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ABSTRAK 
 

 

Dessy Permatasari, NRP 1423012072. Strategi Media Relations di Sheraton 

Surabaya Hotel & Towers dalam Mempertahankan Citra Perusahaan 

Melalui Publisitas Event Breast Cancer Awareness 

 

 Penelitian ini membahas mengenai bagaimana strategi media 

relations yang dijalankan sebagai usaha untuk mempertahankan citra 

perusahaan. Hal ini berkaitan dengan adanya perolehan publikasi yang 

optimal mengenai charity event breast cancer awareness yang 

diselenggarakan oleh Sheraton Surabaya Hotel & Towers. Pendekatan yang 

digunakan peneliti adalah deskriptif kualitatif dengan menggunakan metode 

studi kasus. Sedangkan teori utama yang digunakan peneliti adalah Strategi 

Media Relations. Hasil penelitian ini menunjukkan bahwa Marketing 

Communication Sheraton Surabaya Hotel & Towers telah menjalankan 

berbagai usaha media relations secara optimal. Selain itu, di dalam 

penelitian ini ditemukan bahwa keberhasilan dalam memperoleh publisitas 

didapatkan dari strategi media relations yang menekankan pada pendekatan 

personal antara Marketing Communication Sheraton Surabaya Hotel & 

Towers dengan pihak media. Strategi media relations tersebut diterapkan 

pada tiga bagian, yaitu pra-event, event, dan pasca-event serta strategi media 

relations yang telah dibangun sejak lama dan dilakukan secara regular. 

Peneliti juga menemukan bahwa model strategi hubungan dengan media 

massa yang digunakan meliputi model hubungan antara Marketing 

Communication dengan institusi media dan model hubungan antara 

Marketing Communication dengan pekerja media. 

 

 

 

 

 

 

Kata kunci: Strategi Media Relations, Publisitas, Citra Perusahaan 
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ABSTRAC 
 

 

Dessy Permatasari, NRP 1423012072. Media Relations Strategic at 

Sheraton Surabaya Hotel & Towers in Maintaining Corporate Image 

Through Breast Cancer Awareness Event Publicity. 

 

This research describes how the media relations strategy run in an 

effort to maintain the corporate image. This relates to the acquisition of 

optimal publication of the breast cancer awareness charity event organized 

by the Sheraton Surabaya Hotel & Towers. The approach used is descriptive 

qualitative research using the case study method. While the grand theories 

used by researchers is Media Relations Strategic. The results of this 

research indicate that Marketing Communication Sheraton Surabaya Hotel 

& Towers has run various businesses in an optimal media relations. 

Additionally, in this research it was found that the success in gaining 

publicity obtained from media relations strategies that emphasizes the 

personal approach between Marketing Communication Sheraton Surabaya 

Hotel & Towers with the mass media. Media relations strategies are apllied 

in three part: pre-event, event, and post-event and media relations strategies 

that have been built a long time and regularly. Researchers also found that 

the model of mass media relations strategy that is used also includes model 

relations between Marketing Communication with media institutions and 

model of the relationship between Marketing Communication with media 

workers. 
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