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Abstract

During President Joko Widodo's (Jokowi's) administration, Indonesia and China tend to have
closer partnership concerning tourism sector. On the other hand, as Chinese outbound tourists
gradually increase year to year, China becomes a key market that is expected to boost interna-
tional tourist arrivals in Indonesia. The article aims to explain Indonesia’s public diplomacy to
China in the tourism sector during the first period of President Jokowi’s administration from the
analysis of international relations. This article presents an analysis of Indonesia’s public diplo-
macy models in enhancing tourism-branding to China based on the soft power theory. Public di-
plomacy represents a country’s foreign policy through two-way communication and people-to-
people interaction between representatives of a country and foreign publics as objects of diplo-
macy. The article mainly uses qualitative research methodology with analytical and descriptive
analysis to understand and analyze public diplomacy and its practical implementations to China.
The result finding is that Indonesia makes tourism as a potential soft power to strengthen its
identity and enhance strategic and comprehensive relations with China. By developing diplomat-
ic practices through a people-centered approach, the government would be more effective and
efficient to reach all levels of Chinese society to promote Indonesia’s tourism
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INTRODUCTION

The strengthening of bilateral relations between Indonesia and China in the Jokowi era has
been seen ever since he made China as the first country of his state visit at the APEC Summit in
Beijing, 2014. In terms of tourism projects, the two countries have signed a Memorandum of Un-
derstanding on Tourism Cooperation (Ministry of Foreign Affairs of the People's Republic of
China) between the National Tourism Administration of the People’s Republic of China and the
Ministry of Tourism and Creative Economy of the Republic of Indonesia. In 2015, President
Jokowi and President Xi Jinping continued to deepen mutual trust and extensive cooperation in
multiple priority areas in which tourism and people-to-people exchange were also concerned
about. The two countries agreed to promote tourism by air transport cooperation, cultural heritage
and marine tourism, Indonesia-China Joint Working Group on Tourism Cooperation, and collab-
orative program of Giant Panda and Komodo Dragon (Embassy of the People’s Republic of Chi-
na in the Republic of Indonesia, 2015). As part of China’s grand strategy, Belt and Road Initia-
tive (BRI) also serves as a strategic blueprint in expanding tourism cooperation between Indone-
sia and China. According to the Ministry of Tourism of Indonesia, establishing a department
called International Marketing for Great China shows the government’s commitment to market
and promote tourism in mainland China. Indonesia’s preference to China in the tourism industry
is motivated by Indonesia’s goal to become an important regional player in Southeast Asia and

China’s rise, which is challenging America’s unipolar dominance.

Since President Jokowi took office in 2014, the tourism industry has been touted as a key
sector that may assist Indonesia’s economy to expand more quickly in the future. According to
the Ministry of Tourism, tourism contributes 10% to GDP by spending approximately $1 million,
9.3% 1n foreign exchange earnings, and 8.4% on job creation in the preceding five years, citing
the World Travel and Tourism Council (WTTC) (2016) and the World Bank (2016). According
to data from the Investment and Cooperation Agency, tourist investment increased by 31% in
2017, or 1.7 billion US dollars, and the investment value has continued to rise at a rate of 20%
each year since 2013, where China is one of the largest investors in Indonesia. At this point, the
projection of tourism has significantly contributed to Indonesia’s national economy. Thus, it can
be an economic engine to stimulate the growth of other sectors. Moreover, Indonesia cannot con-
tinuously rely on natural resources such as oil, gas, and coal as the primary economic commodi-
ties for a long term because they tend to have fluctuating prices which can threaten the stability of
Indonesia’s foreign exchange earnings. Hence, allocating investment in the tourism sector is a

wise option.
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According to international tourist arrivals monthly reports released by the Ministry of Tour-
ism and Creative Economy, the increased number of foreign tourists reaches from over 7 million
in 2010 to 9.4 million people in 2014, which contributes to the foreign exchange reserving up to
11,166.13 million USD (Ministry of Tourism and Creative Economy, 2015: 1). According to the
Ministry of Tourism and Creative Economy data from 2015, international tourist arrivals contin-
ued to increase in the following years. For instance, in 2019, one year before the COVID-19 pan-
demic, more than 16 million tourists visited Indonesia and it has decreased to about 4 million
tourists or 74,84% in 2020 (Ministry of Tourism and Creative Economy, 2021). In 2017, the tour-
ism industry contributed 3.3% of total GDP, or 28,208.9 million USD (WEF, 2017: 186). Due to
the fast expansion of the tourism industry, the Indonesian government, led by President Jokowi,
revamps tourism development plans and strategies under the supervision of the Ministry of Tour-
ism. It includes regulatory reform, branding strategies, and overseas diplomacy that have been

implemented through the enhancement of government and people-to-people ties.

The global tourism industry growth encourages President Jokowi’s administration to devel-
op Indonesia’s tourism and increase its competitiveness in the global stage. According to the
Chairman of the Committee of National Industry Economy (KEIN), Soetrisno Bachir, Indonesia
has the potential to play a global strategic role in the tourism sector as so to increase the growth
of economy (KEIN, 2019). Indonesia’s tourism development is being driven by infrastructural
development, according to the 2015 Travel and Tourism Competitiveness Report (WEF, 2015:
17). The government’s aims are to promote cultural and natural activities as tourist attractions,
improve tourism expenditure, expand international openness, and reinforce the free visa policy
for international tourists (WEF, 2017: 24). As a result of this success, Indonesia’s travel and tour-
ism competitiveness index (TTCI) rises from 50™ place in 2015 to 40™ place in 2019 (WEF,
2015: 5; 2019: 28). The Travel and Tourism Competitiveness Index (TTCI) is a measure of a
country’s competitiveness in terms of travel and tourism (T&T). It includes a number of variables
and policies that influence a country's T&T growth (WEF, 2019).

While Indonesia’s tourism competitiveness and the amount of overseas tourists are rapidly
enhanced, Indonesia’s tourism ranks 4™ of Southeast Asian countries under Singapore, Malaysia,
Thailand (WEF, 2019: 29). On the other hand, Thailand is still the top option for foreign travel-
ers, notably Chinese tourists, due to its natural and historical attractions, and it is featured in the
list, according to UNTWO (2019) “top 10 destinations receive 40% of worldwide arrivals”. Im-
proving the government’s tourism capacity and competency on a regional level was a huge task.

As a result, the government attempts to compete with Thailand and other Southeast Asian nations
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to become a popular tourist destination, or a tourism hub. From this perspective, it shows that In-
donesia has a strong desire to become a regional power, in which, tourism serves as one of its
supporting tools. While competing with Thailand, Singapore, and Malaysia, tourism may become
a locomotive industry for Indonesia’s national growth and enhance Indonesia’s competitiveness
and prestige at the regional level. Making Indonesia a Southeast Asian tourism hub may have
good consequences for investment and trade growth and boost regional people-to-people relations

(Ministry of Tourism: 6).

One of Indonesia’s public diplomacy activities during President Jokowi’s reign has been to
promote tourism to China. Indonesia is seeking to improve its image and geopolitical power in
the region and realize its objective of becoming a tourism hub. Because China is a developing
global power that influences global economic growth dynamics and the potential for Chinese out-
bound tourists, the Ministry of Tourism collaborates with relevant authorities to attract Chinese
investors and visitors to Indonesia. As a result, China is viewed as one of the major objectives of
Indonesia’s tourism diplomacy. According to the Ministry of Tourism, Chinese tourist numbers
have gradually increased in recent years prior to the COVID-19 pandemic. It is defined by its
size, long-term viability (growth), and spending characteristics (Ministry of Tourism, 2018). Fur-
thermore, the World Tourism Organization (UNWTO) in International Tourism Highlight 2019
Edition mentions that “China remains the world’s largest spender” where “around 10% of Chi-
na’s 1.4 billion inhabitants travel internationally” increase Chinese outbound tourists, especially
in Southeast Asia (UNWTO, 2019: 15). While it motivates Indonesia to be the most popular tour-
ist destination, Chinese tourists are anticipated to boost Indonesia’s tourism competitiveness

through the increasing number of their visitors.

On the other hand, some of Chinese people still have misunderstanding about Indonesia
as a result of the negative propaganda in 1998.
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Figure 1. Comments and Postings on Weibo Platform
Source: PT Inter Ksatrya Film and Ministry of Tourism, (2018: 74)
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Figure 1 illustrates the impact of the May 1998 riots in Indonesia, which leaves unfavorable
perceptions about discrimination and anti-Chinese ethnicity throughout the country. The issue of
anti-Chinese ethnicity and the 1998 conflict has the most posts. It is followed by posts like “don’t
want to travel” and “support nasty remarks”. Overall, the black campaign has tarnished Indone-
sia’s image and served as a deterrent to Chinese tourists. Therefore, a people’s diplomacy strate-
gy is essential in fostering and offering understanding to the Chinese people and eradicating these
unfavorable perceptions (Sofiyanto, 2019). It is not only a nation-branding strategy, but also a
kind of public communication to build mutual understanding between Chinese and Indonesian

people so as unfavorable opinions would eventually fade.

This article analyzes tourism promotion and marketing to mainland China through the prac-
tice of public diplomacy during President Jokowi’s first term in office. It explains how tourism
plays a crucial part in public diplomacy. Because the literature on tourism and public diplomacy
is sparse, it may be challenging to determine the important relationship between them. On the
other hand, the authors try to figure out how tourism may be used as an instrument of public di-

plomacy.
Theoritical Framework

Tourism can be one of the soft power assets. Soft power is fundamentally about the ability
to get the other the outcome you desire (Nye, 2004: 111). Soft power is more than persuasive
acts. In other words, it is about the art of winning the minds and hearts of people to accept, emu-
late, and give positive feedback to a country’s values, norms, beliefs, and policies (Ooi, 2015: p.
1; Melissen, 2005: 10). Distinct from hard power which is transmitted through military and eco-
nomic forces, soft power relies on culture, political values, and foreign policy instruments (Nye,
2004: 6, 111) to influence the behavior of foreign audiences towards a country in a different light.
In this contemporary world, soft power is a multi-dimensional power in which its attributes con-
sist of but are not limited to music, food, arts, tourism, education, digital media, literature, and
environment (Weber Shandwick and KRC Research: 11; Ooi, 2015: 1). The role of tourism as
soft power asset can be used in pursuing a country’s political goals such as economic benefits,
destination branding, positive image, mutual understanding, and global competitiveness. It mani-
fests through the attraction process in which a country establishing its positive image based on its
policies and characteristics will attract the target audiences (whether states or non-state actors)
(Nye, 2004 in Xu, Wang, and Song, 2018: 3). While it has greater influence to the audiences, soft
power will be increased as they will be willing to follow or imitate that country’s agenda-setting,

values, or institutions (Kearn, 2011 in Xu, Wang, and Song, 2018: 3).
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Joseph Nye classifies public diplomacy as a form of a country’s foreign policy that is con-
ducted to gain soft power. He defines it as not only an activity to convey a message and sell the
positive image to the public, but it “....also involves building long-term relationships that create
an enabling environment for government policies” (Nye, 2004: 107). The other scholar, Hans J.
Melissen (2005) in his concept of “new public diplomacy”, emphasizes that public diplomacy
represents the delivery of positive aspects of a country to foreign audiences exercised through a
“two-way information flow” strategy. Public diplomacy is one of major elements of soft power
(Melissen, 2005: 4). It is not just about directly conveying a country’s diplomatic messages (one-
way flow) to foreign public; however, it also reflects a strategic interaction and communication
that attracts attention and brought understanding, branding, influence, and information about its
nation’s values, interests, ideas, and policy goals to foreign audiences (Sharp & Tuch, 1990: 3;
Melissen, 2005: 8). By concerning this context, the authors agree that the concept of public diplo-
macy illustrates the practice of two-way diplomacy to influence and appeal to foreign publics that
is more strategic, interactive, and comprehensive. It specifically aims to build the trust and credi-
bility of a country and boost a long-term relationship with the target audiences. Public diplomacy
mobilizes cultural, political values, and policy as sources of soft power to attract attention and
encourage the interaction among government and non-governmental actors such as individuals,
NGOs, private sectors of the target countries and build long-standing relationships through strate-
gic communications and negotiations (Murrow, as cited in Leonard, 2002: 1; Nye, 2004: 114-
115; Melissen, 2005: 5; Hall and Frank, 2013: 2).

Public diplomacy is defined as the establishment of two-way communication and people-to
-people engagement between government representatives and foreign publics as referent objects
of diplomacy. The established communication and engagement is meant to influence target audi-
ences’ policies and actions so that they accept, emulate, and achieve the diplomatic results de-
sired by the hosting country. In this circumstance, inter-governments are no longer negotiated
unilaterally, instead, a wide variety of non-state players — individuals, agencies, and organizations
— acting as diplomatic agents or informal diplomats participate in such process. As public diplo-
mats, they may engage in acts of cross-cultural communication — tourist promotion and market-
ing — to represent the government’s interests. Tourism is an extended weapon of diplomacy that
is pushed, sold, and advertised to attract and bring the international public closer together as part
of cultural and economic engagement (Baranowski, et.al. 2019: 7). The rise of global tourism has
altered the diplomatic landscape, making it possible to use tourist policy to achieve a country’s
political (international reputation and position) and economic goals (foreign exchange earnings).

The Turkish Asian Center Studies in 2016 analyzes that public diplomacy in the tourism sector
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has two bilateral activities: 1) diplomatic tourism to maximize national profits in political and
economic realm and 2) touristic diplomacy to develop domestic tourism (Turkish Asian Center
for Strategic Studi, 2016: 3). In similar cases, quoted by Baranowski, et.al., Wantanee Suntikul’s
article in 2017 and UNESCO’s consecration of the French meal in 2010 argues that food and
tourism are used as an instrument of public diplomacy (Baranowski, et.al. 2019: 9). To achieve
tourism goals, public diplomacy aims to improve a country’s tourism-branding, favorable image,
and its global competitiveness. Melissen, for instance, discusses how China advertises its country
through cultural and economic power. From a soft power standpoint, China uses cultural manifes-
tations such as movies, fashions, and language as tools of public diplomacy to promote its inter-
national ties and tourism abroad in order to assuage other nations’ fears and skepticism of Bei-
jing’s ascent (Melissen, 2005: 94).

Previous studies have analyzed the implementation of Indonesia’s tourism diplomacy.
However, they mostly discuss tourism diplomacy discourse and are unconcerned with the practi-
cal implementation of public diplomacy in China. First, Andalangi (2018) examines marine tour-
ism diplomacy in North Sulawesi as a case study. He is particularly interested in how tourism di-
plomacy is used to promote marine tourism and strengthen collaboration with China. Second,
Ivarachmawati and Issundari (2016) study discuss the citizens’ role in public diplomacy through
information exchange, economic, social, and cultural activities, and direct intensive communica-
tion between local people and foreigners under IACS (Indonesian Arts And Cultural Scholar-
ship). Third, Yuniarto (2017) focuses on journalism as a marketing technique for Indonesia’s
tourism to China utilizing the Wechat platform. Fourth, Yuristiadhi and Sari (2017) investigate

issues about Indonesia’s tourism branding approach.

The purpose of this study is to analyze tourism promotion and marketing in China using
public diplomacy. Public diplomacy is used not only for nation-branding purposes but also for
two-way communication intended to boost Indonesia’s tourism. The novelty of this article is the
practical implementation of Indonesia’s public diplomacy to China in the tourism sector during
President Jokowi’s first period. Specifically, this research attempts to explain Indonesia’s public
diplomacy to China in the tourism sector as a strategic instrument of Indonesia’s foreign policy
aimed to enhance Indonesia’s soft power. This study analyzes how the actors implement three
models of public diplomacy to China in the tourism sector: digital, cultural and exchange, and

citizen model of diplomacy.
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RESEARCH METHODS

The research is designed to analyze the implementation of Indonesia’s public diplomacy to
China in the tourism sector under Jokowi Presidency as a strategy to enhance its soft power. The
results take the form of public diplomacy models, classified into three models: digital, cultural
and exchange, and citizen models of diplomacy. This study mainly uses qualitative methodology.
The type of analysis refers to analytical and descriptive analysis to understand and analyze tour-
ism policies and strategies to China. The data are gathered from interviews, student question-

naires, and literature studies.

First, the process of in-depth interviews mostly involves two Indonesian officials from In-
ternational Marketing for Great China, Ministry of Tourism and Directorate of Public Diplomacy,
Ministry of Foreign Affairs. While the interview with the Ministry of Tourism focuses on the
tourism overseas policies and strategies that have been implemented in mainland China, the inter-
view with the Ministry of Foreign Affairs focuses on the role of public diplomacy in the tourism
sector, particularly for diplomats and government officials, in which the Ministry coordinates
with the Ministry of Tourism, Ministry of Education and Culture, and the Institute of Internation-
al Relations. On the other hand, other interviews with international students are also conducted.
Two, student questionnaires are required to understand the extent of Indonesian and foreign stu-
dents, and some Chinese people who have ever or never been to Indonesia know and think about
Indonesia’s tourism and diplomatic efforts. Last but not least, the authors attempt to use rigorous

analyses of journals, reports, books, internet sources, and interview transcripts.

The data analysis technique used Miles and Huberman models such as data collecting, re-
duction, presentation, and conclusion and verification (Miles and Huberman, 1994: 10-11). Data
are mainly collected from interviews, literature, documents, and questionnaire are selected and
sorted out. Thus, these data are presented and organized to answer the research question and veri-
fy the conclusion of the research findings. The primary data in this research are mainly collected
through the Ministry of Tourism in Jakarta, including in depth-interview and the practical imple-
mentations from PPIT (Indonesian Students Association in China). The secondary data are de-
rived from the related literature and documentation. The process of research and collecting data
has been mostly conducted at the Ministry of Tourism in Jakarta in 2019. The period of public
diplomacy is during President Jokowi’s government from 2014 to 2019 before the COVID-19

outbreak.
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RESULTS AND DISCUSSION
A. Indonesia’s Public Diplomacy to China in the Tourism Sector

Indonesia’s public diplomacy to China is implemented into promoting and marketing strat-
egies that combine digital media, cultural and people-to-people exchange, and citizen participa-
tion targeting the Chinese public. Director of International Marketing for Great China, Mr. Vin-
cent, explains that these strategies are developed in a structural and comprehensive manner from

the ordinary phase to the super extraordinary phase (Jemadu, 2019).
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Figure 2. Tourism Marketing and Promotion Strategies
Source: Jemadu, (2018: 37)

According to Figure 2, the strategies are classified into three different policies. First, mar-
keting strategy focuses on destination (attraction, access, amenity), the origin of tourists, and
timeline (time of visiting), while promotion strategy concerns about tourism-branding (digital,
printing, and space), advertising (exhibition, promotional events, cooperation with travel indus-
tries), and selling (sales mission, hot deals, digital destination) (Ministry of Tourism, 2018: 40).
Second, media strategy focuses on paid media, owned media, social media, and is endorsed by

collaborating with social media companies and news agencies.

Indonesia’s public diplomacy to China is categorized into three sub-divisions: digital, cul-
tural, and citizen diplomacy. First, digital diplomacy becomes a trend in various countries, in-

cluding Indonesia. Jay Wang, in The Soft Power 30, explains that the use of digital technology
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for public diplomacy creates more spaces for the public’s interactions and engagements inten-
sively and interdependently (Wang in Mcclory, 2019: 75-76). Through a digital media-based
platform, Indonesia’s public diplomacy to China can provide greater prominence. Department of
Media Communication, Ministry of Tourism, plays a larger role in the implementation of digital

diplomacy.

According to the Internet Trends Report of the World Economic Forum, China is the larg-
est digital media users, with 21% of internet users (Meeker, 2019: 11, cited in Charlton, 2019).

Table 1. Internet and Social Media Users in China

Percentage of the

Internet Percentage of the to-  Active social
Year . . total population
users tal population (%) media users
(%)
2015 680 million 49% 653 million 47%
2016 731 million 52% 787 million 57%
751.3 mil- o
) 53% 911.4 million 65%
lion
2017
2018 802 million 57% 1.07 billion 71%
2019 854 million 59% 1.04 billion 72%

Source: Has been processed from Hootsuite and We Are Social reports 2015-2019

According to Simon Kemp in Table 1, China’s internet users increased to 49% in 2015 and
47% for social media users in 2016. In 2017, there were 751.3 million internet users or 53 percent
of the entire population and 911.4 million social media users or 65 percent of the total population.
The number of active social media users increased significantly from 2017 to 2018. At the same
time, the internet users increased to 57% and 71% for social media users in 2018. In 2019, the
number of active internet and social media users increased significantly. Overall, Table 1 shows
that China’s digital users annually increase. The increased number is inseparable from advanced
China’s technology and their dependence on digital communication and platform in everyday
life.

Since 2015, Wechat, Weibo, QQ, and Baidu have emerged as China’s most popular and
active digital platforms. The increased use of digital technology by Chinese citizens may make it
easier for Indonesia to communicate diplomatic messages and create relationships with the Chi-

nese public, allowing the country to promote tourism and enhance its image. Digital diplomacy,
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according to the Ministry of Tourism, contributes to 50% selling, 20% branding, and 30% promo-
tion of Indonesia’s tourism, particularly to China, which is the country’s largest tourist market
(Ministry of Tourism, 2018: 2). As seen in Table 2, digital diplomacy to China relies on the use

of websites, social media, and mobile applications.

Table 2. Digital Diplomacy Implementation

Platform Implementation

- Wonderful Indonesia
Website - Baidu (search engine, maps, travel)

- Xinhua (top background, homepage focus)

— Wechat (banner ads, broadcast messages)

Social Media - Weibo (search billboard package, FST feed, finding page

banner, posting)

Qunar

- CTrip
Mobile Application _  Vizhibao

- (flight banner, homepage banner, live broadcast/

streaming)

Source: Has been processed from Ministry of Tourism reports

First, in addition to establishing the official website of Wonderful Indonesia, the Ministry
of Tourism collaborates with the Baidu Website Company to offer a variety of tourism-related
information and destination priority (Ministry of Tourism, 2018). Baidu travel, a search engine,
and maps are used to deliver the services. On the other hand, Wonderful Indonesia are promoted
on the Xinhua news website’s top backdrop and homepage. Both Baidu and Xinhua are digital
platforms that help promote, broadcast, and communicate Indonesia’s tourism to Chinese audi-
ences (Ministry of Tourism, 2018). Tourism marketing and broadcasting through a website plat-
form can simplify for the Chinese people to learn more about Indonesia’s tourism, such as tour
packages, tourist sites, and comments. Second, Indonesia’s public diplomacy uses social media
platforms to determine the information and promote Indonesia’s tourism activities. Furthermore,
social media is an important platform to enable two-way communication between diplomats and
the public (Bjola & Holmes, 2015: 74-76, cited in Dwikardana, et.al, 2017: 29). There are more
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social media users in China than in any other country, in which, Wechat and Weibo dominate
Chinese social media users. While Wechat’s official account contains banner advertisements and
broadcast messages, public diplomacy to China through Weibo uses search billboard package,
FST feed, finding page banner, and posting techniques (PT Inter Ksatrya Film in Ministry of
Tourism, 2018: 42-58). Third, in addition to websites and social media, mobile applications such
as Qunar, Ctrip, and Yizhibao use digital diplomacy in the form of flight banners, homepage ban-

ners, and live broadcast or streaming (Ministry of Tourism, 2018: 10-19).

The second model of public diplomacy is manifested into cultural diplomacy. In contrast to
digital strategy, this model emphasizes the promotion of culture and information exchanges
among the government, students, and private sectors. The diplomacy activities stress the role of
non-state actors in influencing one another through “spread certain ideas and val-
ues” (Woroniecka, 2016: 4). Practically, the model is implemented into several programs as pre-

sented in the following Table 3.

Table 3. Cultural Diplomacy Implementation

Program Activities Implementation
Arts, culture, - PWI Festival in Wuhan, Nanjing, Harbin, Nanning, Xiamen
culinary, 2018, 2019
gathering, — Festival Rhythm of the Spring 2018 in Nanning
music,
Festival - INAFEST/INAWEEK Shanghai 2017, 2018
- Wonderful Indonesia Promotion 2017 in Luoyang
- Wonderful Indonesia grand opening restaurant in Hefei 2016
Student, am- - Visit program of 30 students from Ping Guoyuan Junior High
bassadors, School
diplomats, — Indonesian Arts and Culture Scholarship Program (BSBI)
government .
Exchange i - Bali Democracy Forum (BDF)
officials
Program - Darmasiswa program

- Family Trip

- Diplomatic tour “Exhibition of Women Empowerment in Pa-
pua Land 2018”
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Program Activities Implementation
Travel agent in- - Sales Mission in North China (Jinan, Shenyang, Har-
dustry or tour op- bin)

eration (TA/TO)  _ gaes Mission BTB Beijing

and hotelier
— Sales Mission Hot Deals China

[buyers&sellers]
Sales Mission — Consumer Selling Wonderful Garuda Indonesia Travel
and Fair
Exhibition — Consumer Selling collaboration with Ctrip

— China International Travel Mart (CITM) Shanghai
2018

- Beijing International Tourism Expo 2018

— CMT China Nanjing 2018

Source: Has been processed from Ministry of Tourism reports

According to Table 3, first, the government cooperates with investors, tourist agencies, and
PPIT to organize Indonesian tourism festival activities such as PWI Festivals, Festival Rhythm of
the Spring, INAWEEK Shanghai, and Wonderful Indonesia restaurants. The so-called PWI festi-
val is a cultural festival in which Indonesian Student Associations in China mainly conducted it
by associating with the Ministry of Tourism, Indonesian Embassy, and relevant sponsors from
China and Indonesia. Since 2017, Indonesia Week (INAWEEK) has been held by the Ministry of
Tourism coordinating with the Indonesian Consulate General in Shanghai and the Indonesian
Chamber of Commerce in China (KJRI Shanghai, 2018). On the other hand, Wonderful Indone-
sia restaurants promotion is also part of cultural diplomacy to promote Indonesia’s positive trend
of tourism and culinary to the Chinese public. These events aim to encourage and increase trade,
tourism, and investment markets between Indonesia and China. Furthermore, according to the
Ministry of Tourism, the festivals are intended as a medium of communication and the develop-
ment of Indonesian art, culture, and tourism to the Chinese public and to build Indonesian cultur-

al identity at the international level (Ministry of Tourism: 41).

According to Table 3, first, the government cooperates with investors, tourist agencies, and
PPIT to organize Indonesian tourism festival activities such as PWI Festivals, Festival Rhythm of
the Spring, INAWEEK Shanghai, and Wonderful Indonesia restaurants. The so-called PWI festi-
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val is a cultural festival in which Indonesian Student Associations in China mainly conducted it
by associating with the Ministry of Tourism, Indonesian Embassy, and relevant sponsors from
China and Indonesia. Since 2017, Indonesia Week (INAWEEK) has been held by the Ministry of
Tourism coordinating with the Indonesian Consulate General in Shanghai and the Indonesian
Chamber of Commerce in China (KJRI Shanghai, 2018). On the other hand, Wonderful Indone-
sia restaurants promotion is also part of cultural diplomacy to promote Indonesia’s positive trend
of tourism and culinary to the Chinese public. These events aim to encourage and increase trade,
tourism, and investment markets between Indonesia and China. Furthermore, according to the
Ministry of Tourism, the festivals are intended as a medium of communication and the develop-
ment of Indonesian art, culture, and tourism to the Chinese public and to build Indonesian cultur-

al identity at the international level (Ministry of Tourism: 41).

Third, the exhibition and sales mission strategy aims to build direct relationships and net-
works between Indonesian sellers and international buyers such as travel agent industry or tour
operation (TA/TO) and hotelier. International tourism exhibitions such as CITM, International
Tourism Expo, and CMT China have two objectives: 1) looking for business partners between
Indonesian sellers and travel agents (PSA) and 2) selling tourism packages directly from seller to
public (non-PSA) (Ministry of Tourism: 34). Similar to the concept of exhibition activities, the
sales mission also facilitates the TA/TO industry, hotelier, and domestic tourist attractions (as a
seller) to make business contacts (business matching) with the overseas TA/TO industry (as a
buyer) or with specific communities (Ministry of Tourism: 38). The sales mission is carried out
through direct promotion, tabletop, and business networking to establish tourism partnerships and

explore market potential (Ministry of Tourism: 39-40).

Finally, the last strategy of Indonesia’s public diplomacy is interpreted as citizen diploma-
cy. It is carried out by individual diplomats such as Indonesian students and NGO representatives
to deliver diplomatic messages to the Chinese public supported by the Indonesian government
(Ministry of Foreign Affairs, 2017). In addition, they also have essential functions in bridging the
differences and problems related to Indonesia’s tourism development. In practice, citizen diplo-
macy to the Chinese public is implemented through the role of PPIT and GenWi China. These
two organizations encourage the creation of new initiatives and collaborations to promote Indo-
nesia’s tourism in China. Several programs and activities have been carried out to develop Indo-

nesia’s tourism in the Chinese market, as seen in Table 4.
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Table 4. Citizen Diplomacy Implementation

Actor Program

Indonesian Students Association in - An Overview article about Indonesia’s tourism
China (PPIT) — Indonesia in My Eyes Video Project
- Travel Blog/Vlog

— Arts and Cultural Club and Festival

— Indonesian language class

GenWi1 Indonesia — Historic Voyage to Indonesia

- Promoting article through Wechat

Source: Has been processed from PPI Tiongkok, GenWi Tiongkok projects

Genwi is affiliated with the Indonesian students association in China, namely PPIT. Festi-
vals, video projects, language classes, and online articles are all part of PPIT’s annual work plans
to promote and grow Indonesian tourism in mainland China. First, the so-called Selayang Pan-
dang or an overview article of Indonesia’s tourism such as culinary, nature and landscape, arts
and culture, or adventures in English and Chinese language has always been uploaded every
week through Wechat social media platform. This article aims to motivate foreign publics espe-
cially Chinese and foreign students to visit Indonesia. Second, travel blog and vlog are part of
PPIT projects in which these programs provide a brief introduction about Indonesia’s culinary,
culture, and tourist places that use English, Indonesia, and Chinese languages. Third, Indonesian
culture and language classes are arranged by some of PPIT branches to provide knowledge and
share mutual understanding to Chinese and foreign students in China. Fourth, most of PPIT
branches organize annual cultural festivals and exhibitions collaborating with the Ministry of
Tourism and the Indonesian Embassy and Consulate General in China as the practical implemen-

tation of Indonesian students’ talents which have been developed in arts and cultural clubs.

For instance, from 2017 to 2019, PPIT Wuhan, under Department of Arts and Culture, has
arranged various events and projects to promote Indonesia’s arts, culture, and tourism, particular-
ly to the Chinese and foreign public in Wuhan. The first PPIT Wuhan Festival Nusantara
(Fesnus) has been organized in Huazhong Agricultural University, in which around 1000 audi-
ences attend this event. This event is part of the work program series of PPIT Wuhan 2018-2019
“Lestari Budaya di Tangan Pemuda” which includes Indonesian culinary and product exhibition,
badminton competition, and Fesnus (PPIT Wuhan, 2018: 2). In 2019, the second Fesnus
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“Colorful in Harmony” was held at the same University attended by more than 800 audiences,
mostly students from Hubei province universities (PPIT Wuhan, 2019). The performance is a mu-
sical drama with the collaboration of PPIT Wuhan, Xianning, and Huangshi arts and cultural
clubs. Some of the students that have been interviewed at the end of the event enjoyed the perfor-
mances. Five students coming from Pakistan are satisfied with the uniqueness of Indonesia’s cul-
ture and triggered to visit Indonesia soon, while Nepali, Bolivian, Morocco, and Ecuador students
have willingness to attend such event again and come to Indonesia one day for tourism purpose.
On the other hand, PPIT Wuhan collaborates with each university to conduct university-based
cultural festivals to promote Indonesia’s arts, culture, and tourism through Indonesian students’
performances and product exhibitions. These events also involve other countries in order to share

mutual understanding and cultural exchange among international students and Chinese people.

The authors have shared questionnaires with some international students who have ever or
never been to Indonesia. They come from different countries such as Pakistan, Myanmar, Moroc-

co, Laos, Bangladesh, Nepal, Turkey, Cameroon, Kazakhstan, and China .

Table 5. Questionnaire Result of International Students

Diplomatic Strategies Results (highest percentage)
Digital - Website (30% good)
— Instagram (40% good)
- Blog (40% good)
- Youku (30% fair)

- Wechat (30% excellent)
- Youtube (30% excellent)

— Mobile travel app (30% fair)

Cultural and exchange - Festival and exhibition (40% good)
- Dance performance (40% good)
- Martial arts performance (30% good)
— Theater performance (30% good)
— Music performance (30% good)
- Student exchange (40% good)
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Diplomatic Strategies Results (highest percentage)
Citizen - Travel agency (42% good)
- PPIT (42% good)

- Genwi China (28% good)

Source: Has been processed from questionnaire to International students

About 70% of the students are interested and impressed with Indonesian students’ missions
to promote Indonesia’s tourism. According to the finding results in Table 5, most of the students
are impressed with tourism promotion through practical implementation of cultural and exchange
performance as well as citizen model of diplomacy. Cultural and exchange strategy covers 30%-
40% attraction for international students to know and feel curious about Indonesia’s culture and
tourism while around 42% of the students think that travel agency and especially PPIT plays a
greater role in promoting Indonesia’s tourism in China. 50% of the tudents who have not visited
Indonesia agree and are attracted to travel to Indonesia while others who have ever been there are
satisfied with Indonesia’s diplomacy and some of them had expressed willingness to revisit Indo-

nesia in the future.

This survey also includes Indonesian students to assess how well tourism promotion in Chi-
na through public diplomacy and PPIT performance is in promoting Indonesia’s culture and tour-

ism in Table 6.

Table 6. Questionnaire Result of Indonesian Students

Diplomatic Strategies Results (highest percentage)
Digital - Website (51% good)

— Instagram (39% excellent)
- Blog (39% good)

- Youku (14% good)

- Wechat (23% good)

- Youtube (44% excellent)

— Mobile travel app (53% good)
Cultural and exchange - Festival and exhibition ( 46% good)

- Dance performance (44% good)

65
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Diplomatic Strategies Results (highest percentage)

Cultural and exchange — Martial arts performance (37% good)

— Theater performance (34% good)

— Music performance (37% good)

— Student exchange (46% good)

Citizen — Travel agency (44% good)
- PPIT (41% excellent)
— Genwi China (37% good)

Source: Has been processed from questionnaire to Indonesian students

About 62% of the respondents think that Indonesia’s tourism development and diplomacy
to China during Jokowi’s era shows a positive sign. More than 85% of students believe tourism
promotion in China is essential to attract more international tourists, particularly from China, to
visit Indonesia and increase diplomatic relations between Indonesia and China. Moreover, China
is the most populous country in the world, so as it can be beneficial to develop Indonesia’s tour-
ism industry and broaden foreigners and Chinese people’s knowledge that Indonesia is not only
about Bali. However, there are still other interesting places to be visited. From Table 6, cultural

and citizen diplomacy are good enough.

In PPIT special projects, one of the authors interviewed international students regarding
their perspectives after visiting Indonesia. A student from Turkey has been to Indonesia in 2018.
She visited Jakarta and Bali for travel and leisure. Based on the interview, she felt so lucky to
have visited Indonesia, where she saw beautiful scenic views, especially in Ubud, Bali. Another
student from Pakistan was interested in visiting Indonesia in 2019. When he came to Indonesia,
he was satisfied with the Indonesian environment and the people were so friendly. He visited Ba-
li, Yogyakarta, Semarang, and Jakarta and stayed there for 20 days. He saw that Indonesia has
rich cultures and every city has its own uniqueness. Another interview conducted at Shandong
University with a master degree’s student from Georgia, found out that Bali is so amazing like a
paradise and Balinese people are kind and friendly. She is interested in revisiting Indonesia due

to its unique culture and tradition that are rarely found in other countries.

As public diplomacy agents, PPIT and GenW1 have tasks and missions, one of which is to

assist in improving the skills and interests of Indonesian students studying in China for cultural,
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arts, education, and tourist development. The purpose of these programs is to promote the attrac-
tion of learning more about Indonesia to the Chinese public, as well as to eliminate unfavorable
attitudes about the history of Indonesia-China diplomatic ties and to foster mutual understanding

between Indonesian and Chinese people.
B. Tourism as Indonesia’s Soft Power

Ooi (2016) proposes four perspectives of looking at how tourism and soft power are related
to each other. They are 1) tourists develop more understanding of the destination country which
results in increasing their empathy (likeability) towards it; 2) tourism authorities have task to de-
liver positive and attractive image to international audiences as destination branding strategy en-
hance the attractiveness of the destination country; 3) some big events such as games and world
expositions are essential to gain geopolitical influence and show the destination country’s tourism
capabilities; 4) outbound tourists have on-going campaigns to reduce negative stereotypes of their
own countries (Ooi, 2016: 2). Adopting Ooi’s viewpoints, Hussin (2018) analyzes the relation-
ship between tourism and soft power through five interlinked perspectives (areas) where Malay-
sia is the case study. He examines Ooi’s (2016) four interlinked areas using the gastronomy tour-
ism approach (the fifth area). The article mentions that gastronomy can be used as a soft power
tool of a country to influence and impress the minds and hearts of international audiences towards

1ts tourism.

Overall, the result findings are, 1) tourists have developed more profound understanding
and empathy and they became more familiar towards the destination country; 2) the authorities
use tourism to convey an attractive and positive image of the destination country to international
audiences (destination branding); 3) the organized big events and games aim to gather geopoliti-
cal support and show the destination country’s capabilities to attract international tourists; 4)
tourism is useful to reduce negative stereotypes of tourists’ sending country; 5) tourism
(gastronomy) is effectively used as a soft power tool to improve the positive image (Hussin,
2018: 3). The author concludes that Malaysia has relatively achieved its desired tourism develop-
ment and promotion outcomes by smartly using the only soft power tools without combining the
hard power tools (Hussin, 2018: 8). He agrees that Ooi’s four interlinked perspectives and gas-
tronomy are adequate ways to analyze the correlation between tourism and soft power (Hussin,
2018: 8). Suntikul also articulates how tourism and food are intertwined within public diplomacy,
particularly citizen diplomacy, which encourages positive associations with a country’s national
branding (Suntikul, 2017: 14). The combination of food and tourism diplomacy within the so-

called gastro diplomacy contributes not only to impress the minds and hearts of the foreign public
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regarding national culture and tourism attraction of a country but also to develop long-term peo-

ple-to-people ties.

Another study by Carbone (2017) associates tourism and cultural diplomacy as a unit of a
country’s foreign policy, which contributes to promoting mutual understanding and peace for in-
ternational communities. As a platform of soft power initiative, tourism-cultural diplomacy repre-
sents a country’s identity which can provide effective contributions not only to demonstrate a
positive image of a country but also to encourage global mutual understanding and intercultural
dialogue to the target audiences (Carbone, 2017: 72). In this study, he points out that tourism is
considered a powerful vehicle of cultural diplomacy (Carbone, 2017: 67) which can be beneficial

to build more positive and peaceful relations among governments, individuals, and communities.

Comparing to the previous research, Xu, Wang, and Song (2018) look deeper into how
tourism is used as a diplomatic strategy to build soft power. They primarily focus on Chinese out-
bound tourism, which has implications not only to attract the attention of the global audiences but
also to gain economic advantage for both sending and destination countries. It is noted that the
Chinese government uses outbound tourism as a soft power building scheme to achieve economic
purposes as the desired outcomes (Xu, Wang, and Song, 2018: 12). From their perspective, tour-
ism can also be used as a soft power building for presenting a country’s positive image and draw-

ing global attention and for political and economic engagement with other countries.

According to The Soft Power Index 30, issued by Portland in 2018, Indonesia ranks 9t ag
one of the most influential soft power countries in the region, as mentioned in Table 7. As de-
scribed in Table 7, Indonesia ranks 9™ out of 10 countries with strong soft power in the Asian re-
gion. It is not much different in 2019, Indonesia ranks with a similar score of 40.94 (Mcclory,
2019: 67).In Southeast Asia, Indonesia’s position is ranked 4™ under Singapore with its top en-
terprise power, Thailand with its best performance in the government, education, and digital strat-
egy (Mcclory, 2019: 90) and Malaysia with its new government policies. Mcclory in The Soft
Power Index 30 argues that Indonesia’s best-performing sub-index is a government “which has a
very high-profile head ..., even with starkly contrasting styles” (Mcclory, 2019: 91). Jokowi’s
leadership style and policy changes positively influence Indonesia’s soft power in the regional

stage .
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Table 7. Asia Soft Power 10 Index

Number  Country Score
1 Japan 76.22
2 South Korea 62.75
3 Singapore 62.44
4 China 51.85
5 Taiwan 47.25

6 Thailand 45.92
7 Malaysia 45.82
8 India 40.64
9 Indonesia 40.51

10 Philippines 37.68

Source: Mcclory, (2018: 88)

President Jokowi has said unequivocally that the goal of contemporary diplomacy is to im-
prove Indonesia’s image and foster a good public opinion of the country (Amindoni, 2018). Won-
derful Indonesia branding symbolizes Indonesia’s national character and tourism enthusiasm, as
well as its richness and diversity (Yuristiadhi and Sari, 2017: 34). Improving this nation-branding

can affect the view of the target audiences that Indonesia is a favorable place to invest and trade.

Following its foreign policy ideas and orientations, Indonesia places soft power strategies
in dealing with international challenges, particularly establishing diplomatic ties with other na-
tions. During Jokowi’s presidency, public diplomacy takes an inward-looking and down-to-earth
approach. He emphasizes the importance of developing the home sector in international realm
and how it may benefit Indonesians. President Susilo Bambang Yudhono, his predecessor, simi-
larly used a soft power strategy in his foreign policy. Jokowi’s diplomacy aims to achieve his re-
gional objective of playing more significant role in Southeast Asia, not only to improve Indone-
sia’s favorable international reputation. As previously said, tourism can help Indonesia to com-
pete with the three key regional powers of Thailand, Singapore, and Malaysia. Because it is diffi-
cult for them to regain their trade and investment strength, tourism may be the best choice for
greater development in the commerce and investment sector. Indonesia’s public diplomacy must

be strengthened in order to promote national economic growth and advancement.
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Based on the theoretical and conceptual framework described in previous chapters, tourism
is a source of Indonesian soft power in this article, comprising cultural, economic, and even polit-
ical value that foreign audiences may accept and legitimize without using force. As Joseph ar-
gued, tourism may generate soft power in significant values represented via culture, political be-
liefs, and enacted policies. First, Nye emphasizes that culture consists of values and interests that
may provide meaning to the public (Nye, 2004: 11). At this point, tourism uses the qualities of
Indonesia’s art, culture, distinctiveness, and natural beauty to entice international audiences to
learn about research and offer particular feedback for both Indonesia and China. Second, from a
political standpoint, tourism has the potential to promote new collaboration and strengthen good
bilateral ties between Indonesia and China. Third, tourism is Indonesia’s internal strength, with
the ability to boost public involvement and interest. In this way, tourism becomes an important
sector in developing Indonesian policy initiatives that may synergize and collaborate between the

responsibilities of government, non-government, and the public.

CONCLUSION

During President Jokowi’s government, Indonesia and China intimately strengthened their
comprehensive strategic partnership. Concerning China, Jokowi emphasizes the importance of
pragmatic cooperation in which tourism is concerned about in this article. It signifies a progres-
sive step that Beijing is an important partner in supporting the strategic interests of Indonesia’s
national development. Public diplomacy to China in the tourism sector can be classified into three
sub-divisions: digital, cultural, and citizen diplomacy. Despite the Ministry of Tourism as the
leading agent of diplomacy plays a greater role in implementing public diplomacy, however, it is

not limited to individuals, NGOs, travel agencies, businesses, and other relevant institutions.

Promoting tourism through public diplomacy to China aims to develop Indonesia’s tourism
sector at the regional and global level, especially in becoming the best international tourist desti-
nation and reaching the target of visiting million international tourists. In addition, it can create
synergy and improve bilateral partnership between both countries. This good collaboration will
create a good understanding and reduce negative stereotypes between Indonesian and Chinese
people. Indonesia’s public diplomacy to China will also encourage Indonesia to implement diplo-
matic efforts in other sectors and achieve its ambition to become a key regional player in South-
east Asia. Moreover, China is now an emerging global power. By strengthening its soft power
and engaging with China, Indonesia can become an example or mirror for other countries to pri-

oritize tourism as a leading sector of economic development that can contribute more to foreign
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exchange earnings and become an alternative policy in maintaining the domestic economic

growth.

However, this article still has limitations and it is necessary to conduct further studies on
the analyzed policies. First, in particular, it needs further research on the role of tourism in public
diplomacy activities. It is quite hard to interpret and combine these two studies, but other authors
can explore their implications for changing global politics. Second, this article is limited only to
the tourism sector. Other authors can broaden and deepen analysis into investment and trade sec-

tors that are closely related to tourism development.
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