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“ If you’re successful, you’ll win some false friends and some true 
enemies. Success anyway.” – Mother Teresa 

 

   

 

 

“The Object of education is to prepare the young to educate 
themselves throughout their lives” 

Robert Maynard Hutchins 
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ABSTRAK 
PT Atourin Teknologi Nusantara Jakarta ialah perusahaan yang bergerak di bidang 
jasa travel yang memiliki paket utama yakni virtual tour. Berdasarkan wawancara 
pendahuluan yang peneliti lakukan dengan pemilik perusahaan diketahui bahwa 
terjadi penurunan penjualan yang cukup tajam, hal ini mungkin disebabkan oleh 
efektivitas media promosi PT Atourin Teknologi Nusantara Jakarta, maka peneliti 
menggunakan teori EPIC Model guna melakukan pengukuran efektivitas media 
promosinya, guna mengukur efektivitas media promosi yang dilakukan perusahaan 
PT Atourin Teknologi Nusantara Jakarta, alat yang dipakai yakni EPIC Model. 
Acuan untuk mengukur efektivitas media promosi ada empat dimensi, yakni 
dimensi Empati, Persuasi, Dampak, serta komunikasi. Penelitian ini menggunakan 
metode deskriptif kuantitatif serta menggunakan teknik purposive sampling yaitu 
teknik penentuan sampel dengan memperimbangkan faktor-faktor tertentu serta 
teknik pengumpulan data yaitu dengan penyebaran angket,wawancara,studi 
Pustaka dan dokumentasi. PT Atourin Teknologi Nusantara Jakarta memiliki nilai 
efektif dalam mengukur efektivitas media promosi produk wisata virtual, namun 
masih kurang optimal sehingga perlu untuk meningkatkan brand image perusahaan 
dan menjadikannya sebagai forward-looking buyer yang utama.  

Kata Kunci : Agen Perjalanan, Media Promosi, EPIC Model, Efektivitas 
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ABSTRACT 
PT Atourin Teknologi Nusantara Jakarta is a company engaged in travel services 
that has the main package, namely virtual tours. Based on the preliminary interview 
that the researcher conducted with the owner of the company, it was found that 
there was a sharp decline in sales, this might be due to the effectiveness of the 
promotional media of PT Atourin Teknologi Nusantara Jakarta, the researchers 
used the EPIC Model theory to measure the effectiveness of the promotional media, 
in order to measure the effectiveness of the promotional media. by the company PT 
Atourin Teknologi Nusantara Jakarta, the tool used is the EPIC Model. There are 
four dimensions to measure the effectiveness of promotional media, namely the 
dimensions of Empathy, Persuasion, Impact, and communication. This study uses a 
quantitative descriptive method and uses a purposive sampling technique, namely 
the technique of determining the sample by considering certain factors and data 
collection techniques, namely by distributing questionnaires, interviews, library 
studies and documentation. PT Atourin Teknologi Nusantara Jakarta has an 
effective value in measuring the effectiveness of promotional media for virtual 
tourism products, but it is still not optimal so it is necessary to improve the 
company's brand image and make it the main forward-looking buyer. 

Keywords: Travel Agency, Promotional Media, EPIC Model, Effectiveness 
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