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ABSTRAK

Peran Brand Heritage dalam Membangun Corporate Image
(Studi Kasus Anugerah Jurnalistik AQUA)

Oleh: Narissa Nadine Krishna

Industri air minum dalam kemasan (AMDK) di Indonesia merupakan salah
satu industri bisnis yang terus berkembang. Melihat peluang bisnis yang ditawarkan
serta prospek berkembangnya bisnis ini dalam tahun-tahun mendatang, jumlah
industri AMDK dalam negeri mencapai 700 perusahaan perusahaan dengan kurang
lebih 2000 merek yang berbeda. Diantara banyak perusahaan tersebut, AQUA Grup
sebagai perusahaan air mineral pertama di Indonesia memegang 46,7% pasar AMDK
di Indonesia.

Sebagai perusahaan air mineral pertama, AQUA Grup berkembang bersama
dengan masyarakat Indonesia dan membangun corporate brand sebagai perusahaan
yang memiliki kepedulian yang tinggi terhadap perkembangan lingkunga dan sosial
disamping komitmennya terhadap kualitas dan pelayanan. Bersama Danone sebagai
pemegang saham mayoritas, AQUA Grup memiliki nilai-nilai yang dikomunikasikan
kepada publik dalam upaya membangun corporate image melalui corporate
communication.

Skripsi yang berjudul “Peran Brand Heritage dalam Membangun
Corporate Image (Studi Kasus Anugerah Jurnalistik AQUA)” ini memaparkan
hasil penelitian dengan pendekatan kualitatif dengan metode penelitian studi kasus
program Anugerah Jurnalistik AQUA sebagai strategi corporate communication
AQUA Grup. Penelitian ini bertujuan untuk mengetahui unsur brand heritage dari
AQUA Grup dan peranannya dalam membangun corporate image.

Konsep yang digunakan dalam penelitian ini adalah konsep brand heritage
dari Mats Urde dan konsep corporate image sebagai subfungsi dari corporate
communication beserta media relation. Data diperoleh dengan melakukan wawancara
terhadap pihak-pihak yang terkait dengan perusahaan dan program Anugerah
Jurnalistik AQUA V, serta melalui dokumen perusahaan yang diakses melalui
website resmi perusahaan.

Hasil penelitian menunjukkan bahwa unsur brand heritage dari AQUA Grup
berasal dari identitas dan nilai awal AQUA sejak masih dipegang oleh Tirto Utomo,
sekaligus identitas dari Danone yang diterapkan olen AQUA Grup. Selain itu, brand
heritage menawarkan nilai tambah bagi perusahaan berupa depth (kedalaman),
authenticity (keaslian), dan credibility (kredibilitas), yang menambah nilai dalam
membangun corporate melalui program corporate communication image apabila
diterapkan dalam perusahaan sebagai bagian dari keputusan strategis.

Kata kunci:, brand heritage, corporate image corporate communication
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ABSTRACT

Brand Heritage Roles in Building Corporate Image
(Case Study Anugerah Jurnalistik AQUA)

By: Narissa Nadine Krishna

The bottled water industry in Indonesia is one of the continuously growing
business industry. Seeing a business opportunity that is offered as well as the
emerging prospects of this business in the coming years, the number of drinking
water companies in the country reached 700, producing approximately 2000 different
brands. Among the many companies, AQUA Group as the first mineral water
company in Indonesia holds 46.7% of the market of bottled water in Indonesia.

As the first mineral water company, AQUA Group grows together with the
Indonesian people and build a corporate brand as a company that has a high concern
on the development of social and environmental issues in addition to its commitment
to quality and service. With Danone as its major shareholder, AQUA Group has
certain values that are communicated to the public in an effort to build corporate
image through corporate communication.

Thesis entitled "The Role of Brand Heritage in Building a Corporate Image
(Case Study Journalism Award AQUA)" describes the results of studies with a
qualitative approach using AQUA Group’s corporate communication strategy,
Anugerah Jurnalistik AQUA, as the case study. This study aims to determine the
elements of the AQUA Group brand heritage and analyze its role in building the
corporate image.

Concepts used in this study include Mats Urde’s concept of brand heritage,
and concept of corporate image as a sub-function of corporate communications as
well as media relations. Data were obtained through interviews with the parties
associated with the company and Anugerah Jurnalistik AQUA program, as well as
through company documents accessed via the company's official website.

Results showed that the elements of the brand heritage of AQUA Group
comes from the identity and values since its owned by Tirto Utomo, as well as the
identity of the Danone AQUA applied by the Group. In addition, the heritage brand
offers added value in the form of depth, authenticity and credibility, which adds value
in building corporate image through corporate communications program when
applied within the company as part of a strategic decision.

Keywords :, heritage brand, corporate image, corporate communication
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