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ABSTRAK

Nama : Bertha Wilvensus

NIM :13140110176

Judul : Penggunaan Budaya Indonesia Sebagai Brand Identity Hotel Santika
Premiere ICE — BSD City dalam Mempertahankan Brand Image

Penelitian ini dilatarbelakangi oleh adanya kearifan lokal yang seringkali
digunakan industri perhotelan dalam membentuk citranya. Hal ini pula yang digunakan
oleh pihak Hotel Santika Premiere ICE — BSD City dalam mempertahankan citranya
lewat brand identity berupa budaya Indonesia yang senantiasa dinampakkan. Dengan
demikian, rumusan masalah dalam penelitian ini adalah bagaimana penggunaan
budaya Indonesia sebagai brand identity Hotel Santika Premiere ICE — BSD City yang
dilakukan dalam mempertahankan brand image-nya.

Teori dan konsep yang digunakan dalam penelitian ini antara lain mengenai
peran dan fungsi public relations, pengertian brand, brand identity, brand image,
budaya, dan the nine steps of strategic public relations. Sementara itu, metodologi yang
digunakan penelitian ini adalah paradigma post positivisme, dengan pendekatan
kualitatif deskriptif, metode penelitian studi kasus, serta teknik pengumpulan data
berupa wawancara, observasi, serta studi kepustakaan dan dokumentasi.

Hasil penelitian ini menunjukkan bahwa Hotel Santika Premiere ICE — BSD
City senantiasa menampilkan brand identity berupa Indonesian Home lewat aplikasi
unsur-unsur budaya melalui aspek-aspek pemilihan nama, makanan, seragam, sikap
dan tingkah laku staff, arsitektur, desain interior, ornamen dan pajangan, background
music, toko, maupun publikasi yang dilakukan. Brand identity yang ditunjukkan ini
berhasil mempertahankan brand image yang sama sebagai Indonesian Home. Lebih
lanjut lagi, brand identity tersebut menjadi suatu authenticness yang dimiliki serta
membawa dampak positif bagi pihak hotel.

Kata kunci: Budaya Indonesia, Brand Identity, Brand Image



ABSTRACT

Name : Bertha Wilvensus

NIM :13140110176

Title : The Implementation of Indonesian Culture as Hotel Santika Premiere ICE —
BSD City’s Brand Identity in Maintaining Brand Image

This research is built based on the existence of local wisdom which is often
used in hospitality industry to build its image. It is used by Hotel Santika Premiere ICE
— BSD City as well in maintaining its image through brand identity in the form of
Indonesian culture. Therefore, the problem statement of this research is about how the
implementation of Indonesian culture as Hotel Santika Premiere ICE — BSD City’s
brand identity in maintaining its brand image.

Theories and concepts that is used in this research are about the role and
function of public relations, comprehension of brand, brand identity, brand image,
culture, and the nine steps of strategic public relations. Furthermore, the methodology
used by this research are post positivism paradigm, descriptive-qualitative approach,
case study method, and data gathering technique in the form of interview, observation,
literature and documentation studies.

The result of this research indicates that Hotel Santika Premiere ICE — BSD
City consistently shows Indonesian Home brand identity through the application of
cultural elements such as names, food, uniform, staff’s attitude and behavior,
architecture, interior designs, ornament and decoration, background music, hotel store,
and publications. This shown brand identity achieves successes in maintaining the
same brand image as an Indonesian Home. Moreover, this brand identity becomes an
authentic aspect and brings positive impacts to the hotel.

Key words: Indonesian Culture, Brand Identity, Brand Image





