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Dalam pemasaran produk Nano Water Can, peran Public Relations
sangatlah vital. Penelitian ini menyoroti pentingnya komunikasi Public Relations
(PR) dalam mempromosikan produk Nano Water Can di Cabang Tulungagung.
Kemampuan PR untuk menggabungkan komunikasi verbal dan non-verbal secara
efektif, serta memanfaatkan teori interaksi simbolik, kunci dalam mencapai tujuan
komunikasi yang sukses. PR berhasil membangun citra positif, mengelola krisis
dengan baik, dan mempengaruhi persepsi masyarakat secara positif. Melalui
metode pengumpulan data berupa wawancara dengan menggunakan teknik
snowball sampling, penelitian ini mengidentifikasi bahwa tim PR Nano Water
Can secara aktif terlibat dalam berbagai kegiatan pemasaran seperti, mengisi
seminar, home sharing, konten media sosial, dan menjadi MC dalam event
tahunan. Hasil penelitian menunjukkan bahwa gaya komunikasi Public Relations
pada Nano Water Can ditandai dengan penekanan pada penampilan yang percaya
diri, ekspresi wajah yang ramah, serta penggunaan bahasa yang santai namun
formal. Kesimpulannya, gaya komunikasi Public Relations Nano Water Can
memainkan peran penting dalam meningkatkan kesadaran dan kepercayaan
masyarakat terhadap produk Nano Water Can, memperkuat koneksi personal
dengan konsumen potensial, dan menyampaikan pesan secara efektif dalam

berbagai konteks pemasaran.
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ABSTRACT
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In the marketing of Nano Water Can products, the role of Public Relations
is very vital. This research highlights the importance of Public Relations (PR)
communication in promoting Nano Water Can products at the Tulungagung
Branch. The ability of PR to combine verbal and non-verbal communication
effectively, as well as utilize symbolic interaction theory, is key in achieving
successful communication goals. PR has succeeded in building a positive image,
managing crises well, and influencing public perception positively. Through a
data collection method in the form of interviews using snowball sampling
techniques, this study identifies that the Nano Water Can PR team is actively
involved in various marketing activities such as filling out seminars, home
sharing, social media content, and becoming MCs in annual events. The results of
the study show that the Public Relations communication style in Nano Water Can
is characterized by an emphasis on confident appearance, friendly facial
expressions, and the use of relaxed but formal language. In conclusion, Nano
Water Can's Public Relations communication style plays an important role in
increasing public awareness and trust in Nano Water Can's products,
strengthening personal connections with potential consumers, and effectively

conveying messages in various marketing contexts.
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