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1. INTRODUCTION

The Covid-19 pandemic has affected all sectors (Hanindharputri & Sagung Intan
Pradnyanita, 2021). That also affected at marketing. A city's digital marketing strategy is
created through the promotion of city branding, which includes the creation of marketing
manuals or guides as well as digital systems for mobile applications and web portals.
Information and communication technology (ICT) has been widely utilised in various
factors, serving as an important tool in attracting visitors for various purposes marketed
through mobile apps and online portals or websites.(Nurjaman, 2022). The reactions to the
documentary range from consumers deciding to close their social media accounts to
oppositional voices calling for freedom of speech and not censoring the media(Petrescu &
Krishen, 2020).

The need for a regional brand, will make the region have a strong positioning,
especially in the field of tourism globally. To shape the competitiveness of the city, there
are several things that must be considered, namely all the potential owned, especially the
potential of human resources, because this potential has a significant influence in
globalisation. City branding is one of the efforts to shape the competitiveness of a city or
region, and is currently the main focus and a fairly urgent need for all districts throughout
Indonesia(Nuraini et al., 2021). Al marketing is on the horizon, but also its implications
can be much. As artificial intelligence technology progresses and Al is widely employed in
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advertising, marketers' capacity to successfully execute and run advanced analytics will
be an extremely vital skill set in the future(Sigirci, 2021).

The development of city branding in a region runs well if it is supported by all
potential components in the region. The local government must build a brand for the
region, of course in accordance with the potential and positioning that is the target of the
region(Redjeki et al., 2018). A region or area will have good smart branding if it can explore
all the potential that exists in the region. This potential can have to be able to display an
identity, symbol, and logo(Redjeki et al., 2018). We may not always have the opportunity
to speak with our customers and audience directly. In fact, when we meet them, we can
start to talk and chat with them. This action can foster a relationship that will help us to
gain and even maintain the attention and loyalty of our customers.

Al also shows its significance in finance domain people by predictive marketing
analytics based on past behavior easily. It assists in accurately forecast sales by analyzing
customer expectations. Web action can be properly supervised and cell phone app usage
can be understood to discover trends and patterns(Arya, 2021).

Smart city is a concept of developing, applying, and implementing technology
applied in an area as a complex interaction between the various systems in it. In line with
the development of smart cities, in a smaller context, namely villages.The concept of
information technology-based villages has begun to be implemented or called smart
villages. Although there is no single understanding of the smart village concept, in general,
a village can be said to be a smart village if it innovatively uses information technology to
achieve improvements in quality of life, efficiency and competitiveness in economic, social
and environmental aspects. In practice, this understanding is interpreted differently. The
implication is that each village declares itself a smart village without being supported by
the same and adequate measure of smart village elements(Herdiana, 2019).

Things may not turn out as planned even though management had planned for it,
but synergies of a different kind can emerge in the post-acquisition phase, we label such
synergy as unintended. Unintended synergy is a consequence of the actions initiated by
the acquisition, not planned for by the acquirer or the acquired. Unintended synergy can
be either wished for or not, but the consequence ofthe change arises at a later
stage(Holtstrém & Anderson, 2021). While human intelligence continues to be a highly
debated topic, nonhuman or artificial intelligence has intrigued many great minds over the
past centuries, including philosophers, mathematicians, writers and scientists (Hentzen et
al., 2022).

In this era of increasingly competitive in all areas of life, marketing yourself through
a name or brand is important, among others, because there has been a change in
perception and understanding of the meaning and meaning of a name, the uniqueness or
uniqueness of a name, which in turn will make it easier for others to remember the person
who has the name as well as positioning it as something different from other people or
competitors, as well as advances in science, science and technology which have an impact
on increasingly intense competition in achieving the title of excellence (Setiawan, 2018).

The phenomenon is a condition where the emergence of many photographers makes
the competition even tougher. One of the most important things that every photographer
needs to do and pay attention to is to continue to innovate and create so that they can
continue to exist in the midst of intense competition (Yunitasari & Japarianto, 2013).
Marketers have always been looking for alternative ways to reach the target population
with their messages(Abrahamsson, Jens , Lindblom, 2012).

2. RESEARCH METHOD
This research uses a descriptive qualitative approach with observation data collection

techniques,indepth,interviews, and documentation. The determination of informants was
determined using purposive sampling technique. The indicators used in this research
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refers to Kavaratzis' (2004) city branding framework, namely, research, deliberation,
consultation, action, and communication. The data obtained was then analysed through
three stages, namely, (1) data reduction to sort out data that is appropriate or not in
accordance with the research objectives; (2) data verification through source triangulation
techniques both between informants, between researchers, and document sources; and (3)
conclusion drawing if the analysed data is believed to have a high level of trust and
objectivity (Padang et al., 2021).

3. RESULTS AND DISCUSSIONS

3.1 The Artificial Intelligence

Artificial Intelligence (Al) is the study of computational procedures to perform actions that
humans perform and requires a certain amount of intelligence. Humans are gradually
being substituted by of artificial intelligence and robots in virtually all departments in
organisations (Azah, 2021). Co-communication and learning are ways in which humans
demonstrate their intelligence. Both ways require mental skills such as synthesis,
analysis, decision-making, judgement, organisation, reasoning, hypothesis, interpretation,
and others. Al involves knowledge representation, search, perception, and inference. But
while there are many uses for Al in the operation of a financial Institution(Odinet, 2021).
To produce results, Al must define and read data in a form that will enable representation
and processing.Al has brought about the harmful effect of making the model a black box
(Kato, 2020).

The path to success is search and inference. Referring to search, there must be a
search algorithm to find the optimal solution. Digital financial inclusion is increasingly
becoming central in the debate on how to ensure that people who are at the lower levels of
the pyramid become financially active(Mhlanga, 2020) . Then conclusions are drawn for
each situation. The path through Al leads to decision-making starting from the data
selection process, continuing data pre-processing, then data transformation, data mining
plays a key role to the whole process, finally evaluation will lead to decision-making. Al
marketing helps organizations understand who their target audience will be and so that
they can create a personalized experience for each of their customers as consumers expect
companies to understand and meet their needs and expectations (Kumari, 2021).

3.2 The Smart City

The future global strategic objectives set out the need to accelerate the dissemination of
energy and environmental policies as well as the implementation of wide-ranging actions,
it sets out priority actions aimed at investing in environmentally friendly technologies,
supporting innovation, introducing cleaner, cheaper, and more sustainable forms of private
and public transport, ensuring greater energy efficiency and, finally, increasing
collaboration between actors(BOUMALI & TAMINE, 2022). The smart city concept must
also be supported by several components so that the its implementation has a positive and
maximum impact. The government, community and urban environment are the elements
that form a smart village that has different roles and functions. The three elements become
a unity that influences each other and forms the elements of a smart village, namely smart
government, smart community and smart economy. Smart Government is a development
of e-government that is carried out by utilising technology and information used by the
government for better performance. Smart government can be measured by looking at: 1).
Public participation in decision making; 2). Availability of public and social services and
3). Transparency of governance(Nuraini et al., 2021).

Natural Language Processing (NLP) ia a part of Artificial Intelligence. Natural
Language Processing (NLP) is the processing of language, such as spoken and written by
humans in everyday conversations through computers. The computational process for
language processing must be represented into a series of symbols that fulfil certain
rules(Radhian & Afrianto, 2019).
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Al will create new jobs that are more complex and more valuable. In some cases, Al
can help humans to perform more complicated tasks and free up human time to do work
that requires interpersonal skills, creativity, and empathy that Al cannot do (Nirwana,
2023).

3.3 The City Branding

City Branding. Kavaratzizs explains that City Branding is a key component of city planning

by Kavaratzizs explains that City Branding is a key component of urban planning, namely

by doing various ways of building differentiation and having a strong city identity so that
the city is able to compete with other cities and can attract tourists, investors, reliable
human resources, industry and can strengthen relations between citizens and cities(Raina

Aifha Salshabilla & Itca Istia Wahyuni, 2022). City branding is an effort in shaping the

brand of a city in order to facilitate the government in introducing its city to target targets

such as investors, tourists, events from the city through icons, slogans, exhibitions, good

positioning and various others. City branding is a slogan or promotional campaign, a

picture of the a picture of the thoughts, feelings, associations and expectations that come

to mind when someone sees or hears a name, logo, service product, event, or various

symbols and designs that describe a city or region(Mihardja et al., 2020).

City Branding is the strategic effort of a city to create a strong positioning in regional
and global create a strong regional and global positioning. Each city is a distinct system
and each of its components penetrates and intersects with each other, which is reflected
in the impression of the space(Mihardja et al., 2020).The purpose of city branding is carried
out, namely:

1. Introducing the city/region deeper. The application of City branding, a city will
introduce itself more deeply, because external parties must know the existence of a
city, because external parties must know the existence of a city. Which then increases
the visit to a city higher.

2. Improving the image. The image of a city that has been rated poorly by visitors and
residents of the city itself, it is quite difficult for a city to improve its image.

3. Residents themselves, it is quite difficult for a city to have an attraction for interested
parties, but one of the strategies to restore the positive image of the city is by city
branding which is balanced with city branding.

4. Attracting foreign and domestic tourists the application of the right city brand can
attract external stakeholders of the city including domestic and foreign tourists. This
is because tourists see the brand as a differentiator from one another so that they will
choose a place with uniqueness or characteristics that are not owned by other cities.

S. Attracting investors to invest Another goal of city branding is to get investment to
improve the development of the city, both from the economic sector and foreign tourists.
To increase the development of the city whether it is from the economic, social, or other
sectors.

6. Increase trade Through the application of city branding, a city will be widely recognised
by the public, both domestically and internationally. Society both domestically and
abroad. Then a transaction will be made by external parties to the city and internal
parties to the city which causes an increase in trade.

City Value is a measure of the degree of high-low or level that can be observed,
scrutinised, or lived in various objects that are physical (concrete) or abstract(Singh et al.,
2023). Moser calls it an internal identity defined by values that the company/city
stakeholders believe are integral to its existence, and are the "source" from which all other
aspects of the corporate/city brand ideally flow. Because it is the internal identity, then
this value is sourced to the internal stakeholders of city branding(Erniza & Hamidah,
2014). Brand personality, or brand personality, is a set of human characteristics associated
with a brand. A city's brand personality can be a point of differentiation that distinguishes
one city from another(Kumari, 2021). Brand personality will be related to the way of
conveying a message (message form), just like a human being who is talking, of course,
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also has characteristics and characteristics, and from the way a person speaks, it can be
known how his personality is. In determining the personality of the city, the role of the city
leader is very influential, because although not completely, it can be said that the
personality of a city is the personality of its leader (Mihardja et al., 2020).

4. CONCLUSION

Based on the discussion above, several conclusions were obtained some conclusions,
among others: 1). Optimising tourism management through smart tourism can increase
tourist visits tourist Regency.2). Increased tourist visits can support the improvement of
the image of a Regency / City. 3). The smart tourism approach can be used as a city
branding strategy strategy so that it will support the acceleration towards smart city. 4).
City branding can be done by looking at the potential of the area that characterises an
region. The construction of the use of artificial intelligence in the development of smart
cities is very possible. City branding with artificial intelligence is integrated with the
construction of smart cities. In the discourse of this study, tourism city branding is a
necessity for accelerated development, especially the tourism sector.

The implication of this study is as an input that can be used by policy makers, in
this discourse is the city government or bureaucracy in designing decisions related to the
development of its territory.

Suggestions that can be given by the author for further research are the need for a
more in-depth study in the form of a case study of a particular city, so that a clearer picture
of the branding model of a city can be obtained.
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