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STRATEGI MARKETING COMMUNICATION BRAND X
DALAM MEMPERTAHANKAN BRAND IMAGE PRODUK S

ABSTRAK
Oleh Darryl J. Chandra

Penelitian ini bertujuan menganalisis strategi marketing communication
yang dilakukan brand X dalam mempertahankan brand image. Brand X mencapai
hasil penjualan yang bagus dengan produk S mencapai angka satu juta unit dalam
waktu 37, setengah periode dari produk sebelumnya yaitu 74 hari. Hasil ini sangat
baik mengingat brand X mengalami krisis pada produk sebelumnya. Penelitian ini
menggunakan teori S-O-R, situational crisis communication theory, dan konsep
promotion mix, brand image, product image, dalam menjelaskan strategi marketing
communication yang dilakukan brand X. Penelitian ini menggunakan metode studi
kasus dan bersifat kualitatif deskriptif. Pengumpulan data dilakukan dengan
wawancara mendalam dan studi pustaka.

Hasil penelitian menunjukkan brand X melakukan pre-crisis management
(crisis preparedness dan crisis prevention) untuk membenahi persepsi konsumen
mengenai brand image pasca krisis. Brand X belum memiliki elemen crisis
preparedness yaitu training and simulations. Elemen tersebut berguna untuk
memperkenalkan elemen lain crisis preparedness dalam menangani krisis di masa
depan. Brand X menggunakan tools advertising, personal selling, direct marketing,
sales promotions, dan publicity/public relations untuk mempromosikan produk S.
Brand image X masih baik di mata masyarakat, terlihat dari hasil survei Interbrand
yang menunjukkan peningkatan brand value sebesar 9% dan Top Brand yang
menunjukkan brand image awareness peringkat pertama sebesar 40% dibanding
8% di peringkat kedua.

Kata Kunci: Strategi Marketing Communication, Promotion, Pre-Crisis
Management, Brand Image.
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BRAND X’S MARKETING COMMUNCATION STRATEGY
TO RETAIN PRODUCT S’ BRAND IMAGE

ABSTRACT

By Darryl J. Chandra

The purpose of this research is to analyze marketing communication
strategy conduct by brand X to retain brand image. Brand X has achieved a good
sales number in S product. It reach one million unit in sales within 37 days, which
is better compared to previous iterations in 74 days considering major crisis that
take place in previous product. This research use S-O-R theory and situational
crisis communication theory. Concepts used are promotion mix, brand image and
product image to explain each tools in marketing communication strategy conduct
by brand X. This research study case method and descriptive qualitative. Data
collecting method by in-depth interview and literature review.

The result of this research show that brand X had to done pre-crisis
management (crisis preparedness and crisis prevention) before hand to fix
consumer’s brand image perception post crisis. But Brand X had not used training
and simulations element in crisis preparedness. The purpose of this element is to
give other element familiarity in case facing another crisis in another future. Brand
X used each and every tools in promotion mix which are advertising, personal
selling, direct marketing, sales promotions, and publicity/public relations. Brand X
have retain their brand image and S product image, shown by research conduct by
Interbrand and Top Brand. Interbrand survey’s shows a brand value increase by
9%. Top Brand survey’s shows a first position rank in brand image awareness by
40% compared to 8% in second place.

Key word : Marketing Communication Strategy, Promotion, Pre-Crisis
Management, Brand Image.
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