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ABSTRAK

Dengan semakin berkembangnya perusahaan retail mobil khususnya
penjualan mobil di Indonesia, maka banyak perusahaan yang bersaing untuk
memenuhi pasar mobil Indonesia. Dalam mempromosikan produk Subaru kepada
masyarakat PT TC Subaru sebagai<Agen Tunggal Pemegang Merk (ATPM)
Subaru membutuhkan-public relations: yang mampu, untuk berkomunikasi dan
menarik minat masyarakat pada/ produk Subaru melalui event Indonesia
International Motor Show. Berdasarkan, konteks diatas, maka pertanyaannya
adalah Bagaimana Kegiatan /Public\ Relations PT TC Subaru dalam
Mempromosikan Produk Subaru melalui Event Indonesia International Motor
Show (IIMS).

Penclitian ini menggunakan Teori Komunikasi Massa sebagai landasan
teoritis dan Public Relations, Promosi, Event, dan Event Indonesia International
Motor Show sebagai landasan konseptual.

Penelitian ini menggunakan pendekatan kualitatif dengan paradigma
konstruktifis. Metode yang digunakan yaitu studi kasus yang menggunakan
berbagai sumber data (sebanyak mungkin data) yang bisa digunakan untuk
meneliti, menguraikan, dan menjelaskan secara komperhensif berbagai aspek
individu, kelompok, suatu program, organisasi atau peristiwa secara sistematis.

Kegiatan public relations PT TC Subaru dalam mempromosikan produk
Subaru melalui event Indonesia International Motor Show yaitu, Subaru Booth,
AWD Challenge, Palm Challenge, Russ Swift yang bertujuan memberikan
informasi, edukasi, dan pengalaman langsung kepada pelanggan akan keunggulan
produk Subaru.

Kegiatan Public Relations di Indonesia International Motor Show dalam
mempromosikan produk Subaru membuat dampak yang baik dan kesadaran
pelanggan yang baik. Masyarakat dan pengunjung tertarik dan antusias tentang
kegiatan.
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ABSTRACK

The enhancing growth of car retail sales especially in Indonesia, make
many companies to contend for occupy the Indonesian car market. To promote
Subaru products to society, the TC Subaru company as a Single Agent Brand
Holders (ATPM) of Subaru brand require the public relations that capable to
communicate and attracted the interest of the community in the Subaru products
through The Indonesia International \Motor Show- event. Based on the above
context, then the question is how the activities of Public Relations in TC Subaru
company in promoting Subaru Productsthrough an Event Indonesia International
Motor Show (I1MS).

This research using Mass Communication” Theory as a theoretical
foundation and Public Relations, promotion and Indonesia International Motor
Show Event as a conceptual basis.

This research uses qualitative approach with konstruktifis paradigm. The
method for the case study used various data resources (as possible data) that can
be used to examine, to describe and explain in comprehensive various aspects of
individuals, groups, program, organization or occasion by systematic.

The ‘activities of public relations PT TC Subaru in promoting Subaru
products through Indonesia International Motor Show event for Subaru Booth,
AWD Challenge, Palm Challenge, Russ Swift to aims for provide the information,
education and experience directly to customers the Subaru products benefits.

Public Relations activities in the Indonesia International Motor Show
event in promoting the Subaru product make good impact and good customer
awareness. The society and visitor are interested and enthusiastic about the
activities.
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