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ABSTRAK 
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ECHA PRIANA MAHARANI 

22240993 

 
 
 
 

Penelitian ini bertujuan untuk menganalisis implementasi Integrated Marketing 
Communication (IMC) dalam strategi rebranding Taman Wisata Ngembag sebagai 
wisata keluarga berbasis budaya lokal di Ponorogo. Fenomena penurunan jumlah 
pengunjung pasca pandemi COVID-19 dan adanya persepsi negatif masyarakat 
terhadap fasilitas yang terbengkalai menjadi latar belakang dilakukannya upaya 
perubahan citra. Penelitian ini menggunakan pendekatan kualitatif deskriptif 
dengan teknik pengumpulan data melalui wawancara mendalam, observasi 
lapangan, dan dokumentasi. Informan dalam penelitian ini meliputi pihak pengelola 
(Dinas Pariwisata dan manajemen taman), pengunjung, serta pelaku usaha lokal. 
Hasil penelitian menunjukkan bahwa Taman Wisata Ngembag menerapkan delapan 
elemen IMC dengan menitikberatkan pada Events And Experiences melalui 
pertunjukan seni rutin dan Online Marketing melalui media sosial untuk 
membangkitkan nostalgia pengunjung. Meskipun strategi ini berhasil 
meningkatkan kunjungan rombongan keluarga, namun ditemukan adanya hambatan 
berupa minimnya iklan luar ruang (outdoor Advertising) dan ketidaksinkronan 
antara janji promosi dengan kebersihan fasilitas fisik di lapangan. Penelitian ini 
menyimpulkan bahwa keberhasilan rebranding memerlukan integrasi yang lebih 
kuat antara promosi digital dan pemeliharaan bukti fisik destinasi. 

 
Kata Kunci: Integrated Marketing Communication, rebranding, Wisata Keluarga, 
Budaya Lokal. 
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This study aims to analyze the implementation of Integrated Marketing 
Communication (IMC) in the rebranding strategy of Ngembag Tourism Park as a 
family-friendly destination based on local culture in Ponorogo. The decline in 
visitor numbers following the COVID-19 pandemic and negative public perceptions 
of neglected facilities were the driving forces behind the image change effort. This 
study employed a descriptive qualitative approach, with data collection techniques 
including in-depth interviews, field observations, and documentation. Informants 
included management (the Tourism Office and park management), visitors, and 
local businesses. The results indicate that Ngembag Tourism Park implemented 
eight elements of IMC, emphasizing Events And Experiences through regular art 
performances and Online Marketing through social media to evoke visitor 
nostalgia. Although this strategy successfully increased family group visits, 
obstacles were identified, including limited outdoor Advertising and a mismatch 
between promotional promises and the cleanliness of physical facilities. This study 
concludes that successful REBRANDING requires stronger integration between 
digital promotion and the maintenance of the destination's Physical Evidence. 

 
Keywords: Integrated Marketing Communication, rebranding, Family Tourism, 
Local Culture. 
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