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ABSTRAK 

 

Peran pelabuhan dalam gerbang perekonomian Jawa Timur sejauh ini 

belum terlalu dikenal oleh masyarakat mengingat selama ini pelabuhan 

tidak dibuka untuk umum sehingga menyebabkan kesadaran merek (brand 

awareness) masyarakat mengenai Pelindo III perlu dibangun. Oleh karena 

itu peneliti ingin melihat bagaimana strategi yang dilakukan Public 

Relations Pelindo III dalam membangun brand awareness kepada 

masyarakat. 

Teori dalam penelitian ini adalah Strategi Public Relations didukung 

dengan teori Brand Awareness beserta peran Public Relations dalam 

membangun Brand Awareness. Strategi Public Relations terdiri dari empat 

tahapan: pengumpulan fakta, perencanaan dan mengambil keputusan, 

komunikasi dan pelaksanaan, serta evaluasi. 

Penelitian ini menggunakan metode wawancara dan observasi, wawancara 

yang peneliti lakukan adalah wawancara mendalam (in depth interview) 

kepada pihak internal Corporate Communications Pelindo III serta pihak 

eksternal yaitu masyarakat sebagai pengunjung Surabaya North Quay. Serta 

peneliti melakukan observasi langsung pada pelaksanaan program Surabaya 

North Quay yang dilaksanakan di Terminal Gapura Surya Nusantara. 

Hasil dari penelitian ini menunjukkan tahapan-tahapan Public Relations 

dalam membangun brand awareness kepada masyarakat yang dilakukan 

oleh Pelindo III dalam memperoleh pemahaman seputar kepelabuhanan 

dalam Program Surabaya North Quay di Terminal Gapura Surya Nusantara. 

 

Kata kunci: Strategi Public Relations, Publik Relations, Brand Awareness, 

Surabaya North Quay, Kepelabuhanan 
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ABSTRACT 

 

The roles of a harbor in the gate of East Java economy, so far have not been 

known exceedingly by the people considering that all this time the harbor 

have been opened for public, so that it caused brand awareness of the people 

regarding the Pelindo III needed to build. Therefore, the researcher wanted 

to see how is the strategy the Public Relations of Pelindo III do in building 

the brand awareness to people. 

The theory in this study was the Strategy of Public Relation supported by 

the theory of Brand Awareness and the role of Public Relations in building 

the Brand Awareness. Strategy of Public Relations consists of four stages: 

fact collection, planning and take decision, communication and 

implementation, and evaluation. 

This study used interview and observation methods, the interview the 

researcher did was the in-depth interview to the internal party Corporate 

Communications of Pelindo III and the external party namely the people as 

visitors of Surabaya North Quay. And, the researcer conducted the direct 

observation on the implementation of Surabaya North Quay program which 

implemented at the Gapura Surya Nusantara Terminal. 

The results of this research showed the stages of Public Relations in 

building brand awareness to the people which done by Pelindo III in gaining 

the understanding around the harbor affairs in the Surabaya North Quay 

Program at the Gapura Surya Nusantara Terminal. 

 

Key words: Strategy of Public Relations, Public Relations, Brand 

Awareness, Surabaya North Quay, Harbor Affairs 



 

 


