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ABSTRAK

Penelitian ini bertujuan untuk menganalisis strategi komunikasi dalam pelaksanaan
launching Solo Safari di Kota Surakarta sebagai nama baru kebun binatang Taman
Jurug. Penelitian ini dilatarbelakangi oleh pentingnya strategi komunikasi dalam
memperkenalkan identitas merek baru Solo Safari. Penelitian menggunakan
pendekatan kualitatif. Teknik pengumpulan data dilakukan melalui wawancara
mendalam, observasi, dokumentasi, dan studi pustaka. Teknik penentuan informan
dalam penelitian ini menggunakan purposive sampling, yaitu teknik pemilihan
informan berdasarkan pertimbangan bahwa informan dianggap mengetahui
permasalahan yang diteliti. Analisis data dilakukan melalui reduksi data, penyajian
data, dan penarikan kesimpulan dengan teknik triangulasi sumber untuk menguji
validitas data. Penelitian ini menggunakan teori Integrated Marketing
Communication (IMC) dari Philip Kotler dan Kevin Lane Keller (2016) untuk
melihat saluran media yang digunakan dalam launching Solo Safari. Untuk
menganalisis tahapan brand launching, digunakan teori Leslie de Chernatony dan
Malcolm McDonald yang menjelaskan bahwa peluncuran brand dilakukan secara
bertahap dan strategis agar identitas brand dapat diterima oleh pasar. Tahapan
brand launching meliputi brand planning, brand identity development, brand
communication, market introduction, brand evaluation. Hasil penelitian
menunjukkan bahwa strategi komunikasi brand launching Solo Safari telah melalui
tahapan ideal dan memadukan delapan saluran komunikasi pemasaran utama, yaitu
advertising, sales promotion, events and experiences, public relations and
publicity, online and social media marketing, mobile marketing, direct and
database marketing, serta personal selling. Strategi tersebut dinilai efektif dalam
memperkenalkan nama baru Solo Safari dan meningkatkan kesadaran merek (brand
awareness), serta menarik minat kunjungan masyarakat yang menciptakan

peningkatan pendapatan Solo Safari (purchase intention).

Kata Kunci: strategi komunikasi, brand launching, Solo Safari, integrated

marketing communication.



ABSTRACT

This study analyzes the communication strategy used during the launch of Solo
Safari in Surakarta, the new name for Taman Jurug Zoo. The study is motivated by
the critical role of communication strategies in introducing Solo Safari's new brand
identity. A qualitative approach was adopted, with data collected through in-depth
interviews, observation, documentation, and literature review. Informants were
selected using purposive sampling, a technique based on the premise that the
chosen individuals possess knowledge relevant to the research topic. Data analysis
involved data reduction, data presentation, and conclusion drawing, with source
triangulation used to verify data validity. The study utilizes the Integrated
Marketing Communications (IMC) theory proposed by Philip Kotler and Kevin
Lane Keller (2016) to examine the media channels used during the Solo Safari
launch. To analyze the brand launch stages, the study employs the theory of Leslie
de Chernatony and Malcolm McDonald, which posits that brand launches must be
conducted strategically and in phases to ensure market acceptance of the brand
identity. These stages include brand planning, brand identity development, brand
communication, market introduction, and brand evaluation. The findings indicate
that the communication strategy for the Solo Safari brand launch followed an ideal
progression and integrated eight key marketing communication channels:
advertising, sales promotion, events and experiences, public relations and
publicity, online and social media marketing, mobile marketing, direct and
database marketing, and personal selling. This strategy proved effective in
introducing the new Solo Safari name, boosting brand awareness, and stimulating

public interest, thereby increasing revenue (linked to purchase intention).

Keywords: communication strategy, brand launching, Solo Safari, integrated
marketing communication.
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