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ABSTRACT 

The main purpose of the research is to know how the Public Relations strategy from 

changing the initial brand (rebranding) the Mother & Child Hospital Muslimat “Ahmad 

Yani" to become General Hospital of Muslimat Ponorogo making the management 

socialize to the wider community. This study used a qualitative approach with descriptive 

type. Data collection techniques through in depth interviews and documentation. The 

results of this study showed that the rebranding process carried out by the initial the 

Mother & Child Hospital Muslimat “Ahmad Yani"  ran quite smoothly by going through 

several stages of rebranding. From the data collection, it was found that the Mother & 

Child Hospital Muslimat “A. Yani” has carried out Ronald D. Smith's planning model 

which is commonly known as “The Nine Steps of Strategic Public Relations” to analyze. 

The steps started with formative research, strategy, tactics and evaluation. The results 

showed that the most effective strategy was publications that used printed promotional 

media such as brochures, flyers, newspapers and radio. Then internet media such as 

websites and social media. Meanwhile, the less effective strategy is corporate social 

responsibility because this program has not been implemented routinely or sustainably. 

Keyword: Rebranding, Strategy, Public Relations 

ABSTRAK 

Tujuan utama dari penelitian ini adalah untuk mengetahui bagaimana strategi Public 

Relations dari perubahan brand awal Rumah Sakit Ibu & Anak Muslimat “Ahmad Yani” 

menjadi Rumah Sakit Umum Muslimat Ponorogo membuat pihak manajemen 

mensosialisasikan kepada masyarakat luas. Penelitian ini menggunakan metode deskriptif 

kualitatif. Teknik pengumpulan data dengan menggunakan wawancara dan dokumentasi. 

Hasil penelitian ini menunjukkan bahwa proses rebranding yang dilakukan oleh Rumah 

Sakit Ibu & Anak Muslimat “Ahmad Yani” ini berjalan cukup lancar dengan melalui 

beberapa tahapan rebranding. Dari pengumpulan data tersebut, diperoleh hasil bahwa 

Rumah Sakit Ibu & Anak Muslimat “A. Yani” telah melaksanakan model perencanaan 

dari Ronald D. Smith yang biasa disebut dengan “The Nine Steps of Strategic Public 

Relations” untuk menganalisis. Adapun langkah yang dilakukan dimulai dengan riset 

formatif, strategi, taktik dan evaluasi. Hasil penelitian menunjukkan bahwa strategi yang 

dinilai paling efektif ialah publications yang menggunakan media promosi cetak seperti 

brosur, flyer, koran dan radio. Kemudian media internet seperti website dan media sosial. 

Sementara strategi yang kurang efektif adalah corporate social responsibilitiy karena 

program ini dilaksanakan belum rutin atau sustainable. 

Kata Kunci: Rebranding, Strategi, Public Relations 

 


