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ABSTRAK

Nama : Alifia Nursyafigoh
Program Studi . llmu Komunikasi
Judul : Strategi Komunikasi Kreatif Food Travel MNC Channels

Terkait Brand Awarenss Program-Program Wisata Kuliner
dan Perjalanan

Pembimbing : Dr. Yuri Alfrin Aladdin, M.Si., M.I.Kom.

Food Travel MNC Channels merupakan salah satu kanal televisi tematik yang
menyajikan program wisata kuliner dan perjalanan di bawah naungan MNC Channels.
Di tengah persaingan konten kuliner yang semakin beragam, Food Travel MNC
Channels dituntut untuk memiliki strategi komunikasi kreatif yang mampu
membangun brand awareness di benak audiens. Penelitian ini bertujuan untuk
menganalisis strategi komunikasi kreatif yang diterapkan oleh Divisi Kreatif Food
Travel MNC Channels dalam membangun brand awareness program wisata kuliner
dan perjalanan. Penelitian ini menggunakan pendekatan kualitatif deskriptif dengan
paradigma interpretivisme., Data diperoleh melalui wawancara mendalam dengan
informan kunci dan informan pendukung yang terlibat langsung dalam proses
perencanaan dan produksi program. Food Travel MNC Channels. Analisis data
dilakukan melalui tahapan open coding, axial coding, dan selective coding. Hasil
penelitian menunjukkan bahwa Food Travel MNC Channels menerapkan strategi
komunikasi kreatif melalui pembentukan identitas visual yang konsisten, pengemasan
konten berbasis tren, serta peran host sebagai representasi audiens. Strategi tersebut
mampu membangun brand awareness hingga tahap brand recgnition dan brand recall.
Namun, pada tahap unaware of brand dan top of mind, Food Travel masih menghadapi
kendala berupa keterbatasan eksposur media dan tingginya persaingan dengan konten
kuliner digital. Oleh karena itu, diperlukan penguatan integrasi lintas platform agar
strategi komunikasi kreatif dapat berjalan lebih optimal.

Kata kunci: Komunikasi Kreatif, Brand awareness, Food Travel MNC Channels.

Universitas Nasional



Xiv

ABSTRACT
Name . Alifia Nursyafigoh
Study Program : Communications Science
Title : Ccreative Communication Strategy OF Food Travel MNC

Channels Related to Brand awareness of Culinary and Travel
Programs

Counsellor : Dr. Yuri Alfrin Aladdin, M.Si., M.l.Kom.

Food Travel MNC Channels is a thematic television channel under MNC Channels that
focuses on culinary and travel programs. Amid increasing competition in culinary
content, Food Travel MNC Channels is required to implement creative communication
strategies to build brand awareness amaong audiences. This study aims to analyze the
creative communication strategies applied by the Creative Division of Food Travel
MNC Channels in building brand awareness for culinary and travel programs. This
research employs a descriptive qualitative approach with an interpretivist paradigm.
Data were collected through in-depth interviews with key and supporting informants
involved in the planning and production processes of Food Travel programs. Data
analysis was conducted /using open-coding, axial coding, and selective coding
techniques. The findings indicate that Food Travel MNC Channels implements creative
communication strategies through consistent visual identity, trend-based content
packaging, and the role of hosts as audience representatives. These strategies contribute
to building brand awareness at the levels of brand recgnition and brand recall.
However, challenges remain at the unaware of brand and top of mind stages due to
limited media exposure and strong competition from- digital culinary content.
Therefore, strengthening cross-platform -integration is necessary to optimize the
creative communication strategy.

Keywords: Creative Communications, Brand awareness, Food Travel MNC
Channels.
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