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BAMBOO DI CITARUM SEBAGAI BENTUK STRATEGI MARKETING 

PUBLIC RELATIONS TOYOTA INDONESIA 

Yudhistira Adi Nugraha 

 

 

ABSTRAK 
 

Kerusakan lingkungan di Daeah Aliran Sungai Citarum dalam kondisi parah, dan 
menempati urutan ketiga sebagai tempat paling tercemar di dunia pada tahun 
2013. Fenomena ini, mendorong banyak perusahan ikut membantu merevitalisasi 
lingkungan Sungai Citarum. Salah satunya adalah PT Toyota Motor 
Manufacturing Indonesia dengan programnya yaitu ―Toyota Forest Bamboo‖. 
Program “Toyota Forest Bamboo‖ adalah salah satu campaign dari Toyota 
Indonesia yang merupakan bentuk kepedulian Toyota Indonesia terhadap 
lingkungan Sungai Citarum. Penelitian ini menjelaskan tentang brand yang 
merupakan representasi dari kepribadian produk yang dapat meningkatkan 
pemasaran produk. Penelitian ini menggunakan strategi marketing public 
relations oleh Thomas L. Harris, dan konsep special event dari Goldblatt. Metode 
penelitian menggunakan studi kasus dengan pendekatan kualitatif. Teknik analisis 
data dilakukan dengan Focus Group Discussion, dengan tujuh (7) orang informan, 
satu orang person in charge (PIC) Toyota Forest Bamboo, dan seorang 
triangulator. Program ―Toyota Forest Bamboo‖ menggunakan strategi marketing 
public relations seperti Pull dan Pass, namun Pass strategy memiliki peran yang 
lebih besar dalam kegiatan ini. Hasil penelitian menunjukkan bahwa Toyota 
Indonesia ialah brand otomotif yang peduli terhadap lingkungan, strategi Toyota 
Indonesia tersebut sejalan dengan Toyota value, namun, aspek publikasi yang 
dilakukan Toyota Indonesia di media online masih kurang maksimal.  

 

Kata kunci: Toyota Forest Bamboo Project, Marketing Public Relations; Special 
Event; Toyota Indonesia
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ANALYSIS OF SPECIAL EVENT IMPLEMENTATION: TOYOTA FOREST 
BAMBOO IN CITARUM AS A FORM OF TOYOTA INDONESIA 

MARKETING PUBLIC RELATIONS STRATEGY  

Yudhistira Adi Nugraha 

 

 

ABSTRACT 
 

Environmental issue in the Citarum River Basin is in severe condition, and ranks 
third as the most polluted place in the world in 2013. This phenomenon has 
encouraged many companies to help revitalize the Citarum River. One of them is 
PT Toyota Motor Manufacturing Indonesia with its program "Toyota Forest 
Bamboo". "Toyota Forest Bamboo" program is one of the campaigns from Toyota 
Indonesia which is a form of Toyota Indonesia's concern for the Citarum River. 
This research describes a brand which is a representation of product personality 
that can improve product marketing. This research uses the marketing strategy of 
public relations from Thomas L. Harris, and the concept of special events from 
Goldblatt. The research method uses a case study with a qualitative approach. 
The data analysis technique was carried out with a Focus Group Discussion, with 
seven (7) informants, one person in charge of the Toyota Forest Bamboo, and 
triangulator. The "Toyota Forest Bamboo" program uses public relations 
marketing strategies such as Pull and Pass, but the Pass strategy has a greater 
role in improving brand image. The results showed that the brand image of 
Toyota Indonesia is an automotive brand that cares about the environment, 
Toyota Indonesia's strategy is in line with Toyota's value, however, aspects of 
publication by Toyota Indonesia in online media are still not optimal. 

 

Keywords: Toyota Forest Bamboo Project, Marketing Public Relations; Special 
Event; Toyota Indonesia
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