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ABSTRAK 

 

Nama  : Jieffa Nurhaliza 

Program Studi : Ilmu Komunikasi 

Judul : Strategi Divisi Marketing Public Relations Dalam Meningkatkan 

Brand Awareness Melalui Event Meet Up Goes To Campus Tahun 

2023 

Pembimbing : Nursatyo, S.Sos., M.Si 

 

Marketing public relations mempunyai peran yang dapat meningkatkan brand 

awareness perusahaan dengan merencanakan dan melaksanakan acara untuk 

meningkatkan ekposur merek dan keterlibatan dengan audiens. Penelitian ini 

menggunakan teori Excellence in Public Relations dengan metode Two Ways 

Symmetrical yang dikembangkan James E. Grunig dan Hunt. Tujuan dari 

penelitian ini adalah untuk mengetahui bagaimana strategi divisi marketing public 

relations CNN Indonesia dalam meningkatkan brand awareness melalui event 

Meet up. Penelitian ini menggunakan metode penelitian pendekatan kualitatif. 

Pengumpulan data pada penelitian ini menggunakan metode wawancara 

mendalam, dan dokumentasi. Hasil dari penelitian ini, divisi marketing public 

relations CNN Indonesia menggunakan beberapa strategi seperti menentukan 

tujuan dan sasaran, memilih tema dan konsep yang menarik, melakukan 

kolaborasi dengan pihak kampus, menyelenggarakan aktivitas dan program yang 

menarik, menentukan sponsor, melakukan kolaborasi dengan content creator atau 

influencer, serta mempunyai publikasi dengan pihak kampus. Pada tahun 2023, 

marketing public relations CNN Indonesia berhasil melakukan event Meet up di 

lima universitas di Indonesia seperti Universitas Muhammadiyah Kalimantan 

Timur, Institut Teknologi Sepuluh Nopember, Universitas Udayana, Universitas 

Lampung, dan Universitas Bunda Mulia.  

 

Kata Kunci:  

Strategi, Marketing public relations, Brand awareness, CNN Indonesia, Event. 
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ABSTRACT 

 

Name  : Jieffa Nurhaliza 

Study Program : Communication Science 

Tittle : The Strategy of CNN Indonesia’s Marketing Public 

Relations Division's in Increasing Brand Awareness 

through The Meet up Goes to campus Event in 2023 

Mentor   : Nursatyo, S.Sos., M.Si 

 

Marketing public relations has a role that can increase the company's brand 

awareness by planning and implementing events to increase brand exposure and 

engagement with audiences. This research uses the theory of Excellence in Public 

Relations with the Two Ways Symmetrical method developed by James E. Grunig 

and Hunt. The purpose of this research is to find out how the strategy of CNN 

Indonesia's marketing public relations division in increasing brand awareness 

through the Meet up event. This research uses a qualitative approach research 

method. Data collection in this study used in-depth interviews, and 

documentation. The results of this study, CNN Indonesia's marketing public 

relations division uses several strategies such as determining goals and 

objectives, choosing interesting themes and concepts, collaborating with the 

campus, organizing interesting activities and programs, determining sponsors, 

collaborating with content creators or influencers, and having publications with 

the campus. In 2023, CNN Indonesia's marketing public relations successfully 

conducted Meet up events at five universities in Indonesia such as 

Muhammadiyah University of East Kalimantan, Sepuluh Nopember Institute of 

Technology, Udayana University, Lampung University, and Bunda Mulia 

University. 

 

Keywords: 

Strategy, Marketing public relations, Brand awareness, CNN Indonesia, Event. 
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