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ABSTRAK 

Kezia Anabel Waworuntu NRP: 1423016114. STRATEGI KOMUNIKASI 

PEMASARAN HOTEL MAJAPAHIT SURABAYA DALAM MENGELOLA 

REPUTASI 

Penelitian ini bertujuan mendeskripsikan bagaimana strategi komunikasi 

pemasaran hotel Majapahit Surabaya dalam mengelola reputasi hotel. Penelitian ini 

menggunakan penelitian kualitatif dengan metode studi kasus. Pengumpulan data 

menggunakan teknik wawancara. Analisa data dilakukan dengan menggunakan 

pendekatan teori strategi komunikasi, strategi komunikasi pemasaran, bauran 

pemasaran dan SWOT analisis. 

Strategi komunikasi hotel Majapahit telah menerapkan teori strategi 

komunikasi secara put strategy, push strategy, pull strategy. Dalam put strategy, 

hotel menekankan untuk memilih media online sedangkan secara offline dilakukan 

dengan bekerjasama dengan pemerintahan setempat, perusahaan dan media massa. 

Pada push strategy, kinerja karyawan hotel Majapahit sangat professional yang 

bekerja sesuai SOP untuk hotel bintang lima. Dalam Pull Strategy pihak hotel 

menjaga image perusahaan dengan professional dan memiliki relasi yang baik 

dengan pelanggan perusahaan. Pihak hotel berusaha merubah asumsi negatif 

masyarakat dengan mengedukasi masyarakat bahwa hotel Majapahit adalah hotel 

heritage yang menjadi cagar budaya kota Surabaya dengan membuka paket 

historical hotel tour untuk memperlihatkan kepada masyarakat tentang keindahan 

arsitektur dan nilai sejarah hotel. 

Hasil penelitian dengan menggunakan pendekatan bauran pemasaran 

(marketing mix) yaitu 4P, Product, Price, Place, Promotion menunjukkan bahwa 

Product hotel Majapahit memiliki mutu terbaik yaitu bangunan hotel tua namun 

tetap terjaga dan dirawat dengan baik, mempertahankan nilai keunikan dan sejarah. 

Dari segi Place, lokasi dari Hotel Majapahit sangat strategis yaitu berada di jantung 

kota Surabaya, dan tepat berada di central business district (CBD). Dalam hal Price 

harga hotel Majapahit mampu bersaing. Dalam hal Promotion, hotel Majapahit 

memaksimalkan promosi pemasaran dengan proaktif yang sebagain besar 

dilakukan secara online melalui media sosial facebook, instagram, melalui website 

hotel dan marketing Accor Group, melalui online travel agent seperti traveloka, 

booking.com, Agoda dan Tripadvisor. 

Hasil penelitian melalui analisa SWOT menunjukkan bahwa Strengths hotel 

berupa nilai sejarah, letak strategis, dan adanya kerjasama dengan pemerintahan, 

perusahaan dan Accor Group. Weaknesses berupa asumsi angker dari masyarakat 

dan black campaign dari hotel pesaing. Opportunities berupa memiliki pelanggan 

tetap, melakukan promosi secara tersistem dan kemitraan dengan Accor Group. 

Threats berupa adanya bad issues dari pesaing dan bad review secara online. 

Kesimpulan yang didapatkan bahwa dalam hal mengelola reputasi, pihak hotel 

Majapahit berhasil menjadikan hotel Majapahit terkenal sebagai hotel Heritage dan 

sebagai cagar budaya di kota Surabaya yang mempunyai nilai sejarah, memiliki seni 

arsitektur yang sangat tinggi dan berharga yang harus dilestarikan dan diwariskan 

ke generasi selanjutnya. 

 

Kata kunci: Strategi, Komunikas, Pemasaran, Reputasi 
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ABSTRACT 

 

Kezia Anabel Waworuntu NRP: 1423016114. MARKETING COMMUNICATION 

STRATEGY OF MAJAPAHIT HOTEL SURABAYA IN MANAGING REPUTATION 

 

This study aims to describe how the marketing communication strategy of 

Majapahit Surabaya hotel in managing hotel's reputation. This research uses 

qualitative research with case study method. Data were collected by using interview 

techniques. Data analysis was carried out using the theoretical approach of 

communication strategy, marketing communication strategy, marketing mix and 

SWOT analysis. 

The communication strategy of the Majapahit hotel has applied the theory of 

communication strategy in a put strategy, push strategy, and pull strategy. In the 

put strategy, the hotel chooses mainly online media, while offline is done in 

collaboration with local governments, companies and the mass media. In the push 

strategy, the performance of Majapahit hotel employees is very professional who 

works according to SOPs for five-star hotels. In the pull strategy, the hotel 

maintains a professional image of the company and has a good relationship with 

the company's customers. The hotel attempted to change the negative assumptions 

of community by educating public that Majapahit hotel is a heritage hotel which is 

a cultural heritage of the city of Surabaya, by opening a historical hotel tour 

package. The purpose is to show the public about the architectural beauty and 

historical value of the hotel. 

The results of the research by using the marketing mix approach, namely 4P, 

Product, Price, Place, Promotion, show that Majapahit hotel Product has the best 

quality, an old hotel building but is still well maintained and cared, maintaining 

unique and historical values. In terms of Place, the location of Hotel Majapahit is 

very strategic, which is in the heart of Surabaya, and right in the central business 

district (CBD). In terms of Price, Majapahit hotel prices are able to compete. In 

terms of Promotion, Majapahit hotel maximizes proactive marketing promotions, 

most of them are conducted online through social media Facebook, Instagram, 

hotel website and Accor Group marketing, through online travel agents such as 

traveloka, booking.com, Agoda and Tripadvisor. 

The SWOT analysis results show that the hotel's strengths are; posess the 

historical value, strategic location, and collaboration with city government 

agencies, companies and the Accor Group. The Weaknesses are the hotel was 

assumed as the haunted hotel from the community and have black campaign from 

competitors. The Opportunities are having regular customers, conducting 

systematic promotions and partnerships with the Accor Group. The Threats are bad 

issues from competitors and online bad reviews. 

It can be concluded that in terms of managing reputation, Majapahit hotel 

has succeeded in being known as a Heritage hotel and as a cultural heritage in the 

city of Surabaya. The hotel has historical value and valuable artistic architecture 

that must be preserved and passed on to the next generation. 

 

Keywords: Strategy, Communication, Marketing, Reputation 


