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KEBERASAAN PESAN LOVE CAMPAIGN DALAM HOTEL BRANDING 

(Studi Resepsi Traveler-Backpaker dengan Pendekatan Model Komunikasi 

Berasa) 

 
DZAKY MUBARAQ ULYA 

 

 
ABSTRAK 

 
 
Saat pandemi Covid-19, komunitas pengusaha hotel di Yogyakarta 
menyelenggarakan kampanye “From Jogja with Love” yang dikenal juga dengan 
sebuatan Love Campaign untuk menunjukkan kepedulian dan keprihatinan 
terhadap situasi pandemi, sekaligus menunjukkan eksistensi perhotelan yang ikut 
terdampak PPKM (Pemberlakuan Pembatasan Kegiatan Masyarakat) oleh 
pemerintah. Berita dan representasi visual kampanye tersebut menyebar luas 
melalui media sosial dan daring. Penelitian ini focus pada resepsi para traveler 
dan backpacker terhadap Love Campaign melalui pendekatan teori Komunikasi 
Berasa (experientially-meaningful communication). Menggunakan metode 
analisis resepsi dengan wawancara mendalam terhadap tiga informan utama, 
penelitian ini menemukan berbagai makna keberasaan pesan, baik dari dimensi 
keberasaan pesan indrawi, emosional, rasional, relevansional, benefisial, dan 
sosial. Keberasaan pesan kampanye didukung oleh strategi komunikasi yang 
mengoptimalkan situasi pandemi, sehingga para backpacker merasakan makna 
yang mendalam di tengah keterbatasan dan pembatasan gerak fisik. Penelitian ini 
berkontribusi terhadap pengembangan teori Komunikasi Berasa dalam konteks 
hotel branding dan dapat menjadi rujukan bagi para profesional untuk 
menerapkan strategi komunikasi berasa guna mengefektifkan pesan kampanye 
dan mendekatkan merek dan konsumen, terutama dalam situasi-situasi spesifik 
seperti pandemi.  

 

Kata kunci: Hotel Branding, Analisis Resepsi, Wijaya’s Komunkasi Berasa, 

Love Campaign, Pandemi Covid-19 
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THE EXPERIENTIALLY-MEANINGFULNESS OF THE LOVE 

CAMPAIGN MESSAGE IN THE HOTEL BRANDING 

(Reception Study of Traveler-Backpackers with an Experientially-meaningful 

Communication Approach) 

 

DZAKY MUBARAQ ULYA 
 

 
ABSTRACK 

 
 
During the Covid-19 pandemic, the hotel business community in Yogyakarta held 
the "From Jogja with Love" campaign, also known as the Love Campaign, to show 
concern for the pandemic situation as well as the existence of hotels that were 
affected by the government’s lockdown regulation. News and visual 
representations of the campaign spread widely through social media and online. 
This study focuses on the reception of travelers and backpackers to the Love 
Campaign through an experientially-meaningful communication theory 
approach. This study found various meanings of message authenticity from 
sensory, emotional, rational, relevant, beneficial, and social message dimensions 
using the reception analysis method with in-depth interviews with three primary 
informants. The sense of campaign messages is supported by a communication 
strategy that optimizes the pandemic situation so that backpackers feel a deep 
meaning amid limitations and restrictions on physical movement. This research 
contributes to developing experientially-meaningful communication theory 
(Komunikasi Berasa) in the context of hotel branding. It can be a reference for 
professionals to implement experientially-meaningful communication strategies 
to streamline campaign messages and bring brands and consumers closer 
together, especially in specific situations such as a pandemic. 

 
Kata kunci: Hotel Branding, Reception Analysis, Wijaya's Experientially-

meaningful Communication, Love Campaign, Covid-19 Pandemic 
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