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ABSTRACT

Adequate support is needed for creative cities with significant economic potentials and identity. This idea tends to increase the
added value and competitiveness of these cities, thereby making them a center of growth for the community and the surrounding
area. The purpose of this study is to analyze the development of Malang, Indonesia, as a creative city using the Quadro helix and
public relations model approaches. The Quadro helix approach suggests that developing a creative city is associated with the
cooperation of Academic, Business, Community, and Government (ABCG). Meanwhile, the public relations model suggests
four models of communication in planning programs. This study also applied the qualitative research methods with in-depth
interviews and focus group discussions on collecting data from the ABCG actors. The results showed that engagement, response
communication, and public information models are the three models adopted for communication among creative actors. The
availability of a forum that incorporates relevant creative actors is essential because the game and application act as the leading
sub-sector of the creative city of Malang. Furthermore, it adopts various communication technics to inform, consult, collaborate,
and empower relevant actors. The local government also shows its support through the provision of regulation and creative
infrastructure. Meanwhile, academics collaborate with the business sector, and support from the government provides relevant
programs that enhance the economy of creative community groups.
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1. INTRODUCTION Kingdom. Moreover, a close distance from the capital of East
Java Province has made this city a haven and shopping for

The world economic order has experienced rapid change travelers (Hastuti et al., 2019).

in its economic growth in accordance with its natural and
human base resources. Alvin Toffler describes this
phenomenon by dividing economic civilization into four
waves: agricultural, industrial, information, and creative.

The outreach report and facilitated registration of
intellectual property rights for creative economic actors show
that the city has several excellent potentials such as fashion,

According to Howkins (2002), the economic model makes
use of creativity in generating benefits.

Creative industries are the main component of the
economy, with humans as drivers of economic development
and innovation of new ideas. Moreover, efforts to visualize
creativity as a mental activity, using non-traditional
approaches and different thoughts, are often associated with
originality and discovering new ways to overcome problems.
Thus, the exploitation of human creativity that frames and
maintains an ethical and sustainable economy has become a
significant focus for developing innovative concepts, designs,
and entrepreneurship (Petrikova et al., 2015).

Malang is an area with many creative economic
potentials, ranging from human resources to traditional
culture. Over the last few years, there has been significant
growth in its creative industry, as shown in the positive graph.
Geographically, Malang benefits from the natural beauty of
the surrounding areas such as Batu City with its agro-tourism,
Selecta baths, and Songgoriti, ancient sites from the Singosari

design, crafts, culinary, games and application, music,
performing arts. In addition, the Indonesian Creative
Economy Board (2019) stated that the government had made
various efforts to encourage Malang as a creative city through
capital facilitation, technology, and marketing. Figure 1
describes the percentage of creative subsectors in Malang.

3%  Creative Subsectors
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Figure 1. Percentage of creative subsectors in Malang
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Three crucial aspects need to be considered to develop a
creative city. They include a strong relationship related to the
growth of the creative economy, its maintenance, and the
provision of a conducive environment. For instance, the
creative class consists of actors that are actively involved in
the development process. They play roles in which their
creativity leads to products with intellectual property that has
commercial value. Therefore, to develop and produce original
products, a conducive and inspirational environment for the
creative class is essential. These relations make the three
aspects necessary and enable the development of Malang into
a creative city.

The city of Malang is a medium for its residents to
perform activities, innovate, and be creative. Therefore, this
is an essential factor in urban economic development.
However, according to Carta (2007), creative behavior in the
city economy needs simultaneous support from all elements
of government, economic actors, and society.Etzkowitz and
Leydesdorff introduced the Triple Helix model, which stated
that the industry or business is the actor responsible for
creating innovation (Etzkowitz & Leydesdorff, 1995).
Furthermore, they reported that the academic sector is
responsible for creating knowledge that interacts with the
government. The three actors work together through a top-
down approach to develop innovations that improve a
country's economic conditions (Praswati, 2017). Thus,
innovation spearheads the competitiveness and economic
growth of a country with the creator known by the helix
concept. The concept emphasizes that innovation is an
outcome involving the interaction and collaboration of
various types of creative actors. Carayannis and Campbell
(2010) reported the importance of government policies,
universities, industries, and civil society to interact
intelligently, effectively, and efficiently.

In parallel, the Quadro Helix concept development was
achieved by maintaining academics, business, and
government interaction with civil society (Roman et al.,
2020). Academics and companies develop the atmosphere
needed for a cohesive innovation environment. Meanwhile,
the government supports them by providing regulations as a
legal basis and financial support for implementing policies
and innovative strategies. Civil society plays an active role in
developing and implementing innovative knowledge in
services and goods.

The Quadro Helix Model is a design for integrating and
coordinating four creative actors (Hendarman &
Tjakraatmadja, 2012). It focuses on how actors that include
Academics, Business, Community, Government (ABCG)
contribute to developing the creative economy, which
becomes the foundation of a creative city. The
communication that engages all actors becomes crucial with
its development. This model emphasizes how each actor
contributes to the development and strategies to eliminate
obstacles. Therefore, this research determines the synergy of
these actors in the creative city through the communication
model.
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Several studies have been carried out on the creative city,
with some focusing on how it has become the creative space
for citizens (Michels et al., 2014; Motcanu-Dumitrescu, 2017)
and its actors (Baum, 2018; Borén & Young, 2017; Konno &
Itoh, 2017). Other studies focused on the image (Das, 2016;
Prilenska, 2012; Vanolo, 2015), with little consideration of
studies associated with the creative city and communication
(Foth & Hern, 2007). Furthermore, no study has bee
conducted to address the issue associated with the
communication model among creative actors. An
understanding of the model of communication developed
among creative actors is fundamental in creating a conducive
environment. According to Landry (2012), the most critical
city resources are the people. This research aims to analyze
Malang's development as a creative city through the
interaction of Quadro helix actors based on the optimal
implementation of the public relations model. Further, the
process of communication and the roles of creative actors
were also identified.

The Public Relations Society of America (PRSA)
describes public relations as a strategic communication
process to develop a long-term mutual understanding between
organizations and the public (Elliott, 2012). However, there
was a tendency to perform certain functions in carrying out
these practices, which led to model forming.

Grunig and Hunt (1984) stated that four models were
associated with public relations communication practices.
There are two dimensions of the models, namely, nature (one-
way versus two-way) and purpose (asymmetrical/unbalanced
versus symmetrical/balanced) of communication (Girel &
Kavak, 2010). Table 1 briefly describes the four models in
accordance with their purpose, nature, and model of
communication, as well as the philosophical worldview and
estimation used by the organization.

Table 1. Public Relations Models

Characteristic Public Relations Models

Press Agentry | Public Two-way Two-way
Information asymmetrical | symmetrical
Purpose Propaganda Dissemination | Scientific Mutual
of Information | persuasion understanding
Nature of One way, truth | One way, truth | Two way. Two way.
communication | inessential important imbalanced mutual
effects understanding

Communication | Source — Rec. |Source—Rec. |Source—Rec. | Group—Group
model

« «
Feedback

Philosophical Asymmetrical |Asymmetrical |Asymmetrical | Symmetrical

worldview

Estimation used

by the 15% 50% 20% 15%

organization

Source: James E Grunig & Todd Hunt. 1984. Managing
Public Relations. Holt Rinehart & Winston: Fort Worth. p. 22

Although all four models emerged along with public
relations development, various organizations practice the
models alternately. The use of these models depends on the
objectives to be achieved by the organization. Grunig and
Hunt's 1984 research showed that 50% of all organizations
adopted the one-way communication practice (public
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information) to their stakeholders, and only 35% utilized the
two-way. Out of the four models, organizations tend to use
the last three because they suit in a more critical and engaging
environment. Morsing and Schultz (2006) identified three
communication strategies out of these four public relations
models; stakeholder information, actors response, and
engagement strategies (Morsing & Schultz, 2006: 325).

However, this research focuses on how Malang's creative
actors inform, supervise, collaborate, and empower each other
to develop a creative city that leads to the communication
model used. It also determines the roles of each creative actor.
Adopting the communication model of public relations
provides a new approach in the examination of creative city
development.

2. METHOD

This research adopted a qualitative method to determine
an event's practice, significance, and perception from the
participants' viewpoint (Hammarberg et al., 2016). Guba &
Lincoln (2000) characterized qualitative research as an
interpretive and naturalistic method that focuses on examine
things in the natural environment.

Specifically, this study embraced a case study that,
according to Cavus and Juma'h (2001), concentrates on
understanding the dynamics in a single setting. It
scientifically explores in-depth, real-life phenomena within
its setting (Ridder, 2017). According to Pinfield (1986), case
studies consist of cases and various analysis levels to provide
a detailed description. This study's first step was to outline the
case study, incorporate case study objectives, issues, literature
review, and tangible resources to create sources of sustainable
competitive advantage (Gaya, 2016).

The second step was data collection. This research
adopted in-depth interviews, focus group discussion, and
participatory data gathering techniques. It was carried out in
Malang city with some creative actors: Malang Tourism and
Creative Economic Agency, Malang Creative Fusion,
Academics from Brawijaya University, and Association of
Malang Graphic Design. Some interviews were conducted
online, while others were conducted in Malang. The collected
primary data focused on determining how creative actors
adopted the Quadro helix concept within the public relations
model's perspective. The study also proposed communication
models of creative city development that synergize creative
actors.

The third step was the data analysis. This research used
qualitative data analysis where the gathered data was
classified based on level of importance, displayed, and
concluded.
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3. RESULT AND DISCUSSION
3.1. The Potentials of Malang as a Creative City

It is noteworthy that the development of a creative city
principally relates to economic potentials and community
groups. These efforts started in 2009 with the launch of
Indonesia Creative Year and the Ministry of Tourism and
Creative Economic existence at the national level. Therefore,
the efforts of the government and creative actors in the
development of creative cities are essential. Furthermore, the
government also founded a Creative Economy Agency to
support the development of the creative economy. As a
facilitator, the government needs to support all efforts carried
out by creative actors in improving the welfare of society.

In 2014, the Indonesian government facilitated the formal
inception of the Indonesian Creative City Network, Bandung
and Surakarta, as the City of Design, Malang, and Pekalongan
as a craft and folk art city. So, in the end, the cities that joined
the ICCN are Pekalongan and Bandung.

The creative economy is an opportunity for the areas not
to rely on tourism to increase their local revenue. Based on
Creative Economic Statistics 2016 from the collaboration
between Creative Economic Agency and Central Bureau of
Statistics, from 2010-2015, the creative economy GDP went
up from IDR 525.96 trillion to IDR 852.24 trillion.
Furthermore, in 2015, the creative economy contributed
7.66% to national economic growth (Fau, 2017). The data
from the Central Bureau of Statistics of Malang in the 2016
Economic Survey showed 40,690 creative economy actors in
Malang. The top three developing sub-sectors include the
culinary, fashion, and craft subsectors of 28,398, 7,295, and
2,989, respectively (Ratri, 2019).

Indonesia is a country with a variety of ethnic groups
comprising unique art and cultural products. Therefore,
Malang is considered worthy of bearing the world's most
creative city due to its numerous advantages besides its
cultural heritage, diversity, religion, and ethnicity.

Malang is also an educational city with many universities
and a significant tourist destination in Indonesia. All these
attributes contribute to the support of the creativity of its
people.

The creative economy sector in Malang has undergone
rapid growth over the last two years, with games and
applications as the most developed subsector. In 2017, there
were 92 startups and studios in this field, which rapidly
increased to 151 companies within two years. Currently, the
game and application subsector can absorb more than 2200
workers. The significant development of the creative
economy sector also led to the nomination of Malang city as
an original area (Ramadana, 2019). This subsector has been
growing and developing since 2011 against the background
of the information technology industry's primary knowledge
character. Educational institutions actively contributed to the
development of this subsector with more than ten departments
of information technology. It was the collaboration between

154



ATLANTIS
PRESS

academics and community groups of developers in this sub-
sector that encouraged government support. The business
sector later came with the provision of funds and motivations.

The major players of this sub-sector in the Malang City
area include community, academic, entrepreneur,
government, and business people. Zulfikar (2017) stated that
the processes undertaken include creation, production,
distribution, consumption, and conservation. The argument
behind this selection was that the world is now living in an
era of online systems (cyber-physical systems), 10T (internet
of things), and networking. These three definitive concepts
form a new economic structure called the creative economy,
with the industry known as the creative industry.

The game and application subsector accommodates
scholars from various majors such as psychology,
management, and art. In the future, this subsector is likely to
be an ideal reference for the creative economy.

The first phase of the Malang government in developing
the Creative City was by involving Quadro helix actors to
design and develop a road map. The government realized that
the support of creative city actors was essential because each
plays a critical role. Therefore, to support this process, the
government issued regulation number 12/2018 as the
foundation for creating a road map. Figure 1 shows the
creative economic subsectors that support the achievement of
the vision and mission of the government, as stated in the
Regional Mid Term Development Plan.

 Ecosystem \ Marketing
development enhancement

Infrastructure
provision

Figure 2. Road map for Malang Creative City
development

The goals for the creation of this road map are in two
folds. Firstly, it acts as a guideline for creative economy
actors to determine the programs or activities within Malang's
developmental framework. Secondly, it acts as a means of
monitoring and evaluating creative economy actors to
implement all programs or activities.

The regulation also emphasized the importance of
engaging all relevant actors in developing the creative city.
This also signifies their awareness in assisting the
development of Malang as a creative city. It also determines
how they communicate with one another and what type of
public relations model was adopted.

3.2. The Synergy of Quadro Helix Actors: Public
Relations Model

Humans are the central element in developing creative
cities due to their ability to embody concepts, ideas, thoughts,
knowledge, talents, and skills as art and work. They are
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grouped and appreciated according to their respective
professions and abilities. In the context of the development of
a creative city, these groups are creative actors involved in a
model known as the Quadro helix. Developing and building
an innovative city tends to occur, assuming each actor can
collaborate and work together following their respective
roles.

Halibas et al. (2017) stated that Quadro helix is a strategy
that involves various community or non-profit institutions to
create  innovation.  Therefore, through  synergistic
collaboration, it is possible to realize an innovation supported
by various resources.

The government of Malang can emphasize the synergy
and role of Quadro helix actors by having a regulation that
becomes the foundation for developing a creative city. The
local government acts as a facilitator and initiator of creative
economic development in Malang City. Meanwhile,
academics act as facilitators in developing human resources
based on the needs of the creative industries. Furthermore, the
community, which is also the sub-sector of the economy, acts
as a facilitator and liaison between business people with the
Regional Government and Higher Education in developing
the creative economy. Business actors act as objects to
collaborate and work together with other supporting
components such as the Local Government, Academics, and
Communities.

Therefore, the development of Malang as a creative city
through the interaction of its Quadro helix actors aims at
examining the communication processes involved. The public
relations models adopted to analyze the communication
process describes the predetermined goals. Further, the
analysis looks at the role of each actor in contributing to the
creative city development.

Based on the data collection, the process of
communication that took place among creative actors of
Malang involved three models. They were engagement
communication, response communication, and public
information models.

3.2.1. Engagement Communication Model

This model is similar to the two-way symmetrical model
of Grunig. It emphasizes the importance of changing
organizational behavior to respond to public demands.
However, some assumptions are attached to this engagement
communication model, such as telling the truth, interpreting
the wishes of the client and public, and understanding each
creative actor (Grunig, 2013).

This communication occurs as each actor realizes the
necessity to engage and contribute ideas in the development
process of a creative city by involving academics, businesses,
the community, and the government. The communication
tactics used include the hearing forum in the local house of
representatives, focus group discussion, and informal
consultation. The government and academics act as initiators
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and persuasive toward others. They formed a forum to
identify issues required for creative city development. Thus,
the communication occurred to achieve mutual
understanding. Furthermore, the goals of the communication
through the forum were to collaborate and to empower.

One of the crucial outputs of engagement communication
was Government Regulation number 12/2018, which is
essential in supporting a creative economy that becomes the
backbone of a city. The regulation outlined all developed
programs, with each actor responsible for designated
attachment. The output of this engagement communication is
the agreement on 45, 34, and 55 short, medium, and long-term
programs. In addition, the program includes plans to build a
Malang Creative Center in 2020 (Ramadana, 2019).

Another output was the timeline of creative economic
development as the key to a creative city. The first period was
the year 2018 to 2019, focusing on single game and
application industry data. This period is known as the Synergy
of Malang. The second period is the year 2020 to 2021.
Known as the Empower of Malang, this period emphasizes
strengthening human resources. The characteristic of this
period is the certification of human resources based on the
industry needs. The last period of the timeline is the year 2022
to 2023. With the spirit of Malang goes Global, this period
requires all creative actors to grow and attract global
corporations to invest in Malang.

3.2.2. Response Communication Model

This refers to the two-way asymmetric model of public
relations. Communication acts as feedback or response in
determining what is accepted and tolerated by the actors. It is
an evaluative form to measure whether specific
communication initiatives have increased the actors'
understanding of the company and vice versa (Morsing &
Schultz, 2006b). One feature of this model is the scientific
approach, and this study identifies the use of some research to
obtain responses from relevant actors. The results form the
basis for the Quadro helix forum of Malang City in
determining relevant programs.

One of the studies included determining gaming and
application as the primary subsector with two-way
asymmetrical communication through focus group discussion
and in-depth interviews. The Quadro helix forum provided
the requested proposal to the Indonesian Creative Agency
through the Self-Assessment program. Providing data and
information on market access and expansion, technology and
infrastructure, human resources, raw materials, industry,
financing, and institutional is essential (Fitri, 2018).

This activity resulted in signing an official report by the
Deputy for Infrastructure, the Mayor of Malang, the Creative
City Self-Assessment Assessor Team, representatives from
the Application & Games subsector, and Tourism and
Creative Agency. This signing symbolized a commitment
from the Regional Head to advance the creative economy,
especially in the game and application subsector.
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3.2.3. Public Information Model

This communication model aims to disseminate
information to the public (Grunig & Hunt, 1984, p. 23).
Therefore, the one-way communication public information
strategy aims to disseminate objective information regarding
the organization (Morsing & Schultz, 2006).

This one-way communication was adopted to announce
government regulation, promote programs for creative
community groups, invite Quadro helix actors to join the
forum, and others. Advertising, media relations, emails are
some of the techniques adopted by the Quadro helix forum of
Malang Creative City. The public information strategy
assumes that all actors can support buying habits, loyalty, and
appreciating government efforts. Therefore, the Quadro helix
forum needs to continuously inform actors on good
intentions, decisions, and actions to ensure positive support
from actors.

Each creative actor ideally contributes to the city's
development based on their capabilities through suggestions,
collaborations, and discussions. Interestingly, the Quadro
helix forum was unaware that it had adopted a combination of
these three communication models in one program. Evidence
of this was the organization of a program called "Socialization
and facilitation of registration of intellectual property rights
for the creative community groups™ held in mid-2019, which
incorporated speakers of central and local governments. The
discussion that followed was an engagement communication
model as inputs from speakers, community groups, and
academics, which tends to bring changes to all sides, possibly.
At the end of the program, a survey related to creating
economic  development services was a response
communication model.

The various and robust communication among actors led
to the declaration of Malang as a creative city in 2019 by the
Indonesian Creative Agency, with the game and application
subsector as the main characteristic.

Based on the three communication models that occurred
among creative actors in Malang, this study identified the
communication process as shown in Figure 2.

4 1
Communi- | Communi- Output:
cation cation .
evaluation analysis Regulations
2] 7 Program
Communi- | Communi- Infrastructure
cation cation Business incubators
execute planning

Figure 3. Communication planning for Malang Creative
City development

The structured communication process has enabled
creative actors to identify problems or conditions to achieve
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and decide the communication tactics used to achieve
specified goals.

Also, this process helped them to identify their roles and
provide necessitated evaluation.

Table 2. Roles of creative actors of the City of Malang

» Creation of * Industrial * Forum of * Regulator:
creative human development various establish
resources = Creation of knowledge and control

» Development, markets, creative = Forum for the policies

utilization, and goods and development = Facilitator/
distribution of services, and of creative Accelerator:
knowledge employment networks support,

= Appreciation = Research and = The place for  incentives,
and literacy in development expression and
creativity = Forming and convenience

community and exploration of

creative creativity

entrepreneurship

Table 2 shows that creative actors need to be aware of
their responsibilities and roles to achieve a creative city. A
clear division of responsibility is necessary for the synergy to
occur.

In sum, the actors adopted three models of public
relations, namely, the engagement of communication,
response communication, and public information models to
develop programs based on the nature of communication to
inform, supervise, collaborate and empower goals. The
engagement communication model was used more often than
other models, as the Quadro helix requires intense
communication among creative actors. The formation of a
forum is necessary to synergize ideas from all relevant actors.

The study of the communication model in creative city
development is relatively new. Therefore, it contributes to the
extensive use of communication in the development of new
concepts.
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