
which have advanced further in these aspects (Luerdi, 2023; Warren, 2024).

(2). Discussion for Research Question 2, namely how do local stakeholders view their role
and contribution in the city branding (CB) process in Berau, and how their role supports the
integration of environmental sustainability with the creative economy?.

The Role of Government, Business Sector, Community, and Academics in Berau City
Branding. The Berau regional government acts as the main facilitator driving programs and
strategic policy makers, as stated by one participant, "The regional government as the main
facilitator, program driver, and strategic policy maker" (P1). In addition, the government actively
introduces local products such as handicrafts, batik, and culinary through various events and
social media, supporting promotion strategies and city image building (P2). This role aligns with
the findings of AlShaalan and Durugbo (2024), who emphasize the importance of the
government's active role in building a city image capable of attracting investment and tourists.
The business sector and MSMEs also strengthen local identity through the development of local
products and active promotion, while communities act as cultural preservers and tourism
destination developers, strengthening authentic narratives for CB success (Green et al., 2018).
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Academics and influencers support this strategy through training and education that strengthen
cultural and sustainability images, in line with findings by Mohamad et al. (2022).

Support for Environmental Sustainability and Ecotourism. Environmental sustainability is
viewed as the main foundation in Berau's city branding strategy. One participant stated,
"Environmental sustainability is viewed as the main foundation in the city branding process" (P6), and
supports the development of ecotourism and promotion of environmentally friendly destinations (P6).
Concrete steps taken include waste management, natural resource conservation, and supervision of
tourism activities to ensure the ecosystem remains intact and a positive destination image can be
maintained sustainably (P4). This view aligns with Chan and Marafa (2014), who emphasize the
importance of conservation-based ecotourism development to strengthen environmentally
friendly destination images. These efforts are crucial so that the ecosystem remains protected
and the positive image of the destination can be maintained sustainably, supporting branding
strategies oriented towards environmental preservation.

Development of Creative Economy and Local Products. Local products such as handicrafts,
batik, and culinary become an integral part of Berau's creative economy strategy. As stated by
one participant, "Local products such as handicrafts, batik, and culinary are part of the creative
economy strategy" (P8). The development of these products is supported by cultural festivals,
competitions, and digital promotions used to expand markets and increase the competitiveness of
local products (P5). This approach not only strengthens cultural identity and authentic regional
image but also contributes to the social and economic sustainability of the community. Through
cultural festivals and digital promotions, local products can reach wider markets, while
increasing community income sustainably and strengthening authentic cultural images, as
supported by Sigwele et al. (2018) and Mohr et al. (2023).

The Grounded Theory (GTA) process began with field data collection through interviews,
observations, and documentation related to city branding practices in small cities like Berau. The
collected data was then analyzed inductively through an iterative process, namely by conducting
open, axial, and selective coding to identify patterns, relationships, and processes occurring in
the field.

During the analysis process, it was found that CB success not only depends on individual
factors such as natural potential and leader support, but more on the complex interaction
between multisector collaboration, active community participation, and strategic use of digital
media. From there, the concept emerged that sustainability in this context involves the holistic
integration of local culture, environment, and economy, which must be carried out through
concrete and collaborative steps.

The result of this process is the formation of a substantive theory called the "Sustainable
Branding Theory". This theory asserts that the success of city branding in small cities like Berau
depends on multisector collaboration, community participation, and strategic use of digital
media. The sustainability referred to includes the holistic integration of local culture,
environment, and economy through concrete and collaborative steps. This theory emphasizes
that success in building the image of a small city like Berau depends on the active synergy of
various stakeholders and innovative digital strategies, as well as authentic and holistic processes
in managing sustainability.

CONCLUSION

The success of city branding in Berau is greatly influenced by strong support from regional
leaders, local natural and cultural potential, and multisector collaboration involving government,
community, private sector, and academics, with the use of social media as an important digital
promotion tool. However, significant obstacles such as budget limitations, infrastructure, low
community participation, and lack of concrete steps in environmental protection become major
challenges, especially in balancing environmental sustainability and economic growth that could
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potentially cause over-tourism and exploitation of natural resources. The role of stakeholders is
very vital, where the government functions as the main facilitator and driver, the business sector
and MSMEs strengthen identity through local products, and communities participate in cultural
preservation and tourism destinations, supported by academics and influencers who strengthen
sustainability and cultural narratives. Environmental sustainability becomes the main foundation
in this strategy, with concrete steps such as waste management and natural resource
conservation, while the development of the creative economy through cultural festivals and
digital promotions helps strengthen authentic identity and socio-economic sustainability of the
community. Therefore, there is a need to increase multisector collaboration and optimize social
media to strengthen the city image more effectively, as well as holistically integrate cultural and
environmental aspects so that sustainable economic development can be achieved in reality,
thus the success of city branding in Berau depends on effective cooperation, sustainable
resource management, and active participation of all stakeholders.

LIMITATION

This research has several limitations that need to be noted. First, the study focus is limited
only to the local context in Berau, so the results and findings may not be fully generalizable to
other small cities with different characteristics. Second, the methods used are qualitative and
based on in-depth interviews and observations, so the data obtained is highly dependent on the
perceptions and experiences of informants, which can cause subjective bias. Third, the limitation
of the number of participants (ten people) and the coverage of involved sectors may not yet be
able to capture the entire dynamics and perspectives of stakeholders comprehensively. In
addition, the aspects of sustainability and natural resource management based on green and
blue economy still require deeper and long-term studies to assess their real implementation
effectiveness. Finally, external factors such as national and global political and economic
conditions that also influence the city branding process have not specifically been the focus in
this research, so the results need to be re-examined in the context of those dynamics in the
future.

REFERENCES

AlShaalan, Maha K., & Durugbo, Christopher M. (2024). City branding as innovation for tourism
development: systematic review of literature from 2011 to 2023. Management Review
Quarterly. https://doi.org/10.1007/511301-024-00431-2

Anholt, Simon. (2010). Places Identity,Image and Reputation (First publ). Palgrave Macmillan UK.

Asdourian, Bruno, Chariatte, Jérébme, & Ingenhoff, Diana. (2023). Digital city diplomacy and
international cities networks: Collaboration and city branding strategies around climate
issues. International Communication Gazette. https://doi.org/10.1177/17480485231183886

Aydin, Beglim, & Alvarez, Maria D. (2020). Understanding the tourists’ perspective of
sustainability in cultural tourist destinations. Sustainability (Switzerland), 12(21), 1-18.
https://doi.org/10.3390/su12218846

Baker, Michael J., & Cameron, Emma. (2008). Critical Success Factors in Destination Marketing.
Tourism and Hospitality Research, 8(2), 79-97. https://doi.org/10.1057/thr.2008.9

Carcary, Marian. (2009). Evaluating Qualitative Research - Implementing the Research Audit Trail.
8th European Conference on Research Methodology for Business and Management Studies,
7(1), 94-101.

Ekombis Review: Jurnal llmiah Ekonomi dan Bisnis, Vol. 14 No. 2 April 2026 page: 1917 - 1928 | 1925


https://jurnal.unived.ac.id/index.php/er/index

ISSN: 2338-8412 e-ISSN : 2716-4411

Chan, Chung Shing, & Marafa, Lawal M. (2014). Rebranding Hong Kong “Green”; the potential for
connecting city branding with green resources. World Leisure journal, 56(1), 62-80.
https://doi.org/10.1080/04419057.2013.876587

Diaz, Jessica, Pérez, Jorge, Gallardo, Carolina, & Gonzalez-Prieto, Angel. (2023). Applying Inter-
Rater Reliability and Agreement in collaborative Grounded Theory studies in software
engineering. Journal of Systems and Software, 195, 111520.
https://doi.org/10.1016/j.jss.2022.111520

Dinnie, Keith. (2022). Nation Branding: Concepts, Issues, Practice. In Nation Branding: Concepts,
Issues, Practice. https://doi.org/10.4324/9781003100249

Glaser Strauss. (1967). The Discovery of Grounded Theory: Strategies for Qualitative Research.
Aldine Transaction, Year: 1967. https://doi.org/10.1037/h0083159

Golestaneh, Homayoun, Guerreiro, Manuela, Pinto, Patricia, & Mosaddad, Seyed Hashem. (2022).
On the role of internal stakeholders in place branding. Journal of Place Management and
Development, 15(2), 202-228. https://doi.org/10.1108/JPMD-05-2020-0041

Green, Amelia, Grace, Debra, & Perkins, Helen. (2018). City elements propelling city brand
meaning-making processes: Urban reminders, the arts, and residential behavior.
Marketing Theory, 18(3), 349-369. https://doi.org/10.1177/1470593117753978

Hanna, Sonya, & Rowley, Jennifer. (2008). An analysis of terminology use in place branding. Place
Branding and Public Diplomacy, 4(1), 61-75. https://doi.org/10.1057/palgrave.pb.6000084

Hanna, Sonya, & Rowley, Jennifer. (2011). Towards a strategic place brand-management model.
Journal of Marketing Management, 27(5-6), 458-476.
https://doi.org/10.1080/02672571003683797

Insch, Andrea, & Stuart, Menique. (2015). Understanding resident city brand disengagement.
Journal of Place Management and Development, 8(3), 172-186.
https://doi.org/10.1108/JPMD-06-2015-0016

Joss, S. (2011). Eco-cities: The mainstreaming of urban sustainability - Key characteristics and
driving factors. International Journal of Sustainable Development and Planning, 6(3), 268-
285. https://doi.org/10.2495/SDP-V6-N3-268-285

Kolotouchkina, Olga, & Blay Arraez, Rocio. (2015). Estrategias de marca ciudad en el contexto de
la capitalidad europea de la cultura 2016. Opcion, 31(Special Issue 4), 639-655.

Lestari, Evi, Yuliani, Ma, & Cahyono, Dwi. (2025). JURNAL E-BUSSINESS Explorasi Faktor Pendorong
dan Penghambat Berau City Branding : Pendekatan Netnografi. 4(2), 67-76.

Luerdi, Luerdi. (2023). Jakarta'S City Branding As Para-Diplomacy: Beyond Greening Stadium and
Race. Janus.Net, 14(1), 142-169. https://doi.org/10.26619/1647-7251.14.1.9

Martin, Drew, & Woodside, Arch. (2008). Grounded theory of international tourism behavior.
Journal of Travel and Tourism Marketing, 24(4), 245-258.
https://doi.org/10.1080/10548400802156695

Mohamad, Bahtiar, Adetunji, Raji Ridwan, Alarifi, Ghadah, Ismail, Ahmed Rageh, & Akanmu,
Muslim Diekola. (2022). A Visual Identity-Based Approach of Southeast Asian City

1926 | Evi Lestari, Safitri Nurhidayati, Marifah Yuliani ; Exploration Of Sustainability Models In ...



ISSN: 2338-8412 e-ISSN : 2716-4411

Branding: A Netnography Analysis. Journal of ASEAN Studies, 10(1), 24-42.
https://doi.org/10.21512/jas.v10i1.7330

Moreira, Anténio Carrizo, Pereira, Cristiana Réga, Lopes, Margarida Fernandes, Calisto, Raquel
Aréde Rodrigues, & Vale, Vera Teixeira. (2023). Sustainable and Green City Brand. An
Exploratory Review. Cuadernos de Gestion, 23(1), 23-35.
https://doi.org/10.5295/cdg.221715ac

Nurhidayati, Safitri, Brahmasari, Ida Aju, Aju, Ida, & Ratih, Brahma. (2024). Influence of destination
image , augmented reality and destination social responsibility on destination beliefs ,
motivation and intention to visit of tourists which are moderate by digital Wom in Berau
District, East Kalimantan. 8(6), 3267-3278. https://doi.org/10.55214/25768484.v8i6.2690

Pike, Steven. (2009). Destination brand positions of a competitive set of near-home destinations.
Tourism Management, 30(6), 857-866. https://doi.org/10.1016/j.tourman.2008.12.007

Rinaldi, Chiara, Giovanardi, Massimo, & Lucarelli, Andrea. (2021). Keeping a foot in both camps:
Sustainability, city branding and boundary spanners. Cities, 115, 103236.
https://doi.org/10.1016/j.cities.2021.103236

Ripoll Gonzalez, Laura, & Gale, Fred. (2023). Sustainable city branding narratives: a critical
appraisal of processes and outcomes. Journal of Place Management and Development,
16(1), 20-44. https://doi.org/10.1108/JPMD-09-2021-0093

Sigwele, L., Prinsloo, J. J., & Pelser, T. G. (2018). Strategies for branding the city of Gaborone as a
tourist destination. African jJournal of Hospitality, Tourism and Leisure, 7(2).

Wan, Furong, & Li, Jianxin. (2024). Navigating the Digital Age: City Branding in the Era of Social
Media and Digital Transformation. In Jjournal of the Knowledge Economy.
https://doi.org/10.1007/s13132-024-01795-2

Wang, Haoran, Hu, Bin, & Duan, Yanting. (2024). A qualitative simulation checking approach of
programmed grounded theory and its application in workers’ involvement: extending
Corbin and Struss’ grounded theory checking mechanism. In Quality and Quantity (Vol.
58). https://doi.org/10.1007/s11135-024-01864-3

Ward, Stephen. (2005). Selling places: The marketing and promotion of towns and cities 1850-
2000. In Selling Places: The Marketing and Promotion of Towns and Cities 1850-2000.
https://doi.org/10.4324/9780203976746

Warren, Giannina. (2024). A social capital framework to understand the particularities and power
dynamics in city branding. Marketing Theory, 0(0), 1-26.
https://doi.org/10.1177/14705931241275548

Yang, Tianren, Ye, Minghai, Pei, Pei, Shi, Yongjiang, & Pan, Haozhi. (2019). City branding
evaluation as a tool for sustainable urban growth: A framework and lessons from the
Yangtze River Delta Region. Sustainability (Switzerland), 11(16).
https://doi.org/10.3390/su11164281

Zenker, S., & Braun, E. (2010). Branding a city - a conceptual approach for place branding and.
The 39th EMAC Annual Conference 2010, 8(3), 1-22.

Ekombis Review: Jurnal llmiah Ekonomi dan Bisnis, Vol. 14 No. 2 April 2026 page: 1917 - 1928 | 1927


https://jurnal.unived.ac.id/index.php/er/index

ISSN: 2338-8412 e-ISSN : 2716-4411

Zhang, Xiaoling. (2019). Remaking Sustainable Urbanism: Space, Scale and Governance in the

New Urban Era. In Remaking Sustainable Urbanism: Space, Scale and Governance in the New
Urban Era. https://doi.org/10.1007/978-981-13-3350-7

Zulu, Simangaliso Bayabonga, & Phiri, Maxwell. (2021). Using Mixed-Method Technique to
Investigate Role of Local Governments in City Branding. Proceedings of the European

Conference on Research Methods in Business and Management Studies, 2022-June, 199-207.
https://doi.org/10.34190/ecrm.21.1.164

1928 | Evi Lestari, Safitri Nurhidayati, Marifah Yuliani ; Exploration Of Sustainability Models In ...



