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ABSTRAK

Dani Fauzi, 201923828. Upaya Pemasaran Pariwisata Kota Bandung
Melalui City Branding Di Era Pandemi Covid-19. Di bawah bimbingan Dr. Herlan
Suherlan., MM dan Dr. Sukmadi, SE., MM.

Penelitian ini berfokus pada kajian mengenai upaya pemasaran pariwisata
Kota Bandung yang menitikberatkan pada upaya city branding di Kota Bandung
pada era pandemi Covid-19. Tujuan penelitian ini adalah untuk mengetahui upaya
pemasaran yang perlu diterapkan oleh Dinas Kebudayaan dan Pariwisata Kota
Bandung selama era pandemi Covid-19 melalui enam aspek city branding hexagon,
yakni Presence, Place, pre-Requisite, People, Pulse dan Potential. Penelitian ini
menggunakan metode kualitatif dengan partisipan pihak-pihak yang memiliki
kompetensi pada bidang pemasaran pariwisata kota, diantaranya Kepala Seksi
Promosi Pariwisata Bidang Pemasaran Disbudpar Kota Bandung, Pakar Branding,
Komunitas GenPi Bandung Raya, serta dua wisatawan sebagai informan
pendukung.

Hasil penelitian menunjukan bahwa pada pengukuran city branding
hexagon, terdapat dua aspek yakni Presence dan Potential yang belum seusuai
antara teori dengan fakta di lapangan, khususnya dalam hal kejelasan penidiran
branding Kota Bandung dan potensi pemulihan ekonomi. Keempat aspek lain yakni
Place, pre-Requisite, People dan Pulse didapatkan hasil sudah selaras antara teori
dan fakta di lapangan, namun masih perlu penguatan agar terjadi pengelolalaan
pemasaran pariwisata yang berkelanjutan.

Kata Kunci : Pemasaran Pariwisata, Pariwisata Era Pandemi Covid-19, City
Branding
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ABSTRACT

Dani Fauzi, 201923828. Tourism Marketing Efforts Of Bandung City
Through City Branding In The Covid-19 Pandemic Era. Under the guidance of Dr.
Herlan Suherlan., MM and Dr. Sukmadi, SE., MM.

This research focuses on the study of Bandung City tourism marketing
efforts that focus on city branding efforts in Bandung City during the COVID-19
pandemic era. The purpose of this research is to find out the marketing efforts that
need to be implemented by the Bandung City Culture and Tourism Office during
the COVID-19 pandemic era through six aspects of the city's branding hexagon,
namely Presence, Place, pre-Requisite, People, Pulse, and Potential. This study
uses a qualitative method with participants who have competence in the field of
urban tourism marketing, including the Head of the Tourism Promotion Section for
Marketing Disbudpar Bandung City, Branding Experts, GenPi Bandung Raya
Community, and two tourists as supporting informants.

The results show that in measuring the city's branding hexagon, there are
two aspects, namely presence and potential, that do not match the theory with the
facts on the ground, especially in terms of the clarity of the branding position of
Bandung City and the potential for economic recovery. The other four aspects,
namely Place, pre-Requisite, People, and Pulse, obtained results that were in
harmony between theory and facts on the ground but still need strengthening so
that sustainable tourism marketing management occurs.

Keywords : Tourism Marketing, Tourism Pandemic Era, City Branding
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