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Abstrak

Dalam sebuah televisi divisi marketing publicrelations, menjadi salah satu
aspek terpenting. Penelitian ini bertujuan untuk mendeskripsikan strategi
komunikasi, penyebab, efektivitas, kendala dan pemacu dari strategi komunikasi
divisi marketing public relations televisi. Penelitian lapangan ini menggunakan
pendekatan kualitatif, lokasinya di ADiTV khususnya divisi marketing public
relations. Pengumpulan data menggunakan observasi, wawancara mendalam,
studi kepustakaan, dan tahapan penelitian. Analisis data dilakukan dengan reduksi
data, penyajian data, dan penarikan kesimpulan.

Adapun hasil penelitian sebagai berikut: ADITV melakukan strategi
komunikasimarketing public relations yang tercermin dalam strategi tiga tahap
atau three ways strategy. (1)Strategi Menarik (pull strategy) Strategi branding
media konvensional, promo program dan branding media online. Strategi
komunikasi yang paling efektif adalah branding melaui sosial media, karena tidak
semua orang bisa menyaksikan ADiTV dengan baik di rumahnya, maka dengan
media konvensional, media online dan media luar ruang dapat membantu
mengenalkan ADiTV lebih dekat lagi dengan masyarakat. (2) Strategi Mendorong
(push strategy) meliputi kerjasama internal seperti pendampingan proses shooting
program dan membuat event spesial / program spesial. Kerjasama eksternal
seperti media partner (event pihak luar) dan barter. Alasannya yaitu untuk
menunjukkan branding ADiTV dari event yang dibuat oleh pihak lain, karena
hampir setiap Minggunya selalu ada event yang bisa dikerjasamakan juga dapat
membantu manajemen dalam meminimalisir pengeluaran kebutuhan produksi
agar selalu efisien. (3) Strategi Mempengaruhi (pass strategy) meliputi kerjasama
kegiatan sosial, menjalin hubungan baik dengan pemerintah dan Muhammadiyah
dan memaintenance klien dengan baik. Alasannya yaitu sebagai bentuk
kepedulian ADiTV dalam membangun branding TV positif.  Selain itu karena
untuk menciptakan opini positif di masyarakat dengan cara mendapat dukungan
dari pemerintah dan Muhammadiyah. Serta memaintenance klien dengan baik
supaya klien tetap setia dengan ADiTV.

Dari ketiga strategi ini yang terbukti memiliki kenaikan yang efektif dalam
membangun TV positif yaitu melalui strategi menarik (pull strategy), terbukti
marketing public relations ADiTV memanfaatkan branding online melalui sosial
media untuk bisa menarik penonton khususnya di Yogyakarta. Namun tidak dapat
dipungkiri bahwa strategi mendorong (push strategy) pun juga sangat penting
khususnya menjaga komunikasi di internal dan eksternal ADiTV. Begitu juga
dengan strategi mempengaruhi disini memiliki nilai plus tersendiri untuk ADiTV
bisa lebih dikenal sebagai TV positif dalam kegiatan sosial dan memaintenance
klien dengan baik.

Kata kunci : Strategi komunikasi, marketing public relations, three ways strategy,
branding, citra
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Abstrac

In a television marketing division publicrelations, became one of the most
important aspects. This study aimed to describe the communication strategy,
causes, effectiveness, constraints and boosters of the communication strategy of
marketing public relations division of the television. The field research uses a
qualitative approach, particularly its location in ADiTV marketing public relations
division. The collection of data through observation, interviews, literature study
and research stages. Data analysis was performed with data reduction, data
presentation, and conclusion.

The research results as follows: ADITV do komunikasimarketing public
relations strategy which is reflected in the strategy of three stages or three ways
strategy. (1) Interest Strategy (pull strategy) Strategy conventional media
branding, promos and branding programs online media. The most effective
communication strategy is branding through social media, because not everyone
can watch ADiTV well at home, then the conventional media, online media and
outdoor media can help bring ADiTV closer to the community. (2) Encourage
Strategy (push strategy) includes internal cooperation such as mentoring programs
and make the process of shooting a special event / program specials. External
cooperation such as media partner (event outsiders) and barter. The reason is to
show the branding ADiTV of events created by others, because almost every
Sunday there are always events that can be cooperated also can assist management
in order to minimize expenditure, production is always efficient. (3) Strategies
Affect (pass strategy) covering cooperation social activities, establish good
relations with the government and Muhammadiyah and memaintenance clients
well. The reason is that as a concern ADiTV in building positive TV branding.
Moreover, because to create a positive opinion in the community by way of
support from the government and Muhammadiyah. As well memaintenance
clients well so that clients remain loyal to ADiTV.

Of these three strategies that have proven effective rise in building positive
television is through an interesting strategy (pull strategy), proven marketing
public relations ADiTV take advantage of online branding through social media to
attract audiences, especially in Yogyakarta. But it is undeniable that the strategy
of pushing (push strategy) was also very important, especially keeping in internal
and external communications ADiTV. So also with the strategy of influence here
has a plus for ADiTV be better known as a TV positive in social activities and
memaintenance clients well.

Keywords: Communications strategy, marketing public relations, three ways
strategy, branding, image
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