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ABSTRACT 

This research analyzes the role of a non-state actor, namely the Blambangan Arts 

Council (DKB), in the city branding practice of Banyuwangi Regency through the 

organization of the 2024 Southeast Asian Literary Jamboree (JSAT). This study 

addresses a gap in the literature, which has predominantly focused on the government's 

role, by exploring the contribution of arts and cultural communities as organizers of 

international events. Using a descriptive qualitative approach and Anholt's City 

Branding Hexagon framework (presence, place, potential, people, pulse, 

prerequisites), data was collected through interviews, observation, and document 

analysis. The findings indicate that JSAT 2024 significantly contributed to 

strengthening Banyuwangi's image at the regional level. Specifically, the event 

expanded the region's presence, built a perception of an authentic place, and 

showcased its potential as a sustainable cultural city. Community involvement shaped 

the image of a friendly and inclusive society, the dynamics of the activities 

demonstrated a vibrant and sustainable cultural life, and cross-actor collaboration 

supported its readiness as an international host. In conclusion, non-state actors such 

as arts communities possess strategic capacity in building regional image through 

informal cultural diplomacy. JSAT 2024 demonstrates that community-based cultural 

events can serve as effective, sustainable, and locally-rooted city branding instruments. 

Keywords: City Branding, Non-state Actor, Cultural Event, JSAT 2024, Banyuwangi. 
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ABSTRAK 

Penelitian ini menganalisis peran aktor non-negara, yaitu Dewan Kesenian 

Blambangan (DKB), dalam praktik city branding Kabupaten Banyuwangi melalui 

penyelenggaraan Jambore Sastra Asia Tenggara (JSAT) 2024. Kajian ini mengisi celah 

studi yang selama ini lebih berfokus pada peran pemerintah, dengan mengeksplorasi 

kontribusi komunitas seni-budaya sebagai penyelenggara acara internasional. 

Menggunakan pendekatan kualitatif deskriptif dan kerangka City Branding 

Hexagon dari Anholt (presence, place, potential, people, pulse, prerequisites), data 

dikumpulkan melalui wawancara, observasi, dan studi dokumentasi. Hasil penelitian 

menunjukkan bahwa JSAT 2024 berkontribusi signifikan dalam memperkuat citra 

Banyuwangi di tingkat regional. Secara spesifik, acara ini memperluas eksistensi 

daerah (presence), membangun persepsi tempat yang autentik (place), serta 

menampilkan potensi sebagai kota budaya berkelanjutan (potential). Keterlibatan 

masyarakat membentuk citra masyarakat yang ramah dan inklusif (people), dinamika 

kegiatan memperlihatkan kehidupan budaya yang hidup (pulse), dan kolaborasi 

mendukung kesiapan sebagai tuan rumah internasional (prerequisites). 

Kesimpulannya, aktor non-negara seperti komunitas seni memiliki kapasitas strategis 

dalam membangun citra daerah melalui diplomasi budaya non-formal. JSAT 2024 

membuktikan bahwa acara budaya berbasis komunitas dapat menjadi instrumen city 

branding yang efektif, berkelanjutan, dan berakar pada identitas lokal. 

Kata Kunci: City Branding, Aktor Non-negara, Event Budaya, JSAT 2024, 

Banyuwangi 
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