
DAFTARPUSTAKA

Aaker, D. A. (2012). Building strong brands. Simon and Schuster.

Ahmad, Muhamad Fazil Bin., & Zaki, Tuan Sharifah Azura Tuan. (2021). Strategic

Communication forPlace Brand Management. Malaysian Journal of Social

Sciences and Humanities (MJSSH), Volume 6, Issue 2, (page 282 - 292), 2021

DOI: https://doi.org/10.47405/mjssh.v6i2.669

Alvarez, M. D. (2010). Creative cities and cultural spaces: New perspectives for city

tourism. International Journal of Culture, Tourism and Hospitality Research,

4(3), 171-175.

Anholt, S. (2009). Handbook on tourism destinations branding. World Tourism

Organization (WTO).

Arcos, Rubén. (2016). Public relations strategic intelligence: Intelligence analysis,

communication and influence. Public Relations Review. 42 (2), 264-270.

Arinda, N. (2022). Jebor dan Kota Terakota yang Berkelanjutan Studi Kasus

Jatiwangi Art Factory. Universitas Gadjah Mada.

Ashworth, G. J. & Voogd, H. (1995) Selling the City: Marketing Approaches in

Public-sector Urban Planning, Wiley, London.

Ashworth, G.J. (2009). The Instrument of Place Branding. How is it done? European

Spatial Research and Policy, Vol.16, No.1, p. 9- 22.

Bach, D. & Allen, D.B. (2010), What Every CEO Needs toKnow about Nonmarket

Strategy, MIT Sloan Management Review, 51(3), Hal. 41-8.

Bianchini F. (1993). Urban Cultural Policy in Britain and Europe: Towards Cultural

Planning. London: Institute for Cultural Policy Studies.

Bianchini, F., Fisher, M., Montgomery, J. and Worpole, K. (1988) City Centres, City

Cultures, Manchester, Centre forLocal Economic Studies.

Brown S, KozinetsR & Sherry J. (2003) Teaching old brands new tricks: Retro

branding and the revival of brand meaning. Journal of Marketing 67: 19-33.

Bybee, C. (1999). Can democracy survive in the post factual age? Journalism and

Communication Monographs, 1(1), 29-62.

Canhada, D. I. D. (2009). Estratégia como prática sociale resultados acadêmicos:o

doutorado em administração no Brasil. (Master's thesis). Programa de

Mestrado e Doutorado em Administração, Universidade Federal do

Paraná,Curitiba, Brazil

Carrillo, Maria Victoria. (2014). Strategic Communication in the communications

environment of today's organizations . Comunicaçãoe Sociedade, vol. 26,

2014, hal. 81 — 89. Doi: 10.17231/comsoc.26(2014).2026

Carter, Ron et al. (2010). ç. This guide isa part of the program Preparing forClimate

Change: Securing BC's Water Future, also known as theBC Regional

Adaptation Collaborative (RAC).

Castells, M. (1989). The Informational City: Information, Technology, Economic

Restructuring and the Urban-Regional Process. Oxford: Blackwell.

Castor, T. R. (2005). Constructing social reality in organizational decision making.

Account vocabularies ina diversity discussion. Management Communication

Quarterly, 18(4), 479-508.

Chandler, J., & Owen, M. (2002). Developing Brands with Qualitative Market

Research, Sage, London.

74

DAFTAR PUSTAKA

Aaker, D. A. (2012). Building strong brands. Simon and Schuster. 
Ahmad, Muhamad Fazil Bin., & Zaki, Tuan Sharifah Azura Tuan. (2021). Strategic 

Communication for Place Brand Management. Malaysian Journal of Social 
Sciences and Humanities (MJSSH), Volume 6, Issue 2, (page 282 - 292), 2021 
DOI: https://doi.org/10.47405/mjssh.v6i2.669 

Alvarez, M. D. (2010). Creative cities and cultural spaces: New perspectives for city 
tourism. International Journal of Culture, Tourism and Hospitality Research, 
4(3), 171–175.

Anholt, S. (2009). Handbook on tourism destinations branding. World Tourism 
Organization (WTO).

Arcos, Rubén. (2016). Public relations strategic intelligence: Intelligence analysis, 
communication and influence. Public Relations Review. 42 (2), 264-270. 

Arinda, N. (2022). Jebor dan Kota Terakota yang Berkelanjutan Studi Kasus 
Jatiwangi Art Factory. Universitas Gadjah Mada.

Ashworth, G. J. & Voogd, H. (1995) Selling the City: Marketing Approaches in 
Public-sector Urban Planning, Wiley, London.

Ashworth, G.J. (2009). The Instrument of Place Branding. How is it done? European 
Spatial Research and Policy, Vol.16, No.1, p. 9- 22.

Bach, D. & Allen, D.B. (2010), What Every CEO Needs to Know about Nonmarket 
Strategy, MIT Sloan Management Review, 51(3), Hal. 41–8. 

Bianchini F. (1993). Urban Cultural Policy in Britain and Europe: Towards Cultural 
Planning. London: Institute for Cultural Policy Studies.

Bianchini, F., Fisher, M., Montgomery, J. and Worpole, K. (1988) City Centres, City 
Cultures, Manchester, Centre for Local Economic Studies.

Brown S, Kozinets R & Sherry J. (2003) Teaching old brands new tricks: Retro 
branding and the revival of brand meaning. Journal of Marketing 67: 19–33.

Bybee, C. (1999). Can democracy survive in the post factual age? Journalism and 
Communication Monographs, 1(1), 29–62.

Canhada, D. I. D. (2009). Estratégia como prática social e resultados acadêmicos: o 
doutorado em administração no Brasil. (Master’s thesis). Programa de 
Mestrado e Doutorado em Administração, Universidade Federal do 
Paraná,Curitiba, Brazil

Carrillo, Maria Victoria. (2014). Strategic Communication in the communications 
environment of today’s organizations . Comunicação e Sociedade, vol. 26, 
2014, hal. 81 – 89. Doi: 10.17231/comsoc.26(2014).2026

Carter, Ron et al. (2010). ç. This guide is a part of the program Preparing for Climate 
Change: Securing BC’s Water Future, also known as the BC Regional 
Adaptation Collaborative (RAC).

Castells, M. (1989). The Informational City: Information, Technology, Economic 
Restructuring and the Urban-Regional Process. Oxford: Blackwell.

Castor, T. R. (2005). Constructing social reality in organizational decision making. 
Account vocabularies in a diversity discussion. Management Communication 
Quarterly, 18(4), 479-508. 

Chandler, J., & Owen, M. (2002). Developing Brands with Qualitative Market 
Research, Sage, London.

74

KOTA TERAKOTA: PENJENAMAAN KOTA (CITY BRANDING) YANG BERKEBUDAYAAN DAN
BERKELANJUTAN (ANALISIS
KOMUNIKASI STRATEGIS JATIWANGI ART FACTORY DALAM MEMBANGUN PENJENAMAAN KOTA
"KOTA TERAKOTA" DI
KABUPATEN MAJALENGKA
Gendra Wisnu Buana, Dr. Dian Arymami, S.I.P., M.Hum.
Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/



Chen, Yea-Wen., & Lin, Hengjun. (2016). Cultural Identities. Communication:

Oxford Research Encyclopedias. DOI:

10.1093/acrefore/9780190228613.013.20

Cheung, K. (1997). Design guide forinteriors (First ed.). Omah a: US Army Corps of

engineers.

Clair, R. (2011). Reflexivity and rhetorical ethnography: From family farm to

orphanage and back again. Cultural Studies ‹-› Critical Methodologies, 11(2),

117-128.

Crang M. (1998). Cultural geography, Routledge, London.

Creswell, J. (2002) Research design. Qualitative, quantitative and mixed method

approaches. London: Sage.

Creswell, J. W., (2014). Research design: Qualitative, quantitative, and mixed

methods approaches (Fourth Edition). Sage Publications.

Creswell, J. W & Creswell, J. D. (2017). Research design: Qualitative, quantitative,

and mixed methods approaches. Sage Publications.

Dávila, A. (2012). Culture works. Space, value, and mobility across the neoliberal

Americas. New York, NY: NYU Press.

De Chematony, L. (1999). Brand Management through narrowing the gap between

brand identity and brand reputation. Journal of Marketing Management,

15(1-3), 157-179. doi: 10.1362/026725799784870432

Dewey, J. (1954). The public and its problems. Athens, OH: Ohio University Press.

(Original work published 1927).

Donges, P. (2006). Medien als Institutionen und ihre Auswirkungen auf

Organisationen. Medien& Kommunikationswissenschaft, 54(4), 563-578.

Evans, G. (2003). Hard-branding the cultural city from prado to prada. International

Journal of Urban and Regional Research 27(2): 417W40.

Falah, Asep Wahyu Nur (2021) Konstruksi Makna Tanah Bagi Komunitas Jatiwangi

Art Factory. Other thesis, Universitas Komputer Indonesia.

Flyvbjerg, B. (2001). Making social science matter: Why social inquiry fails and how

it can succeed again. Cambridge, UK: Cambridge University Press.

Garci'a B. (2004). Urban regeneration, arts programming and major events: Glasgow

1990, Sydney 2000 and Barcelona 2004. International Journal of Cultural

Policy 10(1): 103-118.

Gergen, K. J. & Warhus, L. (2001). Therapy as social construction. In K. J. Gergen

(Ed.), Social constructions in context (pp. 96-114). London, UK: Sage.

Giddens, A. (1984). The constitution of society. Cambridge: Polity Press.

Gilmore F. (2001). A country—can it be repositioned? Spain—the success story of

country branding. Journal of Brand Management 9(4): 281-293.

Gregory, Bruce. (2005). Public Diplomacy and Strategic Communication: Cultures,

Firewalls, and Imported Norms. American Political Science Association

Conference on International Communication and Conflict.

Hallahan, K. (2001), The Dynamics of Issues Activation and Response: An Issues

Process Model, Journal of Public Relations Research, 13(1), pp. 27-59.

https://doi.org/10.1207/sl532754xjprrl30l 3

Hallahan, K., Holtzhausen, D. R.,Van Ruler, B., Verc“ic“, D.,& Sriramesh, K. (2007).

Defining strategic communication. International Journal of Strategic

Communication, 1(1), 3-35.

75

Chen, Yea-Wen., & Lin, Hengjun. (2016). Cultural Identities. Communication: 
Oxford Research Encyclopedias. DOI: 
10.1093/acrefore/9780190228613.013.20 

Cheung, K. (1997). Design guide for interiors (First ed.). Omah a: US Army Corps of 
engineers.

Clair, R. (2011). Reflexivity and rhetorical ethnography: From family farm to 
orphanage and back again. Cultural Studies ↔ Critical Methodologies, 11(2), 
117–128.

Crang M. (1998). Cultural geography, Routledge, London.
Creswell, J. (2002) Research design: Qualitative, quantitative and mixed method 

approaches. London: Sage.
Creswell, J. W., (2014). Research design: Qualitative, quantitative, and mixed 

methods approaches (Fourth Edition). Sage Publications.
Creswell, J. W & Creswell, J. D. (2017). Research design: Qualitative, quantitative, 

and mixed methods approaches. Sage Publications.
Dávila, A. (2012). Culture works. Space, value, and mobility across the neoliberal 

Americas. New York, NY: NYU Press. 
De Chernatony, L. (1999). Brand Management through narrowing the gap between 

brand identity and brand reputation. Journal of Marketing Management, 
15(1–3), 157–179. doi:10.1362/026725799784870432

Dewey, J. (1954). The public and its problems. Athens, OH: Ohio University Press. 
(Original work published 1927).

Donges, P. (2006). Medien als Institutionen und ihre Auswirkungen auf 
Organisationen. Medien & Kommunikationswissenschaft, 54(4), 563–578.

Evans, G. (2003). Hard-branding the cultural city from prado to prada. International 
Journal of Urban and Regional Research 27(2): 417–440.

Falah, Asep Wahyu Nur (2021) Konstruksi Makna Tanah Bagi Komunitas Jatiwangi 
Art Factory. Other thesis, Universitas Komputer Indonesia.

Flyvbjerg, B. (2001). Making social science matter: Why social inquiry fails and how 
it can succeed again. Cambridge, UK: Cambridge University Press. 

Garcı ́a B. (2004). Urban regeneration, arts programming and major events: Glasgow 
1990, Sydney 2000 and Barcelona 2004. International Journal of Cultural 
Policy 10(1): 103–118.

Gergen, K. J. & Warhus, L. (2001). Therapy as social construction. In K. J. Gergen 
(Ed.), Social constructions in context (pp. 96–114). London, UK: Sage.

Giddens, A. (1984). The constitution of society. Cambridge: Polity Press.
Gilmore F. (2001). A country—can it be repositioned? Spain—the success story of 

country branding. Journal of Brand Management 9(4): 281–293. 
Gregory, Bruce. (2005). Public Diplomacy and Strategic Communication: Cultures, 

Firewalls, and Imported Norms. American Political Science Association 
Conference on International Communication and Conflict.

Hallahan, K. (2001), The Dynamics of Issues Activation and Response: An Issues 
Process Model, Journal of Public Relations Research, 13(1), pp. 27–59. 
https://doi.org/10.1207/s1532754xjprr1301_3

Hallahan, K., Holtzhausen, D. R., Van Ruler, B., Vercˇicˇ, D., & Sriramesh, K. (2007). 
Defining strategic communication. International Journal of Strategic 
Communication, 1(1), 3–35.

75

KOTA TERAKOTA: PENJENAMAAN KOTA (CITY BRANDING) YANG BERKEBUDAYAAN DAN
BERKELANJUTAN (ANALISIS
KOMUNIKASI STRATEGIS JATIWANGI ART FACTORY DALAM MEMBANGUN PENJENAMAAN KOTA
"KOTA TERAKOTA" DI
KABUPATEN MAJALENGKA
Gendra Wisnu Buana, Dr. Dian Arymami, S.I.P., M.Hum.
Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.1207/s1532754xjprr1301_3


Hallahan, Kirk. (2015). Organizational Goals and Communication Objectives in

Strategic Communication. The Routledge Handbook of Strategic

Communication. Hal. 244.

Hankinson G. (2001). Location branding: a study of the branding practices of 12

English cities. Journal of Brand Management 9(2): 127-142.

Hankinson, G. (2006). The management ofdestination brands: Five guiding principles

based on recent developments in corporate branding theory. Brand

Management, Vol.14, No.3, pp. 240-254.

Harvard Business School (2006), The Essentials of Corporate Communications and

Public Relations, Harvard Business School Press, Boston, MA.

Hatch, M. J., & Schultz, M. (2010). Towarda theory of brand co-creation with

implications for brand governance. Journal of Brand management, 17,

590-604.

Hazime, H. (2011). From city branding to e-brands in developing countries: an

approach to Qatar and Abu Dhabi. African Journal of Business Management,

5(12), 4731—4745.

Heath, R.L. and Palenchar, M.J. (2009). Strategic Issues Management: Organisations

and Public Policy Challenges, 2nd edn, Sage, Los Angeles, CA.

Heath, R. L., & Vasquez, G. M. (2016). Rethinking Public Relations: The Spin and

the Substance. Routledge.

Herstein, R. (2012). Thin line between country, city, and region branding. Journal of

Vacation Marketing, 18(2), 147-155.

https://doi.org/10.1177/1356766711435976

Hoffman, A. J. (1999). Institutional evolution and change: Environmentalism and the

U.S. chemical industry. The Academy of Management Journal, 42(4),

351-371.

Hlowngwane, R. (2022). C& Special Print Issue in Cooperation with Jatiwangi art

Factory. Weaving networks.

HollowayL & Hubbard P. (2001). People and place: the extraordinary geographies of

everyday life, Pearson Education, Harlow.

Holtzhausen, Derina & Zerfass, Ansgar. (2015). Strategic Communication

Opportunities and Challenges of the Research Area. The Routledge Handbook

ofStrategic Communication. New York: Routledge.

Julier G. (2011). Design activism meets place-branding: Reconfiguring urban

representation and everyday practice. In: Pike A (ed.) Brand and Branding

Geographies. Cheltenham, Northampton: Edward Elgar, pp. 221-238.

Jones, D.,& Smith, K. (2005). Middle-Earth meets New Zealand: Authenticity and

location in the making ofthelord of the rings. Journal of Management Studies

42(5): 923-945.

Johnston, J. & Glenny, L. (2021), Strategic Communication: Public Relations atwork,

Routledge, London

Kapferer, J. N. (2008). The New Strategic Brand Management: Creating and

Sustaining. Brand Equity Long Term 4thEdition. In Igarss 2014.

Kasapi, I., & Cela, A. (2017). Destination branding: A review of the city branding

literature. Mediterranean Journal of Social Sciences, 8(4), 129-142.

76

Hallahan, Kirk. (2015). Organizational Goals and Communication Objectives in 
Strategic Communication. The Routledge Handbook of Strategic 
Communication. Hal. 244.

Hankinson G. (2001). Location branding: a study of the branding practices of 12 
English cities. Journal of Brand Management 9(2): 127–142. 

Hankinson, G. (2006). The management of destination brands: Five guiding principles 
based on recent developments in corporate branding theory. Brand 
Management, Vol.14, No.3, pp. 240-254.

Harvard Business School (2006), The Essentials of Corporate Communications and 
Public Relations, Harvard Business School Press, Boston, MA.

Hatch, M. J., & Schultz, M. (2010). Toward a theory of brand co-creation with 
implications for brand governance. Journal of Brand management, 17, 
590-604.

Hazime, H. (2011). From city branding to e-brands in developing countries: an 
approach to Qatar and Abu Dhabi. African Journal of Business Management, 
5(12), 4731–4745. 

Heath, R.L. and Palenchar, M.J. (2009). Strategic Issues Management: Organisations 
and Public Policy Challenges, 2nd edn, Sage, Los Angeles, CA. 

Heath, R. L., & Vasquez, G. M. (2016). Rethinking Public Relations: The Spin and 
the Substance. Routledge.

Herstein, R. (2012). Thin line between country, city, and region branding. Journal of 
Vacation Marketing, 18(2), 147-155. 
https://doi.org/10.1177/1356766711435976

Hoffman, A. J. (1999). Institutional evolution and change: Environmentalism and the 
U.S. chemical industry. The Academy of Management Journal, 42(4), 
351–371.

Hlowngwane, R. (2022). C& Special Print Issue in Cooperation with Jatiwangi art 
Factory. Weaving networks.

Holloway L & Hubbard P. (2001). People and place: the extraordinary geographies of 
everyday life, Pearson Education, Harlow.

Holtzhausen, Derina & Zerfass, Ansgar. (2015). Strategic Communication 
Opportunities and Challenges of the Research Area. The Routledge Handbook 
of Strategic Communication. New York: Routledge.

Julier G. (2011). Design activism meets place-branding: Reconfiguring urban 
representation and everyday practice. In: Pike A (ed.) Brand and Branding 
Geographies. Cheltenham, Northampton: Edward Elgar, pp. 221–238.

Jones, D., & Smith, K. (2005). Middle-Earth meets New Zealand: Authenticity and 
location in the making of the lord of the rings. Journal of Management Studies 
42(5): 923–945.

Johnston, J. & Glenny, L. (2021), Strategic Communication: Public Relations at work, 
Routledge, London

Kapferer, J. N. (2008). The New Strategic Brand Management: Creating and 
Sustaining. Brand Equity Long Term 4th Edition. In Igarss 2014.

Kasapi, I., & Cela, A. (2017). Destination branding: A review of the city branding 
literature. Mediterranean Journal of Social Sciences, 8(4), 129–142. 

76

KOTA TERAKOTA: PENJENAMAAN KOTA (CITY BRANDING) YANG BERKEBUDAYAAN DAN
BERKELANJUTAN (ANALISIS
KOMUNIKASI STRATEGIS JATIWANGI ART FACTORY DALAM MEMBANGUN PENJENAMAAN KOTA
"KOTA TERAKOTA" DI
KABUPATEN MAJALENGKA
Gendra Wisnu Buana, Dr. Dian Arymami, S.I.P., M.Hum.
Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.1177/1356766711435976


Kavaratzis, Michalis. (2004). From city marketing to city branding: Towards a

theoretical framework for developing city brands. Place Branding, 1(1),

58-73.

Kavaratzis, M. (2005). Branding theCity through Culture and Entertainment. AESOP

05,Vienna.

Kavaratzis, M. & Ashworth G.J. (2007). Partners in Coffeeshops, Canals and

Commerce: Marketing theCity of Amsterdam. Cities, Vol.42, No.1, pp.16-25.

Kavaratzis, M. (2008). From city marketing to city branding: An interdisciplinary

analysis with reference to Amsterdam, Budapest and Athens.

Keller, K. L. (2009). Building strong brands ina modern marketing communications

environment. Journal of marketing communications, 15(2-3), 139-155.

Kolb, K & Richter, D. (2022). Jatiwangi art Factory (JaF): Ismal Muntaha and Al

Ghorie. Documenta fifteen—Aspects of Commoning inCuratorial and Artistic

Practices. OnCurating Issue 54.

Kotler P., Asplund C.,ReinI & Heider D. (1999). Marketing Places Europe:Attracting

Investments, Industries, Residents and Visitors to European Cities,

Communities, Regions and Nations. London: Pearson Education.

Kotler, P.,& Gertner, D. (2002). Country as brand, product, and beyond: A place

marketing and brand management perspective. Henry Stewart Publications

1350-23lX, 9(4-5), 249-261.

Kotler, P., & Keller, K. L. (2016). Marketing Management. In Pearson Edition

Limited.

Landry,C & Bianchini, F. (1995) The Creative City. London, Demos.

Lynch, K. (1960). The Image oftheCity. Cambridge: MIT press.

Lee, C. A. (2011). A framework forcontextual information in digital collections.

Journal ofDocumentation, 67(1), 95-143.

Lukito, Yulia Nurliani & Nugroho, Rifandi Septiawan. (2021). Fabricating Culture

through Spatial Practices: Rampak Genteng Festival in the Former Jatiwangi

Sugar Factory, West Java, Indonesia. Journal of the International Society for

the Study of Vernacular Settlements.

Mahoney, J. (2023). Strategic Communication Campaign Planning (Third Edition).

Routledge.

Manggiasih, B. (2018). Jatiwangi art Factory: Hidup Bergembira dari Tanah Liat.

Penerbit Koalisi Seni Indonesia

Marchiori, M & Bulgacov, S. (2012). Strategy as Communicational Practice in

Organizations, International Journal of Strategic Communication, 6:3,

199-211, DOI: 10.1080/1553118X.2012.654550

Marchiori, M. R., Contani, M. L., & Buzzanell, P. M. (2011). Dialogue asa possibility

for knowledge in organizations. Paper presented to the 13th Conference,

Dialogue and Representation (IADA 2011), Quebec, Canada.

Markham, Annette N. (2018). In Denzin, N. K. And Lincoln, Y.S. (Eds.). The Sage

Handbook of Qualitative Research. (Chapter 29, p. 1134). 5th ed. Thousand

Oaks, California: Sage Publications.

Mcleod, Jack M. Scheufele, Dietram A. & Moy, Patricia. (1999) Community,

Communication, and Participation: The Role ofMass Media andInterpersonal

Discussion in Local Political Participation, Political Communication, 16:3,

315-336, DOI: 10.1080/105846099198659

77

Kavaratzis, Michalis. (2004). From city marketing to city branding: Towards a 
theoretical framework for developing city brands. Place Branding, 1(1), 
58–73.

Kavaratzis, M. (2005). Branding the City through Culture and Entertainment. AESOP 
05, Vienna.

Kavaratzis, M. & Ashworth G.J. (2007). Partners in Coffeeshops, Canals and 
Commerce: Marketing the City of Amsterdam. Cities, Vol.42, No.1, pp.16-25.

Kavaratzis, M. (2008). From city marketing to city branding: An interdisciplinary 
analysis with reference to Amsterdam, Budapest and Athens.

Keller, K. L. (2009). Building strong brands in a modern marketing communications 
environment. Journal of marketing communications, 15(2-3), 139-155. 

Kolb, K & Richter, D. (2022). Jatiwangi art Factory (JaF): Ismal Muntaha and Al 
Ghorie. Documenta fifteen—Aspects of Commoning in Curatorial and Artistic 
Practices. OnCurating Issue 54. 

Kotler P., Asplund C., Rein I & Heider D. (1999). Marketing Places Europe:Attracting 
Investments, Industries, Residents and Visitors to European Cities, 
Communities, Regions and Nations. London: Pearson Education.

Kotler, P., & Gertner, D. (2002). Country as brand, product, and beyond: A place 
marketing and brand management perspective. Henry Stewart Publications 
1350-231X, 9(4–5), 249–261.

Kotler, P., & Keller, K. L. (2016). Marketing Management. In Pearson Edition 
Limited.

Landry, C & Bianchini, F. (1995) The Creative City. London, Demos.
Lynch, K. (1960). The Image of the City. Cambridge: MIT press.
Lee, C. A. (2011). A framework for contextual information in digital collections. 

Journal of Documentation, 67(1), 95–143. 
Lukito, Yulia Nurliani & Nugroho, Rifandi Septiawan. (2021). Fabricating Culture 

through Spatial Practices: Rampak Genteng Festival in the Former Jatiwangi 
Sugar Factory, West Java, Indonesia. Journal of the International Society for 
the Study of Vernacular Settlements.

Mahoney, J. (2023). Strategic Communication Campaign Planning (Third Edition). 
Routledge.

Manggiasih, B. (2018). Jatiwangi art Factory: Hidup Bergembira dari Tanah Liat. 
Penerbit Koalisi Seni Indonesia

Marchiori, M & Bulgacov, S. (2012). Strategy as Communicational Practice in 
Organizations, International Journal of Strategic Communication, 6:3, 
199-211, DOI: 10.1080/1553118X.2012.654550

Marchiori, M. R., Contani, M. L., & Buzzanell, P. M. (2011). Dialogue as a possibility 
for knowledge in organizations. Paper presented to the 13th Conference, 
Dialogue and Representation (IADA 2011), Quebec, Canada.

Markham, Annette N. (2018). In Denzin, N. K. And Lincoln, Y.S. (Eds.). The Sage 
Handbook of Qualitative Research. (Chapter 29, p. 1134). 5th ed. Thousand 
Oaks, California: Sage Publications.

Mcleod, Jack M. Scheufele,  Dietram A. & Moy, Patricia. (1999) Community, 
Communication, and Participation: The Role of Mass Media and Interpersonal 
Discussion in Local Political Participation, Political Communication, 16:3, 
315-336, DOI: 10.1080/105846099198659

77

KOTA TERAKOTA: PENJENAMAAN KOTA (CITY BRANDING) YANG BERKEBUDAYAAN DAN
BERKELANJUTAN (ANALISIS
KOMUNIKASI STRATEGIS JATIWANGI ART FACTORY DALAM MEMBANGUN PENJENAMAAN KOTA
"KOTA TERAKOTA" DI
KABUPATEN MAJALENGKA
Gendra Wisnu Buana, Dr. Dian Arymami, S.I.P., M.Hum.
Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.1080/1553118X.2012.654550
https://doi-org.ezproxy.ugm.ac.id/10.1080/105846099198659


Messeidy, R., E., (2019). Architecture and City Branding: Role of Iconic buildings.

Engineering Research Journal 163.

Merriam, S. B. (1988). Case study research in education: A qualitative approach. San

Francisco: Jossey Bass.

Miles, M. (2007). Cities and Cultures. Routledge Critical Introductions to Urbanism

and The City. Routledge.

Mitchell, J. C. (1983). Case and situation analysis. Sociological Review, 31(2),

187-211.

Moleong, Lexy. J. (2016). Metodologi Penelitian Kualitatif Edisi Revisi. Bandung:

PT. Remaja Rosdakarya.

Moomas, H. (2002). City branding: The importance of socio-cultural goals. In:

Hauben T,Vermeulen M and Paatteuw V (eds) City Branding: Image Building

and Building Images. Rotterdam: NAI Uitgevers, pp. l5W8.

Moss, D., & Warnaby, G. (1998). Communications strategy? Strategy

communication? Integrating different perspectives. Journal of Marketing

Communications, 4, 131-140. doi: 10.1080/135272698345807.

Nazir, Muhammad. (1988). Metode Penelitian. Ghalia. Jakarta.

Noelle-Neumann, E. (1993). The Spiral of Silence: Public Opinion--Our Social Skin.

University of Chicago Press.

Parkerson, B., and J. Saunders. (2005). City branding: Can goods and services

branding models be used tobrand cities? Place Branding 1(3): 242 264.

Pearson, N. (1982). The State and the Visual Arts. Milton Keynes, Open University

Press.

Putnam, L.L. (2009). Exploring the Role ofCommunication inTransforming Conflict

Situation; A Social Construction View. Dalam G.J. Galanes dan W. Leeds -

Hurwitz (Ed.). Social Constructing Communication. New Jersey: Hampton

Press.

Putnam, L.L. (2010). Negotiation and discourse analysis. Negotiation Journal, 26 (2),

145 - 154.

Ragin, C. C. (1997). Turning the tables: How case-oriented research challenges

variable-oriented research. In G. Brochmann (Ed.), Comparative social

research. Methodological issues in comparative social science (pp. 27-42).

Greenwich, CT: JAI.

Riza, Müge., Doratli, Naciye., & Fasli, Mukaddes. (2012). City Branding and Identity.

Procedia - Social and Behavioral Sciences 35. Hal. 293 — 300.

Roche, M. (1994) ‘Mega-events and urban policy’, Annals ofTourism Research, vol.

21, no. 1, hal. 1-19.

Roodhouse, S.(2009). Understanding Cultural Quarters in Branded Cities. Routledge.

Rosengren, K. E. (2000). Communication, an introduction. London, UK: Sage.

Rotherham Metropolitan Borough. (2000). “Celebrating our Past Together,

Developing our Distinctiveness Together, Creating our Future Together: A

Cultural Strategy.”

Sandhu, S. (2009). Strategic Communication: An Institutional Perspective,

International Journal of Strategic Communication, 3:2, 72-92, DOI:

10.1080/15531180902805429

78

Messeidy, R., E., (2019). Architecture and City Branding: Role of Iconic buildings. 
Engineering Research Journal 163.

Merriam, S. B. (1988). Case study research in education: A qualitative approach. San 
Francisco: Jossey Bass.

Miles, M. (2007). Cities and Cultures. Routledge Critical Introductions to Urbanism 
and The City. Routledge.

Mitchell, J. C. (1983). Case and situation analysis. Sociological Review, 31(2), 
187-211. 

Moleong, Lexy. J. (2016). Metodologi Penelitian Kualitatif Edisi Revisi. Bandung: 
PT. Remaja Rosdakarya.

Moomas, H. (2002). City branding: The importance of socio-cultural goals. In: 
Hauben T, Vermeulen M and Paatteuw V (eds) City Branding: Image Building 
and Building Images. Rotterdam: NAI Uitgevers, pp. 15–48.

Moss, D., & Warnaby, G. (1998). Communications strategy? Strategy 
communication? Integrating different perspectives. Journal of Marketing 
Communications, 4, 131–140. doi:10.1080/135272698345807.

Nazir, Muhammad. (1988). Metode Penelitian. Ghalia. Jakarta. 
Noelle-Neumann, E. (1993). The Spiral of Silence: Public Opinion--Our Social Skin. 

University of Chicago Press.
Parkerson, B., and J. Saunders. (2005). City branding: Can goods and services 

branding models be used to brand cities? Place Branding 1(3): 242–264. 
Pearson, N. (1982). The State and the Visual Arts. Milton Keynes, Open University 

Press.
Putnam, L.L. (2009). Exploring the Role of Communication in Transforming Conflict 

Situation; A Social Construction View. Dalam G.J. Galanes dan W. Leeds - 
Hurwitz (Ed.). Social Constructing Communication. New Jersey: Hampton 
Press.

Putnam, L.L. (2010). Negotiation and discourse analysis. Negotiation Journal, 26 (2), 
145 - 154.

Ragin, C. C. (1997). Turning the tables: How case-oriented research challenges 
variable-oriented research. In G. Brochmann (Ed.), Comparative social 
research: Methodological issues in comparative social science (pp. 27-42). 
Greenwich, CT: JAI.

Riza, Müge., Doratli, Naciye., & Fasli, Mukaddes. (2012). City Branding and Identity. 
Procedia - Social and Behavioral Sciences 35. Hal. 293 – 300.

Roche, M. (1994) ‘Mega-events and urban policy’, Annals of Tourism Research, vol. 
21, no. 1, hal. 1–19.

Roodhouse, S. (2009). Understanding Cultural Quarters in Branded Cities. Routledge.
Rosengren, K. E. (2000). Communication, an introduction. London, UK: Sage.
Rotherham Metropolitan Borough. (2000). “Celebrating our Past Together, 

Developing our Distinctiveness Together, Creating our Future Together: A 
Cultural Strategy.” 

Sandhu, S. (2009). Strategic Communication: An Institutional Perspective, 
International Journal of Strategic Communication, 3:2, 72-92, DOI: 
10.1080/15531180902805429

78

KOTA TERAKOTA: PENJENAMAAN KOTA (CITY BRANDING) YANG BERKEBUDAYAAN DAN
BERKELANJUTAN (ANALISIS
KOMUNIKASI STRATEGIS JATIWANGI ART FACTORY DALAM MEMBANGUN PENJENAMAAN KOTA
"KOTA TERAKOTA" DI
KABUPATEN MAJALENGKA
Gendra Wisnu Buana, Dr. Dian Arymami, S.I.P., M.Hum.
Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/



Schultz, M., Hatch, M. J., & Larsen, M. H. (Eds.). (2000). The expressive

organization: Linking identity, reputation, and the corporate brand: Linking

identity, reputation, and the corporate brand. OUP

Scott, A. (2000). The Cultural Economy ofCities. London: Sage, in association with

Theory, Culture & Society. Nottingham Trent University.

Scott A. (2010). Cultural Economy andThe Creative Field of The City. Geografiska

Annaler: Series B, Human Geography 92(2): 115-130.

Self, Charles C. (2015). Dewey, the Public Sphere, and Strategic Communication.

Strategic Communication Opportunities and Challenges of the Research Area.

The Routledge Handbook ofStrategic Communication. New York: Routledge.

Sherrick, Brett. (2016). The Effects of Media Effects: Third-Person Effects, the

Influence of Presumed Media Influence, and Evaluations of Media

Companies. Journalism & Mass Communication Quarterly, 93(4), 906-922.

Smyth, H. (1994) Marketing the City: The Role of Flagship Developments inUrban

Regeneration, E. & F.N. Spon, London.

Siagian, B., Muntaha, I., Mansyur, T., Ichsan, N. (2019). Kota Terakota. Yayasan

Daun Salambar.

Sugiyono. (2015). Metode Penelitian Pendidikan Pendekatan Kualitatif, Kuantitatif,

dan R&D. Bandung: Alfabeta.

The Harvard Business School's. (2006). The Essentials of Corporate

Communications and Public Relations.

Ulldemolins, J. R. (2014). Culture and authenticity in urban regeneration processes:

Place branding in central Barcelona. Urban Studies, 51(14), 3026 3045.

http://www.jstor.org/stable/26145925

Vanolo, A. (2008). The image ofthecreative city: Some reflections on urban branding

inTurin. Cities 25(6): 370-382.

VanWynsberghe, R & Khan, S. (2007). Redefining Case Study.

http://creativecommons.org/licenses/by/2.0

Volk, S. C.,& Zerfass, A. (2018). Alignment: Explicatinga key concept in strategic

communication. International Journal of Strategic Communication, 12(4),

433W51. doi: 10.1080/1553118X.2018.1452742.

Wang, Jian. (2005). Localizing public diplomacy: The role of sub-national actors in

nation branding. Place Branding 2(1): 32W2.

Weder,F & Erikson, M. (2023). CSR Communication and Cultures of Sustainability.

Brisbane, QLD Australia: The University of

Queensland.https://doi.org/10.14264/428d8lb

Westwood, R.,& Clegg, S. (2003). Debating organization: point-counterpoint in

organization studies. Oxford, UK: Blackwell Publishing.

West, R.,& Turner, L. H. (2010). Introducing communication theory.‘ Analysis and

application. New York, NY: McGraw-Hill International.

Williams, R. (1981). Culture. London: Fontana Paperbacks.

Yin, R. (2003). Case study research: Design and methods (3rd ed.). Thousand Oaks,

CA: Sage.

Yin, R.K. (2008) Case Study Research: Design and Methods. 4th Edition, Sage

Publications, Thousand Oaks.

Yin, R. K. (2018). Case study research and application: Design and method 6th

edition. Los Angeles: Sage Publications.

79

Schultz, M., Hatch, M. J., & Larsen, M. H. (Eds.). (2000). The expressive 
organization: Linking identity, reputation, and the corporate brand: Linking 
identity, reputation, and the corporate brand. OUP 

Scott, A. (2000). The Cultural Economy of Cities. London: Sage, in association with 
Theory, Culture & Society. Nottingham Trent University.

Scott A. (2010). Cultural Economy and The Creative Field of The City. Geografiska 
Annaler: Series B, Human Geography 92(2): 115–130.

Self, Charles C. (2015). Dewey, the Public Sphere, and Strategic Communication. 
Strategic Communication Opportunities and Challenges of the Research Area. 
The Routledge Handbook of Strategic Communication. New York: Routledge.

Sherrick, Brett. (2016). The Effects of Media Effects: Third-Person Effects, the 
Influence of Presumed Media Influence, and Evaluations of Media 
Companies. Journalism & Mass Communication Quarterly, 93(4), 906-922. 

Smyth, H. (1994) Marketing the City: The Role of Flagship Developments in Urban 
Regeneration, E. & F.N. Spon, London.

Siagian, B., Muntaha, I., Mansyur, T., Ichsan, N. (2019). Kota Terakota. Yayasan 
Daun Salambar.

Sugiyono. (2015). Metode Penelitian Pendidikan Pendekatan Kualitatif, Kuantitatif, 
dan R&D. Bandung: Alfabeta.

The Harvard Business School’s.  (2006). The Essentials of Corporate 
Communications and Public Relations.

Ulldemolins, J. R. (2014). Culture and authenticity in urban regeneration processes: 
Place branding in central Barcelona. Urban Studies, 51(14), 3026–3045. 
http://www.jstor.org/stable/26145925

Vanolo, A. (2008). The image of the creative city: Some reflections on urban branding 
in Turin. Cities 25(6): 370–382.

VanWynsberghe, R & Khan, S. (2007). Redefining Case Study. 
http://creativecommons.org/licenses/by/2.0 

Volk, S. C., & Zerfass, A. (2018). Alignment: Explicating a key concept in strategic 
communication. International Journal of Strategic Communication, 12(4), 
433–451. doi:10.1080/1553118X.2018.1452742.

Wang, Jian. (2005). Localizing public diplomacy: The role of sub-national actors in 
nation branding. Place Branding 2(1): 32–42.

Weder, F & Erikson, M. (2023). CSR Communication and Cultures of Sustainability. 
Brisbane, QLD Australia: The University of 
Queensland.https://doi.org/10.14264/428d81b

Westwood, R., & Clegg, S. (2003). Debating organization: point-counterpoint in 
organization studies. Oxford, UK: Blackwell Publishing.

West, R., & Turner, L. H. (2010). Introducing communication theory: Analysis and 
application. New York, NY: McGraw-Hill International. 

Williams, R. (1981). Culture. London: Fontana Paperbacks.
Yin, R. (2003). Case study research: Design and methods (3rd ed.). Thousand Oaks, 

CA: Sage. 
Yin, R.K. (2008) Case Study Research: Design and Methods. 4th Edition, Sage 

Publications, Thousand Oaks.
Yin, R. K. (2018). Case study research and application: Design and method 6th 

edition. Los Angeles: Sage Publications. 

79

KOTA TERAKOTA: PENJENAMAAN KOTA (CITY BRANDING) YANG BERKEBUDAYAAN DAN
BERKELANJUTAN (ANALISIS
KOMUNIKASI STRATEGIS JATIWANGI ART FACTORY DALAM MEMBANGUN PENJENAMAAN KOTA
"KOTA TERAKOTA" DI
KABUPATEN MAJALENGKA
Gendra Wisnu Buana, Dr. Dian Arymami, S.I.P., M.Hum.
Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.14264/428d81b


Yananda, M Rahmat., & Salamah, Ummi. (2014). Branding tempat: membangun kota,

kabupaten, dan provinsi berbasis identitas. Makna Informasi.

Yusmanto. (2020). Terracotta City. Culture 21 UCLG Committee.

https://obs.agenda21cu1ture.net/sites/defau1t/fi1es/2022-03/Jatiwangi EN.pdf

Zerfass, A., Verčič, D., Nothhaft, H., & Werder, K, P. (2018). Strategic

Communication: Defining the Field and its Contribution to Research and

Practice, International Journal of Strategic Communication, 12:4, 487-505,

DOI: 10.1080/1553118X.2018.1493485

Zhang, L., & Zhao, S. X. (2009). City branding and the Olympic effect: A case study

of Beijing. Cities, 26(5), 245-254.

Zhang, Shu Guang., Huang, Wei., Chen, Ni., & Cheng, Wenli. (2015). Branding

Macau's External Image Through Strategic Communication: A Descriptive

Study. DOI 10.1007/s40647-015-0058-y

Zhang, Xiaochen, Weiting Tao,& Sora Kim. (2014). A comparative study on global

brands’ micro blogs between China and USA: Focusing on communication

styles and branding strategies. International Journal of Strategic

Communication 8(4): 231 249.

Zhou, L., & Wang, T. (2014). Social media: A new vehicle for city marketing in

china. Cities, 37, 27-32.

Zukin, S. (1995). The Cultures of Cities. Oxford, Blackwell.

Website

Ashri, A., F. (2023). Irama Tanah Kehidupan dari Jatiwangi.

https://www.kompas.id/baca/nusantara/2021/11/25/irama-tanah-kehidupan-dar

i-jatiwangi diakses pada 11 Oktober 2023.

Ashri, A., F. (2021). Pameran Terracotta Triennale.

https://www.kompas.id/baca/nusantara/2021/11/16/pameran-terracotta-triennal

e-foto dikases pada 15 Maret 2024.

Ayocirebon.com (2023). Menengok Gedung Creative Center Majalengka, Wahana

Kreativitas Anak Muda

https://www.ayocirebon.com/explore/pr-947144594/menengok-gedung-creativ

e-center-majalengka-wahana-kreativitas-anak-muda diakses pada 20 Maret

2024.

Bandungbergerak.id. (2021). Rampak Genteng Jatiwangi dan Kedaulatan Warga atas

Tanahnya

https://bandungbergerak.id/foto/detail/60/rampak-genteng-jatiwangi-dan-keda

ulatan-warga-atas-tanahnya diakses pada 21 Maret 2024

Documenta Fifteen. (2023). Jatiwangi art Factory.

https://documenta-fifteen.de/en/lumbung-members-artists/jatiwangi-art-factor

y/ diakses pada 20 September 2023.

Gismaya, Aditya. (2020). TIC Majalengka Kembali Dibuka Untuk Umum

https://metropostnews.com/tic-majalengka-kembali-dibuka-untuk-umum/

diakses pada 20 Maret 2024.

Hutan Itu Indonesia. (2023). Gotong Royong Mitigasi Perubahan Iklim di Kawasan

Metropolitan Bandung Raya dan Rebana.

https://hutanitu.id/gotong-royong-mitigasi-perubahan-iklim-di-kawasan-metro

politan-bandung-raya-dan-rebana/ diakses pada 15 Maret 2024.

80

Yananda, M Rahmat., & Salamah, Ummi. (2014). Branding tempat: membangun kota, 
kabupaten, dan provinsi berbasis identitas. Makna Informasi.

Yusmanto. (2020). Terracotta City. Culture 21 UCLG Committee. 
https://obs.agenda21culture.net/sites/default/files/2022-03/Jatiwangi_EN.pdf

Zerfass, A., Verčič, D., Nothhaft, H., & Werder, K, P. (2018). Strategic 
Communication: Defining the Field and its Contribution to Research and 
Practice, International Journal of Strategic Communication, 12:4, 487-505, 
DOI: 10.1080/1553118X.2018.1493485

Zhang, L., & Zhao, S. X. (2009). City branding and the Olympic effect: A case study 
of Beijing. Cities, 26(5), 245–254.

Zhang, Shu Guang., Huang, Wei.,  Chen, Ni., & Cheng,  Wenli. (2015). Branding 
Macau’s External Image Through Strategic Communication: A Descriptive 
Study.  DOI 10.1007/s40647-015-0058-y 

Zhang, Xiaochen, Weiting Tao, & Sora Kim. (2014). A comparative study on global 
brands’ micro blogs between China and USA: Focusing on communication 
styles and branding strategies. International Journal of Strategic 
Communication 8(4): 231–249.

Zhou, L., & Wang, T. (2014). Social media: A new vehicle for city marketing in 
china. Cities, 37, 27–32.

Zukin, S. (1995). The Cultures of Cities. Oxford, Blackwell.

Website
Ashri, A., F. (2023). Irama Tanah Kehidupan dari Jatiwangi. 

https://www.kompas.id/baca/nusantara/2021/11/25/irama-tanah-kehidupan-dar
i-jatiwangi diakses pada 11 Oktober 2023.

Ashri, A., F. (2021). Pameran Terracotta Triennale. 
https://www.kompas.id/baca/nusantara/2021/11/16/pameran-terracotta-triennal
e-foto dikases pada 15 Maret 2024.

Ayocirebon.com (2023). Menengok Gedung Creative Center Majalengka, Wahana 
Kreativitas Anak Muda 
https://www.ayocirebon.com/explore/pr-947144594/menengok-gedung-creativ
e-center-majalengka-wahana-kreativitas-anak-muda diakses pada 20 Maret 
2024.

Bandungbergerak.id. (2021). Rampak Genteng Jatiwangi dan Kedaulatan Warga atas 
Tanahnya 
https://bandungbergerak.id/foto/detail/60/rampak-genteng-jatiwangi-dan-keda
ulatan-warga-atas-tanahnya diakses pada 21 Maret 2024

Documenta Fifteen. (2023). Jatiwangi art Factory. 
https://documenta-fifteen.de/en/lumbung-members-artists/jatiwangi-art-factor
y/ diakses pada 20 September 2023.

Gismaya, Aditya. (2020). TIC Majalengka Kembali Dibuka Untuk Umum 
https://metropostnews.com/tic-majalengka-kembali-dibuka-untuk-umum/ 
diakses pada 20 Maret 2024.

Hutan Itu Indonesia. (2023). Gotong Royong Mitigasi Perubahan Iklim di Kawasan 
Metropolitan Bandung Raya dan Rebana. 
https://hutanitu.id/gotong-royong-mitigasi-perubahan-iklim-di-kawasan-metro
politan-bandung-raya-dan-rebana/ diakses pada 15 Maret 2024.

80

KOTA TERAKOTA: PENJENAMAAN KOTA (CITY BRANDING) YANG BERKEBUDAYAAN DAN
BERKELANJUTAN (ANALISIS
KOMUNIKASI STRATEGIS JATIWANGI ART FACTORY DALAM MEMBANGUN PENJENAMAAN KOTA
"KOTA TERAKOTA" DI
KABUPATEN MAJALENGKA
Gendra Wisnu Buana, Dr. Dian Arymami, S.I.P., M.Hum.
Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

https://obs.agenda21culture.net/sites/default/files/2022-03/Jatiwangi_EN.pdf
https://www.kompas.id/baca/nusantara/2021/11/25/irama-tanah-kehidupan-dari-jatiwangi
https://www.kompas.id/baca/nusantara/2021/11/25/irama-tanah-kehidupan-dari-jatiwangi
https://www.kompas.id/baca/nusantara/2021/11/16/pameran-terracotta-triennale-foto
https://www.kompas.id/baca/nusantara/2021/11/16/pameran-terracotta-triennale-foto
https://www.ayocirebon.com/explore/pr-947144594/menengok-gedung-creative-center-majalengka-wahana-kreativitas-anak-muda
https://www.ayocirebon.com/explore/pr-947144594/menengok-gedung-creative-center-majalengka-wahana-kreativitas-anak-muda
https://bandungbergerak.id/foto/detail/60/rampak-genteng-jatiwangi-dan-kedaulatan-warga-atas-tanahnya
https://bandungbergerak.id/foto/detail/60/rampak-genteng-jatiwangi-dan-kedaulatan-warga-atas-tanahnya
https://documenta-fifteen.de/en/lumbung-members-artists/jatiwangi-art-factory/
https://documenta-fifteen.de/en/lumbung-members-artists/jatiwangi-art-factory/
https://metropostnews.com/tic-majalengka-kembali-dibuka-untuk-umum/
https://hutanitu.id/gotong-royong-mitigasi-perubahan-iklim-di-kawasan-metropolitan-bandung-raya-dan-rebana/
https://hutanitu.id/gotong-royong-mitigasi-perubahan-iklim-di-kawasan-metropolitan-bandung-raya-dan-rebana/


ICCB. (2019). Ridwan Kamil membuka prosesi ICCB #5 “Kota Terakota”

https://iccb.art.blog/2019/06/27/ridwan-kami1-membuka-prosesi-iccb-5-kota-t

errakota/ diakses pada 20 Maret 2024.

Jatiwangi art Factory. (2021). Terracotta Triennale - Doa Tanah.

https://jatiwangiartfactory.com/2021/10/01/terracotta-triennale-doa-tanah/,

diakses pada 18 Maret 2024.

KaTa Kreatif. (2024). Tentang KaTa Kreatif. https://katakreatif.kemenparekraf.go.id/

diakses pada3 April 2024.

Kemenparekraf. (2021). Rampak Genteng: Festival Musik Keramik Pertama dan

Satu-satunya di Dunia!

https://www.indonesia.travel/event/id/categories/music/rampak-genteng-festiv

al-musik-keramik-pertama-dan-satu-satunya-di-dunia diakses pada 21 Maret

2024.

Kemenparekraf. (2024). Rampak Genteng.

https://eventdaerah.kemenparekraf.go.id/detai1-event/rampak-genteng diakses

pada 28 Maret 2024.

Koalisi Seni. (2023). Jatiwangi art Factory (JaF).

https://koalisiseni.or.id/anggota/jatiwangi-art-factory/ diakses pada 11

Desember 2022.

Lumbung Gallery. (2024). Jatiwangi art Factory (JaF).

https://www.1umbungga11ery.theartists.net/artist/jafdiakses pada4 April 2024

Nadila, M. (2021). Ceramic Music Festival (Rampak Genteng) 2021.

https://d6.kemenparekraf.go.id/?p=3402 diakses pada 21 Maret 2024

Perhutana. (2024). Story of Perhutana. https://perhutana.id/idn/cerita/ diakses pada 15

Maret 2024.

Siswadi, A. (2023). Pekan Kebudayaan Nasional 2023, Jatiwangi Art Factory Angkat

Kota Terakota.

https://tekno.tempo.co/read/1787015/pekan-kebudayaan-nasional-2023-jatiwa

ngi-art-factory-angkat-kota-terakota diakses pada9 November 2023.

Tempo.co. (2021). Ridwan Kamil Resmikan Alun-alun Majalengka

https://nusantara.tempo.co/nusantara/571/ridwan-kamil-resmikan-alun-alun-m

ajalengka diakses pada 20 Maret 2024.

The Museum of Edible Earth. (2024). EAT*A*BLE episode 9: Cooking Clay.

https://museumofedible.earth/exhibitions/indonesia-contemporary-ceramics-bi

ennale-jakarta/ diakses pada 18 Maret 2024.

Media Sosial

Jatiwangi art Factory. (2024). https://www.instagram.com/jatiwangiartfactory/

Hutan Itu Indonesia. (2023).

https://www.instagram.com/p/CfT1cHkPn9u/?img index=l

Perhutana. (2024). https://www.instagram.com/perhutana/?g=5

Terracotta Triennale. (2021)/ https://www.instagram.com/terrannale/

Vikry, Muhammad Ali. (2021, April 18). Wajah Baru Alun-alun Majalengka (Foto).

https://www.instagram.com/p/CNyoAzFJQQg/?img index=1

81

ICCB. (2019). Ridwan Kamil membuka prosesi ICCB #5 “Kota Terakota” 
https://iccb.art.blog/2019/06/27/ridwan-kamil-membuka-prosesi-iccb-5-kota-t
errakota/ diakses pada 20 Maret 2024.

Jatiwangi art Factory. (2021). Terracotta Triennale - Doa Tanah. 
https://jatiwangiartfactory.com/2021/10/01/terracotta-triennale-doa-tanah/, 
diakses pada 18 Maret 2024.

KaTa Kreatif. (2024). Tentang KaTa Kreatif. https://katakreatif.kemenparekraf.go.id/   
diakses pada 3 April 2024.

Kemenparekraf. (2021). Rampak Genteng: Festival Musik Keramik Pertama dan 
Satu-satunya di Dunia! 
https://www.indonesia.travel/event/id/categories/music/rampak-genteng-festiv
al-musik-keramik-pertama-dan-satu-satunya-di-dunia diakses pada 21 Maret 
2024.

Kemenparekraf. (2024). Rampak Genteng. 
https://eventdaerah.kemenparekraf.go.id/detail-event/rampak-genteng diakses 
pada 28 Maret 2024.

Koalisi Seni. (2023). Jatiwangi art Factory (JaF). 
https://koalisiseni.or.id/anggota/jatiwangi-art-factory/ diakses pada 11 
Desember 2022.

Lumbung Gallery. (2024). Jatiwangi art Factory (JaF). 
https://www.lumbunggallery.theartists.net/artist/jaf diakses pada 4 April 2024

Nadila, M. (2021). Ceramic Music Festival (Rampak Genteng) 2021. 
https://d6.kemenparekraf.go.id/?p=3402 diakses pada 21 Maret 2024

Perhutana. (2024). Story of Perhutana. https://perhutana.id/idn/cerita/ diakses pada 15 
Maret 2024.

Siswadi, A. (2023). Pekan Kebudayaan Nasional 2023, Jatiwangi Art Factory Angkat 
Kota Terakota. 
https://tekno.tempo.co/read/1787015/pekan-kebudayaan-nasional-2023-jatiwa
ngi-art-factory-angkat-kota-terakota diakses pada 9 November 2023.

Tempo.co. (2021). Ridwan Kamil Resmikan Alun-alun Majalengka 
https://nusantara.tempo.co/nusantara/571/ridwan-kamil-resmikan-alun-alun-m
ajalengka diakses pada 20 Maret 2024.

The Museum of Edible Earth. (2024). EAT*A*BLE episode 9: Cooking Clay.  
https://museumofedible.earth/exhibitions/indonesia-contemporary-ceramics-bi
ennale-jakarta/ diakses pada 18 Maret 2024.

Media Sosial

Jatiwangi art Factory. (2024). https://www.instagram.com/jatiwangiartfactory/ 
Hutan Itu Indonesia. (2023). 

https://www.instagram.com/p/CfTlcHkPn9u/?img_index=1
Perhutana. (2024). https://www.instagram.com/perhutana/?g=5 
Terracotta Triennale. (2021)/ https://www.instagram.com/terrannale_/ 
Vikry, Muhammad Ali. (2021, April 18). Wajah Baru Alun-alun Majalengka (Foto). 

https://www.instagram.com/p/CNyoAzFJQQg/?img_index=1

81

KOTA TERAKOTA: PENJENAMAAN KOTA (CITY BRANDING) YANG BERKEBUDAYAAN DAN
BERKELANJUTAN (ANALISIS
KOMUNIKASI STRATEGIS JATIWANGI ART FACTORY DALAM MEMBANGUN PENJENAMAAN KOTA
"KOTA TERAKOTA" DI
KABUPATEN MAJALENGKA
Gendra Wisnu Buana, Dr. Dian Arymami, S.I.P., M.Hum.
Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

https://iccb.art.blog/2019/06/27/ridwan-kamil-membuka-prosesi-iccb-5-kota-terrakota/
https://iccb.art.blog/2019/06/27/ridwan-kamil-membuka-prosesi-iccb-5-kota-terrakota/
https://jatiwangiartfactory.com/2021/10/01/terracotta-triennale-doa-tanah/
https://katakreatif.kemenparekraf.go.id/
https://www.indonesia.travel/event/id/categories/music/rampak-genteng-festival-musik-keramik-pertama-dan-satu-satunya-di-dunia
https://www.indonesia.travel/event/id/categories/music/rampak-genteng-festival-musik-keramik-pertama-dan-satu-satunya-di-dunia
https://eventdaerah.kemenparekraf.go.id/detail-event/rampak-genteng
https://koalisiseni.or.id/anggota/jatiwangi-art-factory/
https://www.lumbunggallery.theartists.net/artist/jaf
https://d6.kemenparekraf.go.id/?p=3402
https://perhutana.id/idn/cerita/
https://tekno.tempo.co/read/1787015/pekan-kebudayaan-nasional-2023-jatiwangi-art-factory-angkat-kota-terakota
https://tekno.tempo.co/read/1787015/pekan-kebudayaan-nasional-2023-jatiwangi-art-factory-angkat-kota-terakota
https://nusantara.tempo.co/nusantara/571/ridwan-kamil-resmikan-alun-alun-majalengka
https://nusantara.tempo.co/nusantara/571/ridwan-kamil-resmikan-alun-alun-majalengka
https://museumofedible.earth/exhibitions/indonesia-contemporary-ceramics-biennale-jakarta/
https://museumofedible.earth/exhibitions/indonesia-contemporary-ceramics-biennale-jakarta/
https://www.instagram.com/jatiwangiartfactory/
https://www.instagram.com/p/CfTlcHkPn9u/?img_index=1
https://www.instagram.com/perhutana/?g=5
https://www.instagram.com/terrannale_/
https://www.instagram.com/p/CNyoAzFJQQg/?img_index=1

	DAFTAR PUSTAKA

