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ANALISIS PERAN AGENSI SURYAVI DALAM IMPLEMENTASI
PR CAMPAIGN DIGITAL UNTUK MEMELIHARA LOYALITAS
PELANGGAN
PONDOK INDAH MALL DAN PURI INDAH MALL

Dea Zalfadilla Setiawati

ABSTRAK

Perkembangan komunikasi digital menuntut pusat perbelanjaan mengelola pesan
secara terarah, interaktif, dan berkelanjutan agar hubungan dengan pelanggan
tetap terpelihara. Penelitian ini bertujuan menganalisis peran Agensi Suryavi
dalam implementasi PR campaign digital bagi Pondok Indah Mall dan Puri Indah
Mall serta mengidentifikasi strategi komunikasi yang digunakan untuk
memelihara loyalitas pelanggan. Penelitian menggunakan metode kualitatif
deskriptif melalui wawancara mendalam, observasi, dokumentasi, dan triangulasi
sumber. Subjek penelitian meliputi Account Director, Content Strategist and
Planner, Project Coordinator, Social Media Specialist, pelanggan kedua mall,
serta seorang praktisi komunikasi digital sebagai triangulator. Hasil penelitian
menunjukkan bahwa Agensi Suryavi menjalankan empat peran Public Relations,
yaitu expert prescriber, communication facilitator, problem-solving process
facilitator, dan communication technician, serta fungsi konsultatif strategis dalam
mendukung pengambilan keputusan komunikasi klien. Implementasi campaign
mencerminkan transparansi, dialog, mendengarkan audiens, membangun
hubungan, komunikasi yang manusiawi, keterlibatan, viralitas, dan keaslian.
Pendekatan komunikasi disesuaikan dengan karakter audiens, yaitu Pondok Indah
Mall melalui nostalgia dan konsep Rumah Kedua, sedangkan Puri Indah Mall
menonjolkan pendekatan humanis dan family oriented. Komunikasi yang
konsisten dengan pengalaman nyata mendukung kepuasan, kepercayaan, dan
kedekatan emosional pelanggan. Temuan ini menunjukkan kontribusi Agensi
Suryavi sebagai mitra strategis dalam memelihara loyalitas pelanggan kedua mall
secara berkelanjutan dalam konteks komunikasi digital.

Kata kunci: Agensi Komunikasi, Loyalitas Pelanggan, PR Campaign Digital
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ANALYSIS OF THE ROLE OF SURYAVI AGENCY IN IMPLEMENTING
DIGITAL PR CAMPAIGNS TO MAINTAIN CUSTOMER LOYALTY AT
PONDOK INDAH MALL AND PURI INDAH MALL

Dea Zalfadilla Setiawati

ABSTRACT

Digital communication requires shopping centers to manage messages
strategically, interactively, and consistently to maintain customer relationships.
This study aims to analyze the role of Suryavi Agency in implementing digital PR
campaigns for Pondok Indah Mall and Puri Indah Mall and to identify
communication strategies used to maintain customer loyalty. This study employed
a descriptive qualitative method through in-depth interviews, observation,
documentation, and source triangulation. Research subjects included an Account
Director, Content Strategist and Planner, Project Coordinator, Social Media
Specialist, customers of both malls, and a digital communication practitioner as
triangulator. The findings indicate that Suryavi Agency performs four Public
Relations roles, namely expert prescriber, communication facilitator, problem-
solving process facilitator, and communication technician, while also
demonstrating a strategic consultative function that supports clients
communication  decision-making. = Campaign  implementation  reflects
transparency, dialogue, audience listening, relationship building, human-centered
communication, engagement, virality, and authenticity. Communication
approaches are adapted to audience characteristics: Pondok Indah Mall
emphasizes nostalgia and the Rumah Kedua concept, while Puri Indah Mall
highlights a humanistic and family-oriented approach. Communication that is
consistent with actual visitor experiences supports customer satisfaction, trust, and
emotional closeness. These findings demonstrate Suryavi Agency’s contribution
as a strategic partner in maintaining customer loyalty.

Keywords: Communication Agency, Customer Loyalty, Digital PR Campaign
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