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ABSTRAK

Premium Economy Class merupakan sebuah inovasi terbaru dari industri
maskapai penerbangan. Kelas kabin ini terletak di antara Economy Class dan
Business Class. Dengan membayar sedikit lebih banyak, penumpang dapat
merasakan pengalaman penerbangan yang menyerupai Business Class, tetapi
dengan harga yang lebih murah. Kehadiran Premium Economy Class merupakan
sebuah inovasi yang dilakukan oleh maskapai penerbangan untuk
mempertahankan posisi mereka di mata konsumen, khususnya bagi maskapai
penerbangan yang sudah berada pada tahap mature. Sebuah inovasi sangat
bergantung pada cara perusahaan dalam mengomunikasikan inovasi tersebut
kepada masyarakat. Perubahan kondisi penyebaran informasi, munculnya
fenomena information barriers serta sulitnya mengomunikasikan produk premium
melalui earned publicity mendorong Singapore Airlines untuk berinovasi
melakukan suatu terobosan dalam mengomunikasikan Premium Economy Class-
nya. Oleh karena itu, peneliti mengangkat topik tentang strategi Marketing Public
Relations Singapore Airlines dalam mengomunikasikan inovasi produk
terbarunya, yaitu Premium Economy Class.

Judul penelitian ini adalah “Analisis Strategi Marketing Public Relations
Singapore Airlines dalam Kampanye Produk Premium Economy Class”. Tujuan
penelitian ini adalah untuk mengetahui dan menganalisa bagaimana strategi
Marketing Public Relations Singapore Airlines dalam kampanye produk Premium
Economy Class. Jenis penelitian yang digunakan adalah kualitatif. Metode
penelitian yang diambil adalah studi kasus dengan teknik pengumpulan data
berupa wawancara dan studi pustaka. Analisa penelitian dilakukan dengan
mengacu pada Whalen's 7-step strategic planning process.

Hasil penelitian menunjukkan bahwa Singapore Airlines meraih banyak
coverage dalam setiap kegiatan yang dilakukan, tetapi hal tersebut dinilai belum
berhasil. Hal ini dapat dilihat dari belum tercapainya outcome objectives
Singapore Airlines terkait keadaan Premium Economy Class yang belum terlalu
dikenal oleh masyarakat Indonesia.

Keywords: marketing public relations, Whalen’s 7-step strategic planning
process, Premium Economy Class, Singapore Airlines.
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ABSTRACT

Premium Economy Class is the latest innovation from aviation industry.
This cabin class is located between Economy Class and Business Class. By
paying a little more, passengers can enjoy a flight experience that resembles
Business Class, yet the price is cheaper. The presence of Premium Economy Class
is an innovation from aviation industry to maintain their position in the market,
especially for those who are at mature stage in product life cycle. An innovation
greatly depends on how the corporate communicate the innovation itself to the
market. A change in how the information spread, the emergence of information
barriers phenomenon, and the difficulty of spreading the information about
premium products through earned publicity are prompting Singapore Airlines to
innovate In-communicating their Premium Economy Class. Therefore, | decided
to take up the topic about Singapore Airlines’ Marketing Public Relations strategy
in communicating their latest inovation, Premium Economy Class.

The title of this thesis is “The Analysis of Singapore Airlines’ Marketing
Public Relations Strategy in Premium Economy Class’ Product Campaign”. The
objective of this thesis is to know and analyze how does Singapore Airlines’
Marketing Public Relations strategy in their Premium Economy Class’ product
campaign. The type of this research is qualitative. The reserch method is case
study with indepth interview and literature review as the data gathering technique.
The research analysis refers to Whalen’s 7-Step Strategic Planning Process.

The result of the research shows that Singapore Airlines succeded in gaining
coverage on each activities they had done, but the Marketing Public Relations
strategy is declared not succeded. Singapore Airlines had not been able to achieve
the outcome objectives of the Marketing Public Relations activities which is to
gain customer awareness about Premium Economy Class in Indonesia.

Keywords: marketing public relations, Whalen’s 7-step strategic planning process,
Premium Economy Class, Singapore Airlines.
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