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ABSTRAK 

ANALISIS STRATEGI PROMOSI JAWA POS RADAR MADIUN DALAM 

MENARIK MINAT PEMASANG IKLAN DI KORAN HARIAN PADA 

MASA PANDEMI COVID-19 

Oleh  

CLARISA LINDA PRATIWI 

 

Skripsi ini berjudul Analisis Strategi Promosi Jawa Pos Radar Madiun Dalam 

Menarik Minat Pemasang Iklan Di Koran Harian Pada Masa Pandemi Covid-19. 

Tujuan dari penelitian ini adalah mengetahui strategi promosi Jawa Pos Radar 

Madiun pada masa pandemi covid-19 serta mengetahui kendala yang dihadapi 

Jawa Pos Radar Madiun dalam menjalankan strategi promosi pada masa pandemi 

covid-19. Penelitian ini menggunakan metode penelitian deskriptif kulaitatif, yang 

dilatar belakangi oleh dampak dari pandemi covid-19 yang berpengaruh terhadap 

penurunan omset perusahaan. Awalnya kendala yang dihadapi oleh perusahaan 

hanya persaingan antar media lokal, kemudian pada saat pandemi mulai merebak 

diseluruh wilayah termasuk di wilayah eks-Karisidenan Madiun, Jawa Pos Radar 

Madiun mengalami penurunan jumlah pengorder iklan dari tahun 2019 ke 2020 

sebanyak 20%.  

Untuk mengetahui strategi promosi Radar Madiun, penelitian ini dianalisis 

menggunakan teori marketing mix 9P dari Fandy Tjiptono. Strategi promosi 

tersebut membuat pengaruh yang cukup signifikan, karena ditahun 2021 

perusahaan mengalami kenaikan jumlah pengorder iklan sebanyak 20% dan omset 

perusahaan juga ikut meningkat berkisar 1,2%. 

Namun masih terdapat kendala yang dihadapi Jawa Pos Radar Madiun dalam 

menjalankan strategi promosinya di masa pandemi covid-19 yaitu pada komponen 

price dimana harga dirasa terlalu mahal untuk pelaku bisnis pada saat pandemi 

covid-19. Kemudian dari komponen people atau orang, perusahaan masih 

menggunakan model dari karyawan Radar Madiun sehingga kurang menarik 

minat konsumen yang ingin memasang iklan. 

 

Kata kunci :  Iklan, Promosi, Marketing Mix 9P, Koran  
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ABSTRACT 

ANALYSIS OF PROMOTIONAL STRATEGY JAVA POS RADAR MADIUN 

IN ATTRACTING THE INTEREST OF ADVERTISERS IN THE DAILY 

PAPER DURING THE COVID-19 PANDEMIC 

BY 

CLARISA LINDA PRATIWI 

 

This thesis is entitled Analysis of the Promotion Strategy of Jawa Pos Radar 

Madiun in Attracting the Interest of Advertisers in Daily Newspapers During the 

Covid-19 Pandemic. The purpose of this study was to determine the promotion 

strategy of Jawa Pos Radar Madiun during the covid-19 pandemic and to find out 

the obstacles faced by Jawa Pos Radar Madiun in carrying out promotional 

strategies during the covid-19 pandemic. This study uses a qualitative descriptive 

research method, which is motivated by the impact of the covid-19 pandemic 

which affects the decline in company turnover. Initially, the only obstacle faced by 

the company was the competition between local media, then when the pandemic 

began to spread throughout the region, including in the ex-Karisidenan Madiun 

area, Jawa Pos Radar Madiun experienced a 20% decrease in the number of ad 

orders from 2019 to 2020. 

To find out Radar Madiun's promotion strategy, this study was analyzed using the 

9P marketing mix theory from Fandy Tjiptono. This promotional strategy made a 

significant impact because in 2021 the company experienced an increase in the 

number of advertising orders by 20% and the company's turnover also increased 

by around 1.2%. 

However, there are still obstacles faced by Jawa Pos Radar Madiun in carrying 

out its promotional strategy during the covid-19 pandemic, namely the price 

component where the price is deemed too expensive for business people during 

the covid-19 pandemic. Then from the people component, the company still uses 

the model from Radar Madiun employees so that it is less attractive to consumers 

who want to advertise. 

Keywords: Advertising, Promotion, Marketing Mix 9P, Newspaper 

 


