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STRATEGI MARKETING PUBLIC RELATIONS 

APLIKASI KEUANGAN JENIUS MELALUI 

EVENT MANAGEMENT DALAM 

MENINGKATKAN BRAND AWARENESS 
 

ABSTRAK 

Oleh : Herlangga Yoga Putra 

Perkembangan teknologi tidak dapat dipungkiri telah memberikan 

pengaruh dalam perkembangan dunia perbankan. Saat ini teknologi finansial 

berkembang pesat di Indonesia. Maraknya penggunaan uang eletronik yang 

mengganti uang tunai dalam pembayaran, seperti pada pembayaran tol yang hanya 

menggunakan uang elektronik. Dengan adanya perkembangan tersebut membuat 

kebutuhan nasabah menjadi bertambah dan berkembang. Jenius hadir sebagai 

jawaban atas permasalahan akan kebutuhan nasabah, dengan bentuk aplikasi yang 

dapat membantu kegiatan finansial mereka. 

Melalui permasalahan tersebut maka peneliti melakukan penelitian dengan 

menggunakan strategi Marketing Public Relations untuk mengetahui penerapan  

strategi MPR yang dilakukan Jenius guna bersaing dalam pasar perbankan digital, 

dalam upaya meningkatkan brand awareness. Penelitian ini menggunakan konsep 

Public Relations, Marketing Public Relations, Strategi Marketing Public 

Relations versi Whalen’s 7-Step Strategies Planning Process, Special Events, 

Brand, Brand Awareness. Penelitian ini menggunakan pendekatan kualitatif 

dengan paradigma Post-Positivisme dan model Studi Kasus, dengan teknik 

pengumpulan data melakukan wawancara dengan keyinforman dari Jenius, yaitu 

Theo Reza selaku Digital Banking Public Relations Lead Jenius, kemudian Arini 

Soraya selaku perwakilan dari Squad Event and Acquisition Jenius, dan Ivan 

Loviano selaku perwakilan dari Squad Jenius Co.create 

Hasil penelitian menunjukan, bahwa Jenius menerapkan strategi MPR 

melalui tahapan yang dilakukan dengan caranya sendiri, melalui MPR Jenius 

berhasil mencapai objective guna meningkatkan brand awareness produk Jenius. 

Selain itu, Jenius juga memiliki salah satu taktik yaitu memanfaatkan Squad 

Jenius Co.create yang mampu memberi dampak besar dalam upaya meningkatkan 

brand awareness. 

 

Kata Kunci : Public Relations, Marketing Public Relations, Brand Awareness, 

Jenius, Event.  
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MARKETING PUBLIC RELATIONS STRATEGY 

OF FINANCIAL TECHNOLOGY JENIUS USING 

EVENT MANAGEMENT TO IMPROVE BRAND 

AWARENESS 
 

ABSTRACT 

By : Herlangga Yoga Putra 

Technology development cannot be denied has given an influence 

in the development of the banking world. At present financial technology 

is growing rapidly in Indonesia. The rise of the use electronic money that 

replaces cash in payments, such as on toll road payments that only use 

electronic money. With these developments, the customer's needs become 

more and more developed. Jenius is present as an answer to the problem of 

customer needs, with application forms that can help their financial 

activities. 

Through these problems the researchers conducted research using a 

Marketing Public Relations strategy to determine the implementation of 

the MPR strategy conducted by Jenius in order to compete in the digital 

banking market, in an effort to increase brand awareness. This research 

uses the concept of Public Relations, Marketing Public Relations, 

Marketing Public Relations Strategies, Whalen's 7-Step Strategies 

Planning Process, Special Events, Brand, Brand Awareness. This study 

uses a qualitative approach with the Post-Positivism paradigm and Case 

Study model, with data collection techniques conducting interviews with 

key informants from Jenius, namely Theo Reza as Digital Banking Public 

Relations Lead Jenius, then Arini Soraya as representative of the Genius 

Event and Acquisition Squad, and Ivan Loviano as the representative of 

the Squad Jenius Co.create 

The results showed that Jenius implemented the MPR strategy 

through the stages carried out in his own way, through the Jenius MPR 

successfully achieving objectives in order to increase the brand awareness 

of Jenius products. In addition, Jenius also has one tactic that is utilizing 

the Genius Co.create Squad which is able to give a big impact in an effort 

to increase brand awareness. 

 

Keywords : Public Relations, Marketing Public Relations, Brand Awareness, 

Jenius, Event.  
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