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Executive Summary
Indonesia began tourism marketing in 1991. The first program was called Visit Indonesia Decade and ran until the year 2000. Then, for eight years, Indonesia did not have a tourism marketing program. In 2008, Indonesia re-started the tourism marketing program as Visit Indonesia 2008 - 100 years of national awakening. However, this sub-theme is meaningless for prospective tourist and shows that Indonesia tourism does not have vision for the program.
In 2009, the program continues. Visit Indonesia 2009 - Ultimate Diversity has a clearer theme and clearer short-term goals than the 2008 program. The sub-theme, Ultimate Diversity represents diverse Indonesian cultures which gives meaning to prospective tourist, but, it still has no clear long-term vision underlying the theme and goals. 

One of the main problems that Indonesia has is a negative image domestically and internationally. The image is created by several factors such as policy decision, people, investment and culture. Indonesia’s low points in most of the factors created the negative image. This negative image has hindered prospective visitors to consider Indonesia as a holiday destination.
Moreover, Indonesia’s competitors, such as India, Thailand, Singapore and Malaysia, have better images and marketing programs than Indonesia. All of Indonesia’s competitors have been working on their tourism marketing programs for several years, with a clear visions and purposes.  Indonesian competitors have hardly ever changed their “branding” images and when they have changed it, the new images have retained common threads and there are similarities with the previous ones.
Indonesia must focus on a niche target market for the promotion campaign. The two main targets of promotion should be on ASEAN countries and China. ASEAN countries has been the highest tourist provider for Indonesian tourism industry for the last ten years. Besides, China is an unexplored market for the Indonesian tourism industry and it has a lot of potential because of its economic growth. Indonesia should realise and take advantage of China’s economic growth and ASEAN countries location that has easier and cheaper access to Indonesia than any other countries in the world.
Finally, the restart of Visit Indonesia 2008 and Visit Indonesia 2009 is only the first step to improve the condition of Indonesian tourism. Therefore, the next program should have an improved focus and be a target oriented program which promotes the cohesion of central government policies, provincial government policies, stakeholders, private sectors and all Indonesian citizens, to ensure one consistent image of Indonesia is created. 
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Introduction

Objective 

The objective is to analyse the marketing plan Visit Indonesia 2009 in term of awareness, tourist quantity, and its success in relation to the country’s branding.

Problem Statement

The Visit Indonesia program's main target is to boost the number of foreign tourists in Indonesia. Therefore, the program should first create awareness about Indonesia before building interest and desire to encourage the action of visiting Indonesia.

A numbered historical events have effected the tourism industry of Indonesia. After several bombings in Jakarta and Bali, particularly from 2000 to 2005, Indonesia must convince potential tourists that Indonesia is a safe country to visit. 
Tourism is one of the sectors of Indonesia that could potentially be developed. The government of Indonesia is aware of this prospect and has been trying over several periods of time to boost it. Back in the nineties, the government launched the tourism program Indonesia Visit Decade. However, this program was not a success because of the economic crisis which hit most Asian countries, including Indonesia. When the economic situation was more favourable in 2008, the government of Indonesia launched another tourism program, called Visit Indonesia Year. 
Visit Indonesia Year’s main target is to boost the number of foreign tourist in Indonesia. Later on, the program was enhanced with a new program called Visit Indonesia 2008 - 100 Years of National Awakening. However, this program has had significant competition from other countries, i.e. Singapore, Malaysia, Thailand and India. Again, until very recently it seems the program has not been successful. 
Knowing the potential of Indonesia’s tourism industry, it is important to review and then improve the next program to get the best results and see what kind of improvement is needed. It is believed that Indonesia’s branding image is the most influential factor of the result of the Visit Indonesia program. Country branding is people’s mind-set about a country’s image, and it also known as nation branding. According to Simon Anholt, it is necessary to have a cohesive plan involving governments, local people, key minister(s), CEOs of major companies and civil leaders to execute a marketing plan to change the image of a city, region or country (Anholt, S, n.d.). 
Visit Indonesia 2009 must be reviewed to evaluate its results and whether it has achieved its target. Furthermore, the evaluation must include the reasons of its ineffectiveness and how to overcome the problems and/or what should be improved in the next program in the future. In today’s freely competitive world markets, programs such as Visit Indonesia 2009 are not enough to attract people to visit Indonesia.
Central Question

What does Visit Indonesia 2009 require to become a successful destination marketing program? 

Sub Question:

1. What are the main challenges this program faces in converting to a successful destination marketing plan?

2. How can Visit Indonesia be made unique among all other tourism programs, particularly among those of other Asia destinations such as Malaysia – Truly Asia or India – Incredible India?
3. What part(s) of the program could be improved or extended so Visit Indonesia can achieve its goals?

4. Why does country branding play an important part in Indonesia’s destination marketing strategy (Visit Indonesia 2009)?

5. What was Indonesia’s brand image before Visit Indonesia was launched?

6. How has the Visit Indonesia program affected Indonesia’s current brand image?
Proposed research methods (Justification Research Methods)

To find the answers to the central questions and sub questions, the research will be conducted with:

1. Qualitative Research

Desk research:

· Literature research from books and the internet.

· Result of the Visit Indonesia 2008 program. 

Observation:

· Visits to Indonesia’s tourist sites and major cities such as Borobudur temple, Prambanan temple, Jakarta, Surabaya, Yogyakarta and Bali

2. Quantitative research

· Survey:

The target group of the survey was the international community.
	
	
	

	Survey
	Any international audiences
	To find the awareness level of the Visit Indonesia program and gauge its effectiveness.

	Desk research
	Library and internet
	To find and apply marketing theories in order to have good strategies and advice.

	Observation 
	Visits to Indonesia 
	To see and observe the real situation in Indonesia


Table Introduction 1
1.  Visit Indonesia
1.1 Introduction 
In this chapter the history of the Visit Indonesia program will be discussed and explained. The history consists of two different parts; Visit Indonesia Decade and Visit Indonesia 2008.
1.2 General Background and Visit Indonesia Decade 1991-2000
On October 21, 1992, Indonesia’s then President, Soeharto, announced a decree regarding Visit Indonesia Decade. The program began in 1993 and ran until 2000, with a different theme each year as stipulated below. 

Themes of the program (1993 - 2000) 

· Year 1993 – Year of the environment

· Year 1994 – Year of the role of women in development, youth and sports

· Year 1995 – Fifty years of Indonesian independence 

· Year 1996 – Year of maritime and air 

· Year 1997 – Year of telecommunication 

· Year 1998 – Year of art and culture

· Year 1999 – Year of skills and engineering 

· Year 2000  - Year of advancing technology for better quality of life

(Soeharto, 1992)
The program had four aims:

1. To increase and promote tourism in Indonesia in an integrated way for the international market.

2. To improve services and images of the national tourism industry.

3. To increase the accessibility of tourist sites in every corner of the country.
4. To improve cooperation and cohesion between all central departments, government institutions, local governments, private sectors and organisations involved in the preparation and implementation of Visit Indonesia Decade.

(Soeharto, 1992)
From 1990 until 2000, the average number of foreign tourists visiting Indonesia was 4,014,831 per year. In contrast, during the 2002 to 2006 period when the program was no longer active, there was an average of 4,939,007 tourists per year (Statistic Indonesia, 2009). This is an increase of 23 percent.  It shows growth, even though it was not a significant number.
Below is the table with data of foreign visitors from year 1990 – 2007                           
	Year
	Total of Foreign Visitors
	Foreign Exchange
(in million dollar)
	Foreign Visitors Growth Rate
	Foreign Exchange Growth Rate

	1990
	2,177,566
	2,105.29
	
	

	1991
	2,569,870
	2,522.01
	18.02%
	20%

	1992
	3,064,161
	3,278.19
	19.23%
	30%

	1993
	3,403,138
	3,986.58
	11.06%
	22%

	1994
	4,006,312
	4,785.26
	17.72%
	20%

	1995
	4,324,229
	5,228.34
	7.94%
	9%

	1996
	5,034,472
	6,307.69
	16.42%
	21%

	1997
	5,185,243
	5,321.46
	2.99%
	-16%

	1998
	4,606,416
	4,331.09
	-11.16%
	-19%

	1999
	4,727,520
	4,887.90 
	2.63%
	9%

	2000
	5,064,217
	5,748.80
	7.12%
	22%


Table 1.1 (Hendarto, K, 2008, para. 7). 
	Year
	Total of Foreign Visitors
	Foreign Exchange
(in million dollar)
	Foreign Visitors Growth Rate
	Foreign Exchange Growth Rate

	2001
	5,153,620
	5,396.26
	1.77%
	-6%

	2002
	5,033,400
	4,305.56
	-2.33%
	-20%

	2003
	4,467,021
	4,037.02
	-11.25%
	-6%

	2004
	5,321,165
	4,797.88
	19.12%
	19%

	2005
	5,002,101
	4,521.89
	-6.00%
	-6%

	2006
	4,871,351
	4,447.98
	-2.61%
	-2%

	2007
	5,505,759
	5,345.98
	13.02%
	20%


Table 1.2 (Ministry of Tourism & Culture, Republic of Indonesia, n.d)
Table 1.1 end table 1.2 clearly shows that the Visit Indonesia Decade (1992 – 2000) was not a major success and the numbers were so unstable. In 1997, the Indonesian economic condition was unstable because of the Asian economic crisis. Additionaly, a mass demonstration and social riots in Indonesia’s major cities in May 1998 caused Soeharto to be ousted from power as the Indonesian President, following 32 years of ruling. The Visit Indonesia Decade was not effective because of the situation in Indonesia at the time.


1.3 Visit Indonesia 2008 - 100 Years of National Awakening 
In the year 2000, Visit Indonesia Decade was finally finished. The Indonesian government did not intend to continue the program because of its ineffectiveness. However, in 2008, after the economic and politic conditions had become more stable, the Indonesian government realised that tourism is one of Indonesia’s strengths, but had been neglected. To get the attention of the global market tourism industry, a tourism marketing program had to be developed. Thus, on December 26, 2007, Visit Indonesia 2008 was officially launched. The program is different from the one which launched in Soeharto’s era. The Visit Indonesia Year program sets its goals annually instead of once each decade.
The first target of the program was to increase the number of foreign visitors to Indonesia to 7 million annualy. However, by the end of the year, Visit Indonesia 2008 had only attracted 6.4 million foreign visitors. Although the target of 7 million foreign visitors was not achieved, the number of foreign visitor to Indonesia in 2008 still increased by 12.77 per cent compared to the previous year (Statistic Indonesia, 2009).
Shortly after it was launched, Visit Indonesia already faced its first problems. The slogan “Visit Indonesia 2008 – celebrating 100 years of nation’s awakening” had to be changed to “Visit Indonesia 2008 – 100 years of national awakening” because of grammatically incorrect. 

1.4 Conclusion

The two programs were launched by two different regimes. The first program was initiated by Soeharto’s regime in 1991; this regime realised the importance of the tourism industry but there was not a cohesive program to support Visit Indonesia in this era. Visit Indonesia was only a mere program and slogan without any real targets or goals. Each year there was neither evaluation nor strategy for the upcoming year to improve the program’s effectiveness. At the end of nineties, Indonesia was in a deep economy crisis and Soeharto fell from power so the program was unofficially stopped and abandoned. 

In 2008, ten years after the program had been abandoned, Susilo Bambang Yudhoyono, the current Indonesian President, announced a new tourism program for Indonesia. It was a continuity of the previous program; therefore the name Visit Indonesia was not replaced. However, an evaluation research was not conducted and there was no enough effort from the government to improve the program. Again the program was launched with a numerical target, but, without any cohesive strategy for stakeholders, local people and other supporting programs from local governments. 
Moreover, the theme of Visit Indonesia 2008, 100 years of national awakening is meaningless for most Indonesians, not to mention foreigners.  According to Simon Anholt, country branding is people’s mind-set about a country’s image, and is also known as nation branding. It is clear that “100 years of national awakening” has nothing to do with this branding strategy. The theme actually is a commemoration of “Sumpah Pemuda”, which was an Indonesian youth movement, held on September 28, 1908 to fight against Dutch colonialism. This movement has no relationship with tourism or the image of Indonesia. Nevertheless, the strategy also blurred and Visit Indonesia 2008 was not a success.
2. Product Analysis

2.1 Introduction
This second chapter will focus on Visit Indonesia 2009 as the main product. It will also focus on the Indonesian infrastructure that supports the Visit Indonesia program. The goals and targets for Visit Indonesia 2009 will be analysed. Furthermore, Indonesia’s potential as a tourist heaven and its accessibility will be explored.
2.2 Visit Indonesia 2009 – Indonesia Ultimate in Diversity
Visit Indonesia is the spearhead of the Indonesian tourism industry’s marketing program. Many goals and hopes were put into this program. Visit Indonesia 2009 is the continuation of Visit Indonesia 2008. 

In 2009, the program was expected to establish and set six short-term development goals. Most of the six goals were set in order for the national tourism industry reached its full potential.  

The six short-term development goals which have been set by the Indonesian government are:

1. Optimise the national and international scale of fairs and events which take place both domestically and internationally.

2. Facilitate the marketing of Indonesian package tours.

3. Coordinate cohesion between central government and provincial governments, between public and private sectors of the tourism industry, and also regions.

4. Create an enthusiastic atmosphere in the Indonesian tourism market.

5. Motivate consumers and create easier access to domestic tourism packages.

6. Develop an efficient and effective system of tourist information in Indonesia.

2.2.1 Qualitative and Quantitative Target for the Program

In 2009, as the quantitative target, the program aimed to get 6.5 million foreign visitors to visit Indonesia. This moderate target was set with the assumption that the global economic downturn would affect the international tourism market. 

The qualitative targets for Visit Indonesia 2009 are to accelerate the number of international visitors, decentralise Indonesian tourist destinations, coordinate cohesion between the tourism industry and other related programs, and improve infrastructure and accessibility to Indonesian tourist sites.

2.2.2 Potential Tourism Areas in Indonesia

As the largest archipelago in the world, consisting of approximately 17000 islands, and with more than 800 ethnic groups with unique dialects, cuisine, clothes and living habits, Indonesia has a huge variety of local cultures. According to the CIA fact book, the main population consists of:

· Javanese: 40.6 per cent, living mostly in East and Central Java

· Sundanese: 15 per cent, living mainly live in West Java

· Madurese: 3.3 per cent, living mostly on Madura Island and in East Java

· Minangkabau: 2.7 per cent, mostly in West Sumatera

· Betawi: 2.4 per cent, originally from Jakarta

· Bugis: 2.4 per cent, mostly in South Sulawesi

· Banten: 2 per cent, in the western part of Java island

· Banjar: 1.7 per cent, from South Kalimantan

· Other or unspecified: 29.9 per cent of ethnic groups 

Indonesia’s location on the equator between two continents means Indonesia has one of the richest arrays of flora and fauna in the world, and one of the largest tropical forests in the world. Indonesia is also famous for its beaches, under-the-sea world and volcanoes. Because of its rich array of local cultures and nature, Indonesia could develop its potential tourist areas into three main categories; nature, culture-history and culinary. 
2.2.3 Indonesia Primary Entry Points 

Indonesia has four primary entry points for international flights. Two of them are located on Java Island, the most populated island in Indonesia. One is in Sumatra and one is in Bali. With only four main entry points by plane to cover an area of 1,919,440 sq km and, as an archipelago country, most of the main island areas such as Kalimantan (Borneo), Papua, Sulawesi and Sumatra cannot be accessed directly by international flights. The international airports in the other cities are very limited because their facilities are not big enough to accommodate big planes. Primary entry points in Indonesia consist of four main cities;
Jakarta 

Jakarta is the capital city of Indonesia. Jakarta is the centre of business and Indonesian government. Therefore, it is the biggest and most populated city in Indonesia with a population of approximately 12 million people.  As a metropolitan city, its size is three times bigger than Amsterdam. Betawinese is the local ethnic group of Jakarta; however, nowadays it has swapped out and blended out with other ethnic cultures. 
Moreover, Jakarta has the capacity to host international meetings, incentives, conferences and exhibitions (MICE) in the Jakarta Convention Centre located in the centre of Jakarta and also at the Jakarta International Expo located in the northern part of Jakarta.
· Entry port: Soekarno Hatta International Airport (CGK)

The busiest airport in Indonesia in terms of domestic as well as international visitors, located about 20 kilometres west of Jakarta. Soekarno Hatta became an entry port for 1,153,005 foreign visitors in 2007. From Soekarno Hatta, it is possible to fly to almost all regions and major cities of Indonesia.  
· Access to other areas in Indonesia

Jakarta has the best access to other regions in Indonesia. Its airport serves domestic flights to every region in Indonesia. Jakarta also has the biggest sea ports in Indonesia, Tanjung Priok.
Bandung and Bogor can be reached from Jakarta in about two to three hours in a car and Kepulauan Seribu National Park can be reached by boat. Bandung is Paris van Java, it is the capital city of West Java Province and the textile capital of Indonesia. Kepulauan Seribu is a group of islands on the north shore of Jakarta while Bogor is very famous for its national park which claims to be the biggest and the most comprehensive botanical park in the world.
Surabaya

Surabaya is the capital city of East Java province. It is the administrative and business capital of eastern Indonesia. Surabaya also has a long history of revolution, and many heroic and independence revolts started here during Indonesia’s independence campaign in the 1940s. 
· Entry port: Juanda International Airport (SBY) and Tanjung Perak port
Juanda is the second largest airport in Indonesia after Soekarno Hatta. Most domestic flights to the eastern part of Indonesia can be accessed from Juanda. As the second busiest and largest airport in Indonesia, it is possible to go to most major cities in the eastern part of Indonesia by a direct flight from Juanda. Surabaya also has a sea port called Tanjung Perak where all the commodities from East Indonesia will be exported to other countries.
· Access to other area in Indonesia

Surabaya is the unofficial capital in the east of Indonesia because of its function as a centre of business and trading for eastern Indonesia regions. It also has access to Madura Island in the northern part of Java by one of the longest bridges in Indonesia, Suramadu (Surabaya-Madura) Bridge.
One famous area about 150 kilometres from Surabaya is Bromo Tengger Semeru National Park. The national park has a phenomenon called ocean sand where an area of 5,250 Ha is covered with dessert sand, although it is located 2,100 meters above sea level. The Tengger tribe are the local habitants of the area. 

Bali

Bali is an island strongly influenced by the Hinduism culture. Most Balinese are strong Hinduism practitioners. This is the main reason Bali has a different atmosphere and characteristics than other parts of Indonesia. For example, in Bali there are no high buildings or skyscrapers because a person must not stand higher than a temple.  Bali is famous for its cultural activities, hospitality, cuisine, arts and beaches. Most Balinese are able to dance, paint, carve and play a traditional musical instrument (gamelan). Most international art events, such as writing and painting workshops, are held in Bali.
Bali has a capacity to host meetings, incentives, conferences and exhibitions (MICE) on an international scale and to international standards.
· Entry port: Ngurah Rai International Airport (DPS)
Ngurah Rai airport was the main entry point in 2008 for foreign visitors. It  will continue as the major entry point for foreign visitors to Indonesia in the forthcoming future. Most international flights to or from Indonesia have transit in Bali. Although Bali is not one of the biggest islands in Indonesia, it is the biggest potential tourist destination for both local and foreign tourists.
· Access to other area in Indonesia

From Bali it is possible to access smaller island in the Sunda Kecil region such as Lombok Island, Sumba Island, Timor Island and Komodo Island. Komodo Island is a small island located east of Bali and is the only place in the world where the Komodo dragon exists. 
Medan 

Medan is the only city with an important international airport on Sumatra Island. It is the capital city of the Northern Sumatra province. Medan is also home to people of Indonesian Cantonese ethnicity, the Bataknese and Mandailing tribes. 
· Entry port: Polonia international airport
Polonia is one of the oldest airports in Indonesia. It is located in the heart of Medan city, which makes it dangerous and has resulted in major crashes in the past. The last major crash in Polonia was on September 5, 2005, when Mandala’s plane crashed and killed all 140 people on board. In October 2009, it was planned to replace Polonia with the new Kuala Namu airport. Nonetheless, Polonia is the busiest airport on Sumatra Island and the only one that serves international flights.
· Access to other area in Indonesia

Medan covers domestic flight in the Sumatra area and also to major western cities in Indonesia. It also has access to smaller islands such as Nias and road access to Toba Lake, the biggest lake in Indonesia.  

[image: image1]
Figure 2.1
2.2.4 Indonesia’s Secondary Entry Points

Manado, Balikpapan, Solo and Padang have international airports that serve limited international flights only to and from Singapore and Malaysia. Four of these limited international airports served 16.79 per cent of passengers as an international entry point. Below is the explanation of these four limited entry points to Indonesia. 
Manado

Manado is located in the northern part of Sulawesi. It is famous for its beautiful coral reef and underwater park. From Manado, it is easy to access other part of Sulawesi Island. 
· Entry port: Sam Ratulangi International Airport

Silk Air from Singapore flies four times a week to Manado. Garuda Indonesia and Lion Air flies daily from Jakarta and Surabaya to Manado.
Balikpapan

Balikpapan is the capital city of the East Kalimantan province. Balikpapan’s economic growth is influenced by the big natural gas, coal and oil deposits that are found in the area. Major international mining companies such as Royal Dutch Shell have mines in Balikpapan. Moreover, orang-utan conservation also located between Balikpapan and Samarinda. Orang-utan is a big monkey species that is only found in Kalimantan. The Dayak people are the indigenous people of Kalimantan and nowadays they live in the forest near Balikpapan with their traditional and close to primitive way of living. 
· Entry port: Sepinggan International Airport
Silk Air serves flights to and from Singapore, while Garuda Indonesia, Mandala Airlines and Lion Air serve most domestic flights.

Solo

Solo is the second biggest city in Central Java. It is located only 1.5 hours from Yogyakarta, one of the special provinces in Indonesia. Each region has a keraton (palace) and still has its royal family. Because of this, Solo and Yogyakarta are the central points of Javanese culture and tradition. However, there are also two big Hindu and Buddhist temples.  Borobudur is a Buddhist temple located in Magelang, about 1.5 hours drive from Yogyakarta, while Prambanan is a Hindu temple located between Solo and Yogyakarta. 
· Entry port:  Adi Sumarno International Airport

Silk Air flies here three times a week. Air Asia also flies from Kuala Lumpur to Solo. From Jakarta there are eight flights daily to Solo. 
Padang
In the western part of Sumatera is Padang, with its rich culture and beautiful scenery. Padang’s cuisine is famous and popular in Indonesia. It can be found in almost every corner in major cities in Indonesia. Minang is the ethnic tribe of Padang; they are famous for their traditional and unique house structures. This house is called Rumah Gadang and is rich in colour and carvings. There are two famous lakes close to Padang; Danau Singkarak and Danau Maninjau. Minang is also famous for its clothes, called songket, which are hand woven sarongs with bright colours and gold thread. Padang also hosts an international cycling race called Tour de Singkarak.
· Entry port : Minangkabau International airport
Minangkabau International airport has the biggest Minang traditional house structure in the world. It opened in 2005 as the replacement of Tabing airport. 
Air Asia and Tiger Airways serve the Padang-Kuala Lumpur and Padang-Singapore routes.

Other than the entry points above, Indonesia can be reach from different entry points, mostly along borders such as Entikong (the borderline with Malaysia), Batam, and Tanjung Pinang port bordering Singapore. Below is the table showing the number of entries at each entry point.

The Number of Foreign Tourists at 11 Points of Entry
January-February 2008 and 2009
	Point of Entry (City)
	Jan-Feb 2008

(people)
	Jan-Feb 2009

(People)
	Growth rate of Jan-Feb 2009 over 2008

	Soekarno Hatta (Jakarta)
	211,667
	190,121
	-10,18%

	
Ngurah Rai 

(Bali)
	307,000

	320,111
	4,27%

	Polonia 

(Medan)
	16,903
	20,381
	20,58%

	Juanda
(Surabaya)
	19,446
	20,581
	5,84%

	Sam Ratulangi (Manado)
	2,255
	3,937
	74,59%

	Adi Sumarno 

(Solo)
	2,977
	1,997
	-32,39%

	Minangkabau
(Padang)
	4,088
	8,368
	104,70%

	Others
	144,365
	148,366
	2,77%


Table 2.1 (Statistic Indonesia, 2009)
The table 3.1 shows that entry points other than those in Jakarta and Bali grew quite tremendously even though the number are still not significant. But at least it shows that some other areas are growing.
2.3 Conclusion
Indonesia is an archipelago with very rich nature and culture. It consists of thousand of islands, which means travelling across the country involves using land transportation vehicles, boats or ships, and possibly also plane. It is clear that accessing Indonesia is the main issue for tourists, aside from other facilities. Most of the major islands in Indonesia except Java, Bali and Sumatra do not have enough accessibility.  
Decentralising the development of infrastructure from those islands to other islands and creating awareness of alternative potential destinations is very important to boost the number of foreign tourists coming to Indonesia. Of course this development cannot be responsibility of only the central government. Local governments and their people have to be the agents to develop their areas to be able to attract foreign tourists to visit and bring advantage for them both in economic and social aspects. 
Finally, every area in Indonesia has its own uniqueness to offer and sell.  From the data above, Soekarno Hatta and Ngurah Rai airports are the main entry point for foreign visitors. This data also shows how much Indonesia is centralised in the Java and Bali areas. Despite some entry points outside Java and Bali showing  growth in the number of entrances in the first two months of 2009, the numbers are still small compared to Jakarta and Bali. This centralised idea must be changed in order for Indonesian tourism reach its full potential. 
3. Strategy Analysis

3.1 Introduction 

This chapter will explain two main strategies of the Visit Indonesia program; the branding analysis strategy and marketing analysis strategy. Both strategies are fundamental for the success of the Visit Indonesia program.
3.2 Competitive Identity analysis
Before beginning the analysis it is helpful to make the definition of branding clear. Branding is the process of designing, planning and communicating the name and the identity, in order to build or manage the reputation. (Anholt, S, 2007, p. 4) However, it is better to describe those as the concepts of competitive identity. Competitive identity is a plan for mobilising the strategies, activities, investments, innovations and communications of as many national sectors as possible, both public and private, in a concerted drive to prove to the world that the nation deserves a different, broader and more positive image. (Anholt, S, 2007) This is what Indonesia needs in order to improve its tourism industry; it needs a national plan to let the world know about Indonesia’s positive image before trying to sell the country as a tourist destination using only the marketing strategy.
The importance of a reputation or an image can be seen in the private sector, for example, a company with a good reputation will sell their products much more easily than a company with a negative reputation. Another example of the importance of branding is that a customer will tend to choose Japanese electronic products with higher prices rather than cheap Chinese-made electronic products. This is simply because Japan has built its reputation on the idea it has superior electronic products. This rule is also applied for a national image. A country with a better reputation tends to get more positive image from tourists than a country with a minor reputation. 
However, branding a place is different compared to branding a product such as shoes or electronics. There is no evidence to suggest that private sector marketing techniques can change national images. (Anholt, S, 2007) This is because each country in the world has its own natural competitive identity. Each country’s reputation is created naturally in people’s minds. According to Simon Anholt, there are six factors that create a competitive identity for each country. These are the six competitive identity makers for Indonesia:
1. Tourism 

This factor is the strongest factor of all. Tourists are the best marketers to promote a country from their own experiences. This experience will be a memory that creates an image of a country. So, it is important for a country to have good tourism campaign and at the same time improve its facilities and services for tourists in order to create a good memory and image to every tourist.  Indonesia has a tourism campaign; it started in 1991 and resulted in failure. It restarted in 2008;  the new campaign seems to have not learnt much from the previous campaign’s failure. There is no real focus or aim for the campaign. 
2. Export brands

Indonesia does not have a brand or product that represents Indonesia. A brand that evokes the feeling of its country can be stronger than a tourism campaign sometimes. For example, Sony is from Japan and Bentley is from the UK. People will choose to buy Sony products because they believe that Japanese electronic products are some of the best in the market. The popularity of this brand could improve the whole country’s image.
3. Policy decision 

Bad news travels faster than good news.  Indonesia’s policy decisions or governmental action always comes into the spotlight of international news if it is bad news, scandal, disaster or corruption. All of these kinds of news are attached to Indonesia’s image. The focus of media attention on less positive news about Indonesia needs to be changed. This is because the effects of policy making decisions could travel in an instant and Indonesia’s image could suffer faster than anything else.
4. Investment 

Handling and taking care of foreign investments, international students and any other expansion from abroad. When a country welcomes and supports a business from abroad it will help to create a positive overall image and reputation. Indonesia has started to open its investment market, however, unstable political conditions in the past and high corruption in the country has left bad memories in investors’ minds. 
5. Culture

Cultural products, activities or exchange could influence an image positively or negatively. For example, a famous musician having a concert in a foreign country could be a positive sign. Indonesia has rich local cultures and international tourists know about this, but tourists need to more than just be aware of it. It also needs to be exposed and cultural exchange is important to indicate openness to create a better image.  
6. People

The leader, the people, famous stars’ behaviour when they are abroad, or the treatment of foreign visitors or tourists can add value towards creating a good image. Indonesia is famous for its hospitality. However, the Bali bombings, several Catholic Church bombings in 2004, the Australian Embassy bombing, avian influenza and Soeharto’s regime changed Indonesia’s face in international tourism market.  People know that Indonesia’s hospitality still exists; however, a lot of incidents overshadow the hospitality image with far scarier marks. 
Moreover, according to Nation Branding Index 2005, Indonesia placed 34th overall. The interesting fact from the table is that most Indonesians put Indonesia in 15th place as the best country. Most of the top ten countries from the index were placed 1st by their own people as the best country. (Anholt, S, 2007) Although fluctuation in country branding image is relatively slow, Indonesia dropped nine placed to 43rd position in 2008 (Table 3.1).
	Overall Nation Brands Index 2008

	Ranking
	Country
	Ranking
	Country

	1
	Germany 67.4 
	26
	Mexico 53.2

	2
	France 67.3  
	27
	India 52.9

	3
	United Kingdom 66.8 
	28
	Hungary 52.8

	4
	Canada 66.3 
	29
	China 52.8

	5
	Japan 66.1 
	30
	Poland 52.7

	6
	Italy 65.9 
	31
	Czech Republic 52.5

	7
	United States 65.5 
	32
	Egypt 52.5

	8
	Switzerland 64.9
	33
	South Korea 51.6

	9
	Australia 64.6 
	34
	Thailand 50.7

	10
	Sweden 64.1 
	35
	Taiwan 50.6

	11
	Spain 63.3 
	36
	Turkey 50.5

	12
	Netherlands 61.6 
	37
	South Africa 49.6

	13
	Norway 60.6
	38
	Chile 49.4

	14
	Austria 60.6 
	39
	Malaysia 49.4

	15
	Denmark 60.3 
	40
	Peru 49.1

	16
	Scotland 60.2 
	41
	Romania 48.9

	17
	New Zealand 60.1 
	42
	Lithuania 48.0

	18
	Finland 59.2 
	43
	Indonesia 47.7

	19
	Ireland 58.7 
	44
	Estonia 47.6

	20
	Belgium 58.1 
	45
	United Arab Emirates 47.6

	21
	Brazil 56.6
	46
	Cuba 46.6

	22
	Russia 55.7 
	47
	Ecuador 46.6

	23
	Iceland 55 
	48
	Saudi Arabia 45.5

	24
	Singapore 53.7
	49
	Nigeria 40.9

	25
	Argentina 53.7 
	50
	Iran 38


Table 3.1 (GfK Roper Public Affairs & Media. 2008, p. 12)

Indonesia does not have the best nor the worst image of all, however, people tend to back off and choose other destination in Asia if they want to go for holiday. From the survey about the Indonesian tourism market and image awareness conducted for this final paper from April until May 2009, 40 respondents with 14 different nationalities gave several interesting indications about Indonesia’s overall image and produced interesting data and figures. (For more details see appendix 2).
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Figure 3.1
	Top Three Reasons to Come to Indonesia
	Top Three Reasons not to come to Indonesia

	1. Beautiful nature and beaches
	1. Safety issues

	2. Cultural experience and hospitality
	2. Diseases

	3. Tropical weather
	3. Natural disasters


Table 3.2
As it can be seen from the figure 3.1, almost all respondents know about Indonesia and furthermore no respondent said that Indonesia has very negative image, while only 22 per cent said Indoenesia has negative image. The remaining 69 per cent said Indonesia has a positive image and 8 per cent said Indonesia has very positive image. The survey also found that the willingness to go to Indonesia is also high, at 78 per cent, and only 22 per cent said they do not want to go to Indonesia.
The awareness about Indonesia is high and there is a strong willingness to go to Indonesia. However, the realisation of the willingness is low and it is because of the very basic issue, i.e. safety. It is common sense that everybody needs to be safe or at least feel safe when they are on holiday or even on a trip, whether that feeling of safety is about disease or disaster. From the table 3.2, it is found that the image of safety in Indonesia is still low and this image discourages people from coming to Indonesia.  The history of bombing and plane crashes, the spreading of avian influenza, dengue fever, the tsunami and earth quakes are still in people’s minds about Indonesia and these images influence people’s choices of Indonesia as a holiday destination or just to attend an event.


3.3 Marketing Strategy 

3.3.1 Push/ Pull Strategy and Guerrilla Marketing Strategy
Visit Indonesia actually combined a push and pull strategy with a guerrilla marketing strategy. The push strategy was used in the website and printed media. Printed media used by Visit Indonesia includes brochures, tourist maps, info sheets and a DVD (For more details see appendix 1). However, there is no uniformity in the design and layout of every brochure, tourist map or info sheet. Every province in Indonesia came up with its own brochure style, slogan and offers. This makes the Visit Indonesia promotion strategy ineffective and it will be hard to reach its target or even improve the Indonesian tourism industry and image. To promote and make Visit Indonesia successful, a cohesive program in the marketing media of Visit Indonesia is a must. 
In the push strategy, Visit Indonesia used electronic advertisements on television. However, the frequency of the advertisements was not enough to change Indonesia’s image or to push international tourists to visit Indonesia. 
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Figure 3.2
A guerrilla marketing strategy is another strategy that Visit Indonesia is using. The guerrilla marketing strategy is implemented through marketing offers of special discount packages with Garuda Indonesia, the national airline of Indonesia, and offers of sponsorship for events and exhibitions. However, from the chart ‘source of awareness’ (Figure 3.2), only 7 per cent of respondents know about Indonesia from exhibitions or events. Electronic media is the most common media source. Moreover, guerrilla marketing strategy has a lack of continuity and is only small scale promotion. It would be different if it were on a small scale but intensive within one target market.  
It is interesting that 32 per cent of respondents’ awareness about Indonesia is from friends or family. This is also a proof that in the services business such as the tourism industry, word of mouth is quite dominant and therefore the quality of service is very important. The image would be affected by the experience of customers and they will tell everybody about their experiences. The problem is that news of the bad experiences usually spread faster than news of the good ones.
3.4 
Conclusion
After a numerous several incidents in recent history like bombing and riots, as well as having the image of a corrupt country, Indonesia experiences a lack of positive reputation and recognition as a country. 
The negative reputation is created especially because of safety reasons. This aspect is very important in the decision making process of potential tourists and visitors. The fact that the Visit Indonesia program is not focused and cohesive in its implementation, nor answers concerns or makes assurance of safety to potential visitors to Indonesia is worsening Indonesian reputation. 
Moreover, Visit Indonesia 2009 - Ultimate Diversity has a clearer theme and short-term goals compared to the 2008 program, but again there is no clear long-term vision underlying the theme and goals. Every year Indonesia launches a new theme without a common thread with the previous theme, which makes people never remember what the message is and at the end nobody has a clear impression of Indonesia. 
This is confirmed on the nation brand index, where it was discovered that even Indonesians have no pride in their own country. Therefore, they could not act as effective agents to promote Indonesia. Other Asian countries which are also strongly promoting their tourism industries, such as Singapore, Malaysia and Thailand, have higher positions in the Nation Brand Index table, which means they have better images than Indonesia. 
4. Competitor Analysis
4.1 Introduction 

There are several competitor criteria, such as image, location and product. The competitors are countries that offer similar criteria to Indonesia. As a location, India, Thailand, Singapore and Malaysia are the direct competitors of Indonesia because all of these countries are all located in the Asia region. From an image point of view, India, Thailand, Singapore and Malaysia has better images than Indonesia (Table 3.1) and the products that they offer could become a substitution of Indonesia’s tourism products. 
All four of these countries also have strong tourism marketing programs. As examples of substitutes; Orang-utan can be found in Malaysia, Indonesia’s mixed cultures can be found in India and Thailand, and Singapore offers safety with Asian culture. 
Therefore, this chapter focuses on India, Thailand, Singapore and Malaysia’s tourism developments because they are Visit Indonesia’s competitors. The objectives, strategies, strengths and weaknesses of each competitor are analysed.  
Comparison of Indonesian Competitors
	
	India
	Singapore
	Malaysia
	Thailand 
	Indonesia

	GDP growth rate 2008
	6.6%
	1.2%
	5.1%
	3.6%
	6.1%

	Location
	Asia
	Asia
	Asia
	Asia
	Asia

	Nation Branding Index (Table 4)
	27th 
	24th 
	39th 
	34th 
	43 rd


	Tourism growth rate (2000-2007)
	14.17%
	8%
	9%
	8.03%
	2.68%


Table 4.1
4.2 India – Incredible India

Objective

The main objective of India’s tourism policy is to encourage growth of employment and awareness in the community. This will optimise with exploitation of India’s tourism potential and preservation and conservation of India’s environment, resources and heritage. It will also implement a local philosophy, atithi debo bhava, which means ‘highest honour to the guest’. 

Strategy

India realised that the tourism industry is a multi-dimensional activity. This means the private sector and government must work together to achieve success in the tourism industry. Therefore, India has allocated specific roles for the government and private sector to develop India’s tourism. 

Public and private sector partnership in Indian tourism is explained as a constructive and mutually beneficial partnership between the public and the private sectors through all feasible means, and is an absolute necessity for the sustained growth of tourism. The government set up policies to encourage the emergence of such a partnership. This will be achieved by creating a Tourism Development Authority consisting of senior officials of the government and tourism experts and professionals from the private sector. (The State Governments, Departments and Ministries of Government of India, n.d., p.1)

India planned several action programs in Welcome (Swagat), Information (Suchana), Facilitation (Suvidha), Safety (Suraksha), Cooperation (Sahyog) and Infrastructure Development (Samrachana) (The State Governments, Departments and Ministries of Government of India n.d., p.1).

India’s 12 main points of action for tourism development:

1. Tourism development fund and resources

Improve the government policy to give larger funds for development of tourism infrastructure and decrease infrastructural gaps in India.

2. Foreign investments and incentives and rationalisation of taxes

To put a 20 per cent tax limit on all accommodation and hospitality units for tourism purpose and harmonise movement of tourist transport across state borders (The State Governments, Departments and Ministries of Government of India, n.d., p.3).
3. Adoption of new technologies

The establishment of Paryatan Bhawan in New Delhi as a modern Tourist Interpretation Centre (The State Governments, Departments and Ministries of Government of India, n.d., p.3) is one of the technology adoptions that India implemented. It will help every need of local and foreign tourists. In the future, it will be established in every state across the country. 
4. Safety and security 

The implementation of government policies to create and develop tourist police in order to create a safe perception of India.

5. Facilitation services

Visas on arrival will be available for a 15 day visit and the program will also improve the technology of the tourist services in the airport.

6. Tourism economic zones, tourist circuits, special tourism areas and areas of special interests. 
7. These tourism economic zones and tourist circuits are special integrated programs for several states and ensure the cohesive development of infrastructure, services and economy.

8. Sustainable development and perspective plans

It is the government’s task to coordinate a plan that is cohesive across every state and ensure that every state reaches the limits of its resources without exceeding and abusing the resources.

9. Conservation and development

Create a guide and regulation that will conserve cultural heritage sites without endangering the growth of tourism activities in the area.

10. Promotion and marketing

Create a strategy to penetrate every target market with a cost effective budget.

11. International cooperation 

Encourage a mutual collaboration between international private and public sectors.

12. Professional excellence

Introduce more training to improve services and create professional excellence in the tourism services industry. This professional excellence is analogous with the local philosophy that the highest honour goes to the guest.

13. Placing tourism in the concurrent list of the constitution of India

Enable central government to implement policies regarding tourism with constitutional recognition.
(The State Governments, Departments and Ministries of Government of India, n.d)
Strength and Weakness 
Strength:

· Emerging economic power and market.

· Stable political condition and recent successful election.

· Well known tourist objects such as Taj-Mahal, Jaipur Pink City and other heritage sites.
· High awareness about Indian popular culture such as Bollywood movies, Indian food and culture.

· Large English speaking population.

Weakness

· High risk of terrorist attack and recent terrorist attack in Mumbai.

· India and Pakistan’s high political tension.
· Infrastructure gap and poor accessibility to certain areas of the country.

4.3 Thailand – Amazing Thailand

Objective

Objectives of the Thailand tourism policy consist of seven main points. They include:

· Develop as well as promote sustainable tourism with the least environmental, natural, social and cultural impact, so as to preserve the existing national resources for the benefit of future generations.

· Enhance the quantitative expansion of the tourism industry through the development as well as management of potential tourism resources in a manner that generates the extreme benefits.

· Standardise tourism products in order to attract quality tourists.

· Use Thai uniqueness as the country’s selling point while establishing a brand image for each region and push them to be developed accordingly.

· Present the products from different points of view in order to meet the tourists’ demands due to fact that 5 per cent of tourist visitors to Thailand are repeaters.

· Promote international sports events as a major tourist activities.

· Develop an integrated management of information, public relations and customer relations through the use of information technology.

(Brickshawna,  2003, p.1)

Strategy

There are three main strategic plans as the guide for the tourism policy of Thailand. There is strategic positioning, market offering and adjustment of the country’s tourism industry’s concept and dynamic forces. (Brickshawna, 2003, p.2)

The first strategy is strategic positioning, a strategy to position Thailand’s image as an ideal country that is ideal for a holiday. 

The second strategy is the market offering, a guideline for integrated development throughout the country. The guideline is a development of accessibility, infrastructure, accommodation and professional excellence. There are also five products that will be the focus of the policy, i.e. 

1. Beaches and islands such as Pattaya, Rayong, Similan-Surin and Tarutao.

2. Parks and forests like Phetchabun and Kanchanaburi.

3. Culture and history such as Sukhothai and Chiang Mai.

4. 13 niche market products including MICE, cruises, honeymoons, and shopping.

5. Man-made attractions such as Ko Rattanakosin and the Elephant Village.
(Brickshawna, 2003, p.2)

The third strategy is the adjustment of the country’s tourism industry’s concept and dynamic force, which is divided into five sub-strategies.

The five sub-strategies consist of:
1. Expansion of tourism area 
Push Thailand’s position as the regional tourism hub and make Thailand the benchmark for tourism in South East Asia.
2. Adjustment of tourism key factors

Use IT marketing network, target domestic and international tourist growth quantity to increase Thailand’s tourism promotion. 

3. Decentralisation of strategy and management

Resolve the problem of local tourism and apply a specific solution for each local tourism problem. 

4. Division of role and responsibility

Established Ministry of Tourism and Sports, the institution is taking charge solely for tourism marketing. 

5. Restructuring 

Make a plan for tourism to be on national and inter-ministry agenda.
(Brickshawna, 2003,p.2 - 3)

Strength and Weakness

Strength:

· Experience with promotional programs; Thailand started its Visit Thailand program in 1984, one of the first marketing programs in the region.

· Has a good tourism image as a getaway gate and tourism hub to other developing countries in the region such as Vietnam, Cambodia, Laos and Myanmar.
Weakness:

· Political unrest for the past couple of years has cause the cancelation of ASEAN conference and the closure of Suvarnabhumi airport.

· English is not widely spoken in Thailand and the Thai language has its own alphabet.

4.4 Singapore – Uniquely Singapore

Objective

First of all, to fully understand about Singapore’s tourism industry, it is helpful to look a bit further back. It started with the establishment of the Singapore Tourism Board (STB) in 1964, an institution which focuses only on Singapore’s tourism development and coordinates the efforts of hotels, airlines and travel agents in promoting the overall image of the destination (Brenda, Ern, Wang & Wong, n.d). Since then, STB has been focusing on developing Singapore’s tourism industry with a comprehensive plan to promote one image of Singapore.

Moreover, STB’s main mission is to develop and champion tourism, so tourism can become a key driver of Singapore’s economic growth. It will also fulfil other development into much broader economic development (Brenda, et al., n.d).
Strategy

For Singapore nowadays, tourism marketing is becoming more than just a promotional campaign. Singapore is one of the economic powers in the world and has a strong branding image as the service and tourism hub of South East Asia. It is proven that tourism management and marketing is not only about developing tourism resources, products and infrastructure, but also about confronting globalisation in a way that benefits the local economy, empowers the citizenry and helps to forge national identity.  

STB is divided into seven departments which focus on different targets and purposes. The seven departments are: 

1. Brand Management 

Focused on a branding campaign called Uniquely Singapore, brand management helps to communicating the brand worldwide.  

2. International Group

STB divided the world into seven parts for their marketing purpose. The seven areas are:

· America

· South Asia, Middle East and Africa

· Europe

· Greater China

· ASEAN Islands

· ASEAN Mainland

· Oceania

In total there are seventeen branch offices around the world. Each area can define its own marketing strategy to promote the brand image of Singapore and tailor it to meet its market.

3. Business Travel and MICE

To boost the development and attraction of business events, so it can become a major pillar for Singapore’s tourism sector. 

4. Destination Experience

The Destination Experience group is responsible for the concept development, industry enhancement and channel development for their respective segments, with a focus on rejuvenating core experiential products and implementing new ones (Brenda, et al., n.d). Because of that STB has four sub-departments to develop on the education segments, healthcare segments, hospitality business, tourism shopping and dining, travel service. 

5. Planning and Development 

Focus on the developing the infrastructure and make a foundation for long term plan. It focuses on professional excellence, infrastructures and resources.

6. Service Quality 

Its main aim is to provide tourists with quality information and improve the service quality. Therefore, there are two sub-departments, The Customer Information and Services and Service Culture, Assessment and Feedback Department. 

7. Industry Assistance

STB realised that the organization could not be the only one to promote Singapore’s brand. Because of that STB provides incentives and financial grants to encourage private sector for collaboration.

(Brenda, et al., n.d)
Strength and Weakness

Strength:

· English speaking population

· Good branding image as developing country with good infrastructure and good security measures.

· Already has well structured organisation with comprehensive plans for the tourism industry and has developed it further into other segments.

· Changi airport has access to most major cities in the South East Asia region and also other parts of the world.  

· Global branch marketing offices which apply the motto: act global, think local! 

Weakness:

· Limited natural attractions and resources. 

· Limited land resources, because Singapore is a city-state island.

4.5 Malaysia – Truly Asia

Objective 

Malaysia established the Malaysian Tourism Board with ultimate functions according to the Malaysian Promotion Board Act 1992 as follows:

1. Stimulate and promote tourism to and within Malaysia.

2. Invigorate, develop and market Malaysia internationally and domestically as a tourist focal point.

3. Coordinate all marketing or promotional activities relating to tourism conducted by private sector organisations, government or non governmental agency.

4. Recommend to the minister relevant measures and programs that stimulate development and promotion of the Malaysian tourism industry and implement them upon approval.

(Tourism Malaysia, 2007, p. 10)
These four functions are the guidelines for the objectives, which are increase foreign tourist arrivals, extend the tourists’ lengths of stay, stimulate economic growth and increase the benefits from Meetings, Incentives, Conventions and Exhibitions (MICE) (Tourism Malaysia, 2007, p.10).

Strategy

Malaysian Tourism Board Organizational Chart
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The organisation is divided into two major parts; marketing and planning. Each division focuses on a specific task but still acts cohesively. 

There are 32 overseas offices all around the world to promote Malaysia through various media and workshops. Domestically, tourist information centres are established to encourage domestic tourists travelling within Malaysia. In the future, the organisation aims to expand Malaysian tourism activities into the global market and still sustain the local tourism concept. 
Strength and Weakness

Strength:

· Very good tag line – Truly Asia which people will directly associate with the diversity and also unity that they can see of Asia in Malaysia

· Good international image with PETRONAS Twin Tower and Sepang Grand Prix as the symbols.

· English speaking population. 

· Stable political and economic condition

· Have natural resources and cultural heritage
· Modern international airport which provides access to most major cities in the region
Weakness:

· Implementation of a strict sharia law in some of the Malaysian states.

· Sabah and Sarawak have the richest nature but are located in Borneo, which is far away from Kuala Lumpur. The accessibility to these two states is limited.

4.6 Conclusion

India, Thailand, Singapore and Malaysia have their own advantages over Indonesia in term of their marketing campaign and image. This can be seen in Thailand’s experience of its tourism marketing campaign which  started more than two decades ago and has successfully created a good tourism image. Singapore has financial power and is known as a service hub all over the world and has the biggest port in the world. Moreover, it also has a strong marketing campaign and good infrastructure. Malaysia has started to establish its image and economy through several developments such as the PETRONAS twin towers and F1 Malaysian grand prix. India has been predicted to be a major player in global market and Indian pop culture’s booming in recent years boosted their positives faster and better than any tourism marketing programs. 
Moreover, all the competitors mentioned above have a long-term vision in their tourism industry and seriously work on it. They have not change their “branding” for several years and, in cases where they have changed it, they have retained common threads with the previous branding. All of those advantages are threats to the Indonesian tourism industry. The threats could be minimised or eliminated if Indonesia implemented a very focused strategy which boosts its strengths and capitalises on its opportunities while at the same time improves the factors which still weak.
5. Target Market
5.1 Introduction 

The target market selection is based on the average expenditure amount from the 1997 to 2007 data. It also based on niche strategy where the most of target markets is located in the Asia Pacific and Oceania regions. 
5.2 Singapore

Singapore is the gateway for most international tourists visiting Indonesia. Most international flights from Europe and the USA transit in Singapore before reaching their final destination in Indonesia. From Singapore people can access most major cities in Indonesia. 

Singapore has a GDP per capita of USD 52,000 (Central Intelligence Agency [CIA] Factbook, 2009). From 1997-2007, there was an average of 1,418,721 Singaporeans visiting Indonesia each year. This number makes Singaporeans the biggest group of foreign visitors to Indonesia. Their profile was 35-44 years old and the average length of stay was 5.1 days per visit, while their average spending was USD 519 per visit. The Singaporeans’ main objectives for visiting Indonesia were shopping, recreation, business and beach leisure. Around 90 per cent of the Singaporean visitors are repeat visitors. Their favourite destinations, among others, are:

1. Batam & Bintan

2. Jakarta

3. Bali

4. Surabaya

5. Medan

6. Solo 

7. Manado

(Nirwandar, et al., 2009, p.18)

5.3 Japan

Japan is the second largest provider of foreign visitors, with an average of 552,040 people per year during 1997-2007.  Their profile is 25-34 years of age, younger than the average Singaporean visitors. Most Japanese people stayed 7.9 days per visit and spent USD 946.75 per visit. Japanese people’s main objectives for visiting Indonesia were shopping, recreation, beach leisure, adventure and cultural activities. 

Japanese people’s favourite destinations are:

1. Bali

2. Jakarta

3. Surabaya

4. Medan

5. Manado

(Nirwandar, et al., 2009, p.20)

5.4 Australia

Australia has a GDP of USD 38,100 GDP per capita (CIA Factbook, 2009), and it is only a five hour flight from Perth (on the most western coast of Australia) to Bali, making Australia a big market for Indonesia’s tourism industry. The global financial crisis could trigger Australians to visit Indonesia because the travel distance and cost is relatively cheaper than other parts of the world. The profile of Australian visitors was spread between 25-54 years of age, staying on average for 11.35 days per visit and spending on average USD 1,200 per visit.  Australians’ purposes for visiting were for holiday, business and attending conventions.

Most of Australians favourite destinations are:

1. Bali

2. Jakarta

3. Surabaya

4. Medan

5. Manado

6. Padang 

7. Lombok

(Nirwandar, et al., 2009, p.21)

5.5 Malaysia

Malaysia and Indonesia share a long historical background. With 5.1 percent of GDP real growth and USD 15,300 per capita in 2008 (CIA Factbook, 2009), Malaysia is one of the fastest growing countries in the South East Asia region. These figures make Malaysia an important market for Indonesia’s tourism industry. Moreover, 95 per cent of all Malaysian visitors to Indonesia are repeat visitors. Malaysian visitors’ profile is aged between 25-44 years of age. Malaysias tends to stay for short period of time, on average only 5.9 days, and spent USD 96.42 per day during a visit.
Malaysians’ main objectives for travelling to Indonesia particularly lay in shopping, recreation, business, cultural shows and museum visits.

Malaysians’ favourite destinations are:

1. Jakarta

2. Bandung

3. Batam

4. Bali

5. Medan 

6. Surabaya

7. Padang

8. Kalimantan Barat (West Borneo)

9. Solo

(Nirwandar, et al., 2009, p.19)

5.6 Europe 

The European market consists of the UK, Germany, The Netherlands and France. These four countries are potential markets because of their high GDP per capita. The UK’s GPD per capita in 2008 was USD 36,600; Germany USD 34,800; the Netherlands USD 40,300 and France USD 32,700 (CIA Factbook, 2009). However, the financial crisis could be slowing down the growth of the European market. Most European visitors were between the ages of 25-34 on average. They spent at least two weeks in Indonesia and their average expenditure per day was USD 80.5. The expenditure of European visitors was not the biggest of all; however, on average their expenditures per visit are the biggest because most Europeans stayed for at least 14 days per visit, triple the Singaporean and Malaysian visitors’ average lengths of stay. Most Europeans’ purposes of visit were recreation and business. 
Most Europeans’ favourite destinations are:

1. Jakarta

2. Batam

3. Medan 

4. Surabaya

5. Manado

(Nirwandar, et al., 2009, p.20)

5.7  China

China has the highest foreign visitor growth to Indonesia in 2007, with 56.53 per cent. The Chinese market is a big potential because they have a total population of 1.3 billion, and in 2008 they had a GDP growth of 9.7 percent, which is the highest in the world (CIA Factbook, 2009). Because of the large population and amazing economic growth, Chinese tourists will have big buying power and potentially keep growing in the coming future. Most of the Chinese visitors travelled to Indonesia for business purposes. The age group of Chinese visitors was 25- 44 years of age. Chinese visitors were the biggest spenders, with USD 127.93 per day. 

Most of the Chinese’s favourite destinations are:

1. Bali

2. Jakarta

3. Surabaya

4. Medan

(Nirwandar, et al., 2009, p.21)

Table of Average Total Visitors, Foreign exchange, Length of Stay and Expenditure 1997 - 2007

	Country
	Total Visitors
	Foreign Exchange 
	Average Length of Stay
	Average Expenditure 
	Average Expenditure

	
	
	(million USD)
	(days)
	Per Day (USD)
	 Per Visit (USD)

	Singapore
	1,418,721
	753.6
	5.01
	104.36
	519.44

	Japan
	562,040
	555.45
	7.9
	119.68
	946.75

	Australia
	384,364
	477.8
	11.35
	107.95
	1200.66

	Malaysia
	554,537
	313.4
	5.9
	96.42
	560.62

	UK
	142,217
	178.6
	13.06
	93.67
	1244.92

	Germany
	136,368
	150.77
	14.49
	81.81
	1181.36

	The Netherlands
	105,727
	139.61
	18.13
	66.71
	1334.41

	France
	93,469
	118.64
	15.84
	79.7
	1247.42

	China
	88,113
	80.67
	7.64
	127.93
	919.13


Table 5.1 (Ministry of Tourism & Culture, Republic of Indonesia, n.d)
5.8 Conclusion

Indonesia should focus on the market with the most potential and a niche target; ASEAN countries and countries in the Asia Pacific-Oceania regions. These countries should be the first aim. Indonesia should aim for the Singapore, Australia and Malaysian markets because they are the nearest neighbouring countries which already have access to major Indonesian cities and do not require visas.
The European market is a big market as well, and the exoticness of Indonesia’s rich culture and natural resources always attract Europeans. However, high oil prices and the outbreak of contagious diseases such H1N1 and avian influenza might decrease the opportunities in the European market.
China is the unexplored market for the Indonesian tourism industry. China has big potential because of their economic growth. Indonesia should realise the potential of the Chinese market and start to take advantages of its economic growth. Japanese people have been known for long time to be admirers of Bali. Offers and approaches to the Japanese market could boost Japanese tourist numbers.
6. SWOT Analysis
6.1 Introduction

This chapter will show SWOT analysis of Indonesia and the Visit Indonesia program. This analysis could be used as the base for the new strategy and evaluation.
6.2 Analysis and Matrix
	Strengths 
	Weaknesses
	Opportunities
	Threats

	1. Indonesia has plenty of natural resources and beautiful scenery

	1. Indonesia has  a bad safety image and reputation
	1. Eco-tourism and Nature education tourism


	1. Strong competition in the South East Asia tourism market, especially from Malaysia and Thailand

	2. Variety of tourism activities that Indonesia can offer
	2. Infrastructure and accessibility development outside Java and Bali
	2. Affordable cost tourism

	2. Discrimination and not transparent pricing strategy for  international tourists at some destinations

	3. Indonesia has multi-ethnic cultures

	3. Weak marketing strategy. There is neither focus nor cohesion in the Visit Indonesia marketing program
	3. Provincial tourism

	3. Diseases such avian influenza, dengue fever and hepatitis



	4. Strong image as a beautiful country, hospitable, with strong awareness

	4. Based on Nation Brand Index 2005, Indonesians put Indonesia in 15th place among the best countries in the world (Anholt, S, 2007)


	4. Based on the survey, people had thought for having holiday to Indonesia, however, most of them had never materialised a trip to Indonesia. 
	4. Image of bad safety and security coming from bombings in Bali and Jakarta several years ago

	5. Indonesia can offer tourist activities and products that no other competitors have. For example, Borobudur temple and Komodo dragons
	5. Indonesia has no vision for their tourism industry. The message on the tag-line is very weak and has no common thread over the years.
	
	


SWOT Matrix
	
	Strengths
	Weaknesses

	Opportunities
	S1, S2 – O1, O2
	O4 – W1, W2 

	
	S3 – O3 
	O4 – W3

	
	
	

	Threats
	S4 – T3
	W5 – T2

	
	S5 –T1 
	W4 – T4 


· Opportunities and Strengths
1. Indonesia has plenty of resources and could offer a variety of tourist activities. Therefore, Indonesia should offer eco tourism and nature education with a variety of activities. To do this, Indonesia must preserve its natural resources.
2. Indonesia has multi-ethnic cultures; every culture is unique. Because of this, Indonesia should make cohesive plans in order for the provinces and islands to build cooperation.
· Threats and Strengths
1. Indonesia has tourism products and sources that cannot be found in any other parts of the world, for example the Komodo dragon. This uniqueness should be promoted and this fact should take the edge off the fear of diseases. Indonesia’s competitors will also find it difficult to compete with Indonesia because of tourism products that only can be found in Indonesia.
· Opportunities and Weaknesses
1. The international market knows about Indonesia, however, they know Indonesia because of its bad images. Therefore, Indonesia should create a strong marketing strategy with cohesive images to rebuild their image and infrastructure to regain the trust and willingness of international tourists to visit Indonesia.
· Threats and Weaknesses 
1. Overall, Indonesia does not have an image as a country for tourism. Besides, discrimination and non-transparent pricing for international tourists still exists because of the lack of control and vision in the tourism industry. The creation of a strong marketing program will prevent and stop issues such as discrimination against international tourists.

6.3 Conclusion 
The biggest weakness of the Visit Indonesia program is its lack of vision. The Visit Indonesia Decade was better because it is set long-term goals even though it was very weak in its vision. The theme is very inward looking and has almost nothing to do with image building let alone the nation branding of Indonesia. As the program continues with Visit Indonesia 2008 and most recently Visit Indonesia 2009, the weaknesses are still the same; lacking vision and hence like stand alone programs without clear long-term objectives or goals. For the program to boost the industry involving the international market, it is impossible to do it all in only one or two years. Moreover, it is crucial to have a program to build the country’s image and nation branding. 
From the survey, it is clear that Indonesia still has a problem with its safety image. Between 2000 and 2006 there were at least 20 bombings by Islamic extremists in Indonesia. Besides that, the European Union also bans Indonesian air carriers from flying to Europe. This ban is issued because Indonesia has a high frequency of aircraft crashes and accidents in the past five years. This negative image must be addressed and eliminated because safety is very important. Nobody wants to visit and holiday in a country with safety and security issues.
However, Indonesia has strong advantages that other competitors are lacking, i.e. natural resources and multi-ethnic cultures. These strong advantages could create opportunities in natural and eco tourism, which are becoming more popular during the awaking of environment awareness all over the world. 

Indonesia must realise that its people still put Indonesia as the 15th most interesting country in the world, while other nations put their countries in first rank. This has to be solved. Indonesians must be promoting agents for their country.

Apart from the image and vision, Visit Indonesia also has weak cohesion and communication between the marketing program and its execution, which create threats. For example, at some famous tourist sites, operators are discriminatory and have a non-transparent pricing strategy for international tourists. Borobudur temple the entry charge is approximately one euro per person for domestic tourists and ten euro for international tourist. Although it is also common in India and Thailand to charge more for international tourists, in Indonesia there is no transparency of this pricing strategy. There are no signs that indicate the fare differences, and it often causes annoyance and distrust from international tourists. The international tourists feel they are being robbed or tricked. 
7. Conclusion
7.1 Introduction
In this last chapter, the recommended strategy for the next Visit Indonesia program and final conclusion of this report will be explained. 

7.2 Background and Analysis
Indonesia is a very unique and beautiful country because of its nature, culture and tropical climate. In borderless era such as today, tourism is an important pillar for most countries in the world and Indonesia is lucky to have one of the best natural environments and cultures in the world. 

The tourism industry is one of the industries with the most potential to bring economic growth for the country, thus it should be used by Indonesia as one of its growth pillars. Therefore, Indonesia must use this opportunity to boost its potential to the fullest and it needs a clear vision as well as a comprehensive strategy which involves all parties, including both central and regional governments, private companies, as well as its people, so they can go hand-in-hand in the same direction to achieve their goals.

The results of Visit Indonesia Decade and Visit Indonesia 2008 are not yet satisfactory, and the 2009 program is still on the way. However, without strong leadership and more effort to develop a comprehensive strategy, this program may end up with the same results as the previous ones. The program cannot be seen and treated only as a promotion to boost the number of international tourists visiting Indonesia, but it must be a promotion of Indonesia as a nation to build an image of Indonesia and contribute to Indonesia’s national brand. Once the true image of Indonesia has been built and established as a brand, the program could be developed into a more sophisticated program i.e. destination marketing. Destination marketing would put more focus on Indonesia as a tourist destination.  
Indonesia has many big opportunities because it has so many things to offer, among others: its nature, beautiful beaches and under the sea world, flora and fauna, volcanoes; its cultures which differ from one region to the other; its rich heritage, and also traditional craftsmanship. But the most important issue is how to make Indonesians proud of their country and rate it as the most interesting place to live or visit.
7.3 Recommendation
To make the tourism industry an economic growth driver, Indonesia has to learn from previous tourism programs. From the survey and analysis that had been conducted for this thesis, it is clear the Visit Indonesia programs are not effective yet. Therefore, several aspects of the next program should be improved, such as the vision and objectives/goals.
The program should be long-term because the issues which must be addressed cannot be solved with a short-term strategy. It has to be comprehensive, with measurable short-term goals which have to be evaluated carefully each year and adjusted when necessary.
Below are the recommendations for the next program of Visit Indonesia.
· Develop a strong and effective organisation to lead the program and coordinate it across central and local governments, private parties and other industries, as well as optimise Indonesia's embassies and representative offices all over the world to promote Indonesia as an interesting tourist destination in the most effective and efficient way.
· Develop a clear vision and long-term objectives as well as short-term (yearly) goals which then cascade to a comprehensive strategy for nation branding which could become destination marketing in the long-run.
· 
· Develop a campaign and form a community or groups to be agents of change, to encourage Indonesians to be proud of their own country so they will be agents to promote Indonesia wherever they are. When Indonesians believe in their country, their homeland, and are proud of it, they will automatically become promotion agents for Indonesia. 
Moreover, the survey shows that 32 per cent of respondents know about Indonesia from their family or friends. This means word of mouth marketing is the best way to create awareness. So, the Visit Indonesia program should turn Indonesians into promotion agents, to help with an offline approach to create awareness and promote Indonesia first domestically and then internationally.  
· Update Indonesia’s situation in the international market to eliminate safety and sanitation/disease issues. This message should be formulated centrally and controlled very carefully to achieve a positive image of Indonesia and eliminate the worry of foreign visitors coming to Indonesia. Uniformity of Indonesia’s image building campaigns could help people remember faster and more easily. If the central government, local governments of each province in Indonesia, stakeholders and private sectors promote one image about Indonesia consistently and focus on that image, the program will be more effective in creating a better image of Indonesia. 

· Design and implement a destination marketing strategy which could be set as a staged formulation depending on its readiness and the progress of both accessibility and facilities. Indonesia could do this easily because it has huge tourism potential and many destinations. It could be categorised by attractions, such as nature, culture and heritage, or by a type of activity, such as eco-tourism, luxurious tourism and also by the amount of time tourists want to spend in Indonesia. 

· Implement effective and efficient marketing activities. A combination of horizontal marketing and niche marketing would be the best for Visit Indonesia. Based on the analysis in the previous chapter, Indonesia should focus on target markets with the most potential i.e. Singapore, Japan, Europe and also Malaysia and China. These markets have their own specific needs. Therefore the program has to be tailored to meet their requirements and interests. Niche marketing is important because the first three countries are markets with high buying power and GDP and, from the past data it is clear they are highly interested in Indonesia. Furthermore, Malaysia and China will have potential growth in the near future.
· Media is also important; divide horizontal marketing into offline approaches and online approaches. Offline approaches are designed to push the community to do word of mouth marketing to promote Indonesia. This approach include a contribution from private sectors, such as by becoming sponsors of events and exhibitions which attract tourists and potential tourists, environmental campaigns and a special offer for tourism activities in Indonesia. While online approaches use media such as the internet, social networking sites such as facebook, blogs, intranet, television and newspaper advertisements as well as other publications. Sometimes indirect approaches could spread faster so it is important to keep the message properly set and focused. 

· Develop infrastructure and other facilities in potential tourist destinations in order to give alternatives and also to promote tourist destinations not only in Java and Bali.
· 







7.4 Final Conclusion 
7.5 
Finally, Visit Indonesia should first develop the domestic market so Indonesians become proud of their country. Then, strategies for the international market must be specifically developed each market based on its characteristic, i.e. the people’s interests, their purpose of visit, etc. These international markets have to be ranked according to their potentials and then the message to each market has to be focus on their interests and also give assurance to eliminate any disincentives to travel to Indonesia. The delivery of the message has to be intensive and focuses using the most effective tools; both conventional and modern media. For example, the promotion strategy for Singapore has to be different from the one for Japan. The message could be different because their reasons to come are different; the media which are effective in Singapore may not have the same impact in Japan or Europe. 
To be more effective, the Visit Indonesia program should also be converted into destination marketing. Yet, similarly, destination marketing must also be developed for each target market based on its specific characteristics so the program would be focused and effective in attracting consumers to come to Indonesia. The program must also encourage visitors to then become agents to promote Indonesia by telling their family and friends about their experience in Indonesia.
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Indonesia’s Brochures

8. Malaysia’s Brochures
Appendix 2: Survey Result
Survey Result
	Have you ever heard about Indonesia?

	Yes
	 #41, 100%


	No
	 #0, 0%


	
n=41 
	


	If Yes, from which media?

	Internet 
	 #27
  23%


	TV/RadioNewspaper
	 #30
  26%


	Events/exhibition
	 #8
  7%


	Friends/family
	 #36
  31%


	Others, namely:
	 #8
  7%


	
n=116 
	


	What do you think about Indonesia in general?

	Indonesia has very good image and reputation...
	 #4
  10%


	Indonesia has good image and reputation
	 #27
  69%


	Indonesia has bad image and reputation
	 #8
  21%


	Indonesia has very bad image and reputation...
	 #0, 0%


	
n=39 
	


	Have you ever think to go for holiday to Indonesia?

	Yes
	 #31
  79%


	No
	 #8
  21%


	
n=39 
	


	If you had visited Indonesia, do you want to come back?

	Yes
	 #14
  70%


	No
	 #6
  30%


	
n=20 
	


	What are the factors that could make you consider cancelling your trip/vacation?

	Safety issues
	 #27
  24%


	Natural disaster
	 #23
  21%


	Disease
	 #26
  23%


	Travel warning
	 #17
  15%


	Infrastructure
	 #2
  2%


	Political issues (government policies or i...
	 #16
  14%


	
n=111 
	


	Do you know any products or brand that made in Indonesia or related to Indonesia?

	Yes
	 #17
  47%


	No
	 #19
  53%


	
n=36 
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