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STRATEGI BAURAN KOMUNIKASI PEMASARAN DALAM
MEMBANGUN BRAND AWARENESS PERUSAHAAN

(Studi kasus PT Expoasia Global Net)

ABSTRAK

Seiring berjalannya waktu banyak event organizer yang baru terbentuk
disetiap tahunnya sehingga perusahaan event organizer yang sudah ada dituntut
untuk melakukan strategi yang tepat untuk mempertahankan eksistensinya dengan
klien serta dalam menambah klien baru. PT Expoasia Global Net adalah salah satu
perusahaan jasa dibidang event organizer di Jakarta yang pada tahun 2019 sebelum
pandemic covid-19 berlangsung sudah mengalami penurunan klien dan diantara
kedua perusahaan sejenis awareness dari PT Expoasia Global Net masih lebih
rendah. Tujuan dari penelitian ini adalah untuk melihat bagaimana perusahaan
menjalin hubungan dengan klien melalui strategi public relations yang
mengakibatkan penurunan klien dan rendahnya brand awareness perusahaan
bahkan dari sebelum pandemic berlangsung. Penelitian ini menggunakan metode
kualitatif dengan pendekatan studi kasus ekplanatoris yang membandingkan tiga
perusahaan dalam melaksanakan strategi public relations sebelum dan saat
pandemic. Menggunakan teori bauran komunikasi pemasaran dan integrated
service marketing commuications. Subjek penelitian dari semior marketing
communications, head of marketing communications, marketing executives dan
triangulator klien serta triangulator publik. Hasilnya menunjukan bahwa ketiga
purusahaan melakukan strategi public relations yang sama yaitu press release,
exhibitions, customer engagements dan sosial media. akan tetapi PT Expoasia
Global Net lebih memfokuskan pada customer engagements pada klien yang sudah
ada saja dan tidak cenderung untuk mencari klien baru. Untuk triangulator klien
sudah sampai fop of mind sedangkan triangulator publik hanya sampai brand recall.

Kata kunci : bauran komunikasi pemasaran, service marketing, event organizer,
brand awareness.
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MARKETING COMMUNICATIONS STRATEGY IN BUILDING
BRAND AWARENESS COMPANY

(PT Expoasia Global Net Study Case)

ABSTRACT

Over time, many new event organizers build in every year so that the
existing event organizer companies are required to have the right strategy to
maintain their existence with clients and to add new clients. PT Expoasia Global
Net is one of the service companies in the field of event organizers in Jakarta, which
in 2019 before the Covid-19 pandemic hits Indonesia PT Expoasia Global Net’s
clients decrease also between the two companies the awareness of PT Expoasia
Global Net still lower than the others. The purpose of this study is to see how
companies establish relationships with clients through public relations strategies
which have resulted in decreased clients and low corporate brand awareness even
before the pandemic took place. This study used a qualitative method with an
explanatory case study approach comparing three companies in implementing their
public relations strategy before and during the pandemic. Using the theory of
marketing communication mix and integrated service marketing communications.
Research subjects are senior marketing communications, head of marketing
communications, marketing executives and client triangulators and public
triangulators. The results showed that the three companies carried out the same
public relations strategy, namely press releases, exhibitions, customer
engagements and social media. however PT Expoasia Global Net focuses more on
customer engagements on existing clients only and does not tend to seek new clients.
For the client triangulator it has reached top of mind while the public triangulator
only reaches the brand recall.

Keywords: marketing communication mix, service marketing, event organizer,
brand awareness
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