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ANALISIS STRATEGI DESTINATION BRANDING THE
BREEZE BSD CITY DALAM MEMBENTUK BRAND
POSITIONING SEBAGAI “THE ULTIMATE OUTDOOR
LIFESTYLE EXCITEMENT”

ABSTRAK

Oleh : William

Meningkatnya jumlah mall mengharuskan tiap mall untuk berkompetisi agar
tidak kehilangan konsumennya. SinarmaslLand selaku pengembang properti yang
memiliki visi membangun kota mandiri yang ramah lingkungan, membangun mall
The Breeze BSD City. Mall The Breeze BSD City merupakan mall yang memiliki
konsep unik dan berbeda dengan mall lainnya, yakni konsep outdoor. Hal ini
merupakan Brand Value yang dimiliki oleh The Breeze BSD City. Namun tentunya
konsep dan brand value ini perlu dikomunikasikan ke masyarakat melalui kegiatan
destination branding.

Penelitian ini bertujuan untuk mengetahui bagaimana aktivitas destination
branding yang dilakukan SinarmasLand terhadap The Breeze BSD City dapat
membantu mengkomunikasikan nilai dan manfaat yang dapat diberikan oleh The
Breeze BSD City melalui 7-Steps Destination Branding-nya Bill Baker, dan
membentuk brand positioning The Breeze BSD City sebagai “The Ultimate Outdoor
Lifestyle Excitement”.

Penelitian ini menggunakan metode penelitian studi kasus. Data diperoleh
melalui wawancara dengan beberapa pihak yang terlibat langsung dalam kegiatan
destination branding The Breeze BSD City, dan sumber lainnya. Dari hasil
penelitian, dapat  dilihat bahwa strategi destination branding  dapat
mengkomunikasikan perbedaan dan keunikan The Breeze BSD City ke sebagian
target market melalui berbagai event dan aktivitas public relation seperti community
relation dan media relation.

Kata Kunci : Brand Positioning, Destination Branding, Mall, Public Relations, The
Breeze BSD City
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ANALYSIS OF THE DESTINATION BRANDING STRATEGY OF
THE BREEZE BSD CITY IN FORMING BRAND POSITIONING
AS “THE ULTIMATE OUTDOOR LIFESTYLE EXCITEMENT”

ABSTRACT

By : William

The increasing number of malls require each malls to compete in order to not
lose customers. SinarmasLand as a property developer which has vision to build a
environmentally friendly “green” township, builds The Breeze BSD City. The Breeze
BSD City is a mall which has a different and unique concept, it has an outdoor
concept. This should be a Brand Value that The Breeze BSD City has. However, this
unique concept and the brand value needs to be communicated to the public through
the activities of destination branding.

Using the 7-steps destination branding by Bill Baker, this research aims to
find out how destination branding activities those have been done by Sinarmasland
to The Breeze BSD City could communicate benefits and value, which The Breeze
BSD City can give, and how it can form a brand positioning for The Breeze BSD
City as “The Ultimate Outdoor Lifestyle Excitement”

This research is done by using a case study method and data were found by
doing in-depth interview with parties involved in destination branding activity, and
any other verified source. Form the result of this research, we can find out that
destination branding strategies could communicate the uniqueness and differences of
The Breeze BSD City to the target market partially, and form the desired brand
positioning. The destination branding strategies were excecuted through events and
public relation activites such as community relation and media relation.

Keywords : Brand Positioning, Destination Branding, Mall, Public Relations, The
Breeze BSD City
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