12/20/22, 9:17 AM Developing a destination brand in the context of regional and national branding strategies: a case study of brand development of Sleman District, Yogyakarta Special Province, Indonesia | Atlanti...

Part of SPRINGER NATURE
PROCEEDINGS | JOURNALS | BOOKS

Search

Series: Advances in Social Science, Education and Humanities Research

Proceedings of the 15th International Symposium on Management
(INSYMA 2018)

PROCEEDINGS OF THE 15TH INTERNATIONAL SYMPOSIUM ON MANAGEMENT (INSYMA 2018)

Developing a destination brand in the context of regional and national branding
strategies: a case study of brand development of Sleman District, Yogyakarta
Special Province, Indonesia

Authors
Ike Janita Dewi

Corresponding Author
Ike Janita Dewi

https://www.atlantis-press.com/proceedings/insyma-18/25892028 1/6


https://www.atlantis-press.com/
https://www.atlantis-press.com/proceedings/series/assehr
https://www.atlantis-press.com/proceedings/insyma-18/25892027
https://www.atlantis-press.com/proceedings/insyma-18/25892029
https://www.atlantis-press.com/proceedings
https://www.atlantis-press.com/journals
https://www.atlantis-press.com/books

12/20/22, 9:17 AM Developing a destination brand in the context of regional and national branding strategies: a case study of brand development of Sleman District, Yogyakarta Special Province, Indonesia | Atlanti

Available Online March 2018.

DOI
https://doi.org/10.2991/insyma-18.2018.38 How to use a DOI?

Keywords

national brand, regional brand, district brand

Abstract

Developing a destination branding is one of the popular marketing strategies employed by
tourism destinations. This paper describes the process of regional brand development of
Sleman District, Special Region of Yogyakarta, Indonesia. As a case study, this paper offers
perspectives, strategies, and guidelines for developing a regional brand that involves relevant
stakeholders. The brand development processes include stakeholders' identification, situation
analysis, unique selling points identification, logo and slogan development, and brand
implementation strategies. Nowadays, Indonesia has national (that is, tourism brand of
Indonesia) and regional brand (that is, the brand of Special Region of Yogyakarta). In such a
context, there were risks that the new brand development would conflict with the existing
brands and may deliver inconsistent messages to potential visitors of the destination.
Therefore, this paper recommends the development of a brand hierarchy of the national-
regional-district brands to establish consistency among the brands.

Copyright
© 2018, the Authors. Published by Atlantis Press.

Open Access
This is an open access article distributed under the CC BY-NC license (http://creativecommons.org/licenses/by-

nc/4.0/).

https://www.atlantis-press.com/proceedings/insyma-18/25892028

2/6


https://dx.doi.org/10.2991/insyma-18.2018.38
https://www.atlantis-press.com/using-dois
http://creativecommons.org/licenses/by-nc/4.0/

12/20/22, 9:17 AM Developing a destination brand in the context of regional and national branding strategies: a case study of brand development of Sleman District, Yogyakarta Special Province, Indonesia | Atlanti...

© Download article (PDF)

Volume Title
Proceedings of the 15th International Symposium on Management (INSYMA 2018)

Series
Advances in Social Science, Education and Humanities Research

Publication Date
March 2018

ISBN
978-94-6252-475-0

ISSN
2352-5398

DOI
https://doi.org/10.2991/insyma-18.2018.38  How to use a DOI?

Copyright
© 2018, the Authors. Published by Atlantis Press.

Open Access

https://www.atlantis-press.com/proceedings/insyma-18/25892028 3/6


https://www.atlantis-press.com/proceedings/insyma-18/25892027
https://www.atlantis-press.com/proceedings/insyma-18/25892029
https://www.atlantis-press.com/proceedings/insyma-18
https://www.atlantis-press.com/proceedings/series/assehr
https://dx.doi.org/10.2991/insyma-18.2018.38
https://www.atlantis-press.com/using-dois
https://www.atlantis-press.com/article/25892028.pdf

12/20/22, 9:17 AM

Developing a destination brand in the context of regional and national branding strategies: a case study of brand development of Sleman District, Yogyakarta Special Province, Indonesia | Atlanti...

This is an open access article distributed under the CC BY-NC license
(http://creativecommons.org/licenses/by-nc/4.0/).

Cite this article

BT
PB
SP
EP
SN
UR
DO
ID
ER

ris
enw
bib
TY - CONF
AU - Ike Janita Dewi
PY - 2018/03
DA - 2018/03
TI - Developing a destination brand in the context of regional and national branding

strategies: a case study of brand development of Sleman District, Yogyakarta Special
Province, Indonesia

Proceedings of the 15th International Symposium on Management (INSYMA 2018)
Atlantis Press

153

157

2352-5398

https://doi.org/10.2991/insyma-18.2018.38
https://doi.org/10.2991/insyma-18.2018.38

JanitaDewi2018/03

https://www.atlantis-press.com/proceedings/insyma-18/25892028

4/6


http://creativecommons.org/licenses/by-nc/4.0/

12/20/22, 9:17 AM Developing a destination brand in the context of regional and national branding strategies: a case study of brand development of Sleman District, Yogyakarta Special Province, Indonesia | Atlanti...

© download .ris

Atlantis Press

Atlantis Press — now part of Springer Nature — is a professional publisher
of scientific, technical & medical (STM) proceedings, journals and books.
We offer world-class services, fast turnaround times and personalised
communication. The proceedings and journals on our platform are Open
Access and generate millions of downloads every month.

For more information, please contact us at: contact@atlantis-press.com

» PROCEEDINGS » ABOUT

» JOURNALS » NEWS

» BOOKS » CONTACT
» POLICIES » SEARCH

» MANAGE COOKIES/DO NOT SELL MY INFO

Home Privacy Policy Termsofuse [ W {3

Copyright © 2006-2022 Atlantis Press — now part of Springer Nature

https://www.atlantis-press.com/proceedings/insyma-18/25892028 5/6


https://www.atlantis-press.com/
mailto:contact@atlantis-press.com
https://www.atlantis-press.com/
https://www.atlantis-press.com/privacy-policy
https://www.atlantis-press.com/terms-of-use
https://www.facebook.com/AtlantisPress/
https://twitter.com/prmarketingAP
https://www.linkedin.com/company/atlantis-press/
https://www.atlantis-press.com/proceedings/insyma-18/25892028
data:text/plain;base64,
https://www.atlantis-press.com/proceedings
https://www.atlantis-press.com/journals
https://www.atlantis-press.com/books
https://www.atlantis-press.com/policies
https://www.atlantis-press.com/about
https://www.atlantis-press.com/news
https://www.atlantis-press.com/contact
https://www.atlantis-press.com/search

12/20/22, 9:17 AM Developing a destination brand in the context of regional and national branding strategies: a case study of brand development of Sleman District, Yogyakarta Special Province, Indonesia | Atlanti...

https://www.atlantis-press.com/proceedings/insyma-18/25892028 6/6



12/20/22, 9:18 AM Proceedings of the 15th International Symposium on Management (INSYMA 2018) - Publishing information | Atlantis Press

Part of SPRINGER NATURE
PROCEEDINGS | JOURNALS | BOOKS

Search

Series: Advances in Social Science, Education and Humanities Research

Proceedings of the 15th International Symposium on Management
(INSYMA 2018)

PUBLISHING INFORMATION

Bibliographic information:

Title
Proceedings of the 15th International Symposium on Management (INSYMA 2018)

Editors

1. Dr. Werner R. Murhadi
2. Dr. Dudi Anandya

3. Dr. Erna Andajani

Part of series
ASSEHR

https://www.atlantis-press.com/proceedings/insyma-18/publishing 1/5


https://www.atlantis-press.com/
https://www.atlantis-press.com/proceedings/series/assehr
https://www.atlantis-press.com/proceedings/series/assehr/
https://www.atlantis-press.com/proceedings
https://www.atlantis-press.com/journals
https://www.atlantis-press.com/books

12/20/22, 9:18 AM Proceedings of the 15th International Symposium on Management (INSYMA 2018) - Publishing information | Atlantis Press

Volume
186

ISSN
2352-5398

ISBN
978-94-6252-475-0

Indexing

All articles in these proceedings are submitted for indexation in CPCI, CNKI and Google
Scholar. Optionally, we also submit to Compendex and Scopus. Note that in case you need
information about the indexation of these proceedings, please check with the organizers of the
conference as we cannot reply to messages received from participants.

Free Access
In order to increase the visibility of this conference and of the papers from its participants, this
conference has chosen to sponsor the online publication of the conference papers. Therefore,

all conference papers can be read and downloaded for free; no subscription or other payment
1s required.

Copyright
The copyright of all articles published in these proceedings remains with the Authors, i.e.

Authors retain full ownership of their article. Permitted third-party reuse of the open access
articles is defined by the applicable Creative Commons (CC) end-user license which is

https://www.atlantis-press.com/proceedings/insyma-18/publishing 2/5



12/20/22, 9:18 AM Proceedings of the 15th International Symposium on Management (INSYMA 2018) - Publishing information | Atlantis Press
accepted by the Authors upon submission of their paper. All articles in these proceedings are
published under the CC BY-NC 4.0 license, meaning that end users can freely share an article
(i.e. copy and redistribute the material in any medium or format) and adapt it (i.e. remix,
transform and build upon the material) on the condition that proper attribution is given (i.e.
appropriate credit, a link to the applicable license and an indication if any changes were made;
all in such a way that does not suggest that the licensor endorses the user or the use) and the
material is only used for non-commercial purposes. For more information, please refer to the
OA licensing and copyright section in the Springer Nature Open Access Policies for books.

DOIs

Each article that is published in these proceedings is assigned a Digital Object Identifier (DOI).
DOIs are standardized digital identities which can be used to cite and link to electronic
content. A DOI is guaranteed to never change, so can be used as a persistent identifier to
permanently link to an electronic article no matter where it is stored. More information on
how to cite and use DOIs can be found here.

Permanent Archiving

Atlantis Press is committed to the permanent availability and preservation of scholarly
research and to ensure accessibility to this research by converting and upgrading digital file
formats to comply with new technology standards. Besides maintaining its own digital
archive, Atlantis Press therefore collaborates with the National Library of the Netherlands
which permanently archives all Atlantis Press content in their “e-Depot”. All proceedings are
uploaded to this e-Depot after publication to guarantee permanent archiving of the articles.

https://www.atlantis-press.com/proceedings/insyma-18/publishing 3/5


https://creativecommons.org/licenses/by-nc/4.0/
https://www.springernature.com/gp/open-research/policies/book-policies
https://www.springernature.com/gp/open-research/policies/book-policies
https://www.doi.org/
https://www.atlantis-press.com/using-dois
https://www.kb.nl/en

12/20/22, 9:18 AM Proceedings of the 15th International Symposium on Management (INSYMA 2018) - Publishing information | Atlantis Press

Print Copies
In case you wish to have printed copies of these proceedings you can order these directly from
our partner Curran Associates.

Atlantis Press

Atlantis Press — now part of Springer Nature — is a professional publisher
of scientific, technical & medical (STM) proceedings, journals and books.
We offer world-class services, fast turnaround times and personalised
communication. The proceedings and journals on our platform are Open
Access and generate millions of downloads every month.

For more information, please contact us at: contact@atlantis-press.com

» PROCEEDINGS » ABOUT

» JOURNALS » NEWS

» BOOKS » CONTACT
» POLICIES » SEARCH

» MANAGE COOKIES/DO NOT SELL MY INFO

Home Privacy Policy Terms of use n , m

https://www.atlantis-press.com/proceedings/insyma-18/publishing 4/5


http://www.proceedings.com/
https://www.atlantis-press.com/
mailto:contact@atlantis-press.com
https://www.atlantis-press.com/
https://www.atlantis-press.com/privacy-policy
https://www.atlantis-press.com/terms-of-use
https://www.facebook.com/AtlantisPress/
https://twitter.com/prmarketingAP
https://www.linkedin.com/company/atlantis-press/
https://www.atlantis-press.com/proceedings
https://www.atlantis-press.com/journals
https://www.atlantis-press.com/books
https://www.atlantis-press.com/policies
https://www.atlantis-press.com/about
https://www.atlantis-press.com/news
https://www.atlantis-press.com/contact
https://www.atlantis-press.com/search

12/20/22, 9:18 AM Proceedings of the 15th International Symposium on Management (INSYMA 2018) - Publishing information | Atlantis Press

Copyright © 2006-2022 Atlantis Press — now part of Springer Nature

https://www.atlantis-press.com/proceedings/insyma-18/publishing 5/5



12/20/22, 9:17 AM Proceedings of the 15th International Symposium on Management (INSYMA 2018) - Authors | Atlantis Press

Part of SPRINGER NATURE
PROCEEDINGS | JOURNALS | BOOKS

Search

Series: Advances in Social Science, Education and Humanities Research
Proceedings of the 15th International Symposium on Management
(INSYMA 2018)

AUTHORS

128 authors

Aditya Jahja, Jason
Analysis of optimal hedge ratio and hedging effectiveness in Taiwan stock exchange capitalization
weighted stock index (TAIEX) futures

Agestya Cania, Indri
Does female CEO and female directors affect dividend policy?

Aldelina, Yuco
The influence of Hallyu, packaging and subjective norms towards buying intention on culture adaptation

in Etude House

Anandya, Dudi

https://www.atlantis-press.com/proceedings/insyma-18/authors 113


https://www.atlantis-press.com/
https://www.atlantis-press.com/proceedings/series/assehr
https://www.atlantis-press.com/proceedings/insyma-18/25891997
https://www.atlantis-press.com/proceedings/insyma-18/25892003
https://www.atlantis-press.com/proceedings/insyma-18/25892024
https://www.atlantis-press.com/proceedings
https://www.atlantis-press.com/journals
https://www.atlantis-press.com/books

12/20/22, 9:17 AM Proceedings of the 15th International Symposium on Management (INSYMA 2018) - Authors | Atlantis Press

Building local fashion brand equity for young consumers

Anandya, Dudi
The effect of eco-friendly practices on green image and customer attitudes

Anandya, Dudi
A message behind a smile: how facial expression supports communication in marketing

Andajani, Erna
Dark tourism marketing through experience visit at East Java

Anggasta Susanto, Giovani
The effect of corporate governance on the capital structure of non-financial companies in the period of
2011-2015

Anom Mahadwartha, Putu
Javanese lunar calendar effect (Primbon) on abnormal return

Anom Mahadwartha, Putu
Test of Fama & French five factor-model on Indonesian stock market

Anom Mahadwartha, Putu
Demography factors, financial risk tolerance, and retail investors

Anom Mahadwartha, Putu
Management's Chinese Zodiac and ownership to firm performance

Arabella Hallerberg, Svenja
Face-to-face is the most effective media for communication over social media

Ariani, Siska

https://www.atlantis-press.com/proceedings/insyma-18/authors 2/13


https://www.atlantis-press.com/proceedings/insyma-18/25892031
https://www.atlantis-press.com/proceedings/insyma-18/25892033
https://www.atlantis-press.com/proceedings/insyma-18/25892035
https://www.atlantis-press.com/proceedings/insyma-18/25892025
https://www.atlantis-press.com/proceedings/insyma-18/25892000
https://www.atlantis-press.com/proceedings/insyma-18/25892001
https://www.atlantis-press.com/proceedings/insyma-18/25892002
https://www.atlantis-press.com/proceedings/insyma-18/25892010
https://www.atlantis-press.com/proceedings/insyma-18/25892013
https://www.atlantis-press.com/proceedings/insyma-18/25891991

12/20/22, 9:17 AM Proceedings of the 15th International Symposium on Management (INSYMA 2018) - Authors | Atlantis Press

Exploration of intention to turnover: case study of hospital IT employees

Ayu Kusumawardhany, Prita
The Key Challenges to Utilize Innovative Opportunities of Small and Medium Sized Enterprises in
Surabaya, Indonesia

Ayu Widyasari, Permata
Business Strategy: A Study on Cost Stickiness Behavior

Bakar, Hassan Abu
Corporate communication and strategic management: history, operational concept and integration

Bidayati, Utik
Investigating the correlation between commitment, spirituality and performance in workplace

Budy Widjaja Subali, Stefanus
The analysis of logistics at McDonald's Restaurant Denpasar Bali

D. Johannes, Victoria
Usability, customer satisfaction, service, and trust towards mobile banking user loyalty

Duhaylungsod, Levita
Cultural sustainability and kindship mode of production AMIDST global economy

Dyah Trisnawati, Juliani
The analysis of logistics at McDonald's Restaurant Denpasar Bali

Dyah Trisnawati, Juliani
Resource orchestration to improve communication with customers: "case study: MSME footwear in East
Java"

https://www.atlantis-press.com/proceedings/insyma-18/authors 3/13


https://www.atlantis-press.com/proceedings/insyma-18/25892018
https://www.atlantis-press.com/proceedings/insyma-18/25891995
https://www.atlantis-press.com/proceedings/insyma-18/25892047
https://www.atlantis-press.com/proceedings/insyma-18/25892049
https://www.atlantis-press.com/proceedings/insyma-18/25892019
https://www.atlantis-press.com/proceedings/insyma-18/25892040
https://www.atlantis-press.com/proceedings/insyma-18/25892026
https://www.atlantis-press.com/proceedings/insyma-18/25891992
https://www.atlantis-press.com/proceedings/insyma-18/25892040
https://www.atlantis-press.com/proceedings/insyma-18/25892048

12/20/22, 9:17 AM Proceedings of the 15th International Symposium on Management (INSYMA 2018) - Authors | Atlantis Press
Edie Wijaya, Riesanti
"Still me": human involvement in management accounting

Elysia Handojo, Samantha
Financial performance, corporate governance, and financial distress

Ernawati, Endang
Financial performance, corporate governance, and financial distress

Farzana, Sumaia
Face-to-face is the most effective media for communication over social media

Hardianto, Adi
Investigating the correlation between commitment, spirituality and performance in workplace

Harindahyani, Senny
The impact of heuristics and biases in the application of professional judgement by internal auditors in
the stage of fieldwork

Haryanto, Budhi
Product types in moderating the process of buying street foods

Hayati, Restu
The influence of intellectual capital on financial performance in sharia banking companies

Herlambang, Arif
The effect of corporate governance on the capital structure of non-financial companies in the period of
2011-2015

Hermin, Sidarta

https://www.atlantis-press.com/proceedings/insyma-18/authors 4/13


https://www.atlantis-press.com/proceedings/insyma-18/25891998
https://www.atlantis-press.com/proceedings/insyma-18/25891999
https://www.atlantis-press.com/proceedings/insyma-18/25891999
https://www.atlantis-press.com/proceedings/insyma-18/25891991
https://www.atlantis-press.com/proceedings/insyma-18/25892019
https://www.atlantis-press.com/proceedings/insyma-18/25892017
https://www.atlantis-press.com/proceedings/insyma-18/25892027
https://www.atlantis-press.com/proceedings/insyma-18/25892005
https://www.atlantis-press.com/proceedings/insyma-18/25892000

12/20/22, 9:17 AM Proceedings of the 15th International Symposium on Management (INSYMA 2018) - Authors | Atlantis Press

Javanese lunar calendar effect (Primbon) on abnormal return

Indarini, Mrs.
Usability, customer satisfaction, service, and trust towards mobile banking user loyalty

Inggrit Wijaya, Liliana
Test of Fama & French five factor-model on Indonesian stock market

Ismiyanti, Fitri
Does female CEO and female directors affect dividend policy?

Janita Dewi, Ike
Developing a destination brand in the context of regional and national branding strategies: a case study
of brand development of Sleman District, Yogyakarta Special Province, Indonesia

Januar, Rudi
Exploration of intention to turnover: case study of hospital IT employees

Kennardi Irawan, Randy
Test of Fama & French five factor-model on Indonesian stock market

Kokoh Natan Pranata, Yohanes
Demography factors, financial risk tolerance, and retail investors

Kresna Darmasetiawan, Noviaty
Social capital, tiered entrepreneurship training, and agrotourism development model of Kampung Salak
Bojonegoro

Kresna Darmasetiawan, Noviaty
Communication strategies in improving agricultural society's value and participation

https://www.atlantis-press.com/proceedings/insyma-18/authors 5/13


https://www.atlantis-press.com/proceedings/insyma-18/25892001
https://www.atlantis-press.com/proceedings/insyma-18/25892026
https://www.atlantis-press.com/proceedings/insyma-18/25892002
https://www.atlantis-press.com/proceedings/insyma-18/25892003
https://www.atlantis-press.com/proceedings/insyma-18/25892028
https://www.atlantis-press.com/proceedings/insyma-18/25892018
https://www.atlantis-press.com/proceedings/insyma-18/25892002
https://www.atlantis-press.com/proceedings/insyma-18/25892010
https://www.atlantis-press.com/proceedings/insyma-18/25891996
https://www.atlantis-press.com/proceedings/insyma-18/25892020

12/20/22, 9:17 AM Proceedings of the 15th International Symposium on Management (INSYMA 2018) - Authors | Atlantis Press
Kulachai, Waiphot
Developing a causal model of game addiction and stealing behavior among undergraduate students

Kulachai, Waiphot
Internal communication, employee participation, job satisfaction, and employee performance

Kulachai, Waiphot
A study of drinking behavior among undergraduate students in Chonburi

Kulachai, Waiphot
A study on the impacts of Smartphone addiction

Kumamoto, Jun
A study of the impact and effectiveness of scent used for promotion of products and services with low
olfactory affinity

Kurniawan Halim, Jonathan
Consumer's response to e-mail advertisement from tour and travel agency in Indonesia

Kusuma Widjaja, Lanny
Communication strategies in improving agricultural society's value and participation

Lijie, Huang
Communication strategies in improving agricultural society's value and participation

Liyanage Duminda Jayaranjan, Madawala
Face-to-face is the most effective media for communication over social media

Marciano, Deddy
Interdependency between internationalization, firm performance, and corporate governance

https://www.atlantis-press.com/proceedings/insyma-18/authors 6/13


https://www.atlantis-press.com/proceedings/insyma-18/25891993
https://www.atlantis-press.com/proceedings/insyma-18/25892021
https://www.atlantis-press.com/proceedings/insyma-18/25892037
https://www.atlantis-press.com/proceedings/insyma-18/25892051
https://www.atlantis-press.com/proceedings/insyma-18/25892029
https://www.atlantis-press.com/proceedings/insyma-18/25892030
https://www.atlantis-press.com/proceedings/insyma-18/25892020
https://www.atlantis-press.com/proceedings/insyma-18/25892020
https://www.atlantis-press.com/proceedings/insyma-18/25891991
https://www.atlantis-press.com/proceedings/insyma-18/25892004

12/20/22, 9:17 AM Proceedings of the 15th International Symposium on Management (INSYMA 2018) - Authors | Atlantis Press
Margaretha, Silvia
Usability, customer satisfaction, service, and trust towards mobile banking user loyalty

Margaretha, Silvia
Consumer's response to e-mail advertisement from tour and travel agency in Indonesia

Megawati, Veny
Educational Tourism as the conceptual age in the University of Surabaya

Melina Dewi, Mega
Building local fashion brand equity for young consumers

Mohamad, Bahtiar
Corporate communication and strategic management: history, operational concept and integration

Muliyanto, Allan
Interdependency between internationalization, firm performance, and corporate governance

Muthohar, Muchsin
The effect of service Quality to customer satisfaction and loyalty in Sharia Bank

Nakvichien, Yaowalak
Model analysis of service satisfaction as the modulator between service quality and decision-making
behavior in using low-cost airlines

Narkwatchara, Piya
Internal communication, employee participation, job satisfaction, and employee performance

Natalia Handayani Sibarani, Florens
Stock investment analysis, idiosyncratic risk and abnormal return

https://www.atlantis-press.com/proceedings/insyma-18/authors 713


https://www.atlantis-press.com/proceedings/insyma-18/25892026
https://www.atlantis-press.com/proceedings/insyma-18/25892030
https://www.atlantis-press.com/proceedings/insyma-18/25892038
https://www.atlantis-press.com/proceedings/insyma-18/25892031
https://www.atlantis-press.com/proceedings/insyma-18/25892049
https://www.atlantis-press.com/proceedings/insyma-18/25892004
https://www.atlantis-press.com/proceedings/insyma-18/25892036
https://www.atlantis-press.com/proceedings/insyma-18/25892042
https://www.atlantis-press.com/proceedings/insyma-18/25892021
https://www.atlantis-press.com/proceedings/insyma-18/25892012

12/20/22, 9:17 AM Proceedings of the 15th International Symposium on Management (INSYMA 2018) - Authors | Atlantis Press
Novika Widjaja, Fitri
Influence of destination attributes on destination image of Surabaya City according to domestic MICE
participants

Numkhan, Thitiwat
Developing a causal model of game addiction and stealing behavior among undergraduate students

Nuraini Rachmawati, Eka
The influence of intellectual capital on financial performance in sharia banking companies

Oktavian Haryanto, Jony
The influence of Hallyu, packaging and subjective norms towards buying intention on culture adaptation
in Etude House

P. Dewi, Hayuning
Indonesian tourism marketing communication strategy through LionMag in-flight magazine

P. Tedjakusuma, Adi
A study of the impact and effectiveness of scent used for promotion of products and services with low
olfactory affinity

P. Tedjakusuma, Adi
Indonesian tourism marketing communication strategy through LionMag in-flight magazine

P. Tedjakusuma, Adi
"Wonderful Indonesia" country marketing campaign - how visible Indonesia as a tourism destination for
Europeans

Pagalung, Gagaring

https://www.atlantis-press.com/proceedings/insyma-18/authors 8/13


https://www.atlantis-press.com/proceedings/insyma-18/25892039
https://www.atlantis-press.com/proceedings/insyma-18/25891993
https://www.atlantis-press.com/proceedings/insyma-18/25892005
https://www.atlantis-press.com/proceedings/insyma-18/25892024
https://www.atlantis-press.com/proceedings/insyma-18/25892032
https://www.atlantis-press.com/proceedings/insyma-18/25892029
https://www.atlantis-press.com/proceedings/insyma-18/25892032
https://www.atlantis-press.com/proceedings/insyma-18/25892034

12/20/22, 9:17 AM Proceedings of the 15th International Symposium on Management (INSYMA 2018) - Authors | Atlantis Press

The influence of intrinsic and extrinsic factors on the job satisfaction of the internal auditors of The State
Islamic Universities in Indonesia

Prasetyo, Ari
Does female CEO and female directors affect dividend policy?

Punluekdej, Tikhamporn
Model analysis of service satisfaction as the modulator between service quality and decision-making
behavior in using low-cost airlines

Purnomolastu, Norbertus
Factors in taxation policies issuances

Purwanto, Djoko
Product types in moderating the process of buying street foods

Purwoto, Lukas
Analysis of working capital management of industry practices in Indonesia

Putri Andari, Anna
The analysis of logistics at McDonald's Restaurant Denpasar Bali

R. Murhadi, Werner
Financial performance, corporate governance, and financial distress

R. Murhadi, Werner
The effect of corporate governance on the capital structure of non-financial companies in the period of
2011-2015

R. Murhadi, Werner

https://www.atlantis-press.com/proceedings/insyma-18/authors 9/13


https://www.atlantis-press.com/proceedings/insyma-18/25892023
https://www.atlantis-press.com/proceedings/insyma-18/25892003
https://www.atlantis-press.com/proceedings/insyma-18/25892042
https://www.atlantis-press.com/proceedings/insyma-18/25892006
https://www.atlantis-press.com/proceedings/insyma-18/25892027
https://www.atlantis-press.com/proceedings/insyma-18/25892007
https://www.atlantis-press.com/proceedings/insyma-18/25892040
https://www.atlantis-press.com/proceedings/insyma-18/25891999
https://www.atlantis-press.com/proceedings/insyma-18/25892000

12/20/22, 9:17 AM Proceedings of the 15th International Symposium on Management (INSYMA 2018) - Authors | Atlantis Press

Factors in taxation policies issuances

Rahardja Honantha, Christina
Consumer's response to e-mail advertisement from tour and travel agency in Indonesia

Rahardja Honantha, Christina
Building local fashion brand equity for young consumers

Rahardja Honantha, Christina
The effect of eco-friendly practices on green image and customer attitudes

Raharja Wirawan, Adhicipta
Factors influencing accounting students in acceptance of e-learning

Rahayu, Siti
Factors influencing travel to Islamic destinations: an empirical analysis of Sunan Ampel religious
tourism area Surabaya

Ramanust, Sumalee
Model analysis of service satisfaction as the modulator between service quality and decision-making
behavior in using low-cost airlines

Renada Fulongga, Farenza
A message behind a smile: how facial expression supports communication in marketing

Ria Murhadi, Werner
Managerial overconfident and firm financing decision: an Indonesian case

Ria Murhadi, Werner
The Influence of Good Corporate Governance (GCG) on Financial Distress

https://www.atlantis-press.com/proceedings/insyma-18/authors 10/13


https://www.atlantis-press.com/proceedings/insyma-18/25892006
https://www.atlantis-press.com/proceedings/insyma-18/25892030
https://www.atlantis-press.com/proceedings/insyma-18/25892031
https://www.atlantis-press.com/proceedings/insyma-18/25892033
https://www.atlantis-press.com/proceedings/insyma-18/25892043
https://www.atlantis-press.com/proceedings/insyma-18/25892041
https://www.atlantis-press.com/proceedings/insyma-18/25892042
https://www.atlantis-press.com/proceedings/insyma-18/25892035
https://www.atlantis-press.com/proceedings/insyma-18/25892008
https://www.atlantis-press.com/proceedings/insyma-18/25892009

12/20/22, 9:17 AM Proceedings of the 15th International Symposium on Management (INSYMA 2018) - Authors | Atlantis Press
Rosiawan, Muhammad
Resource orchestration to improve communication with customers: "case study: MSME footwear in East
Java"

Rudenko, Slavomir
"Wonderful Indonesia" country marketing campaign - how visible Indonesia as a tourism destination for
Europeans

Rusdiyanto, Johny
The Existence of human resources employability to energize the power of competitive advantage of
aqigah Nurul Hayat Surabaya

S. Kuo, Tony
Cross Cultural Management in the Higher Educational Institutions

S.Muliasari, Rahma
Service Quality of Public Terminal Users in UPT-LLAJ East Java

Sandra Alimbudiono, Ria
Soft loan program for credit union: a fruitful or a useless program?

Seale, David
Cycling: do the health benefits of cycling outweigh the risks in Bangkok?

Setyanta, Budi
Exploration of intention to turnover: case study of hospital IT employees

Setyawan, Andhy
The effect of eco-friendly practices on green image and customer attitudes

https://www.atlantis-press.com/proceedings/insyma-18/authors 11/13


https://www.atlantis-press.com/proceedings/insyma-18/25892048
https://www.atlantis-press.com/proceedings/insyma-18/25892034
https://www.atlantis-press.com/proceedings/insyma-18/25892022
https://www.atlantis-press.com/proceedings/insyma-18/25891994
https://www.atlantis-press.com/proceedings/insyma-18/25892046
https://www.atlantis-press.com/proceedings/insyma-18/25892016
https://www.atlantis-press.com/proceedings/insyma-18/25892050
https://www.atlantis-press.com/proceedings/insyma-18/25892018
https://www.atlantis-press.com/proceedings/insyma-18/25892033

12/20/22, 9:17 AM Proceedings of the 15th International Symposium on Management (INSYMA 2018) - Authors | Atlantis Press

Setyawan, Andhy
A message behind a smile: how facial expression supports communication in marketing

Setyawan, Didik
Exploration of intention to turnover: case study of hospital IT employees

Atlantis Press

Atlantis Press — now part of Springer Nature — is a professional publisher
of scientific, technical & medical (STM) proceedings, journals and books.
We offer world-class services, fast turnaround times and personalised
communication. The proceedings and journals on our platform are Open
Access and generate millions of downloads every month.

For more information, please contact us at: contact@atlantis-press.com

https://www.atlantis-press.com/proceedings/insyma-18/authors 12/13


https://www.atlantis-press.com/proceedings/insyma-18/25892035
https://www.atlantis-press.com/proceedings/insyma-18/25892018
https://www.atlantis-press.com/proceedings/insyma-18/authors?page=1
https://www.atlantis-press.com/proceedings/insyma-18/authors?page=2
https://www.atlantis-press.com/proceedings/insyma-18/authors?page=2
https://www.atlantis-press.com/
mailto:contact@atlantis-press.com

12/20/22, 9:17 AM Proceedings of the 15th International Symposium on Management (INSYMA 2018) - Authors | Atlantis Press

» PROCEEDINGS » ABOUT

» JOURNALS » NEWS

» BOOKS » CONTACT
» POLICIES » SEARCH

» MANAGE COOKIES/DO NOT SELL MY INFO

Home Privacy Policy Terms of use n y m

Copyright © 2006-2022 Atlantis Press — now part of Springer Nature

https://www.atlantis-press.com/proceedings/insyma-18/authors 13/13


https://www.atlantis-press.com/
https://www.atlantis-press.com/privacy-policy
https://www.atlantis-press.com/terms-of-use
https://www.facebook.com/AtlantisPress/
https://twitter.com/prmarketingAP
https://www.linkedin.com/company/atlantis-press/
https://www.atlantis-press.com/proceedings
https://www.atlantis-press.com/journals
https://www.atlantis-press.com/books
https://www.atlantis-press.com/policies
https://www.atlantis-press.com/about
https://www.atlantis-press.com/news
https://www.atlantis-press.com/contact
https://www.atlantis-press.com/search

Advances in Social Science, Education and Humanities Research (ASSEHR), volume 186
15th International Symposium on Management (INSYMA 2018)

ATLANTIS
PRESS

Developing a destination brand in the context of regional and national
branding strategies: a case study of brand development of Sleman Dis-
trict, Yogyakarta Special Province, Indonesia

Ike Janita Dewi
Sanata Dharma University, Yogjakarta, Indonesia

ABSTRACT: Developing a destination branding is one of the popular marketing strategies employed by tour-
ism destinations. This paper describes the process of regional brand development of Sleman District, Special
Region of Yogyakarta, Indonesia. As a case study, this paper offers perspectives, strategies, and guidelines for
developing a regional brand that involves relevant stakeholders. The brand development processes include
stakeholders' identification, situation analysis, unique selling points identification, logo and slogan develop-
ment, and brand implementation strategies. Nowadays, Indonesia has national (that is, tourism brand of Indo-
nesia) and regional brand (that is, the brand of Special Region of Yogyakarta). In such a context, there were
risks that the new brand development would conflict with the existing brands and may deliver inconsistent
messages to potential visitors of the destination. Therefore, this paper recommends the development of a

brand hierarchy of the national-regional-district brands to establish consistency among the brands.
Keywords: national brand, regional brand, district brand

1 INTRODUCTION

Branding in the context of tourism destination start-
ed to gain attention with the growing importance of
tourism sector. Conceptually, the topic gained visi-
bility with destination branding as the focal topic at
the Travel and Tourism Research Association's An-
nual Conference in 1998 (Blain et al. 2005). The
concept has been further developed and explored in
a book entitled "Destination Branding" (Morgan &
Pritchard 2002). Empirically, the development of
destination branding has gained popularity and be-
come one of the most popular marketing strategies
applied by both governments (national and regional)
and destination management organizations.

Studies on tourism marketing in Indonesia are
important to be conducted due to the importance of
the sector. The number of foreign and domestic visi-
tors visiting tourism destinations has increased year-
ly and reached 12 million foreign visitors in 2016
and 240 million domestic visitors in 2016 (the Indo-
nesian Central Bureau of Statistics 2017). In terms
of foreign exchange receipts, the tourism sector has
been the main contributor to foreign exchange for

Indonesia. In 2014-2015, tourism sector was ranked
the fourth and has significantly improved its position
as the second biggest foreign exchange contributor
for Indonesia in 2016 (USD 13,568 Million) after
Crude Palm Oil.

To further develop the tourism sector, the Minis-
try of Tourism of the Republic of Indonesia has
placed a great attention on marketing strategies. The
formulated marketing strategies state that compo-
nents of the strategies are Destination, Origin, and
Time Seasonality (DOT) and Branding, Advertising,
and Selling (BAS). Branding itself has gained spe-
cial attention and received a much higher budget. As
a result, the national tourism brand of Indonesia of
‘Wonderful Indonesia' has successfully stood out in
the midst of a very competitive tourism marketing in
Southeast Asia (e.g. Malaysia’s tourism brand of
‘Malaysia Truly Asia' or Thailand's ‘Amazing
Thailand’). In such a national tourism marketing
strategy context, a complexity raised due to the state
administration system in Indonesia. Based on Na-
tional Legislation No 34 the Year 19 on Regional
Government and then revised by Legislation No 23
the Year 2014 on Regional Government (and then
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further improved by Legislation No 9 the Year
2015), Indonesia state administration system adopts
the decentralization system where power resides
more on the district level. Indonesia consists of 34
provinces and 514 districts.

This system has implications for the regional
marketing strategy formulation, where district gov-
ernment also formulates their own strategy, includ-
ing its destination branding strategy. Within this
context, this paper described a district brand devel-
opment process in Sleman district. This district is
part of Yogyakarta Special Region, one of the 34
provinces in Indonesia which is renowned as Indo-
nesia’s 2nd most visited destination after Bali. Yog-
yakarta Special Region (or popularly called ‘Jogja")
itself has developed its regional brand of ‘Jogja
Istimewa' (or ‘The Distinctively Jogja'). The case
study of a district brand development process in
Sleman district shows that nowadays, Indonesia has
national (that is, tourism brand of Indonesia) and re-
gional brand (that is, the brand of Special Region of
Yogyakarta).

2 LITERATURE REVIEW
2.1 Destination Branding

Geographic locations, like organizations or products,
can also be branded. The goal of such branding is to
make people aware of the location and then link de-
sirable associations to create a favorable image for
entire visits and businesses (Keller 2003). Empirical
research has demonstrated that branding enhances
destination image among visitors and assists regional
governments or Destination Management Organiza-
tions (DMOs) in measuring achievements. Destina-
tion branding successes, such as New Zealand’s
‘100% Pure New Zealand’, Singapore’s ‘Yours Sin-
gapore’ or Amsterdam’s ‘I Amsterdam’ have
demonstrated how branding can be a positive force
for nations or regions to develop their destination
brands.

Fan (2005) warned that the dangers of treating
place branding like commercial brands as there are
fundamental differences between the two. For ex-
ample, while products can be altered, re-launched,
replaced or withdrawn from the market, places can-
not. A nation brand can only create emotional bene-
fits due to intangibility. Moreover, product’s brands
have a single owner with legal rights, whereas a
place is owned by any organization (or even people
or residents of a place) that chooses to exploit the
image of the place. Therefore, the audiences for des-
tination brands are diverse and hard to find, unlike
product’s brands that have targeted segment.
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The diverse audiences of destination branding in-
clude the residents of the destination itself. This im-
plies on the strategic importance of internal brand-
ing. In a destination brand development, residents of
the place are the first audience of the brand, fol-
lowed by the external audience, that is, the potential
tourists to visit the destination. A destination brand’s
promise is mainly fulfilled by the residents of the
destination by offering best hospitality to visitors.
Therefore, with regards to the strategic importance
of internal branding, the definition of destination
branding is as follows. Destination branding is the
set of marketing activities that (1) support the crea-
tion of a name, symbol, logo, word mark or other
graphics that readily identifies and differentiates a
destination; (2) consistently convey the expectation
of a memorable travel experience that is uniquely as-
sociated with the destination; (3) serve to consoli-
date and reinforce the emotional connection between
the visitor and the destination; (4) reduce consumer
search costs and perceived risk; and (5) serve to co-
ordinate and build commitment to the internal stake-
holder to deliver quality brand experience. Collec-
tively, these activities serve to create a destination
image and brand experience that positively influ-
ences consumer destination choice (Blain et al.
2005, Dewi 2009).

Internal branding can be started with the formula-
tion of the brand identity of the destination and then
communicate it to the society. The brand identity of
a destination is the attributes and characters of a des-
tination from the perspective of its internal stake-
holders (Burmann & Zeplin 2005). Buckley (2005)
and Burmann & Zeplin (2005) stated that identity
precedes image meaning that a solid brand identity
should be first constructed before communicated to
its external consumers.

Furthermore, the intense competition in the tour-
ism sector also provides reasons why image and
branding have been very important to tourism desti-
nations. Baker & Cameron (2008) argue that the
main reasons for destination branding growth are re-
lated to either competition issues or consumer be-
havior. Substitutability has become one of the main
problems for destinations today. In addition, most
destinations have excellent facilities and services
and claim to have unique culture and heritage (Mor-
gan & Pritchard 2002). Also, tourists are becoming
increasingly sophisticated and discerning and desti-
nation choice is now becoming a considerable indi-
cation of lifestyle and a way to express identity in an
increasingly homogenous world (Morgan &
Pritchard 2002).

Clarke (2000) states that relevance of branding to
tourism destinations (as a part of marketing strate-
gies) can be summarized into the following 6 (Six)
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points: (1) Tourism involves complex and high in-
volvement purchase decisions, thus, branding can
reduce the choices available for consumers, (2)
Branding can help reduce some of the intangibility
of tourism products, especially if combined with
positive past experience, (3) Branding can com-
municate a sense of consistency of image especially
for tourism sector which involves many parties
(travel agents, tour operators, restaurants, hotels, at-
tractions, transportations, tourist guides, and so on),
which make it sensitive to variability of experience,
(4) Branding can act as a mechanism to reduce the
risk of ill-spent time through selection of a poor des-
tination, (5) Given the inseparable nature of tourism
product and the desire for segment compatibility,
therefore, being high, branding helps ensure tourist
satisfaction and thus facilitates precise segmentation,
and (6) In such a high-context service, motivation
and teamwork are a high priority as tourism and
brands can provide a focus for the integration of
producer effort and assist people in working towards
the same outcome (i.e. a brand can serve as a con-
tract of quality between producer(s) and their cus-
tomer(s) therefore motivate the producers to fulfill
what the brand promises). Therefore, the need for
destination branding is relevant to the tourists' point
of view. The development of a unique, effective
branding campaign can, therefore, differentiate a
destination from the competitor.

2.2 Destination Brand Building

Destination/place branding performs four main func-
tions (Blain et al. 2005), namely: (1) brands as
communicators, where brands “represent a mark of
ownership and a means of product differentiation
manifested in legally protected names, logos, and
trademarks”, (2) brands as perceptual entities which
appeal to consumer senses, reasons, and emotions,
(3) “brands as values enhancers” which led to the
concept of brand equity, and (4) “brand as relation-
ships” where the brand is construed as having a per-
sonality which enables it to form a relationship with
the consumers. Based on those propositions, the des-
tination/place branding is constructed as “relational
brand network™ which includes the core brand and
four categories of brand relationships that are, con-
sumer relationships, brand infrastructure relation-
ships, primary service relationships, and media rela-
tionships. This perspective is taken by the author as
the main framework for developing the brand of
Sleman district.
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3 RESEARCH METHODS

The brand development process for Sleman District
followed Hankinson’s conceptual framework of des-
tination brand building which was built around the
concept of a brand networks (Blain et al. 2005). The
procedure also adopts the perspective of Burmann &
Zeplin (2005) on the formulation of the brand identi-
ty of the destination. For that purposes, a series of
data collection was conducted with the following
groups. (1) Discussion with stakeholders. The key
stakeholders identified were Sleman Tourism Office,
Regional Development Planning Board, Culture Of-
fice, the tourism industry stakeholders (tour opera-
tors, hotels and restaurants, and tour guides), and the
media. (2). Expert interview. The experts involved in
the process were researchers, academics, and design
expert. (3). Tourist behavior analysis. The analysis
included survey and interviews with tourists visiting
tourist destinations in Sleman. Majority of the tour-
ists interviewed were foreign tourists to gain interna-
tional market's perspectives about Sleman.

Table 1. Destination Brand Development Phases

Phase  Description of  Outcome (Data or Activities)
Activities
Phase  Stakeholder List of internal and external
1 identification stakeholders
Market Analysis  Tourist products, number of
and Competitor  visitors, visitors trend, market
Analysis demand, competition analysis
Phase  Core Brand de- Formulation of brand identity
2 velopment Identification of strong and
Brand Identity  unique icons of values of the
development destination (cultural values,
heritage, culinary, perfor-
mances, etc)
Phase Brand element Logo, Slogan, and Tagline
3 development
Phase Brand Launch Brand introduction and so-
4 and Implemen- cialization to general public
tation and tourism stakeholders
Gaining commitment (inter-
nal branding)
Formulation of marketing
strategies to build brand equi-
ty
Formulation of relationship
infrastructure to build brand
equity (consumer, brand in-
frastructure, media, tourism
service relationships)
Phase  Development of Time schedule, parameter,
5 Monitoring and  development of methods and

Evaluation Plan

tools to gain feedback from
stakeholders.
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The brand development involved 5 (five) phases
of: (1) Stakeholder Identification, market analysis,
and competitor analysis, (2) Core brand develop-
ment and brand identity development, (3) Brand el-
ement development, (4) Brand launch, and (5) De-
velopment of Monitoring and Evaluation Plan. The
phases, description of activities, and outcome of
each phase are described in the Table 1.

4 CHALLENGES IN REGIONAL BRAND
DEVELOPMENT

The challenge in regional brand development in In-
donesia lies on the state administration system in In-
donesia where authority resides more on the district
level. The central government systematic involve-
ment in the brand development both at the national
level and at regional level began with the develop-
ment of Branding-Advertising-Selling marketing
strategies by the Ministry of Tourism of the Repub-
lic of Indonesia. The strategy resulted in the decision
of establishment of Wonderful Indonesia as the mas-
ter brand for Indonesia tourism. Therefore, the de-
velopment of destination brands in Indonesia must
adhere to the guidelines (both technical and concep-
tual) of Wonderful Indonesia brand. However, be-
fore such branding strategy was widely communi-
cated to provinces and districts in Indonesia, at the
provincial levels, some provinces have already de-
veloped their own regional brands. With the status of
Yogyakarta Special Region as a special province and
a renowned tourist destination, the need of develop-
ing its brand has emerged quite a while before the
systematic destination brand strategy was adopted by
Ministry of Tourism at the national level. As a re-
sult, there has been the brand of Jogja Istimewa as
the brand of Yogyakarta Special Region which is
supposed to act as a master brand for the districts
(including Sleman District) as parts of the province.

The complexity arose in 2016 as the Ministry of
Tourism also developed and launched the destination
brand which encompasses two provinces (that is,
Yogyakarta Special Region and Central Java prov-
ince). These two provinces were regarded as ‘one
destination’ in the perspective of the national tour-
ism development master plan. As a derivative of the
national brand of ‘Wonderful Indonesia’, the brand
of Yogyakarta Special Region and Central Java
Province was developed applying the guidelines of
‘Wonderful Indonesia’ brand Therefore, the brand of
“Java: Cultural Wonders™ also existed. Sleman dis-
trict as a part of Yogyakarta Special Region also be-
longs to this destination and will be marketed using
this brand as well.
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) “Wonderful Indonesia” is the
: National Brand of Indonesia Tour-
ism (formally applied and systemat-

ically promoted since 2014)

wonderful

ndonesia

“Java: Cultural Wonders” is the
destination brand developed for the
regions of Yogyakarta Special Re-
gion (including Sleman District)
and Central Java Province (the
neighbouring province of Yogya-
karta Special Region). The brand
was developed in 2016 (as part of
national tourism strategy in devel-
oping destination brand).

“Jogja Istimewa” is the brand of
Yogyakarta Special Province which
was officially launched and adopted
in 2015.

ORI

J&Va

cultural wonders

jogja

istimewa )

Figure 1. The National and Regional Brands Already Existed
before the Development of Sleman District Brand

In such a context, the development of a brand of
Sleman had to comply and consistent with the mas-
ter brand.

5 CONCLUSION

The brand development process in Sleman has final-
ly completed the executive decision that the brand of
Sleman District should comply and be consistent
with the brand of Yogyakarta Special Province. The
choice was made based on the consideration that
Sleman district is directly associated with Yogyakar-
ta Special Province. The image of ‘Jogja’ has been
shared inseparability with the image of Sleman.
However, this decision was taken at the expense of
inconsistency between the district and the national
brand. As the case study of Sleman can occur at oth-
er destination brand development in Indonesia,
brand architecture or brand hierarchy is definitely
needed to develop. Perhaps, the central government
(i.e. Ministry of Tourism should be responsible for
this task). Finally, the brand of Sleman was decided

as follows:
A\ sleman

1‘5) L’*‘q 2% the [ll/llll/l““u/[
01 AR

\

Figure 2. The Destination Brand of Sleman District

156



ATLANTIS
PRESS Advances in Social Science, Education and Humanities Research (ASSEHR), volume 186

Sleman is the brand name. It states the identity of
region. Prambanan Temple and Mount Merapi are
the logo. These represent the iconic assets of Sleman
as the flagship products.

The Living Culture is the tagline. . It states that
the core element and culture is a differentiating ele-
ment of Sleman. The living culture means the dy-
namic culture of Sleman, which signifies that the
traditional culture and traditions evolve in harmony
with the modern/contemporary culture. Living cul-
ture also means that people of Sleman strive for the
values of hospitality, open-mindedness, creative, and
multicultural. These values represent the characteris-
tics of Sleman which also a host of nationally and in-
ternationally renowned universities and tertiary edu-
cation institutions.

It means that Sleman District will create synergy
with Yogyakarta Special Province in developing the
region and the society. Culture is chosen as the spirit
of development.

The font type chosen is lowercase, representing
the spririt of egalitarianism. The font used is mod-
eled after the Javanese characters. The color identity
is red, which represents the color identity of the
Royal Palace of Ngayogyakarta Hadiningrat.
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