
TABLE OF CONTENTS 

 

FINAL PROJECT……………………………………………………………………………..i 

LAPORAN AKHIR…………………………………………………………………………....i 

HALAMAN PENGESAHAN………………………………………………………………...ii 

PERNYATAAN BEBAS PLAGIASI……………………………………………………..…iii 

ACKNOWLEDGEMENT……………………………………………………………….…...iv 

ABSTRAK ................................................................................................................................. v 

ABSTRACT .............................................................................................................................. vi 

TABLE OF CONTENTS ...................................................................................................... vii 

CHAPTER 1. INTRODUCTION ............................................................................................ 1 

1.1.    Background of Study ........................................................................................................ 1 

1.2.    Objectives of Study ........................................................................................................... 8 

1.3.    Scope and Limitation of Study ......................................................................................... 8 

1.4.    Significance of Study ........................................................................................................ 8 

1.4.1. Theoretical Benefit............................................................................................................ 8 

1.4.2. Practical Benefit ................................................................................................................ 9 

1.5.    Literature Review and Operational Definition ................................................................. 9 

CHAPTER 2. RESEARCH METHODOLOGY .................................................................. 15 

2.1.    Theoretical Framework ................................................................................................... 15 

2.1.1. Marketing Communications and Public Relations ......................................................... 15 

2.1.2. Marketing Communication Strategy ............................................................................... 16 

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

2.1.4. Four Stages of Developing Integrated Marketing Communication (IMC) ..................... 23 

2.1.5. Public Relations Campaign ............................................................................................. 25 

2.1.6. Social Media Overview ................................................................................................... 26 

2.1.7.  Influencer Marketing ..................................................................................................... 27 

2.2.     Research Design............................................................................................................. 28 

2.3.     Research Instrument....................................................................................................... 32 

2.4.     Methods of Data Analysis .............................................................................................. 34 

Marketing Communication Strategy of Pulang ke Uttara Yogyakarta through Integrated Marketing
Communication (IMC) in Responding the Outbreak of COVID-19
NATASHA CHRISTANTI, Ahmad Mu'am, S.S., M.Sc.
Universitas Gadjah Mada, 2021 | Diunduh dari http://etd.repository.ugm.ac.id/



CHAPTER 3. THE MARKETING COMMUNICATIONS STRATEGY OF PULANG KE 

UTTARA YOGYAKARTA THROUGH INTEGRATED MARKETING 

COMMUNICATION (IMC) IN RESPONDING THE OUTBREAK OF COVID-19 

PANDEMIC............................................................................................................................. 36 

3.1.     Pulang ke Uttara in Responding the Outbreak of COVID-19 Pandemic....................... 36 

3.2.     Stage 1 of IMC Framework: Building Tactical Coordination of Marketing  

           Communication .............................................................................................................. 40 

1.        Staff Training ...................................................................................................... 40 

2.        Art in Isolation ..................................................................................................... 43 

3.3.     Stage 2 of IMC Framework: Pulang ke Uttara’s Commitment to Support IMC by  

           doing Market Research .................................................................................................. 48 

1.         “New Normal” Feedback Form as the Market Research Survey ....................... 48 

2.         Research Market about Customer Review on TripAdvisor Platform ................ 52 

3.4.      Stage 3 of IMC Framework: Applicating Information and Technology in   

            Supporting IMC ............................................................................................................ 53 

1.         Online Travel Agent (OTA) platform ................................................................ 54 

2.         Website platform ................................................................................................ 55 

3.         Email and WhatsApp platform ........................................................................... 56 

4.         Instagram and Influencer Marketing .................................................................. 57 

3.5.      Stage 4 of IMC Framework: Integrating the Strategy in Empowering IMC through  

            Internal Meeting ............................................................................................................ 66 

CHAPTER 4. CONCLUSION AND RECOMMENDATION............................................ 69 

4.1.      Result of Findings and Discussion ................................................................................ 69 

4.2.      Recommendations ......................................................................................................... 70 

WORK CITED ........................................................................................................................ 71 

 

Marketing Communication Strategy of Pulang ke Uttara Yogyakarta through Integrated Marketing
Communication (IMC) in Responding the Outbreak of COVID-19
NATASHA CHRISTANTI, Ahmad Mu'am, S.S., M.Sc.
Universitas Gadjah Mada, 2021 | Diunduh dari http://etd.repository.ugm.ac.id/


