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STRATEGI POSITIONING RUMAH BUMN BRI DALAM MEMBIDIK 

UMKM BINAAN BRI 

ELSYA LIDIA 

ABSTRAK 

Saat ini, strategi branding sangat penting dilakukan oleh perusahaan sebagai 

identitas dari sebuah brand agar dapat dibedakan dengan kompetitor. Salah satu 

strategi pemasaran untuk menciptakan kesan tertentu di benak konsumen adalah 

strategi positioning. Penelitian ini menjelaskan bagaimana strategi positioning 

Rumah BUMN BRI dalam membidik UMKM binaan BRI. Penelitian ini 

menggunakan pendekatan kualitatif dengan metode studi kasus deskriptif. 

Temuan menunjukkan bahwa strategi positioning berdasarkan manfaat produk 

dan pesaing produk yang dilakukan oleh Rumah BUMN BRI memiliki keterkaitan 

sehingga memperkuat brand nya. Pada manfaat produk yang terbagi atas manfaat 

fungsional dan manfaat emosional dapat diterima dengan baik oleh UMKM 

binaan nya. Kemudian berdasarkan pesaing produk yang terbagi atas Titik Paritas 

(Point-of-Parity) dan Titik Perbedaan (Point-of-Difference) memiliki kekuatan 

pada Titik Perbedaan (Point-of-Difference) yang mendukung manfaat fungsional 

yang diberikan oleh Rumah BUMN BRI kepada UMKM binaan. Terdapat 

perbedaan persepsi yang terjadi antara UMKM binaan dan pihak Rumah BUMN 

BRI karena belum optimalnya branding yang dilakukan Rumah BUMN BRI 

dalam mengkomunikasikan brand value nya terutama melalui branding di media 

sosial nya yaitu Instagram. 

 

Kata kunci : Branding, Strategi Positioning, UMKM, Rumah BUMN BRI, 

Kompetitor. 
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STRATEGI POSITIONING RUMAH BUMN BRI DALAM MEMBIDIK 

UMKM BINAAN BRI 

ELSYA LIDIA 

ABSTRACT 

Currently, branding strategy is very important to be carried out by companies as 

the identity of a brand in order to be distinguished from competitors. One of 

marketing strategy to create a certain impression in the minds of consumers is the 

positioning strategy. This study explains how  the positioning  strategy of the BRI 

SOE House in targeting BRI-assisted MSMEs. This research uses a qualitative 

approach with a descriptive case study method. The findings show that  the 

positioning strategy  based on product benefits and product competitors carried 

out by Rumah BUMN BRI is related so as to strengthen its brand. The benefits of 

products that are divided into functional benefits and emotional benefits can be 

well received by MSMEs fostered. Then, based on product competitors, which are 

divided into Point of Parity (Point-of-Parity) and Point of Difference (Point-of-

Difference) have strength at the Point of Difference (Point-of-Difference) which 

supports the functional benefits provided by Rumah BUMN BRI to assisted 

MSMEs. There are differences in perception that occur between assisted MSMEs 

and  the BRI SOE House because the branding  carried out by the BRI SOE 

House has  not been optimal in communicating its brand value,  especially 

through branding on its social media, namely Instagram. 

Keywords: Branding, Positioning Strategy, MSMEs, BRI SOE House, 

Competitors.  

 

 

 

 



Universitas Bakrie 

viii 

 

DAFTAR ISI 

 
 

HALAMAN PERNYATAAN ORISINALITAS ................................................ i 

HALAMAN PENGESAHAN ............................................................................ ii 

UNGKAPAN TERIMA KASIH ....................................................................... iii 

HALAMAN PERNYATAAN PERSETUJUAN PUBLIKASI ......................... v 

ABSTRAK ......................................................................................................... vi 

ABSTRACT....................................................................................................... vii 

DAFTAR ISI ................................................................................................... viii 

DAFTAR TABEL ............................................................................................. xi 

DAFTAR GAMBAR ........................................................................................ xii 

DAFTAR LAMPIRAN ................................................................................... xiii 

BAB I PENDAHULUAN ................................................................................... 1 

1.1 Latar Belakang .................................................................................. 1 

1.2 Rumusan Masalah ............................................................................. 5 

1.3 Tujuan Penelitian .............................................................................. 6 

1.4 Manfaat Penelitian ............................................................................ 6 

1.4.1 Manfaat Akademis ................................................................. 6 

1.4.2 Manfaat Praktis ...................................................................... 6 

BAB II KERANGKA PEMIKIRAN ................................................................. 7 

2.1 Penelitian Terdahulu ......................................................................... 7 

2.2 Strategi Komunikasi ........................................................................ 13 

2.2.1 Definisi Strategi Komunikasi ................................................ 13 

2.2.2 Fungsi Strategi Komunikasi.................................................. 15 

2.3 Komunikasi Pemasaran ................................................................... 16 

2.4 Strategi Positioning ......................................................................... 19 

2.4.1 Pengertian Positioning .......................................................... 19 

2.4.2 Membangun brand positioning ............................................. 21 

2.4.3 Teknik Positioning ............................................................... 22 

2.5 Kerangka Pemikiran ........................................................................ 25 

BAB III METODELOGI PENELITIAN ........................................................ 27 



Universitas Bakrie 

ix 

 

3.1 Metode Penelitian............................................................................ 27 

3.2 Obyek dan Subyek .......................................................................... 27 

3.3 Sumber Data dan Teknik Pengumpulan Data ................................... 28 

3.3.1 Sumber Data......................................................................... 28 

3.3.2 Teknik Pengumpulan Data ................................................... 28 

3.4 Teknik Analisis Data ....................................................................... 29 

3.5 Triangulasi Data .............................................................................. 30 

3.6 Operasionalisasi Konsep ................................................................. 32 

BAB IV HASIL PENELITIAN DAN PEMBAHASAN .................................. 33 

4.1 Gambaran Konteks Penelitian ......................................................... 33 

4.1.1 Profil Rumah BUMN ........................................................... 33 

4.1.2 Visi Misi Rumah BUMN ...................................................... 35 

4.1.3 Instagram Rumah BUMN BRI ............................................. 35 

4.1.4 Profil Informan ..................................................................... 36 

4.1.5 Subjek Triangulator .............................................................. 37 

4.2 Penyajian Data ................................................................................ 38 

4.2.1 Positioning berdasarkan manfaat produk .............................. 38 

4.2.1.1 Positioning berdasarkan manfaat fungsional produk ...... 38 

4.2.1.2 Positioning berdasarkan manfaat emosional produk ....... 41 

4.2.2 Positioning berdasarkan Pesaing Produk ............................... 42 

4.2.2.1 Positioning berdasarkan Titik Paritas (Point-of-Parity) .. 42 

4.2.2.2 Positioning berdasarkan Titik Perbedaan (Point-of-

Difference) .................................................................... 44 

4.3 Pembahasan dan Diskusi ................................................................. 51 

4.3.1 Manfaat Produk Yang Didapatkan Oleh UMKM binaan Dapat 

Memperkuat Positioning Rumah BUMN BRI ...................... 51 

4.3.2 Kondisi Pesaing Produk Menentukan Positioning Yang 

Ditetapkan oleh Rumah BUMN BRI .................................... 54 

BAB V SIMPULAN DAN SARAN .................................................................. 60 

5.1 Simpulan ......................................................................................... 60 

5.2 Kendala dan Keterbatasan ............................................................... 61 



Universitas Bakrie 

x 

 

5.3 Saran dan Implikasi ......................................................................... 62 

5.3.1 Saran Untuk Penelitian Selanjutnya ...................................... 62 

5.3.2 Saran Untuk Industri ............................................................ 62 

REFERENSI .................................................................................................... 63 

LAMPIRAN ..................................................................................................... 65 

 

 

 

 

 

 

 

  



Universitas Bakrie 

xi 

 

DAFTAR TABEL 

 

Tabel 1. 1 Penelitian Terdahulu ............................................................................ 8 

Tabel 3. 1 Operasionalisasi Konsep .................................................................... 32 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  



Universitas Bakrie 

xii 

 

DAFTAR GAMBAR 

 

Gambar 2. 1 Kerangka Pemikiran ...................................................................... 26 

Gambar 4. 1 Logo Rumah BUMN ..................................................................... 33 

Gambar 4. 2 Akun Resmi Instagram Rumah BUMN BRI................................... 35 

Gambar 4. 3 Platform LinkUMKM .................................................................... 55 

 

 

 

 

 

 

 

 

 

 

  



Universitas Bakrie 

xiii 

 

DAFTAR LAMPIRAN 

 

Lampiran 1. Transkrip Wawancara .................................................................... 65 

 

 

 

 

 

 

 


