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ABSTRAK  

Octavia Rosandy. 1423018004. STRATEGI MARKETING PUBLIC RELATIONS 

WB CREATOR DALAM MENINGKATKAN BRAND CREDIBILITY PASCA 

KRISIS.  

 

Kelalaian WB Creator terhadap public internal mengakibatkan perusahaan berhenti 

beroperasi sepanjang 2020 karena adanya krisis public relations yang disebabkan 

oleh hubungan yang buruk antara perusahaan dengan semua karyawan. Krisis yang 

dihadapi WB Creator menyebabkan terjadinya penurunan omset serta jumlah klien 

dikarenakan sebagai event organizer dengan rate premium price kurang 

memberikan pelayanan yang sebanding dengan harganya. Semakin tinggi tingkat 

persaingan di dunia event organizer membuat WB Creator juga semakin tersingkir 

karena kehilangan brand credibility. Penelitian ini bertujuan untuk mengetahui 

bagaimana strategi marketing public relations yang digunakan WB Creator dalam 

upaya meningkatkan brand credibility pasca krisis. Menggunakan pendekatan 

kualitatif berjenis deskriptif, peneliti memilih studi kasus sebagai metode penelitian 

supaya dapat menjelaskan fenomena yang sesungguhnya terjadi di lapangan. 

Berkaitan dengan sebuah perusahaan sebagai subjek penelitian maka teknik 

pengumpulan data yang digunakan adalah wawancara berjenis depth interview serta 

didukung oleh observasi partisipan yang dimana peneliti ikut serta dalam kegiatan 

yang dilakukan oleh WB Creator secara langsung. Berdasarkan hasil penelitian 

ditemukan bahwa WB Creator berhasil melewati tahap acute crisis dan masuk pada 

tahap clean up sehingga mengeluarkan segala upaya untuk mengembalikan brand 

credibility yang berkaitan erat dengan citra perusahaan. Upaya dilakukan dengan 

menyusun strategi marketing public relations yaitu teknik public relations yang 

sekaligus dapat menunjang marketing dengan memperluas positioning, 

menyempurnakan promosi penjualan, serta memantapkan citra yang positif bagi 

produk dan perusahaan. 

 

Kata kunci: Marketing Public Realtions, Event Organizer, Studi Kasus, Krisis  
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ABSTRACT 

Octavia Rosandy. 1423018004. WB CREATOR'S MARKETING PUBLIC 

RELATIONS STRATEGY TO IMPROVE BRAND CREDIBILITY POST-

CRISIS.  

 

WB Creator's negligence towards internal publics resulted in the company stopping 

operations throughout 2020 due to a public relations crisis caused by poor relations 

between the company and all employees. The public relations crisis faced by WB 

Creator caused a decrease in turnover and the number of clients because as an event 

organizer with a premium price rate, they did not provide services that were 

commensurate with the price. The higher the level of competition in the world of 

event organizers, WB Creators are also getting eliminated because they have lost 

brand credibility. This study aims to find out how the marketing public relations 

strategy used by WB Creator in an effort to increase brand credibility after the crisis. 

Using a descriptive qualitative approach, the researcher chose a case study as a 

research method in order to explain the phenomena that actually occurred in the 

field. In connection with a company as a research subject, the data collection 

technique used is in-depth interview type and is supported by participant 

observation in which researchers participate in activities carried out by WB Creator 

directly. Based on the results of the study, it was found that WB Creator was in the 

acute crisis stage so that he spent all efforts on crisis management as an effort to 

restore brand credibility which was closely related to the company's image. Crisis 

management is carried out through public relations techniques which can also 

support marketing by expanding positioning, perfecting sales promotions, and 

establishing a positive image for the product and company. 

 

Kata kunci: Marketing Public Realtions, Event Organizer, Case Study, Crisis   
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