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ABSTRAK 

Penelitian ini membahas mengenai strategi city branding dalam kegiatan 
promosi yang dilakukan oleh Dinas Pariwisata Provinsi Banten dalam 
memperkenalkan destinasi pariwisata khususnya Pantai Tanjung Lesung yang 
telah ditetapkan sebagai The Next Top Ten Bali. Penelitian ini menggunakan 
pendekatan kualitatif. Sifat penelitian adalah deskriptif dengan metode studi 
kasus. Adapun metodologi yang digunakan dalam penelitian ini adalah paradigma 
post-positivisme dengan menggunakan teknik pengumpulan data melalui 
wawancara mendalam, dokumentasi, dan studi kepustakaan, serta teknik 
keabsahan data yang menggunakan triangulasi sumber.  

Penelitian ini menggunakan konsep tahapan perencanaan SOSTAC 
planning framework, strategi komunikasi, marketing framework Pariwisata 3A 
(Attraction, Amenities, dan Acessable), strategi promosi BAS (Brandiing, 
Advertising, dan Selling), serta konsep Pentahelix Pariwisata. Hasil dari penelitian 
yang sudah dilakukan, dapat diketahui bahwa Dinas Pariwisata Provinsi Banten 
memilih Strategi SOSTAC (situation analysis, objectives, strategy, dan control) 
untuk melakukan city branding dari Pantai Tanjung Lesung. Branding rutin 
dilakukan melalui event-event tahunan seperti Festival Pantai Tanjung Lesung, 
yang memiliki tema berbeda di setiap tahunnya, serta strategi komunikasi yang 
dilakukan mendukung pelaksanaan strategi city branding tersebut. 

Dengan begitu, dapat disimpulkan bahwa penerapan strategi komunikasi 
itu penting dalam pembangunan city branding. Program city branding  yang 
dilakukan Dinas Pariwisata Provinsi Banten telah tercapai sesuai target yang 
diinginkan.  

 
Kata Kunci : Strategi, Komunikasi, Strategi City Branding, Promosi, Pantai 
Tanjung Lesung, Dinas Pariwisata Provinsi Banten 
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ABSTRACT 

By Siti Aidah Fitri 

This study discusses about the strategy city branding in promotional 
activities by the Dinas Pariwisata Provinsi Banten in introducing tourism 
destinations, especially Tanjung Lesung Beach which has been designated as The 
Next Top Ten of Bali. This study uses a qualitative approach. The characteristic 
research is descriptive with the case study method. The methodology used in this 
study is the post-positivism paradigm by using data collection techniques through 
in-depth interviews, documentation, and literature studies, as well as data validity 
techniques that use source triangulation. 

This study uses the concept of SOSTAC planning framework planning, 
communication strategy, Tourism 3A marketing framework (Attraction, 
Amenities, and Accessable), BAS promotion strategies (Brandiing, Advertising, 
and Selling), and the Pentahelix Tourism concept. The results of this research that 
has been done, it can be seen that the Dinas Pariwisata Provinsi Banten chose the 
SOSTAC Strategy (situation analysis, objectives, strategy, and control) to conduct 
city branding from Tanjung Lesung Beach. Routine branding is carried out 
through annual events such as the Tanjung Lesung Beach Festival, which has a 
different theme each year, as well as the communication strategy carried out to 
support the implementation of the city branding strategy. 

That way, it can be concluded that the application of communication 
strategies is important in the development of city branding. The city branding 
program conducted by Dinas Pariwisata Provinsi Banten has been achieved 
according to the desired target. 

 
Keywords: Strategy, Communication, City Branding Strategy, Promotion, 
Tanjung Lesung Beach, Banten Province Tourism Service 
 

 

 

 

 

 

 

 

 

Strategi City  Branding..., Siti Aidah Fitri, FIKOM UMN, 2018



ix 
 

DAFTAR ISI 

 

LEMBAR JUDUL .............................................................................................................. i 

HALAMAN PENGESAHAN ............................................................................................. ii 

LEMBAR TIDAK MELAKUKAN PLAGIAT .................................................................. iii 

HALAMAN PERSEMBAHAN ......................................................................................... iv 

KATA PENGANTAR ........................................................................................................ v 

ABSTRAK .......................................................................................................................... vii 

ABSTRACT ........................................................................................................................ viii 

DAFTAR ISI ....................................................................................................................... ix 

DAFTAR TABEL ............................................................................................................... xiii 

DAFTAR BAGAN ............................................................................................................. xiv 

DAFTAR GAMBAR .......................................................................................................... xv 

 

BAB I   PENDAHULUAN 

1.1 Latar Belakang Masalah ........................................................................ 1 

1.2 Perumusan Masalah .............................................................................. 11 

1.3 Tujuan Penelitian .................................................................................. 11 

1.4 Manfaat Penulisan ................................................................................. 11 

1.4.1 Manfaat Teoritis ........................................................................... 11 

1.4.2 Manfaat Praktis ............................................................................ 12 

1.4.3 Manfaat Sosial .............................................................................. 12 

 

 

 

Strategi City  Branding..., Siti Aidah Fitri, FIKOM UMN, 2018



x 
 

BAB II  KERANGKA TEORI 

                        2.1 Penelitian Terdahulu ............................................................................. 13 

                        2.2 Teori Sesuai dengan Variabel dalam Penelitian.................................... 18 

                              2.2.1 Pemahaman Brand ....................................................................... 18 

                                       2.2.1.1 Definisi Brand .................................................................. 18 

                                       2.2.1.2 Fungsi Brand .................................................................... 20 

                                       2.2.1.3 Identitas Merek (Brand Identity) ...................................... 22 

                              2.2.2 Pemahaman City Branding .......................................................... 23 

                                       2.2.2.1 Syarat City Branding ........................................................ 25 

                                       2.2.2.2 Tujuan City Branding ....................................................... 27 

                              2.2.3 Pemasaran Tempat (Place Marketing) ......................................... 29 

                              2.2.4 Strategi Komunikasi ..................................................................... 33 

                  2.2.5 Marketing Framework  Kementerian Pariwisata Teori      

                           BAS (Branding, Advertising, Selling) .......................................... 37 

                                        2.2.5.1 Branding .......................................................................... 37 

                                                    2.2.5.1.1 Destination Branding ....................................... 38 

                                        2.2.5.2 Advertising ...................................................................... 39 

                                                    2.2.5.2.1 Above The Line ................................................. 40 

                                                    2.2.5.2.2 Below The Line ................................................. 40 

                                        2.2.5.3 Selling .............................................................................. 41 

                                                    2.2.5.3.1 Tipe-Tipe Penjualan ......................................... 42 

                              2.2.6 Konsep 3A (Attraction, Amenities, Accessable) dalam 

                                       Pariwisata ..................................................................................... 43 

                                       2.2.6.1 Attraction ......................................................................... 44 

                                       2.2.6.2 Amenities .......................................................................... 44 

                                       2.2.6.3 Accessable ........................................................................ 45 

                              2.2.7 Konsep Sinergitas Pentahelix dalam Pariwisata .......................... 45 

                              2.2.8 Strategi Perencanaan City Branding ............................................ 47 

Strategi City  Branding..., Siti Aidah Fitri, FIKOM UMN, 2018



xi 
 

                        2.3 Kerangka Pemikiran .............................................................................. 50 

BAB III           METODOLOGI 

3.1 Jenis dan Sifat Penelitian ....................................................................... 52 

3.2 Metode Penelitian .................................................................................. 57 

3.3 Key Informan dan Informan .................................................................. 59 

3.4 Teknik Pengumpulan Data .................................................................... 62 

      3.4.1 Data Primer ................................................................................... 62 

      3.4.2 Data Sekunder .............................................................................. 63 

3.5 Keabsahan Data ..................................................................................... 64 

3.6 Teknik Analisis Data ............................................................................. 66 

3.7 Fokus Penelitian .................................................................................... 68 

3.8 Lokasi dan Waktu Penelitian ................................................................. 68 

 

BAB IV           ANALISA DAN PEMBAHASAN 

4.1 Gambaran Umum Subjek dan Objek Penelitian .................................... 69 

      4.1.1 Subjek Penelitian .......................................................................... 69 

      4.1.2 Visi Misi Dinas Pariwisata Provinsi Banten ................................ 70 

               4.1.2.1 Visi Dinas Pariwisata Provinsi Banten ............................. 70 

               4.1.2.1 Misi Dinas Pariwisata Provinsi Banten ............................ 72 

      4.1.3 Struktur Organisasi Dinas Pariwisata Provinsi Banten ................ 73 

      4.1.4 Objek Penelitian ........................................................................... 74 

4.2 Hasil Penelitian ...................................................................................... 75 

      4.2.1 City Branding Pantai Tanjung Lesung ......................................... 76 

      4.2.2 Strategi Tahapan Perencanaan City Branding .............................. 78 

               4.2.2.1 Situation Analysis ............................................................. 79 

               4.2.2.2 Objectives ......................................................................... 84 

               4.2.2.3 Strategy ............................................................................. 86 

                           4.2.2.3.1 Branding ............................................................ 87 

Strategi City  Branding..., Siti Aidah Fitri, FIKOM UMN, 2018



xii 
 

                           4.2.2.3.2 Advertising ......................................................... 89 

                           4.2.2.3.3 Selling ................................................................ 92 

               4.2.2.4 Control .............................................................................. 93 

                          4.2.2.4.1 Persepsi Orang terhadap Branding 

                                         Paradise on West Coast of Java .......................... 98 

      4.2.3 Strategi Komunikasi Pantai Tanjung Lesung ............................... 101 

               4.2.3.1 Media Konvensional ......................................................... 103 

               4.2.3.2 Media Digital .................................................................... 104 

4.3 Pembahasan ........................................................................................... 107 

 

BAB V           SIMPULAN DAN SARAN 

5.1 Simpulan ................................................................................................ 110 

5.2 Saran ...................................................................................................... 111 

      5.2.1 Saran Akademis ............................................................................ 111 

      5.2.2 Saran Praktis ................................................................................. 111 

 

DAFTAR PUSTAKA ......................................................................................................... xvi 

 

 

 

 

 

 

 

 

 

Strategi City  Branding..., Siti Aidah Fitri, FIKOM UMN, 2018



xiii 
 

DAFTAR TABEL 

 

Tabel 1.1 Kunjungan Wisatawan Asing di Indonesia pada 2013-2016 .............................. 3 

Tabel 1.2 Kunjungan Wisawan Asing di Indonesia pada 2007-2015 ................................. 3  

Tabel 1.3 Jumlah Kunjungan Tanjung Lesung Beach Club ............................................... 7  

Tabel 2.1 Review Penelitian Sejenis Terdahulu .................................................................. 16 

Tabel 3.3 Key Informan dan Informan ................................................................................ 61 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Strategi City  Branding..., Siti Aidah Fitri, FIKOM UMN, 2018



xiv 
 

DAFTAR BAGAN 

 

Bagan 2.3    Kerangka Pemikiran........................................................................................ 50 

Bagan 4.1.3 Struktur Organisasi Dinas Pariwisata Provinsi Banten ................................... 73  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Strategi City  Branding..., Siti Aidah Fitri, FIKOM UMN, 2018



xv 
 

DAFTAR GAMBAR 

 

Gambar 2.1 Faktor Kesuksesan Pemasaran Tempat ........................................................... 30 

Gambar 2.2.8 SOSTAC Planning Framework ................................................................... 48  

Gambar 4.1 Logo Dinas Pariwisata Provinsi Banten .......................................................... 70 

Gambar 4.1.4 Logo City Branding Pantai Tanjung Lesung................................................ 72 

Gambar 4.2.2.3.1 Festival Pesona Tanjung Lesung 2017 ................................................... 88 

Gambar 4.2.2.3.2 Festival Pesona Bahari Tanjung Lesung 2016 ....................................... 89 

Gambar 4.2.2.3.3 Festival Tanjung Lesung 2015 ............................................................... 89 

Gambar 4.2.2.3.4 Iklan Tanjung Lesung di Majalah .......................................................... 90 

Gambar 4.2.2.3.5 Sunset Trail Run ..................................................................................... 91 

Gambar 4.2.2.3.6 Photography Competition ...................................................................... 92 

Gambar 4.2.3.1  Tanjung Lesung di Koran Suara Merdeka ............................................... 104 

Gambar 4.2.3.2  Website Resmi Pantai Tanjung Lesung .................................................... 105 

Gambar 4.2.3.3 Website Resmi Festival Pantai Tanjung Lesung ....................................... 105 

Gambar 4.2.3.4  Contoh Penyampaian Pesan di Twitter .................................................... 106 

Gambar 4.2.3.5 Contoh Penyampaian Pesan di Instagram ................................................. 106 

 

 

 

 

 

Strategi City  Branding..., Siti Aidah Fitri, FIKOM UMN, 2018




