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Abstract. The characteristics used inthe tagline focus on tourism in Bo-
jonegoro Regency which is a regional potential that can be a development
effort towards a creative city through regional branding. To see how the
regional characteristic branding efforts, descriptive qualitative analysis is
the method used to describe howthe strategies and efforts of the Bojo-
negoro Regency government referring to the Regional Medium-Term
Development Plan (RPJMD) and Creative City is an urban environment
that has the ability to facilitate people to have an idea of thought, plan-
ning, and action in utilizing opportunities that will later become a solu-
tion to a problem. Bojonegoro Regency in realizing the development of a
creative city through branding orregional characteristics, namely the
Long-Term Development Plan (RPJP) of Bojonegoro Regency so as to
be able to provide results that branding efforts through the Pinarak Bojo-
negoro tagline are able to increase the number of tourist visits to enjoy
various tourism destinations. There is still a need for collaboration from
the government and the community to make development efforts in var-
ious innovations in the tourism sector so as to be able to provide a new
face for the improvement of the city.

Keywords: City Creative, Tourism, Tagline

1. Introduction

Each district or city has its own characteristics and regional potentials. There-
fore, the policies carried out by the government in building the quality of its region
must involve local culture and noble values inthe development of a city area, so that
it is able to make excellence that can later becomea characteristic or what is often called
(city branding). Creative cities are a way or strategyin carrying out urban planning and
handling city problems by managing the orientation of regional excellence and local
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potential. According to the results of research by the Ministry of Tourism and Creative
Economy(Kemenparekraf), it is explained that in 2023 Indonesia is one of the coun-
tries that has 5 creative cities out of 55 creative cities in the world. The introduction
of acity identity can beachieved through the incessant city branding efforts carried out
by a city. Branding that canbe done through various introduction efforts, including by
making slogans, taglines, song themes and others (Wibawanto &Nugrahani, 2019)

[1].

The term Pinarak Bojonegoro slogan is one of the efforts to introduce the city
througha tagline. The slogan refers to the tourism sector has become a Development
Priority in Bojonegoro Regency, East Java Province. This is evidenced by tourism
increase activities between 2018 and 2019. Namelyfrom the number of destinations
in 2018 as many as 50 locations, and in 2019 it increasedto 76 places.The implemen-
tation of the Pinarak Bojonegoro tagline is one of the government'sefforts to increase
tourist visits to the tourism potential in Bojonegoro Regency. This can beseen from
the increase in the number of touristvisits from 2018 to 2022. According to data re-
search from the Bojonegoro Regency Culture and Tourism Office, there was a signif-
icant increase in the number of visitors in2021 towards 2022 as many as 1,786,000
tourists during that year.

However, this is inversely proportional to2018 to 2021 which actually caused ups
and downs in the number of visitors due to the Covid-19 pandemic which made the
mobility ofthe general public and even local residents ofBojonegoro to enjoy tourism
destinations which caused a drastic decrease in the number of tourists, with the num-
ber of touristsdecreasing to approximately 200,000 tourists per year. The govern-
ment's effective steps after the decline in the number of tourists during the pandemic
have made the revitalization or redevelopment of tourism areas a responsibility that
of course still has to becarried out by the Bojonegoro Regency Government. The re-
structuring effort is contained in the 2018-2023 RPJMD in Article 5 paragraph 3
which explains that the strategyfor developing and increasing tourism potential must
involve the community. As wellas developing tourism facilities and infrastructure that
support the local culture of the tourism place. However, this is still not seen from the
various tourism developments carried out. If the involvement of local regionalculture
can be carried out in collaboration withtourism potential, of course, the tagline that
characterizes the development of a creative city can be carried out as an implementa-
tion to provide comfort and warmth for tourists in tourism

Various regional potentials that should be able to become tourist attractions that
can make Bojonegoro a tourism-based urban feature of various types of tourism. The
classification of various types of tourism is classified into Natural, Artificial, Reli-
gious, Migas, Heritage, Educational, Agro-Tourism, and even Culinary Tourism.
With a total of approximately 74 tourism attractions, tourist attractions must be able
to be utilized by the Bojonegoro Regency government in carrying out development
efforts so that it can be usedas a regional branding effort based on the tagline "Pinarak
Bojonegoro" The various preventive measures taken by the Bojonegoro Regency
Government still do not seem to have made this tagline fully able to become a mani-
festation of creative city development. This is stated in the Regional Medium-Term
Development Plan (RPJMP) which states thatthe problems and strategic issues that
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are stillfaced by the Bojonegoro Regency government in tourism affairs are still not
optimal in the promotion of tourism destinations and are not introduced to what mean-
ing it means Tagline which is a characteristic of Bojonegoro Regency.

Based on some of these problems, theauthor wants to find out whether Bojo-
negoro Regency has actually been able to develop itsquantity and quality towards a
creative city based on Tagline which leads to the tourism sector or does not have any
influence on the development of regional potential based on characteristics in Bojo-
negoro Regency.

2. Method

Responding to these problems, the research conducted in writing this scientific article
uses descriptive research using a qualitative approach. Qualitative descriptiveresearch
is a process in research and understanding based on how a social event and problems
exist in humans (Ayu Ardhanariswari et al., 2020). According to (Bina et al., n.d.)
Qualitative descriptiveresearch aims to provide an overview anddescribe events or
problems in a systematic, factual, and accurate manner in accordance with the facts
or phenomena that have occurred. Of course, the selection ofqualitative analysis
research methods is a powerful way that can be used by researchersto get answers to
problems that arise with a short, concise and clear description.

In this article, the author uses secondarysources in the form of documentation
from theRegional Medium-Term Development Plan (RPJMD) and the Long-Term
DevelopmentPlan (RPJP) of Bojonegoro Regency which isthen carried out by a data
analysis process using techniques Thematic Analysis or data analysis techniques used
to analyze data withthe aim of identifying patterns or to find themesthrough data that
has been collected by researchers (Braun & Clarke, 2006). The sources of the RPIMD
and RPJP will be usedto see how the strategic steps taken by the government in order
to build the quality of development of Bojonegoro Regency in aneffort to branding or
introducing the characteristics of the city, especially to the tourism potential in Bojo-
negoro district.

3.Result and Discusion

The realization of a creative city based on local wisdom is a form of tangible mani-
festation of the energy owned by a regionand its people, and shows the uniqueness,
distinctiveness, and originality of the region orcity (Dini et al). One form of imple-
menting city branding is to launch a tagline to introduce thecharacteristics of the area.
Bojonegoro Regency is one of the cities that has the tagline "Pinarak Bojonegoro"
which is the embodiment to build branding from Bojonegoro Regency. The meaning
of the word means that Bojonegoro welcomes guests who visit with a warm welcome

The introduction of the tagline in Bojonegoro district has an impact that can support
the development of a creative city, because in the city of Bojonegoro there are a lot of
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diverse cultures, tourism, and abundant natural resources. The state of the potential of
Bojonegoro district will later provide the qualityof development to achieve a creative
city if themanagement carried out by the government can attract and support the ideas
and talents that exist in the area.

Uniting ideas and sustaining talents in an area must be followed by the develop-
mentof a creative community. If the union of an ideaor idea can be united, it will pro-
vide a culture of creative inspiration for the community and the government that car-
ries out the implementation of creative cities. The efforts of the Bojonegoro district
government in an effort to build creative collaboration can be seen from the creative
community assistance program carried out bythe Creative Economy Agency (Bekraf).
This mentoring program aims to strengthen therelationship between the creative com-
munity at the city and district levelsThe potential of Bojonegoro district in the field of
crafts such as batik, puppetry, andpottery can make collaborations that can laterbe
used as a manifestation of a creative city, not only in some of these potential fields,
Bojonegoro is also famous for its tourism sector. This situation must be able to be
utilized by the Bojonegoro district governmentrelated to management in building the
quality of creative cities in Bojonegoro district.

The development of the city of Bojonegoro towards a creative city needs to be
measured in several aspects of development. According to (Landry etal., n.d.)The ex-
planation of the Creative City Index in the measurement of creative cities is that it has
ten indicators which include :

1. Political and public framework.
2. Distinctiveness and expression .
3. Openness and accessibility.
4. exploration and innovation.
5. Strategic leadership.
6. Talent & the learning landscape.
7. Communication & networking.
8. The place and placemaking (availability of space).
9. Liveability & well-being.
10. Professionalism & effectiveness.

The development of the city ofBojonegoro towards a creative city must require the
role of the government in the efforts of the implementation system. Several planning
efforts of the Bojonegoro Regency Government are contained in the RegionalMe-
dium-Term Development Plan (RPJMD) and the Bojonegoro Regency Long-Term
Development Plan (RPJP). The two designs must be able to describe how the efforts
and development plans of Bojonegoro district to realize the development of a Creative
city. Via tagline Pinarak Bojonegoro The government should be able to build city
branding by utilizing natural resources, especially in the tourism sector. The tourism
sector is one of the tools in regional development efforts so that an area can be easily
recognized. The current development ofsocial media makes it easier to brand tourism
in Bojonegoro district, The current social development must be able to have an impact
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on the development of tourism in Bojonegoro district. Data from the RPD (regional
development plan) states that in 2018-2022 the number of tourists who came to Bo-
jonegoro regency was around 3,592,974 tourists

Efforts to develop Bojonegoro regency towards a creative city through the tourism
sector still need to be developed in its development, because until now the develop-
ment of the existing tourism sector in Bojonegoro regency has not had a good impact
on tourists. The government's efforts tobuild the quality of tourism today are by in-
volving investors in organizing events related to the development of touristdestina-
tions in Bojonegoro district. The implementation of the government's strategy of ef-
forts to build the city of Bojonegoro into a creative city must be an indicator in an
effort to measure its success, several strategies used by the author to analyze how to
implement the tagline in Bojonegoro district are using the explanation of measurement
theory Creative Cities Index which was put forward by Charles Landry and Jonathan
Hyams because the author considers that the theory is able to provide an overview in
the indicators of the development of creativity in a region. The explanation of the
implementation of the theory on the quality of creative city development in Bojo-
negoro district includes.

3.1 Political and Public Framework

The regulations of the Bojonegoro Regency Government in an effort to build the
implementation of creative cities through the tourism sector have been contained in
Bojonegoro Regency Regional Regulation Number 4 of 2020 Related to the Develop-
mentof Tourism Destinations which includes community empowerment policies, the
development of tourist attractions, infrastructure development, the development of in-
tegrated and sustainable tourism facilities,and access development (Final Changes to
the 2018-2023 RPJMD, n.d.). The effectiveness of these regulations must certainly be
able to change the paradigm of developing tourism quality which will later support
the government's efforts in realizing Bojonegoro as a creative city. The implementa-
tion of theseseveral points has begun to be carried out by the Bojonegoro regency
government to continue to enforce regulations related to tourism destination develop-
ment policies. Various ways in marketing, the completenessof infrastructure facilities
in the tourism sectorneed to be an important concern for the government, because ba-
sically branding Froman inner-city tourism needs to be done because the ease of tech-
nological development today makes it easy to make efforts to recognize characteris-
tics in an area,whether in the fields of tourism, culture, and the quality of resources
that exist in an area.
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3.2 Distinctiveness and Expression

The tagline Pinarak Bojonegoro is oneof the characteristics that attracts tourists to
visit or stop by to enjoy the beauty of Bojonegoro's tourism. BPS data states that "as
many as 1,177,180 local tourists from the archipelago came and stopped in Bojo-
negoro Regency. This shows that the tagline PinarakBojonegoro is able to make a real
attraction of comfort, supported by a form of tourism whichof course has various
types ranging from scenery, culture, to tourism in religious matters. Various tourism
destinations in Bojonegoro district and to the attention of many people are the Thengul
Dance. Thedance is an indigenous dance culture of Bojonegoro regency which was
once performed at the ceremony of the 74th Independence Day of the Republic of
Indonesia, precisely at the Bogor Presidential ~ Palace. The appearance of a regional
culture can attract tourists from abroad to visit and even they learn how to develop
other culturesthat are the attraction of a region, especially those in Bojonegoro district.
The implementation of the word Pinarak Bojonegoro which is the tagline brings evi-
dence that people who come to visit feel comfortable as if they are at home. The fol-
lowing is a form of data on the number of Indonesian tourists who stop by Bojonegoro

Data Wisatawan Nusantara
Tahun : 2018 - 2023
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Figure.1 Tourist Data 2019-2023
Source : BPS Bojonegoro Tourism

The data shows that the number of visitors who came in 2020-2021 decreased because
at that time the condition of the world was experiencing the covid-19 virus pandemic.
At that time, the condition of various tourism in Bojonegoro district also experienced
amanagement vacuum, so that some conditions of tourism objects were not main-
tained, causing a vacancy and a decrease in tourists visiting and touring.

3.3 Openness and Accessibility

The development of Bojonegoro district to become a creative city related to accessi-
bility indicators or easy access to reach tourism has currently been carried out very
well by the Bojonegoro district government, the realization of this development can
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be seen by the quality of accessibility development that is getting better. Until now,
the construction of roads onthe entire Bojonegoro axis has been built withexcellent
quality, making it easier for tourists to visit and stop by to enjoy the atmosphere of

Bojonegoro regency. Some tourism places that are located inareas far from the cen-
ter of the city that used to not be easily reachable, for this very long time have under-
gone significant change. One of the tourism that is a typical tourism of Bojonegoro
regency is the pacal reservoir.The tour is one of the tourism icons that attracts tourists
to visit to enjoy the state and comfort of the Pakal reservoir. The distance between the
center of Bojonegoro and the pacal reservoir is approximately 31 KM, with the ease
of access, it will provide its ownsatisfaction that will be felt by tourists becausethe
reservoir tourist attraction itself is in the middle of a teak forest that is still beautiful
andwith cool air so that people who visit from outside Bojonegoro district will feel a
differentexperience with the state of the teak tree forestthat surrounds the journey to the
destination Pakal Reservoir Tourism.

3.4 Exploration and Innovation

The role of the government's efforts inthe concept of innovation development related
to the quality of tourism in Bojonegoro district to date has provided many tourist at-
tractions, because with an innovation in the field of tourism it can attract visitors to
enjoy a uniqueness or characteristic. According to (RPJMD), Bojonegoro Regency is
recorded tohave 74 tourism ranging from educational tourism, agro-tourism, culinary,
to natural tourism. All forms of regional tourism in Bojonegoro regency give an idea
that tourismdevelopment innovations have been carried out by the Bojonegoro re-
gency government interms of building new tourism places or actually building infra-
structure which currentlycontinues to give the impression of novelty bytrying to adapt
to the times.

Until now the development ofinnovations from the tourism sector in  Bojo-
negoro district hasnot done muchinnovation to develop the quality of tourism
resources. The forum formed by thegovernment to discuss the quality of tourism
development seems to have not found a brightspot that makes the quality of tourism
in Bojonegoro district superior, development inan innovation must start from the
suitability inthe pattern of community life and thedevelopment of people's life pat-
terns. There are many forms of Bojonegor tourism that can actually be an icon
or whatdistinguishes it from tourism destinations withother regions, in response

to this, the Bojonegoro regency government must bewilling and able to develop
innovations,especially in the field of tourism design andstructuring. With the cur-
rent development, the quality of design does greatly affect the number of tourists who
visit, because the arrival of tourists in addition to enjoying the tourism atmosphere
presented, they also need to capture moments of beauty and then share beauty through
social media. The development of technology with the speed of information exchange
makes social media oneof the tools that can be used to do branding in an area.
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3.5 Strategic Leadership

The quality of the leader in influencing orthe leader's rhetoric is the key in making
efforts towards development and change, because basically a leader is an example and
example for the subordinates who are being led. This is in line with the leadership
quality that exists in Bojonegoro district, namely a Regent. The regent's leadership
period in 2018- 2023 led by Dr. Hj Anna Muawanah seems tobe starting to show
bright results related to efforts to brand the city of Bojonegoro into a creative city.
The reason is that the ease of access to transportation makes a new gap forthe devel-
opment of tourism which is located inan area far from the center of Bojonegoro.

The construction of cast roads with a total of 667.77 Km provides ease of travel and
comfortable access provides comfort for tourists to visit. The location of Bojonegoro
Regency which is located between the borderaxis road between East Java and Central
Javaprovinces makes Bojonegoro easy to reach bytourists from other districts that are
close to theBojonegoro Regency area.

The ease of building road access certainly makes the connection between tourism
one and another more affordable. efforts to implement city branding through theta-
gline Pinarak Bojonegoro will be implemented according to the situation, namely in-
viting guests to stop by and provide dishes of the beauty of natural tourism in Bojo-
negoro regency

3.6 Talent & The Learning Landscape

The state of the region that makes the development of Bojonegoro tourism easier is
the condition of the Bojonegoro regency area.With the condition that is still beautiful
with theteak forest that is still intact, the air comfort provided makes visitors feel com-
fortable and of course feel at home for a long time to stop by the tourism object in
one area that is still overgrown with teak forests.

The uniqueness of the region thatmakes the region attractive is one of the charac-
teristics of a tourism. With the state of the region with the geographical conditions of
the people who have culture and traditions become a very crowded attraction, the cul-
turalsituation is the same, but the performances presented are different from one re-
gion toanother. Therefore, the Bojonegoro regency area is able to make its own area
to have its own uniqueness, whether in the natural state of the teak forest area to the
traditional oil andgas area. Because in one area in Bojonegororegency, namely the
Wonocolo village area, Bojonegoro Council District, which is still an attraction be-
cause in digging for oil resources,the tools used are still using traditional tools inthe
form of taxis. Therefore, the uniqueness inan area makes many tourists come to see how
the working system, or the shape of the traditional oil mining tools.

3.7 Communication & Networking

A network or the existence of a collaboration system or Public Relations (PR)owned
by the Bojonegoro regency government in terms of efforts to improve city branding
through Tagline It has not been seenfrom the communication between the Bojonegoro
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government and governments from other regions. Communication efforts that already
exist with the community for now are related to increasing the community's human
resources in a tourism place. The hospitality provided by people in one area thathas a
tourism area must always be supportedby the village government in one tourism ob-
ject, because with the attitude of hospitalitygiven, visitors will also be comfortable
and happy because they greet people they don't know. The attitude in acceptance and
friendliness if it can be done, then the quality and quantity of the tagline Pinarak Bo-
Jjonegoro will be realized appropriately and according tothe meaning of the word pina-
rak.

Collaborate with stakeholders which is able to support the development of Bojo-
negoro in terms of tourism has also begunto be developed by the Bojonegoro district
government. This is in accordance with the tourism marketing strategy in accordance
with(Perpu I1I-28) which explains that the government focuses on market promotion
to implement the tagline "Pinarak Bojonegoro" as branding to introduce the tourism
potential in Bojonegoro district. This is certainly in line withthe collaboration to intro-
duce the tourism promotion, the use of social media with the Culture and Tourism
Office (Disbudpar) and the Communication and Information Office (Diskominfo) of
Bojonegoro district must be able to make branding efforts to expand the tourism pro-
motion network. In accordance with the mandate contained in the BojonegoroRegency
Regional Regulation that, the government hopes that branding carried out by several
related stakeholders can be carriedout so that the implementation of the tagline "Pina-
rak Bojonegoro" can be felt by all the general public. The locus of the promotion
placement is that the government must beable to promote tourism through brochures,
magazines, newspapers, to television and radio programs, both local and national. The
existence of some of these collaborations must certainly provide encouragement for
local media to be able to provide support to help the government's role in efforts to
encourage the quality of promotions related totourism through the mass media. The
reason is that in Bojonegoro regency itself there are several radio stations and there is
one nationaltelevision station that should be able to support the role of the government
in developing the city of Bojonegoro in terms of tourism.
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3.8 The place and placemaking (availability of space)

Providing space for places to collaborate and innovate related to tourism
development is currently owned by Bojonegoro district, but it seems that some of these
places of discussion and communication have not beenfully carried out to build and
promote the tourism branding of Bojonegoro city, becauseit is still focused on several
other things that may be more urgent to be done immediately. Development in an area
certainly requires collaboration between the communityand the government. In this
case, some of theplaces that have been built by the governmentto provide a forum for
aspirations for the community are EJSC (East Java SuperCorridor) Bakorwil of
Bojonegoro Regency,and BCH (Bojonegoro Creative Hub) which isactually able to be
used for branding efforts inthe city of Bojonegoro. Both of these spaces can be used
by all levels of society in Bojonegoro regency to learn to develop their talents and
interests and the place is providedwith facilities that are free or free. Not only the
availability of space in making innovative efforts to recognizecharacteristics, the
arrangement in the space to regulate tourism places also needs to be considered by the
Bojonegoro district government. The reason is that this still makesseveral shortcomings
in the arrangement andmanagement of tourism natural resources.

The lack of alternative roads to reach far-flungtourism destinations and the lack
of regulations that regulate the existence of spatial planning information make the
government have difficulties in innovating the implementation of new characteristics.
Theincrease in the availability of quality infrastructure currently has a percentage of
90% in 2023. This figure is certainly not a number that must be satisfied by the
government in the success of spatial planning,but the lack of a few percent of the figure
to reach the 100% consensus must be able to beachieved by the government by looking
at theconditions in a geographical situation inBojonegoro district.

The sustainability of development in providing this space is in line with one of
the visions and missions of the Bojonegoro districtgovernment, namely increasing
quality infrastructure and compliance with spatial planning. Likewise, it is in line with
the missionof Bojonegoro regency in strategy point 7,namely realizing equitable and
environmentally friendly infrastructure development by emphasizing the arrangement
of aspirational, social, and cultural space of tourism.

3.9 Liveability & Well-Being

The realization of welfare in the community in an effort to build a creative city
must certainly be carried out by the entire government, because this is one of the index
points that shows that a district or city is capable of implementing creative city devel-
opment In an effort to develop a creative city, Bojonegoro Regency has a mission,
namely, Realizing improvements in terms of welfare based on the people's economy
and creative economy in an effort to increase per capita income in a superior manner
to the people of Bojonegoro Regency. This is in accordance with the branding tagline
Pinarak Bojonegoro. Asin the field of tourism, of course, the government is able to
provide programs related to business development, namely related to communities
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and cooperatives in allvillages, but it seems that the program has notbeen fully able to
run in villages or regions thatdo not have the potential for tourism natural resources.
The provision of business incentives for small businesses and villagefunds for drivers
of economic stimulus in a tourism area that is able to be a driving force in providing
regional characteristics,especially in the culinary field in a place or region. Like one
of them, namely the Pacal Reservoir tourism which is located in Temayang sub-dis-
trict, Bojonegoro Regency, has a distinctive feature, namely the existenceof culinary
stalls that have been crowded by the public, because the stall provides a menu of sam-
bal rice with typical fish side dishes fromthe Pacal reservoir, namely such as wader fish,
tilapia, mujaer, etc. Such things should behighlighted by the mass media of Bojonegoro
district so that it can increase the number of tourists who come, by instilling a paradigm
thatnot only can enjoy natural tourism, butdistinctive culinary enjoyment can be one
of the efforts to improve the welfare of the peoplearound the tourism management
place. If efforts can be made to add characteristics to atourism, then Bojonegoro's ide-
als as a creative city will soon be realized.

3.10 Professionalism & Effectiveness

The development in the current period carried out by the Bojonegoro Regencygov-
ernment is to continue the development inthe previous period by laying the founda-
tions of development to build regional competitiveness as the country's food and en-
ergy barn through increasing economic growth based on oil and gas and integrated
agribusiness, creating superior health and education services, improving the quality
of life, quality of education and quality of health for the entire community. strength-
ening the management of regional facilities and infrastructure, preserving the environ-
ment thatensures the availability of sustainable resources for development, and im-
proving theprofessionalism of public services andgovernment administration towards
the fulfillment of the implementation of Service Standards

2015-2020

Melanjutkan pembangunan
pada pariode sebelumnya
dengan penguatan dasar-

2010-2015 dasar pembangunan untuk 2020-2025
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2005-2010 kemandirian ekonomiyang
Mewujuckan @ membetikan kesejahteraan
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Figure.2 Development Stages and Policy Directions of RPJPD for 2005-2025.
Source : RPJPD Bojonegoro Regency 2005-2025.
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Based on this data, the level of effectiveness and professionalism of the government
in

an effort to develop Bojonegoro district must certainly be a reference in development
efforts. The quality of the government's level of professionalism must continue to be
improved to realize the quality of services to support the development of creative cit-
ies

If the services provided are in accordance with the needs of the community,then the
form of reciprocity from the community will provide a sense of satisfactionand com-
fort as well. Of course, this is in line with the efforts that must be made by the Bojo-
negoro regency government in the request to build the characteristics of Bojonegoro
regency, especially in the field of tourism to realize Bojonegoro into a creative city in
accordance with the tagline, namely Pinarak Bojonegoro

Conclusion

The efforts of Bojonegoro Regency in developing a creative city through the Pina-
rakBojonegoro tagline specifically still require government efforts to support thede-
velopment of natural resourcedevelopment, especially in the tourism sector.The tour-
ism wealth in Bojonegoro district should be able to be tried by the government to
improve the quality of development. Innovation in a tourism place must continue tobe
built so that tourism in Bojonegoro Regencycan become a characteristic and differen-
tiate from tourism in other regions. The development of innovation to make a region
characteristic certainly needs support from thegovernment and the community. The
ability todo regional branding must be followed by the quality of human resources in
an area. The government must be able to providesocialization to people in areas that
have natural tourism resources, so that later the implementation of regional affairs
in terms of tourism can be in accordance with the tagline of Pinarak Bojonegoro
owned by Bojonegoro district.

The availability of the government's ability to build a creative community still needs
to be improved, the availability of space that provides convenience must be sought by
the government to make improvements in the scope of the creative community, if a
creative community has been formed, then there will bemany ideas or ideas that will
later become thegovernment's consideration to make the development of the city of
Bojonegoro into a creative city can be achieved. Sustainable development to reach
easy access in several tourist attractions needs to be an important concern for the gov-
ernment, the current damage to access roads must be able to be handled by the gov-
ernment, therefore acooperation between the government and thecommunity or in this
case the managers, mustbe able to always provide reports on how the development of
tourism quality is currently anindicator in the development of creative cities.If an in-
novation or novelty is applied to tourismdevelopment, then tourists will come and be
interested in seeing the beauty of innovationsthat are being talked about a lot among
the community.
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