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ABSTRACT 

 

With the increasingly fierce competition in the tourism industry and the outbreak of 

the COVID-19 pandemic in Indonesia, it requires companies to continue to make 

improvements, innovations, and maintain consumer loyalty. This study discusses the 

efforts made by marketing public relations at PT. Airlangga Global Traveling in an 

effort to maintain the company's existence during the COVID-19 pandemic. The 

method used in this research is exploratory qualitative. The data collection techniques 

used were in-depth interviews, observation with direct field observations, and 

documentaries. The results of this study, to maintain the company's existence during 

the COVID-19 pandemic, PT. Airlangga Global Traveling applies all stages of Public 

Relations Relationship Management theory, namely Research (research) in the form 

of looking for factual data, Planning (planning) in the form of designing activities and 

budgets, Action and Communication (action and communication) in the form of 

technical meetings and implementation of activities, Evaluation (evaluation) in the 

form of performance evaluation and initiative. PT. Airlangga Global Traveling also 

implemented 4 promotion mixes out of 8 promotion mixes, including sales promotion, 

personal selling, direct marketing, and word of mouth. In addition, PT. Airlangga 

Global Traveling also applies the Three Ways Strategy, namely pull strategy, push 

strategy, and pass strategy. 

Keywords: Strategy, Marketing Public Relations, Public Relations Management, 

Promotion Mix, Three Ways Strategy 
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ABSTRAK 

 

Dengan semakin ketatnya persaingan dalam industri pariwisata dan 

mewabahnya pandemi COVID-19 di Indonesia, menuntut pihak perusahaan 

untuk terus melakukan perbaikan, inovasi, dan menjaga loyalitas konsumen. 

Penelitian ini membahas mengenai upaya yang dilakukan oleh marketing 

public relations di PT. Airlangga Global Traveling dalam usahanya 

mempertahankan eksistensi perusahaan di masa pandemi COVID-19. Metode 

yang dilakukan dalam penelitian ini adalah kualitatif eksploratif. Teknik 

pengumpulan data yang dilakukan adalah melalui wawancara mendalam, 

obseravasi dengan pengamatan langsung ke lapangan, dan dokumenter. Hasil 

dari penelitian ini, untuk mempertahankan eksistensi perusahaan di masa 

pandemi COVID-19 PT. Airlangga Global Traveling menerapkan semua 

tahapan teori Manajemen Relasi Public Relations, yaitu Reasearch (penelitian) 

berupa mencari data yang faktual, Planning (perencanaan) berupa merancang 

kegiatan dan anggaran biaya, Action and Communication (aksi dan 

komunikasi) berupa technical meeting dan implementasi kegiatan, Evaluation 

(evaluasi) berupa evaluasi kinerja dan inisiatif. PT. Airlangga Global Traveling 

juga menerapkan 4 bauran promosi dari 8 bauran promosi, diantaranya sales 

promotion, personal selling, direct marketing, dan word of mouth. Selain itu, 

PT. Airlangga Global Traveling juga menerapkan Three Ways Strategy, yaitu 

pull strategy, push strategy, dan pass strategy. 

Kata Kunci: Strategi, Marketing Public Relations, Manajemen Public 

Relations, Bauran Promosi, Three Ways Strategy 
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