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ABSTRACT
This article aims to discuss the application of the concept of marketing governent, especially in local governments
in Indonesia. The main problem in implementing local government marketing in Indonesia is that local
governments need greater authority to develop local revenues but there is limited space for local governments to
develop their local potential, especially in the tourism sector. The problems in this study are: 1) how is the
application of the government marketing concept in the tourism sector? 2). How is the modification of the
government marketing model that can be developed to strengthen government marketing in Indonesia? This article
is the result of a research with a qualitative approach. The research location is in Toba Samosir Regency, North
Sumatra Province. Primary data includes selected informants who are in accordance with the research topic,
namely the head of the tourism department, the head of the village community empowerment office, the village
head of tourism, tourism business actors, and the local community. Secondary data consists of government policy
documents, related research results, literature studies and other relevant data. This study uses the theory of 7Ps
marketing public sector as a basis for analyzing research problems. The results showed that many tourism villages
were developed in Toba Samosir Regency that relied on the natural potential of Lake Toba, but still lacking in
marketing. The main obstacle is the lack of authority and available budget, even though the local community is
very much awaiting local government intervention in tourism development. The presence of the Badan Otoritas
Danau Toba (BODT)/ the Lake Toba Authority, which is an extension of the central government, has not
contributed significantly to increasing the income of the local community. This study found the power aspect as
one aspect that needs to be added in the theory of 7Ps to protect the strength of local wisdom in tourism
development in Toba Samosir Regency, North Sumatra Province. The recommendation of this study is the need
to further examine the theory of 8Ps, as a modification of the marketing model of government in the city, district,
and provincial level that has similar characteristics and is different from the location of the research.
Keywords: marketing, public sector, local government in Indonesia.

We have heard about marketing concepts in the business sector. The purpose of
marketing in the business sector is to achieve the revenue targets set by the company. The
concept of public marketing was adopted by Osborne and Gaebler (1992), Osborne and Plastrik
(1997) in his Reinventing Government work. The New Public Management (NPM) era
emphasizes market mechanisms and terminology in the public sector. In the New Public
Management era, managers are challenged to find new ways and innovations to achieve results
or privatize functions previously provided by the government ((Denhardt & Denhardt,
2003:17). The Era of New Public Service (NPS) which developed later put forward the
orientation of service to citizens not only to customers (customers). One of the principles of
NPS is to think strategically in meeting public needs through collective effort and collaborative
processes, including in applying government marketing concepts.
The marketing concept in government was put forward by Niven (2008) who put forward
the Balanced Scorecard Theory for Government and Non-Profits Organizations. The concept
of market and brand yourself is focused as an activity of the internal processes of government

organizations (Niven, 2008: 175). Government marketing is an important element in realizing
the performance of government organizations as part of the Strategy Map to realize the
government's vision and mission.
In the view of some people, the government sector does not need marketing. This view
is not entirely wrong, because the government is deemed not to seek profit in its business
processes. Even though marketing governent carried out in a planned and sustainable manner
will enhance the government's brand image. Brand image of a government that grows
positively indirectly has a bearing on public accountability. Through marketing, the
government can show product, service, and other things that have been done to the public.
Thus, the government has indirectly demonstrated what it has done to the public.
In relation to decentralization, the marketing concept of government is important to be
developed by local governments, especially local that have special potential, such as the
tourism sector. In Indonesia, the tourism sector is one of the pillars in increasing national and
local income. Aliah's (2016) research shows that the tourism sector contributes to the economy
in Indonesia as a whole. By the Indonesian government, tourism is designated as the leading
sector because in the short, medium and long term, tourism is growing positively. Kompas
Daily (13 Feb 2019) reports that tourism has become the largest foreign exchange earner in
Indonesia in 2018. The contribution of the tourism sector is US $ 17 billion. This figure has
outperformed the income obtained from CPO (crude palm oil), as well as oil and gas. The
growth of the tourism sector in Indonesia is 22 percent, almost three times the growth of
tourism in the ASEAN region and globally which is at 6-7 percent. Tourism opens extensive
employment opportunities, 1 in 11 jobs in the tourism sector. The Indonesian government
targets national tourism growth to double by 2019. In 2019, tourism is targeted to contribute to
the national GDP by 8%, the expected contribution of foreign exchange is IDR 280 trillion,
create 13 million jobs in tourism, it is expected that there will be as many as 20 million tourist
visits and 275 million local tourist visits, and Indonesia's tourism competitiveness index is
ranked 30th in the world. (https://jpp.go.id/ekonomi/pariwisata/306029-men-ar-sektorpariwisata-tumbuh-pesat-dan-sumbang-pdb-signifika).
One area that has tourism potential is Toba Samosir Regency, North Sumatra Province.
Toba Samosir Regency is a result proliferation of administration region from North Tapanuli
regency which was ratified by Republic of Indonesia Law Number 12 of 1998 concerning the
Establishment of Toba Samosir Regency. One of the missions of Toba Samosir Regency is to
develop national tourism destinations. Toba Samosir Regency is one of the 10 national tourism
priority destinations launched by the Government of Indonesia since 2016 (Liputan6.com). The
tourist highlights of Toba Samosir Regency are Lake Toba, natural beauty, local cultural
attractions, culinary diversity, and so on. The motto of Toba Samosir Regency is Tampakna do
Rantosna, Rimni Tahi do Gogona (Togetherness reflects Strength). The number of tourists
coming to Toba Samosir in 2015 was 114,594 tourists, consisting of 11,828 foreign tourists,
and 102,766 domestic tourists. The number of hotels in Toba Samosir Regency in 2016 was 26
hotels, with 591 rooms. The number of tourists in Toba Samosir is still too small compared to
the number of tourists in Yogyakarta. As of June 2018 the number of Yogyakarta tourists is
1,859,888 people (56% of the target in 2018) (Tribunyogya.com).
Toba Samosir Regency is an autonomous region that applies the principle of
decentralization. Decentralization implemented in Indonesia is decentralized in the unitary
state. The application of the principle of decentralization in local governments in Indonesia
does not seem to provide adequate space for the development of local potential through
marketing government. This article is the result of a research with a qualitative approach. This
article aims to analyze the application of the concept of marketing governance, especially in
the tourism sector in local governments in Indonesia.
METHOD

The approach used in this study is qualitative research. Based on the objectives, this type
of research is a descriptive study. This study aims to describe the application of marketing
concepts in government. Descriptive research is a study that aims to describe and represent in
detail and complete about the elements studied. Informants needed in the study included
informants who were directly involved in tourism affairs in Toba Samosir Regency. The
informants chosen in this study were the Head of the Regional Planning Office of Toba Samosir
Regency, Head of the Tourism Office of Toba Samosir Regency, Local Community Leaders
(3
people),
1
academic
in
the
field
of
government
management.
Primary data includes data obtained from the results of in-depth interviews with informants.
Secondary data is other supporting data in the form of documents, literature, similar research
results, and others that support research. Data were analyzed by qualitative descriptive method.
Qualitative descriptive analysis is carried out by giving a review or interpretation of the data
obtained so that it becomes more clear and meaningful so that it can be concluded.

RESULTS AND DISCUSSIONS
Proctor (2007: 9) presents tools of marketing in the public sector, known as The 7Ps of
the marketing mix. Proctor's thinking (2009) is a combination of the ideas of Borden (1965),
Booms and Bitner (1981), Moorthi (2002), and Gilmore (2003). Borden (1965) formulated 4
Ps of the marketing, which includes Product, Price, Promotion, and Place. Relationships
between 4 Ps and public organizations with customers can be described as follows:

Four Ps
Product
Price
Place
Promotion

Four Cs
Customer needs and wants
Cost to the costumer
Convenience
Communication

Source: Proctor, 2007:9
Figure 1. Tool Marketing The 4 Ps
Booms and Bitner (1981), Moorthi (2002), and Gilmore (2003) add a measure of public
sector marketing with aspects: People, Physical evidence, and Process. This study uses the 7
Ps theory to analyze marketing tourism in Toba Samosir Regency, North Sumatra Province.
Government marketing, especially in the field of tourism requires the support of various aspects
including people, product, promotion, physic evidence, process, and place. People related to
human factors, both in attitude and daily behavior. The community of Toba Samosir still
upholds customs and society is homogeneous. The majority of the people are Batak tribes. The
Toba Samosir community has strong roots in customs. Batak people have a philosophy,
principle as well as structure and system in their society, which is in the Toba Batak Language
called Dalihan na Tolu http://mzadhary.blogspot.com/2013/06/falsafah-dan-semboyan-kotamedan.html). The essence of "Dalihan na Tolu" is the appreciation of the wife's family

(Hulahula / Mora), "Dongan Tubu/Hahanggi" or "Dongan Sabutuha", namely the brothers of
one clan, and “boru” (family members who take wives from other clans. "Dalihan na Tolu" is
a strength of the Batak people as well as a philosophy in maintaining the survival of the Batak
people. "Dalihan nan Tolu" is also reflected in land ownership. Most of the land in Toba
Samosir belongs to the original family of Toba Samosir. By some people, especially young
people, this condition is considered as an inhibiting factor in inviting tourism investors from
other regions, such as hotels, restaurants, and so on.
In addition to the characteristics of the Toba Samosir community, aspects of people are
also reflected in human resources in the tourism sector. Tourism Office staff, only 2 (two)
educated in tourism. The presence of the Lake Toba Authority (BODT/Badan Otorita Danau
Toba), which is an extension of the Ministry of Tourism, is considered to be lacking in motion
for the local government. Local governments consider themselves to better understand what is
needed by the community. This condition is an obstacle for the Department of Tourism to make
improvements in tourism objects and cultural preservation, which are actually very potential to
be marketed. According to the informant, one way to improve the quality of human resources
is to foster innovation values for civil servants.
Aspects of tourism products are reflected in what is sold in tourism. Tourism products in
Toba Samosir are tours of natural beauty and history. According to the informant, Toba
Samosir can sell cultural tourism, because Toba Samosir has a cultural characteristic. But in
reality cultural tourism is still not developed by the local government. This can be understood
because there is still no branding which is one of the strategies in marketing a destination in
Toba Samosir. Products must be accompanied by other destination packaging, such as the
availability of diverse and adequate accommodations and other public facilities (roads,
hospitals, markets, and adequate public transportation). Product and destination packaging
must be initiated by the local government so that it adds value to the sale. This is where the
importance of innovation in wrapping tourism is attractive to foreign tourists and domestic
tourists.
Price is reflected in listed prices, discounts, allowances, payment periods / credit.
Existing data shows that people get tourist prices from information on the internet. Many
private tourism service providers provide tour packages at certain prices. Some local travel
agents offer tour packages. Example: enjoytourmedan.com provides a 4 day 3 night package
from Silangit Airport at a price of Rp. 1,400,000 / person. The package includes: 3 night hotel
accommodation, meals, tourism bus, tour guide, tourist entrance ticket, private boat to Samosir
Island, and mineral water. The availability of tour packages in Balige, the capital of Toba
Samosir Regency, is still limited.
Promotional aspects can be seen from efforts to notify or offer products or services with
the aim of attracting potential customers to buy or consume them. Promotion in tourism
services is an effort to inform the general public about tourism offered by the local government
to the wider community. Promotion of tourism in Toba Samosir Regency is mostly carried out
by the private sector through the internet. Promotional funds owned by the Tourism Office of
Toba Samosir Regency are only Rp. 600 million in 2015 and increased to Rp. 1,750 billion in
2016 and the most planned is Rp. 1,950 billion in 2021. Tourist information on the
tobasakab.go.id website is very minimal. The website doesn't seem to be maintained properly.
Even though on one of the menus there is a tourism website, but the contents are only related
office meeting activities and there is no information about destinations in the area. According
to the informant, collaboration with the private sector is considered very important in the
interests of tourism promotion. The routine promotion held every year is the Lake Toba
Festival. The event was also lacking in resonance at the national level.
Physical evidence aspect is a physical display that supports tourism, which has a sale
value. Physical evidence is actually informed by travel service providers and people who

upload panoramas on Lake Toba. Information about physical evidence from the local
government is very minimal, even though the local government vision is to improve tourist
destinations as one of the leading destinations in Indonesia. There are many ways that can be
taken to highlight the physical evidence in Toba Samosir for example through the Lake Toba
Festival event, Photo Contest, article writing competition and so on. Local governments need
to initiate physical evidence as evidence that Lake Toba tourism has a sale value.
Process aspect is an effort to convert input into output. In this case, the process aspect
was carried out to change community input for continuous improvement. In the context of Total
Management Quality (TQM), this aspect is an effort to find out customer complaints.
Organizations that focus on customer complaints are expected to be able to meet community
expectations through continuous improvement. In the administration of government in
Indonesia, the handling of customer complaints is realized in the Minister of Administrative
Reform Regulation No. 14 of 2017 concerning Guidelines for Preparing the Community
Satisfaction Survey. According to this regulation, public service providers are required to carry
out the Community Satisfaction Survey, as part of efforts to deal with customer complaints. In
fact, the community satisfaction survey has never been carried out, even the employees did not
know about the survey mechanism. Even though every service provider agency must measure
the Community Satisfaction Index through a survey. This is because the District Government
is having a service function, and therefore the Tourism Office is obliged to carry out this
function to improve service performance in the tourism sector. Processing input from the
community for improvement is the beginning of innovation in government.
The Place aspect is a description of the location or profile of a tourism location, which
includes access, convenience, security, and availability of public facilities. The location profile
requires support from all stakeholders, both the local community and the support of other
agencies. Site profile design requires sufficient government power, including the adequacy of
authority, sources of funds, and the professionalism of the apparatus. Silangit Airport which
opened since 2016 makes it easy for tourists to access Lake Toba. Transportation from the
airport to various tourist locations can be reached by bus and commercial travel. But public
transportation in the city and to tourist locations is not yet available. The only public
transportation is "bentor", a type of motorcycle specifically designed for two passengers. Public
facilities such as restaurants, public toilets and mosques are still limited. Based on observations,
it was obtained an illustration that the government's willingness still seemed lacking in
designing tourist locations that were comfortable, accessible and safe.
NEEDS AND LIMITATIONS OF TOURISM AUTHORITY
Overall, Theory 7 Ps can be used to analyze marketing governance in tourism in Toba
Samosir Regency. The new finding in this study is the need for power factors in local
government marketing. Without adequate power, the local government has difficulty in raising
awareness of tourism development for all stakeholders in Toba Samosir Regency. Power
aspects include sufficient authority for regions to develop tourism marketing, such as authority
in developing tourism potential, authority to use resources, authority in developing
collaboration with stakeholders, and so forth. The importance of the adequacy of authority
stated by Dunn (2003: 429) about the adequacy of authority in public policy. Local
governments that have sufficient authority will be able to mobilize resources owned by the
local government so that they can support government marketing in the tourism sector. The
Public Sector Marketing Model developed by Tony Proctor (2007) was adjusted at the study
site. Model modification is done by adding 1 P more, namely Power, so it is called The 8Ps
Marketing Local Government.

Adequacy of power (read: authority) is an absolute requirement so that local
governments can provide adequate public services. Adequacy of authority is often a problem
in efforts to implement decentralization in Indonesia. In Indonesia, local governments often
have no power in dealing with problems that occur in the community, caused by limited
authority. Many problems that arise in the local government area cannot be resolved by the
local government because of limited regional authority. Many problems that arise in the local
government area cannot be resolved by the local government because of the limited authority
of the local government. This is because the authority held by the local government is the partial
delegation of the authority of the central government (the President) to the local government.
Local government affairs are determined based on provisions determined by the central
government. In this case, the delegation of authority given to the local government tended to
be imperfect, making it difficult for local governments to take the initiative for regional
development. Even though this authority is needed to overcome problems at the local level,
improve governance, public services and development. Tourism affairs is one of the optional
affairs developed by the local government based on regional potential. Thus, the central
government should give greater authority to local governments, especially in developing their
regional potential, which in this case relates to tourism marketing affairs. Because the adequacy
of authority in carrying out optional affair is a necessity for regions to develop their regional
potential.

CONCLUSION
The application of the concept of public sector marketing in the case of tourism affairs
was analyzed from 7 aspects of marketing, namely people, product, price, promotion, physic
evidence, process, and place. Tourism affairs do not develop in research locations because of
limitations in carrying out tourism affairs, which are government optional affairs. The
development of a marketing model for local government requires another aspect, namely
power. This study found the Model 8 Ps Marketing of local government. Power or authority
is needed to resolve public problems that are in the territory of the local government, so that
sufficient authority is a necessity in the implementation of local government. The implication
of this study is the need to carry out further research in other districts or cities where tourism
destinations are developing well, so as to strengthen the Government Marketing Model 8 Ps.
The suggestion of this research is the need for the central government to give more authority
in optional affairs. This is because the affairs of government optional provide more
opportunities for maximum regional potential development.
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