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ABSTRAK 

SALSHABILLA PERMATA HERSANANDA, 17043010118, STRATEGI 

PUBLIC RELATIONS GOOD NEWS FROM INDONESIA DALAM 

MEMPERTAHANKAN CORPORATE IMAGE SEBAGAI MEDIA 

“JURNALISME POSITIF” DI MASA PANDEMI COVID-19 

 Di masa pandemi COVID-19, seluruh perusahaan berupaya untuk 

mempertahankan citra positif di mata masyarakat. Good News From Indonesia 

(GNFI) merupakan salah satu perusahaan yang berupaya untuk mempertahankan 

citra positif meskipun di masa pandemi. Penelitian ini membahas bagaimana 

strategi public relations Good News From Indonesia dalam mempertahankan 

corporate image di masa pandemi. Metode penelitian yang digunakan dalam 

penelitian ini adalah penelitian kualitatif dengan menggunakan teori strategi 

public relations Cutlip, Center, dan Broom. Pengumpulan data dilakukan dengan 

indepth interview kepada karyawan Good News From Indonesia yang terkait 

dengan proses mempertahankan citra. Hasil dari penelitian ini terdapat empat 

tahapan strategi public relations yang diterapkan oleh Good News From 

Indonesia, yaitu finding the fact and defining the problem, planning and 

programming, action and communication, dan evaluation. 

Kata Kunci: Public relations, Citra, Pandemi COVID-19 

 

ABSTRACT 

SALSHABILLA PERMATA HERSANANDA, 17043010118, GOOD NEWS 

FROM INDONESIA'S PUBLIC RELATIONS STRATEGY IN MAINTAINING 

CORPORATE IMAGE AS A MEDIUM OF "POSITIVE JOURNALISM" 

DURING THE COVID-19 PANDEMIC 

 During the COVID-19 pandemic, all companies strive to maintain a 

positive image in the eyes of the public. Good News From Indonesia (GNFI) is 

one of the companies that strives to maintain a positive image even during the 

pandemic. This study discusses how good news from Indonesia's public relations 

strategy in maintaining corporate image in pandemic time. The research method 

used in this study is qualitative research using the strategy theory of public 

relations Cutlip, Center, and Broom. Data collection is done by indepth interview 

to Good News From Indonesia employees related to the process of maintaining 

image. The results of this study are four stages of public relations strategy 

implemented by Good News From Indonesia, namely finding the fact and 
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defining the problem, planning and programming, action and communication, and 

evaluation. 
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