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MATA PEMANGKU KEPENTINGAN: ANALISIS POTENSI BRANDING

BERDASARKAN TEORI DIMENSIONS OF BRAND IMAGE

ARIO SETIO ADI

ABSTRAK

Pesatnya perkembangan teknologi yang disertai dengan pergeseran generasi dan
budaya membuat kinerja pemerintah sering disorot oleh masyarakat di media
sosial. Sehingga, instansi pemerintah membutuhkan strategi branding yang sesuai
dengan perkembangan zaman agar mampu menjaga citra instansinya. Untuk
menemukan strategi branding tersebut, penulis tertarik untuk mencari tahu
bagaimana citra merek institusi Direktorat Jenderal Perbendaharaan (DJPb) di
mata para pemangku kepentingan serta bagaimana potensi strategi branding DJPb
dikembangkan dari kacamata teori Dimensions of Brand Image. Oleh karena itu,
penelitian ini bertujuan untuk mendapatkan insights dari para pemangku
kepentingan terkait citra merek DJPb serta mengidentifikasi dan menganalisis
potensi strategi branding DJPb berdasarkan teori Dimensions of Brand Image.
Penelitian ini merupakan penelitian studi kasus dengan metode wawancara
mendalam dan observasi. Penulis berasumsi bahwa citra merek DJPb belum
terbentuk secara kuat karena terdapat ketimpangan dalam kelima dimensi
pembentuk citra merek. Dari penelitian ini, penulis menemukan bahwa DJPb
memiliki empat permasalahan perseptual pada citra merek DJPb, yaitu:
representasi, konsistensi, autentikasi, rekognisi terutama pada dimensi brand
identity, brand personality, dan brand association. Sebagai solusi untuk
mengatasi hal tersebut, DJPb memiliki empat potensi strategi branding yang dapat
diterapkan: rebranding, integrated brand communication, subbranding, serta
ingredients branding.

Kata Kunci: Governmental Branding, DJPb, Brand Image, Instansi

Pemerintah.
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BRAND IMAGE OF THE DIRECTORATE GENERAL OF TREASURY
IN THE EYE OF THE STAKEHOLDERS: ANALYSIS OF BRANDING

POTENTIAL BASED ON THE DIMENSIONS OF
BRAND IMAGE THEORY

ARIO SETIO ADI

ABSTRACT

The rapid development of technology accompanied by generational and cultural
shifts has made the government's performance often highlighted by the public on
social media. Thus, government agencies need branding strategies that are in
accordance with the times in order to be able to maintain the image of their
agencies. To find the branding strategy, the authors are interested in finding out
how the institutional brand image of the Directorate General of Treasury (DJPb)
in the eyes of stakeholders and how the potential for DJPb's branding strategy is
developed from the perspective of the Dimensions of Brand Image theory.
Therefore, this study aims to gain insights from stakeholders regarding DJPb's
brand image as well as identify and analyze potential DJPb’s branding strategies
based on Dimensions of Brand Image theory. This research is a case study
research with in-depth interviews and observation methods. The author assumes
that DJPb's brand image is not yet strongly formed because there are inequality in
the five dimensions of brand image formation. From this study, the authors found
that DJPb has four perceptual problems in DJPb's brand image: representation,
consistency, authentication, recognition, especially in the dimensions of brand
identity, brand personality, and brand association. As a solution to this problem,
DJPb has four potential branding strategies that can be applied: rebranding,
integrated brand communication, subbranding, and ingredients branding.

Keywords: Governmental Branding, DJPb, Brand Image, Government
Agency.
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