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ABSTRAK 

 

Ahmad Subari. 2016. Analisis Proses Brand Building pada Iklan Lion Parcel di 

Media Cetak Harian Nasional. SKRIPSI. Fakultas Ilmu Sosial dan Ilmu Politik. 

Jurusan Periklanan. 

 

Lion Parcel adalah produk baru yang didirikan oleh PT Lion Air yang bergerak 

dalam bidan ekspedisi pengiriman barang dan jasa. Penelitian ini menggunakan 

konsep teori doktrin brand strategy milik Duane Knapp. Teori ini menekankan 

pada proses brand building yang meliputi brand assessment, brand promise, 

brand blueprint, brand culturalization dan brand advantage. 

 

Penelitian ini bertujuan untuk mengetahui bagaimana Mengetahui proses brand 

building Lion parcel yang di lakukan oleh sales Lion Air dan strategi brand pada 

iklan Lion Parcel Teknik pengumpulan data berupa wawancara, observasi dan 

dokumentasi. Wawancara dilakukan dengan pemilik Manager Sales Lion Air 

untuk mengetahui perkembangan merek dan strategi yang digunakan oleh Sales 

Lion Air. 

Hasil penelitian ini menunjukkan bahwa proses membangun merek oleh PT Lion 

Air baik Sales Lion Air telah menggunakan berbagai media promosi. Media 

media tersebut merupakan strategi manajemen Lion Air untuk membangun brand 

Lion ParcelManajemen Lion Air belum memiliki sebuah strategi yang terstruktur 

atau rencana yang sistematis. Adanya ketidak konsistenan dalam melakukan 

sebuah brand building seperti dalam hal membudayakan merek. Saran bagi perlu 

lebih dikembangkan untuk pengenalan merek secara merata. Pengenalan merek 

melalui media sosial dan beriklan di majalah lalu mengikuti pameran atau 

eventdapat membantu merek dikenal lebih luas. 

Kata kunci : brand building, doktrin brand strategy, Lion Parcel 
 

 

 

 

 

 

ABSTRACT 

 

 



xii 

Ahmad Subari. 2016. Analysis of Brand Building Process in Advertising Print 

Media Lion Parcel at National Harian. ESSAY. Faculty of Social Science and 

Political Science. Department of Advertising.  

Lion Parcel is a new product which was established by PT Lion Air which is 

engaged in the expedition midwife delivery of goods and services. This study uses 

the theoretical concept of brand strategy doctrine belongs to Duane Knapp. This 

theory emphasizes the brand building process that includes brand assessment, 

brand promise, brand blueprint, culturalization brand and brand advantage. 

This study aims to determine how Knowing the process of brand building Lion 

parcel will be undertaken by Lion Air sales and brand strategy on an ad Lion 

Parcel Data collection techniques such as interviews, observation and 

documentation. Interviews were conducted with owners of Lion Air Sales 

Manager to determine the development of the brand and the strategies used by the 

Sales Lion Air.  

The results of this study indicate that the process of building a brand by both 

Sales PT Lion Air Lion Air has been using a variety of media promotion. Media is 

a media management strategy to build brand Lion Air Lion Lion Air Parcel 

Management has not had a structured strategy or a systematic plan. Some 

inconsistency in making a brand building such as in the case cultivate brand. 

Suggestions for should be more evenly for brand recognition. The introduction of 

the brand through social media and advertising in magazines and the exhibition 

or event can help the brand more widely known.  

Keywords: brand building, brand strategy doctrine, Lion Parcel 
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