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ABSTRAK 

Wisata sejarah merupakan salah satu aspek pendukung pendidikan, hiburan, dan 

ekonomi daerah yang perlu untuk terus dikembangkan. Sebagai salah satu 

destinasi yang terletak di Kota Surakarta, Galeri Lokananta turut berkontribusi 

dalam pengembangan wisata di wilayah tersebut. Penelitian ini memiliki fokus 

pada bagaimana Integrated Marketing Communication yang dilakukan oleh galeri 

Lokananta dalam melakukan pengembangan setelah melakukan revitalisasi. 

Metode kualitatif deskriptif digunakan agar dapat menjabarkan kegiatan 

Integrated Marketing Communication yang diterapkan oleh galeri Lokananta 

setelah direvitalisasi. Konsep Integrated Marketing Communication oleh Kotler & 

Keller (2016) dipilih sebagai panduan dalam analisis data. Hasil yang ditemukan 

dalam penelitian ini adalah galeri lokananta meimplementasikan strategi IMC 

dengan melakukan setiap elemen – elemen bauran komunikasi pemasaran yaitu 

komunikator, komunikan, pesan, media, hambatan, tujuan, feedback. Dalam 

prosesnya, masih didapati kekurangan yang terus dilakukannya evaluasi setiap 

kegiatan – kegiatan pemasaran yang dilakukan.  

Kata kunci: Galeri Lokananta, Integrated Marketing Communication, 

Strategi Pemasaran 

ABSTRACT 

Historical tourism is one aspect of supporting education, entertainment and the 

regional economy that needs to continue to be developed. As one of the 

destinations located in the city of Surakarta, Lokananta Gallery contributes to 

tourism development in the region. This research focuses on how Integrated 

Marketing Communication is carried out by the Lokananta gallery in carrying out 

development after carrying out revitalization. A descriptive qualitative method 

was used to describe the Integrated Marketing Communication activities 

implemented by the Lokananta gallery after it was revitalized. The concept of 

Integrated Marketing Communication by Kotler & Keller (2016) was chosen as a 

guide in data analysis. The results found in this research are that Lokananta 

Gallery implements an IMC strategy by carrying out each element of the 

marketing communication mix, namely communicator, communicant, message, 

media, obstacles, goals, feedback. In the process, deficiencies are still found and 

we continue to evaluate every marketing activity carried out. 

Keywords: Gallery Lokananta, Integrated Marketing Communication, 

Marketing Strategy 

 



vii 
 

DAFTAR ISI 

 

LEMBAR PERSETUJUAN .................................................................................. i 

LEMBAR PENGESAHAN ................................................................................... i 

KATA PENGANTAR ......................................................................................... ii 

DAFTAR ISI ..................................................................................................... vii 

DAFTAR GAMBAR .......................................................................................... ix 

DAFTAR TABEL ............................................................................................... x 

BAB I PENDAHULUAN .................................................................................... 1 

1.1 Latar Belakang ........................................................................................... 1 

1.2 Rumusan Masalah ...................................................................................... 7 

1.3 Tujuan Penelitian ........................................................................................ 7 

1.4 Manfaat penelitian ...................................................................................... 8 

BAB II TINJAUAN PUSTAKA .......................................................................... 9 

2.1 Penelitian Terdahulu ................................................................................... 9 

2.2 Landasan Teori ......................................................................................... 12 

2.2.1 Komunikasi Pemasaran ...................................................................... 12 

2.2.2 Strategi Komunikasi Pemasaran ......................................................... 15 

2.2.3 Integrated Marketing Communication (IMC) ..................................... 18 

2.2.4 Ruang  Publik .................................................................................... 27 

2.3 Kerangka Berpikir .................................................................................... 30 

BAB III METODE PENELITIAN ..................................................................... 32 

3.1 Jenis Penelitian ......................................................................................... 32 

3.2 Metode Penelitian ..................................................................................... 33 

3.3 Definisi Konseptual .................................................................................. 33 

3.3.1 Strategi Komunikasi Pemasaran ......................................................... 33 

3.3.2 Integrated Marketing Communication (IMC) ..................................... 34 

3.4 Subjek dan Objek Penelitian ..................................................................... 36 

3.5 Lokasi Penelitian ...................................................................................... 37 

3.6 Teknik Penentuan Informan ......................................................................... 37 

3.7  Teknik Pengumpulan Data .......................................................................... 37 



viii 
 

3.7.1 Data Primer ........................................................................................ 37 

3.7.2 Data Sekunder .................................................................................... 38 

3.7.3 Dokumentasi ...................................................................................... 38 

3.8 Teknik Analisis Data ................................................................................ 39 

BAB IV PEMBAHASAN .................................................................................. 42 

4.1 Gambaran Umum ..................................................................................... 42 

4.1.1 Galeri Lokananta ................................................................................ 42 

4.2 Identitas Informan .................................................................................... 43 

4.3 Penyajian dan Analisis Data ..................................................................... 45 

4.3.1 Elemen Komunikasi Pemasaran ......................................................... 46 

4.3.2 Proses Integrated Marketing Communication (IMC) .......................... 63 

4.3.3 Jenis – Jenis Integrated Marketing Communication (IMC) ................. 71 

BAB V KESIMPULAN DAN SARAN.............................................................. 89 

5.1 Kesimpulan .............................................................................................. 89 

5.2 Saran ........................................................................................................ 90 

DAFTAR PUSTAKA ........................................................................................ 92 

LAMPIRAN ...................................................................................................... 94 

 

 

 

 

 

 

 

 

 

 

 



ix 
 

DAFTAR GAMBAR  

Gambar 1. 1 Channel Youtube Asumsi ................................................................ 2 

Gambar 4. 1 Logo Galeri Lokananta .................................................................. 42 

Gambar 4. 2 Konten Lokananta. Source : Instagram @lokanantabloc ................. 50 

Gambar 4. 3 Konten Instagram Lokananta. Sumber : Instagram @Lokanantaloc 51 

Gambar 4. 4 Studio Rekaman. Source : Instagram @lokanantabloc .................... 61 

Gambar 4. 5 Event GEMBIRA. Sumber : Instagram @lokanantabloc ................ 76 

Gambar 4. 6 Event Gamelan Gigs. Sumber : Instagram @lokanantabloc ............ 77 

 

 

 

 

 

 

 

 

 

 

 

 

 



x 
 

DAFTAR TABEL  

Tabel 2. 1 Kerangka Berpikir .................................................................................. 31 


	KATA PENGANTAR
	ABSTRAK
	DAFTAR ISI
	DAFTAR GAMBAR
	DAFTAR TABEL

