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ABSTRAK

Penelitian ini membahas mengenai strategi city branding dalam kegiatan
promosi yang dilakukan oleh Dinas Pariwisata Provinsi Banten dalam
memperkenalkan destinasi pariwisata khususnya Pantai Tanjung Lesung yang
telah ditetapkan sebagai The Next Top Ten Bali. Penelitian ini menggunakan
pendekatan kualitatif. Sifat penelitian adalah deskriptif dengan metode studi
kasus. Adapun metodologi yang digunakan dalam penelitian ini adalah paradigma
post-positivisme dengan menggunakan teknik pengumpulan data melalui
wawancara mendalam, dokumentasi, dan studi kepustakaan, serta teknik
keabsahan data yang menggunakan triangulasi sumber.

Penelitian ini menggunakan konsep tahapan perencanaan SOSTAC
planning framework, strategi komunikasi, marketing framework Pariwisata 3A
(Attraction, Amenities, dan Acessable), strategi promosi BAS (Brandiing,
Advertising, dan Selling), serta konsep Pentahelix Pariwisata. Hasil dari penelitian
yang sudah dilakukan, dapat diketahui bahwa Dinas Pariwisata Provinsi Banten
memilih Strategi SOSTAC (situation analysis, objectives, strategy, dan control)
untuk melakukan city branding dari Pantai Tanjung Lesung. Branding rutin
dilakukan melalui event-event tahunan seperti Festival Pantai Tanjung Lesung,
yang memiliki tema berbeda di setiap tahunnya, serta strategi komunikasi yang
dilakukan mendukung pelaksanaan strategi city branding tersebut.

Dengan begitu, dapat disimpulkan bahwa penerapan strategi komunikasi
itu penting dalam pembangunan city branding. Program city branding yang
dilakukan Dinas Pariwisata Provinsi Banten telah tercapai sesuai target yang
diinginkan.

Kata Kunci : Strategi, Komunikasi, Strategi City Branding, Promosi, Pantai
Tanjung Lesung, Dinas Pariwisata Provinsi Banten
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ABSTRACT
By Siti Aidah Fitri

This study discusses about the strategy city branding in promotional
activities by the Dinas Pariwisata Provinsi Banten in introducing tourism
destinations, especially Tanjung Lesung Beach which has been designated as The
Next Top Ten of Bali. This study uses a qualitative approach. The characteristic
research is descriptive with the case study method. The methodology used in this
study is the post-positivism paradigm by using data collection techniques through
in-depth interviews, documentation, and literature studies, as well as data validity
techniques that use source triangulation.

This study uses the concept of SOSTAC planning framework planning,
communication strategy, Tourism 3A marketing framework (Attraction,
Amenities, and Accessable), BAS promotion strategies (Brandiing, Advertising,
and Selling), and the Pentahelix Tourism concept. The results of this research that
has been done, it can be seen that the Dinas Pariwisata Provinsi Banten chose the
SOSTAC Strategy (situation analysis, objectives, strategy, and control) to conduct
city branding from Tanjung Lesung Beach. Routine branding is carried out
through annual events such as the Tanjung Lesung Beach Festival, which has a
different theme each year, as well as the communication strategy carried out to
support the implementation of the city branding strategy.

That way, it can be concluded that the application of communication
strategies is important in the development of city branding. The city branding
program conducted by Dinas Pariwisata Provinsi Banten has been achieved
according to the desired target.

Keywords: Strategy, Communication, City Branding Strategy, Promotion,
Tanjung Lesung Beach, Banten Province Tourism Service
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