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STRATEGI MARKETING PUBLIC RELATIONS DI TENGAH PANDEMI
COVID-19 DALAM MENCIPTAKAN BRAND AWARENESS: STUDI
KASUS SOFT OPENING QUBIKA HOTEL

Vinadia

ABSTRAK

Dampak pandemi COVID-19 di berbagai industri saat ini melanda dunia termasuk
Indonesia. Dampak pandemi COVID-19 juga berpengaruh di berbagai industri
salah satunya industri pariwisata. Salah satunya Qubika Hotel yang merupakan
hotel unik terbuat dari container yang menyediakan jasa hospitality dan food and
beverage. Pada tanggal 6 Juni 2020 Qubika Hotel justru melakukan soft opening
di era pandemi COVID-19 dengan tujuan menciptakan brand awareness dan
memasarkan hotel sebagai salah satu hotel kontainer di Tangerang dengan
melaksanakan kegiatan Marketing Public Relations. Penelitian ini bertujuan untuk
mengetahui strategi Marketing Public Relations yang dilakukan Qubika Boutique
Hotel saat soft opening di tengah pandemi COVID-19 dalam menciptakan brand
awareness. Penelitian ini dilakukan dengan paradigma post-positivis dengan
menggunakan metode kualitatif yang bersifat deskriptif. Konsep dan teori yang
digunakan dalam penelitian ini adalah Whalen‘s 7 Step Strategic Planning Process.
Berdasarkan hasil penelitian dan pembahasan, kegiatan Marketing PublicRelations
Qubika Hotel saat soft opening telah mengikuti langkah-langkah dari konsep 7 step
planning process oleh Whalens. Qubika Hotel memanfaatkan platform media sosial
dalam menciptakan awareness serta kolaborasi denganGading Serpong Update
untuk kegiatan kompetisi. Namun, tolak ukur keberhasilan strategi yang terlalu
umum, Qubika Hotel belum dapat mengukur efektivitas maupun kegiatan
marketing public relations yang dilakukannya dalam soft opening.

Kata Kunci : Marketing Public Relations, 7 Step Marketing Public Relations
Strategic Planning, Brand Awareness, Qubika Hotel
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QUBIKA HOTEL MARKETING PUBLIC RELATION STRATEGY ADMIST
THE COVID-19 PANDEMIC FOR BRAND AWARENESS: CASE STUDY
OF QUBIKA HOTEL SOFT OPENING

Vinadia

ABSTRACT

The impact of the COVID-19 pandemic in various industries is currently hitting the
world, including Indonesia. The impact of the COVID-19 pandemic has also
affected various industries, one of which is the tourism industry. One of them is
Qubika Hotel, which is a unique hotel made of containers that provides hospitality
and food and beverage services. On June 6, 2020, Qubika Hotel actually did a soft
opening in the era of the COVID-19 pandemic with the aim of creating brand
awareness and marketing the hotel as one of the container hotels inTangerang by
carrying out Marketing Public Relations. This study aims to determine the
Marketing Public Relations carried out by Qubika Boutique Hotel during its soft
opening in the midst of the COVID-19 pandemic in creating brand awareness. This
research was conducted with a post-positivist paradigm using descriptive
qualitative methods. The concept and theory used in this research is Whalen's 7 Step
Strategic Planning Process. Based on the results of research and discussion,
Marketing Public Relations Qubika Hotel's soft opening have followedthe steps of
the 7 step planning process concept by Whalens. Qubika Hotel utilizes social media
platforms to create awareness and collaborate with Gading Serpong Update for
competitive activities. However, as a measure of the success of a strategy that is too
general, Qubika Hotel has not been able to measure the effectiveness of the
marketing public relations activities it carried out in its soft opening.

Keyword : Marketing Public Relation, 7 Step Marketing Public Relations,
Brand Awareness, Strategic Planning, Qubika Hotel
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