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ABSTRAK 

Kristy Karlinda / 63100256 / 2014 / Implementasi Intent Formulation Flow Model 

Komunikasi Pemasaran Terpadu Dwi Sapta Pada PT. Go Online Destinations / Deavvy 

M.R.Y Johassan, S.Sos, M.Si 

Kekayaan alam dan keanekaragaman budaya Indonesia menimbulkan minat wisatawan 

akan pariwisata Indonesia semakin tinggi. Melihat potensi ini, PT. Go Online Destinations 

turut melakoni bisnis online travel agent. Dalam mencapai tujuannya, perusahaan 

menyusun strategi komunikasi pemasaran terintegrasi berdasarkan intent formulation flow 

dengan tahap penemuan insight yang tergolong masalah dan keuntungan sehingga 

perusahaan dapat menentukan communication objective. 

Dalam penelitian ini, peneliti mengambil model komunikasi pemasaran terpadu Dwi Sapta 

dimulai dari Insight (hasil dari tahapan discovery yang melakukan analisa pasar, pesaing, 

konsumen dan merek), Problem-Advantage (Tahapan mengelompokkan kekuatan, 

kelemahan, peluang dan ancaman) dan Communication Objective (hasil dari rumusan 

arahan pemasaran dari tahap problem-advantage sehingga dapat menentukan 

communication objective). 

Pendekatan dalam penelitian ini adalah kualitatif deskriptif dimana penelitian ini berusaha 

menggambarkan suatu situasi dengan lebih mendalam. Paradigma penelitian ini yaitu 

paradigma interpretif yang melihat dan memahami permukaan situasi.Teknik 

pengumpulan data berupa wawancara mendalam dengan tiga informan yang menggunakan 

teknik triangulasi sumber sampai peneliti menemukan kejenuhan data. Peneliti 

menggunakan teknik analisis data dengan tiga tahapan yaitu data reduction, data display 

dan conclusion drawing. 

Hasil penelitian ini mencakup implementasi Intent Formulation Flow yang dilakukan PT. 

Go Online Destinations dimulai dari perolehan insight golongan kelas menengah 

masyarakat Indonesia, perilaku masyarakat, respon pelanggan dikelompokan dalam 

Problem-Advantage ancaman pesaing yang semakin kuat, peluang respon pelanggan, 

kekuatan daftar hotel. Hal tersebut mengarahkan PT. Go Online Destinations merumuskan 

arahan pemasaran sehingga dapat menentukan communication objective yaitu reservasi 

hotel PT. Go Online Destinations dengan harga terbaik dan pilihan metode reservasi serta 

pembayaran sesuai visi PT. Go Online Destinations yaitu No. 1 Online Booking Service in 

Indonesia. 

Dalam penelitian ini PT. Go Online Destinations mengimplementasikan apa yang menjadi 

tahapan yang tercantum dalam Intent Formulation Flow dalam sebelum menentukan 

strategi komunikasi pemasaran terintegrasi dengan yang solid dan tajam sehingga 

communication objective tidak ditentukan tanpa ada dasar yang jelas yang menyangkut 

pada pengembangan strategi yang akan dilakukan. 

 



ABSTRACT 

Kristy Karlinda / 63100256 / 2014 / Intent Formulation Implementation Flow Model Dwi 

Sapta IMC at PT. Go Online Destinations / Deavvy MRY Johassan, S. Sos, M.Si  

The wealth of natural and cultural diversity of Indonesia raises interest in Indonesia’s 

tourism tourists are increasingly high. Seeing this potential, driving PT. Go Online 

Destinations to do online travel agent business model. In achieving its objectives, 

company develop integrated marketing communication strategy based on intent 

formulation flow which start from discovery insight which company will find problem 

and advantage so that company can determine the communication objective. 

In this study, researcher took Dwi Sapta IMC model that has Intent Formulation Flow 

stages which consists of Insight (insights gained from discovery stages which do the 

analysis of the market, competitors, consumers and brands), Problem-Advantage (Stages 

classifying strengths, weaknesses, opportunities and threats) and Communication 

Objective (Communication objective gained from formulating the marketing direction 

from problem-advantage stages that in the end can determine the communication 

objectives).  

The approach in this research is descriptive qualitative research which attempts to 

describe a situation in more depth. The paradigm of this research is interpretive paradigm 

that sees and understands a situation surface. Researcher use in-depth interviews which 

involves three informants as data collecting. Researcher uses triangulation techniques 

until reseracher find data saturation. Researcher use data analysis techniques with three 

stages which consists of data reduction, data display and conclusion drawing.  

The results of this study include the PT. Go Online Destinations implementation of Intent 

Formulation Flow which gain insight start of the middle class group of Indonesian 

society, people's behavior, the response of customers grouped in the Problem-Advantage 

threat of increasingly powerful competitor, customer response opportunities, strength in 

hotel inventory. It drives PT. Go Online Destinations to formulate marketing direction to 

determine ‘PT. Go Online Destinations is hotel reservation with the best prices and 

selection reservation and payment methods according to the vision of PT. Go Online 

Destinations is No. 1 Online Booking Service in Indonesia’ as the communication 

objective.  

In this study, PT. Go Online Destinations implement every stages in the Intent 

Formulation Flow before determining an integrated marketing communications strategy 

with a solid and sharp basis so that communication is not determined  without any clear 

basis relating the development of strategies that will be undertaken. 
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