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STRATEGI CORPORATE COMMUNICATIONS BMW 

INDONESIA DALAM MENJAGAEKSISTENSI BRAND 

BMW 

Leoni Angela Widiana 

 

 

ABSTRAK 

 

BMW yang sudah berdiri sejak tahun 1916 masih bertahan di kancah persaingan roda empat 

yang kian dinamis walaupun merek BMW sudah berusia 100 tahun di pasar kendaraan roda 

empat secara global. Penelitian ini memiliki tujuan untuk meneliti Strategi Corporate 

Communications BMW Indonesia dalam menjaga eksistensi brand BMW. Dalam penelitian 

skripsi ini, peneliti akan ingin mengetahui secara mendalam mengenai Strategi Corporate 

Communications BMW Indonesia dalam Menjaga Eksistensi Brand BMW. Dalam penelitian 

ini, penulis menggunakan metode penelitian kualitatif dengan menggunakan metode analisis 

deskriptif disertai metode studi kasus. Data akan dikumpulkan melalui wawancara dengan 

pihak corporate communication BMW Indonesia. Konsep-konsep yang digunakan pada 

penelitian ini adalah strategi komunikasi serta komunikasi public relations. 

 

 

 
Kata Kunci: Strategi komunikasi, Public Relations, Membangun eksistensi brand 
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BMW INDONESIA CORPORATE COMMUNICATIONS 

STRATEGY IN MAINTAINING THE EXISTENCE OF 

THE BMW BRAND 

Leoni Angela Widiana 
 

ABSTRACT 

 

BMW, which has been established since 1916, still survives in the increasingly dynamic arena 

of four-wheeled competition even though the BMW brand is already 100 years old in the 

global four-wheeled vehicle market. This study aims to examine BMW Indonesia's Corporate 

Communications Strategy in maintaining the existence of the BMW brand. In this thesis 

research, the researcher will want to know in depth about the BMW Indonesia Corporate 

Communications Strategy in Maintaining the Existence of the BMW Brand. In this study, the 

authors used qualitative research methods using descriptive analysis methods accompanied by 

case study methods. Data will be collected through interviews with BMW Indonesia corporate 

communications. The concepts used in this research are communication strategy and public 

relations communication. 

 

 
Keywords: Communication strategy, Public Relations, Building brand existen 
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