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ABSTRAK

Amanda Heruva Putri . 201910415367 . Strategi Pemasaran Sosial Museum
Bank Indonesia (dibimbing oleh Ibu Dr. Ciwuk Musiana Yudhawasthi, M.Hum)

Penelitian ini bertujuan untuk mendeskripsikan nilai sosial yang ingin
dikomunikasikan oleh Museum Bank Indonesia pasca pandemi dan menjelaskan
strategi pemasaran sosial yang dilakukan oleh museum tersebut. Metode yang
digunakan adalah penelitian deskriptif kualitatif, memanfaatkan wawancara,
observasi, dan data sekunder. Museum Bank Indonesia berfokus pada dua aspek
utama: Living Monument dan Living Culture. Living Monument mencakup aspek-
aspek sejarah Bank Sentral Indonesia, sementara Living Culture berfokus pada
budaya dan warisan sejarah yang diwariskan antargenerasi, terutama terkait alat
tukar (uang). Museum Bank Indonesia menerapkan berbagai taksonomi dalam
pengelolaan museum, mencakup koleksi, eksibisi, fasilitas, program, publikasi,
layanan, dan aktivitas berbasis web. Museum ini mencoba memunculkan
pengalaman pengunjung dengan empat dimensi: spiritual, edukasi, rekreasi, dan
ukhuwah (SERU). Strategi pemasaran sosial Museum Bank Indonesia juga
mencerminkan prinsip-prinsip  persuasi  Cialdini, termasuk reciprocation,
commitment and consistency, social proof, liking, authority, dan scarcity.
Penerapan strategi ini terlihat pada kegiatan museum, interaksi pengunjung, dan
respons positif terhadap ancaman atau insentif. Hasil penelitian menunjukkan
bahwa Museum Bank Indonesia telah berhasil merancang dan menjalankan strategi
pemasaran sosial untuk menciptakan nilai sosial melalui pendekatan living

monument dan living culture.

Kata Kunci : Nilai Sosial, Strategi, Pemasaran Sosial, Komunikasi Museum

Strategi Pemasaran.., Amanda Heruva Putri, Fakultas llmu Komunikasi, 2024



ABSTRACT

Amanda Heruva Putri . 201910415367 . Social Marketing Strategy of Museum
Bank Indonesia (Mentored by Mrs. Dr. Ciwuk Musiana Yudhawasthi, M.Hum)

This research aims to describe the social values that Museum Bank Indonesia wants
to communicate after the pandemic and explain the social marketing strategy
carried out by the museum. The method used is descriptive qualitative research,
utilizing interviews, observations, and secondary data. Museum Bank Indonesia
focuses on two main aspects: Living Monuments and Living Culture. Living
Monument covers aspects of the history of the Central Bank of Indonesia, while
Living Culture focuses on the culture and historical heritage that is passed down
between generations, especially related to the medium of exchange (money).
Museum Bank Indonesia applies various taxonomies in museum management,
including collections, exhibitions, facilities, programs, publications, services, and
web-based activities. The museum tries to create a visitor experience with four
dimensions: spiritual, education, recreation, and ukhuwah (SERU). Museum Bank
Indonesia’s social marketing strategy also reflects Cialdini's principles of
persuasion, including reciprocation, commitment and consistency, social proof,
liking, authority, and scarcity. The implementation of this strategy is seen in the
museum's activities, visitor interactions, and positive responses to threats or
incentives. The results show that Museum Bank Indonesia has successfully designed

and executed the marketization strategy.

Keywords: Social Value, Strategy, Social Marketing, Museum Communication
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