ABSTRAK

Penelitian ini bertujuan mengetahui digital branding government public relations Program
JEWITA Dinas Komunikasi dan Informatika (Diskominfo) Kabupaten Trenggalek di akun
Instagram @pemkabtrenggalek, serta mengidentifikasi faktor pendukung dan penghambat
dalam pelaksanaannya. Penelitian dilakukan dengan menggunakan pendekatan kualitatif
dengan metode deskriptif, melalui teknik pengumpulan data berupa wawancara, observasi,
dan dokumentasi. Teori yang digunakan adalah Digital Branding Government Public
Relations dari Manoharan dan Wu 2021 yang terdiri atas empat kategori strategi, yaitu
Organizational Planning, Brand Symbols, Outreach Actions, dan Security and Inclusivity.
Hasil penelitian menunjukkan bahwa Diskominfo Kabupaten Trenggalek telah
menerapkan strategi digital branding melalui pembentukan komite kepemimpinan dan tim
kreatif yang bekerja secara terstruktur, pengembangan identitas visual khas meskipun
belum distandarisasi melalui logo dan tagline resmi, serta pelaksanaan kampanye media
sosial dan pendekatan storytelling berbasis keterlibatan pemangku kepentingan yang
terbukti efektif memengaruhi persepsi dan minat kunjungan audiens. Namun demikian,
aspek keamanan dan inklusivitas masih belum dilaksanakan dan perlu kebijakan tertulis,
baik dalam hal keamanan akun, kepatuhan hak cipta, privasi warga, maupun aksesibilitas
konten bagi audiens berkebutuhan khusus. Faktor pendukung pelaksanaan program ini
meliputi pendekatan terpadu melalui distribusi konten multi-platform, orientasi pada nilai
publik, dan keterlibatan pemangku kepentingan, sementara faktor penghambatnya meliputi
keterbatasan anggaran, keterbatasan SDM, ketidakkonsistenan identitas visual, serta
kendala teknis di lapangan. Kesimpulan penelitian menunjukkan bahwa Program
JEWITA telah berkontribusi dalam membangun citra pariwisata Kabupaten Trenggalek,
ditandai dengan perubahan persepsi audiens serta tumbuhnya minat kunjungan wisata,
meskipun penerapan strategi digital branding belum merata pada seluruh kategori,
khususnya pada aspek keamanan dan inklusivitas yang masih memerlukan penguatan
kebijakan formal ke depannya.
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Abstract

This study aims to examine the digital branding government public relations of the
JEWITA Program by the Communication and Informatics Office (Diskominfo) of
Trenggalek Regency on the Instagram account @pemkabtrenggalek, as well as to
identify the supporting and inhibiting factors in its implementation. The research
was conducted using a qualitative approach with a descriptive method, through
data collection techniques including interviews, observation, and documentation.
The theory used is Digital Branding Government Public Relations by Manoharan
and Wu (2021), which consists of four strategy categories: Organizational
Planning, Brand Symbols, Outreach Actions, and Security and Inclusivity.

The results show that Diskominfo Trenggalek Regency has implemented digital
branding strategies through the establishment of a leadership committee and a
creative team that work in a structured manner, the development of a distinctive
visual identity—although not yet standardized through an official logo and
tagline—and the implementation of social media campaigns and a storytelling
approach based on stakeholder engagement, which have proven effective in
influencing audience perception and visit interest. However, the security and
inclusivity aspects have not yet been implemented and require written policies,
covering account security, copyright compliance, citizen privacy, and content
accessibility for audiences with special needs. The supporting factors for this
program's implementation include an integrated approach through multi-platform
content distribution, a public-value orientation, and stakeholder engagement, while
the inhibiting factors include budget limitations, limited human resources,
inconsistency in visual identity, and technical constraints in the field. The study
concludes that the JEWITA Program has contributed to building Trenggalek
Regency's tourism image, marked by a shift in audience perception and growing
tourism Vvisit interest, although the implementation of digital branding strategies
has not been evenly applied across all categories—particularly in the security and
inclusivity aspects, which still require stronger formal policies going forward.
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