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Abstract. Kanagoods is the first mover for batik producer with coloring technique by using
indigo as the main natural ingredient. The company was built in 2012 and is running the program
through the Implementation of Marketing Public Relation to build the brand image as batik
producer and to find any obstacles as well as Kanagoods efforts in solving the obstacles. The
purpose of the article is to increase the efficiency of marketing activities of Kanagoods by
improving the marketing program for public relations through creating a brand image of Batik
Indigo. This research focuses on 7 main activities of Public Relations Marketing, consisting of
Publications, Events, News, Community Involvement, Information or images, Lobbying and
negotiations, and Social responsibility. The theory used in the result of this study indicated that
Kanagoods uses the concept of Marketing Public Relations from Thomas L. Harris namely
PENCILS that explained why Kanagoods used the 7 tools to improve the image. Based on the
result, it can be concluded that the most suitable activity to use was Events. However, the overall
conclusion is that every strategy used by Kanagoods to build their brand image consider as quite
effective, related to the public target, and obtain the expected result.

Keywords: Kanagoods, marketing public relations, brand image.
JEL Classification: D29, M31, L 67.

INTRODUCTION

Etymologically, Batik comes from the javanese language “amba’” which means wide and large
fabric. And “titik” that means doing works by making dots pattern developed into the new term of
batik, which means “connecting dots”’and becomes a certain pattern in wide and large fabric
(Wulandari, 2011). Based on the definition from The Minister of Manpower through the standard of
National work competence number 314/2013 who explained that batik is a dyeing technique art of
textile which in the process of making uses wax as a resistor and use canting or stamp to stick the
color (Mulyanto, 2016).

Nowadays, batik has been transformed as home decoration and fashion trend, a handcraft that
is able to touch various levels of society, every ages and livelihoods of both domestic or foreign
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people. In October 2017 the export value of batik and various batik products continued to increase
and reach US $ 51.15 million, which originally US $ 39.4 million in January 2017. With the main
marketing targets Japan, US and Europe. (Kementerian Perindustrian Republik Indonesia, 2018)

Currently the creative industry in Indonesia is growing rapidly, from culinary, IT, art and
fashion. In this modern era, fashion is one of the biggest contributors to the country's exchange
rates. Since 2012-2017, the industrial minister has facilitated 462 exhibition stands for the national
fashion industry to promote their superior products. (Kementerian Perindustrian Republik
Indonesia, 2018).

Batik as original cultural heritage of Indonesia is often considered as an old trend and does
not reflect the contemporary development. This makes batik less attractive to young people or
millennials. Therefore, currently various local Indonesian products are trying to make changes of
Batik market targets.

Kanagoods is an original Indonesian brand that carries the concept of natural materials with
indigo plants as natural colour. By using indigo leaves and contemporary batik crafts for men and
women that are suitable for all generations, the founder established Kanagoods Company.

LITERATURE REVIEW

Batik making by natural coloring technique can be used indigo leaves (Indigofera tinctoria),
indigo color or tarum. Indigofera tinctoria is a plant that produces natural blue color. The use of
clothing dyes mainly carried out in the manufacture of batik or traditional tied weaving technique
from archipelago (Muzzazinah, Chikmawati, Rifai and Ariyanti, 2014)

The product quality consider as premium for its target market where this brand does not have
any offline store and only relies on Marketing public relations as a media for conveying the
message of this product. Examples of Marketing Public Relations that currently used are
participating in local Indonesian brand exhibitions, conducting collaboration with digital marketing,
and doing sponsorship to introduce their products. Kanagoods Batik includes 5 Sustainable
Indonesian Fashion Brands That You Can Wear and Save the Earth with as one of brand slow-
fashion with environment friendly (Levina, 2016).

The concept of MPR (Marketing Public Relations) comes from Kotler who set the concept of
Mega Marketing as the collaboration of Public Relation strength and Marketing, after that there is a
new term called Marketing Public Relations which was introduced by Thomas L. Harris. In his
book The Markerter’s Guide to Public Relations he stated that MPR is the planning process and
program evaluation that stimulates the outcomes of sales and customers. This was done through the
communication of credible information and impressions that can connect the company, its products
with customers’ need and concern. (Ruslan, Rosady, SH, 2014).

According to Harris the main reason of MPR aims to increase awareness, stimulate sales, and
facilitate communication to build relation among customers, companies and brands. This research
limits MPR analysis of Kanagoods only on the efforts to stimulate and facilitate communication and
build its image as batik indigo producer (Harris, 2006).

Based on the definition above, MPR have an important role in building the brand image. This
research tried to examine the role of MPR in building the brand image of Kanagoods batik indigo,
which creates a positive image of customer. Therefore, the customer can be a loyal customer of the
product. This research tried to find out the implementation of MPR of Kanagoods program to build
the brand image as a slow-fashion batik indigo producer in 2018. Thus, the purpose of this study
was to determine and analyse the implementation of MPR in building brand image as 2018 slow-
fashion indigo batik producer.
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PAPER OBJECTIVE

The purpose of the article is to increase the efficiency of marketing activities of Kanagoods by
improving the marketing program for public relations through creating a brand image of Batik
Indigo.

METHODOLOGY

This research used qualitative research method. Qualitative data analysis is inductive, which
means an analysis based on the obtained data, then developed into a hypothesis. This research was
done by organizing data, arranging them into patterns and choosing which ones are important to
learn (Sugiyono, 2016). As what was stated by Ardianto (2009) Communication in positivism
paradigm is a linear process or causal process that can reflect the sender's efforts to change the
knowledge of recipient’s message. The informant chosen to provide information consists of four
people, which includes two people from internal part, and the other two from external parties as
consumers of Kanagoods.

In this research, Data collection was done by two steps: the secondary data and the primary
data. The secondary data was taken from internet and other secondary media. And the primary data
was taken from information collection such as participation in regulations, direct observation, in-
depth interviews and documentation review.

This Research was done during September 2018 to January 2019, the exact time to collect the
complete and accurate data. This research was conducted at the Kanagoods workshop in Pamulang,
South Tangerang.

The Analysis of the Kanagoods Marketing Public Relations

In order to achieve the objectives of the company, there are seven main activities for MPR's
publication activities (Harris, 2006). The activities consist as Event organizing, News, Community
Involvement, Inform on Image, Lobbying and Negotiation, Social Responsibility.

The Following results of the research will be described one by one according to the
information provided by Kanagoods, related to MPR activities. This analysis begins with the profile
of interviewees, and then an analysis of each element can be seen as follows.

Publicity

According to Harris (inside Ardianto, 2009) Publication means to organize publications and
disseminate information through the media regarding various activities of the company that should
be known by public. Therefore, publicity can get a broad positive response from society.

From the very beginning of the Kanagoods establishment, this company used more social
media during publicity activities and also public communication; they tend to use social media such
as Instagram, Facebook or by online website. Magazine, television and workshop as media
approach to introduce the brand image.

This was confirmed by the opinion of Sancaya Rini, who said that the influence of social
media depends on the public reaction. It is important to manage and update the content of social
media. Apart from getting publicity it is also necessary to obtain positive feedback from society. As
the owner, Sancaya Rini communicates with public and makes changes in goals to be achieved,
which involve Kanagoods to be well known.

The effective of social media promotion can be proven by the increasing number of followers
on Kanagoods social media. This number also increases whenever Kanagoods uploads new photos
or videos on Instagram. As Kanagoods attend an event, the number of followers will increase as
well.
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The production activities of Kanagoods are based on the publicity and attract the consumers’
interest displayed in Kanagoods social media. Media concept is a tool and facility of
communicators to convey their messages to public (Cangara, 2002).

From the explanation above, researcher make the temporary conclusions regarding by the
implementation of Kanagoods MPR, Kanagoods only active doing publicity by social media,
because it is related with its target public media. Based on the informed content of publicity
activities by Kanagoods, the brand can be easily accepted by consumers, and the frequency of 2018
Kanagoods Publicity is not as massive as the previous years.

According to the analyzed publicities, social media should frequently update Kanagoods
activities. In the opinion of Matt Smith, the owner of Lattergamme, the accurate time to update their
activities was 2AM to 5PM, because this range hour is the best time to post Instagram and many
public targets are active at this period, therefore it will be better if the owner regularly uploads new
content during the determined hour.

As a result consumers who become informant are attracted by the activities of publicity.
However, according to interviews, for several reasons, there are consumers who are less aware
regarding the publicity activities because of inappropriate media use.

Event

For event promotion, Kanagoods often participates in local brand events organized by well-
known Indonesian brands such as Bekraf, Inacraft, Popup, Brightspot, etc. As it is explained by
Cangara (2009) in his book, Media is a tool or facility used to convey messages from
communicators to public, and the type of media used is public media because it is intended for
public around the city which organizes an event.

Kanagoods uses event to implement Marketing Public Relation activities, in this case the
types of events used are exhibitions, workshops, and talk shows. Besides sharing the knowledge,
this kind of event is also used to introduce the brand to public.

According to Ms. Sancaya Rini, the exhibition is one of the events to promote the products,
and she stated that: “Exhibition, is one of promotional activities, such as Bright spot, Pop up
market, Ina craft, local market” (S.Rini, private communication, April 02 2019)

Alonside with exhibition the MPR activities used by Kanagoods also include workshops and
collaboration with marketplace industry. The purposes of Kanagoods’ attending an event and
exhibition is to introduce the product in wider area to be more well-known. According to the
opinion of the owner this will affect the brand image.

Participating in various exhibition events has yielded many results including getting
Kanagoods more familiar within the target public. It also achieves other purposes, such as
maintaining good relations between Kanagoods’ owners and staff on the one hand and public on the
other. It also becomes an educational program to other small related industries.

The explanation above indicates that the implementation of MPR Kanagoods’ event is
effective to promote it with the correct public target and marketing target. Kanagoods only
participates in an event, the segmentation of which is appropriate to their public target. It can be
proven that MPR event activities can achieve the expected sales target by the company.

News
As Kanagoods often attends the exhibition, media become interested in covering Kanagoods

in their workshops to discuss more about batik indigo, how to make it, as well as advantages and
disadvantages of its products.
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That is also a positive point for public promotion of the Kanagoods’ image as a batik indigo
producer because they can see the product-making process through media coverage and recognize
the brand regarding Kanagoods’ environmental friendly products.

Keller stated that a brand has to own a unique and good image to consumer. Based on the
opinion of Kanagoods, the news approach was not as big as in previous years. In her statement,
Sancaya Rini added that any news regarding Kanagoods was not followed up (Kotler and Keller,
2012).

Based on the explanation above, News as the implementation of Kanagoods Marketing Public
Relation includes an accurate promotion method because the message can be conveyed properly
through media with the expected result of Kanagoods. However, the media chosen by Kanagoods is
large mainstream media, mainly social media. Thus Kanagoods does not follow up on news about
the company and there is no percentage of media cover on Kanagoods.

Community Involvement

To maintain good relations with stakeholders, Kanagoods is divided into two parts - external
and internal. The first part is external, for the sake of business continuity it is better to establish
relationships with stakeholders, the strength of brand associations provides information and
establishes relationships that can be remembered by consumers or stakeholders. Thus, it can be a
factor in building a brand image (Eka Saputri and Ratna Pranata, 2014).

In this case Kanagoods maintains its good relationship not only for consumer side but also for
the entire aspects or supported parties, including maintaining the communication with the
employees because they hold the prosperity of the company. Thus, the response and communication
from stakeholders, both internal and external remains good.

Kanagoods involves internal and external stakeholders through social media of the MPR
activities. However Kanagoods did not make continuous progress with their consumers about the
products by introducing the batik indigo community, therefore it will help to build good
relationship.

Inform or Image

Coloring fabrics by natural materials such as indigo leaves and other plants are materials that
are not commonly used in fashion industry. By the strength of brand association, the input
information on consumers’ memory can be done and becomes a brand image which can create
strong association of consumers (Eka Saputri and Ratna Pranata, 2014)

To spread the information about Kanagoods’ products, there are activities carried out by the
company in order to convey information to the public. In public relations activities it must have
benefits on conveying information. Kanagoods has certain indicators to measure the success of
public relations activities. In carrying out MPR activities, Kanagoods carries out certain strategies,
these strategies can be different themes for each season of the products they have, and therefore, the
consumer or their target is aware whenever they launch a new product.

In MPR’s activities carried out by Kanagoods, it has the goal to achieve an expected plan of
the company. As Sancaya Rini stated the success indicator of MPR's activities is not only in form of
the number of followers but also how consumers appreciate the concept of products. And that is an
important point of MPR (Marketing Public Relations) to strengthen the point of marketing itself,
and not to sideline MPR (Gani and Amalia, 2014).

Based on the explanation above, it can be concluded that image as the implementation of
MPR was implemented effectively, because the information is well-conveyed and brand image can
be well known to public. It really influences Public Relation activities carried out by Kanagoods as
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far as brand awareness is concerned. However, the obstacle due to the lack of human resources in
the field of Public Relations causes the sales decrease in comparison with the previous ones. The
public image of Kanagoods is considered as good, because the product has strong branding.

The success indicator on Kanagoods social media is measured by the increase of followers of
Kanagoods social media. Another indicator is aftersales from consumers who repurchase the
products of Kanagoods, and also consumers who are loyal to the Kanagoods brand. Kanagoods
mostly uses events on its MPR strategy, with the aim to introduce the latest products or themes in
order to make the brand known by the public.

Public Relation Kanagoods activities have obstacles, such as public targets or sales targets
that are not achieved as it is expected by the plan. Kanagoods also carried out a strategy to fix the
obstacles. The strategy used by Kanagoods to build the better brand image included reviewing all
the strategies previously applied to improve its future strategies.

Lobbying and Negotiating

In order to maintain the company there must be many supporting factors to keep the business
working. In this case there is a factor that supports the production activities of Kanagoods
Company, such as institutions that influence the life of the company. Another institution that has
influence on Kanagoods is Bekraf. Bekraf is a government agency and a forum for Kanagoods to
introduce its products abroad and it also expands the public market.

Another point is that Kanagoods also maintains a good relationship by interacting with their
consumers and more active using social media because through social media, consumers can easily
update the products and their testimonials or responses to the products from comments column.

Based on the explanation above, Lobbying and Negotiation is an implementation of MPR by
Kanagoods to keep good relationship with big industries which will affect the company through
either production activities or event organizing to introduce the product. Kanagoods does not have a
specific strategy to maintain good relations with institutions that influence the company. By inviting
Kanagoods to every event held by related institutions, it can be a measure of Kanagoods success to
maintain good relations.

Social Responsibility

In public relations activities, demonstrating the concern for the surrounding, Kanagoods also
shows its concern by holding social activities in its production house. Furthermore, social activities
are involving people both around the production house and in the rural place.

Kanagoods conducts social responsibility activities by educating public about batik indigo,
they hold the workshop without any charge, reminding that Kanagoods originates from workshop
within the people around. Kanagoods expected to gain empathy from people around and that proves
that Kanagoods does not only think about profit but also cares for society.

On the implementation of social responsibility, Kanagoods has various public targets. The
implemented activities can be workshops on dyeing batik cloth by natural materials; this activity
was carried out by Sancaya Rini as the owner of Kanagoods to control rural areas such as the Toba.

Based on the explanation above, the publicity of the MPR Kanagoods’ social responsibility
consists in the activity of introducing indigo batik to society. The public is aware of these workshop
activities and is also interested in knowing more about workshop activities, however there are also
consumers who are not aware of these activities.

Workshop of social responsibility activity is mainly targeted at young people who want to
learn more about indigo coloring techniques. On implementating these activities, Kanagood does
not set any schedule. The concept of this activity is sharing knowledge regarding the product and
the technique of indigo coloring.
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RESULTS AND DISCUSSION
The Implementation of Marketing Public Relation in Kanagoods

Publications of the Kanagood activities can be found in various media - from traditional to
online. The disadvantage of using traditional media in publicity is due to its passive character,
including the problem of inappropriate media use for the target public. On the other hand, the
advantage of such active media user as social media is its addressing to the target public.

Kanagoods content of publicity has been accepted by consumers. It is also known that in 2018
the frequency of Kanagoods Publicity is not as massive as in the previous years. As stated by
Keller, Publicity activities considered as an effective promotion because it includes necessary MPR
factors. Nowadays consumer’s attention and interest of advertisement is starting to be decreased,
the messages in advertisements tend to be excessive and boring and difficult to gain attention from
consumers (Kotler and Keller, 2012).

Event, Kanagoods is really active on conducting exhibition and workshops by collaboration
with marketplace industry. The selection of events to support the Kanagoods MPR activities was
chosen based on its public targets. In organizing activities of an event, the program segmentation
relates to their public target. Based on the findings, it shows that MPR event activities can achieve
the sales target.

During the implementation of an event, Kanagoods used media during the exhibition by
updating and spreading information by social media. This activity is considered effective to increase
people’s awareness and the number of followers (Wahid and Rizki, 2018), where it may affect the
product brand image.

News issues and values that Kanagoods wants to convey through the news and media can be
well received and meet the expectations of Kanagoods. This research found out that, the selection of
media used by Kanagoods was big media, mainstream media that not all of the target public used.
In scope of media presentation, Kanagoods did not follow up the news regarding the company, and
there is no media presentation about Kanagoods.

Kanagoods used media as their facilitators to convey the message to public with an
expectation that the news spread within the wider audience. As it was implied by Cangara to
promote the media for public in every location, there were used social media to convey the message
from informant by such mechanical communication tools as newspaper, film, radio, and television
(Cangara, 2002).

Kanagoods Community Involvement engages its internal and external stakeholders through
social contacts in the MPR’s activities. Kanagoods did not obtain the continuous communication
with consumers to introduce Batik Indigo

Because of the fact that Kanagoods regularly conducts social contact, its relation with
stakeholders is quite good. Information and Images of events are used as a tool to convey
information and images about their products to consumers and this can help to do it properly.

Public Relations really influence the brand awareness of Kanagoods. This brand awareness
will help to introduce the brand and product. However, due to the lack of Public Relations human
resources at Kanagoods, product sales are not as high as before.

Consumers state that the image of Kanagoods is good, because they have strong branding.
However, as far as aftersales are concerned Kanagoods does not involve continuous relation with
their old customer.

According to Kanagoods, its success indicator in social media is measured by the increase of
social media followers and other indicators are aftersales from consumers. They repurchase
Kanagoods products and there are several consumers who are loyal to Kanagoods. Kanagoods tend
to obtain an event as MPR’s strategy, with a purpose to introduce its latest product to massive
public.
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The Kanagoods Public Relation activities have an obstacle which includes the public target
and planned sales target. The Strategy used by Kanagoods to establish the brand image consists in
reviewing the entire strategy previously applied to improve further strategy.

This is one of the MPR roles to foster and maintain the company's images, products and
services, both in terms of quantity and quality of services provided to consumers as well as to
provide the clear information to public. Therefore it will inform the public regarding brand image
(Ardianto, 2009)

Lobbying & Negotiations can help Kanagoods to maintain good relations with the institutions
that influence the company, due to production activities or from event organizing to introduce the
brand. Kanagoods does not have specific strategy to maintain good relations with institutions that
influence the company, it relies on friendly relation to maintain their good relation. By inviting
Kanagoods at every event held by related institutions, it can measure the Kanagoods success level
to maintain their good relations with other parties.

Kanagoods’s CSR activity is aimed at introducing and educating people concerning coloring
technique by natural indigo coloring tools. Due to the activities consumers are attracted to know
more about CSR (workshop) events, but there are also customers who are not aware about those
activities. The target of the CSR activity is more targeted on young people who want to learn about
indigo coloring techniques. Kanagoods often hold these activities for batik small industries as well.

Based on the explanation above, it is obvious that the MPR’s strategy carried out by
Kanagoods is a push because Kanagoods does not carry out promotions in event activities and does
not use community empowerment events.

The overall analysis of this research can be stated that, there are seven strategies used by
Kanagoods on Marketing Public Relation as below:

a. Improve customer awareness regarding the product.

b. Build the trust of brand image, the offered product and its advantages.

C. Strong commitment to improve the customer services on complaint handling for
customer satisfaction.

d. Promote the new and latest update of product and make a proper plan regarding the
position of old product.

e. Continue to communicate by PR (House PR Journal) about the activities or related
program, social activities in order to maintain positive publicity.

f. Maintain the company brand image, both from quantity and quality toward the
customers.

CONCLUSION

The implementation related to the seven MPR’s activities. The results of the analysis show
that the strategy used is push with the aim of stimulating sales and facilitating communication with
customers. And those strategies are quite effective to build their brand image.

After analyzing seven Marketing Public Relation strategies, it was found that the weakest
strategy was Community Involvement, because Kanagoods should not only maintain relationships
with stakelhoders but also ongoing relationship with public to inform the product. In publicity
aspect, the media selection of Kanagoods is not optimal yet because they often used traditional
media publication and only depend on bigger media industries. Therefore based on the information
there are messages that do not achieve yet the right public consumer. Besides, the website of
Kanagoods is not effective to update and improve their product. Kanagoods social media are only
active when there is an exhibition. Kanagoods social media should update the activities of the
company to make it more familiar to public.

Based on the seven MPR’s strategies above, the researcher found that the most suitable
activity to use was Events. However, the overall conclusion is that every strategy used by
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Kanagoods to build their brand image is considered quite effective, related to the public target, and
obtaining the expected result. This can be proved in the interviews by the informants’ statements in
which they agree that the products produced by Kanagoods have strong branding, good quality and
a unique design from similar products. Therefore Kanagoods has a good image according to its
consumers.

SUGGESTION

This research can be based on using qualitative or quantitative method, or their combination.
In addition, there is hope that the next researchers can use more relevant theories or concepts such
as the concept of Green Market or Green Businessio Therefore the results of the research may be
developed and become more useful for future research.

This research was done with the expectation to contribute to environment and related parties.
By conducting more discipline of Marketing Public Relation Program, Kanagoods can reduce the
advertisement cost in electronic media or offline media and the goal to build the brand image as
batik indigo producer will still be achieved.
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PEAJIIBALISI MAPKETHHIOBOI ITIPOI'PAMM 110 3B'SI3KAX 3 TPOMAJICBKICTIO
KANAGOODS B CTBOPEHHI IMIJI’)KY BPEHY KOMIAHII BATIK INDIGO

Jihan Syavira Handayani Permata Dwi Lestari Angela Agave
London School of Public Relations London School of Public Relations London School of Public Relations
IDicakapma, [noonesis IDicakapma, [noonesis IDicakapma, Inoone3sin

Kanagoods - mepironpoxojeilb B BHPOOHHUITBI OaTWKy B TEXHili 3a0apBieHHS 3
BUKOPHUCTAHHSM 1HIWTO B SKOCTI OCHOBHOTO HaTypaibHOTro iHrpeaienTa. Kommanis Oyma cTBopeHa
B 2012 poui i peani3ye mporpamy 4epe3 BIPOBAIKEHHSI MApKETHHIOBHUX 3B'S3KiB 3 TPOMAJICHKICTIO,
o0 CTBOPUTHU IMIK OpeHIy sIK BUPOOHHMKa OaTWKa 1 AOCHIAUTH Oy[b-sSKi MEPEIIKoan, a TaKOoX
sycwnnst Kanagoods mo ix ycynennro. Lle mociimkeHHS GOKycyeThCsi HA 7 OCHOBHUX HaIpsSMKax
MapKEeTUHTY 31 3B'A3KiB 3 TPOMAJICHKICTIO, BKIIIOYAIOUM IyOJiKaiii, moxii, HOBHHH, Y4YacTh
CHUIBHOTH, 1HpoOpMarito abo 300paKeHHs, JIOOIIOBaHHS, TIEPETOBOPH 1  COIIAIbHY
BINOBIANIBHICTh. Teopis, BHKOpPHCTaHAa B pE3yJIbTaTi IBOTO JOCHIDKEHHS, MOKa3aja, M0
Kanagoods BUKOpPHCTOBYe KOHIEMIII0O MAapKETHHTOBHX 3B'SI3KiB 3 rpomazacbkicTio Tomaca JI.
Xappica, a came PENCILS, sika noscHioe, yomy Kanagoods BUKOpruCTOBYBaB 7 IHCTPYMEHTIB ISt
MOJIMIEeHHs MKy, ['pyHTyrounuchr Ha pe3ynbTaTi, MOXHa 3pOOMTH BHUCHOBOK, IIO0 HaWOiIbII
Ti€EBUM 1HCTPYMEHTOM /il BUKopUcTaHHS Oynu Events. OnHak 3araibHHiII BUCHOBOK IIOJISITA€E B
TOMy, IO KOXKHA CTpaTeris, sika BUKOPUCTOBYeThcss Kanagoods [uisi CTBOpEHHS iMiIXKy CBOTO
OpeH/y, BBAXKAETHCS JOCUTh €(EKTHBHOIO, IMOB'SI3aHOI0 3 IYOJIYHOK METOK 1 OTPUMaHHIM
OYiKYBaHOTO PE3yJbTaTy.

Karwuosi cioa: Kanagoods, MapkeTHHTOBI 3B'SI13Ky 3 TPOMAJICHKICTIO, IMiJK OpeHTY
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OBIECTBEHHOCTbBIO KANAGOODS B CO3JAHUN NMHU/KA BPEHJIA
KOMITAHUHU BATIK INDIGO

Jihan Syavira Handayani Permata Dwi Lestari Angela Agave
London School of Public Relations London School of Public Relations London School of Public Relations
IDicakapma, Hnoonesus IDicakapma, Unoonesus IDicakapma, Unoonesus

Kanagoods — mepBormpoxo/erl B IPOM3BOICTBE OATHKA B TEXHUKE OKPACKH C HCITOJIb30BaHHEM
MH/IMTO B KaU€CTBE OCHOBHOI'O HAaTypallbHOro MHrpeaneHTa. Komnanus Obiia coznana B 2012 roay
U pealu3yeT IporpamMmy 4epe3 BHEJIPEHHE MapKETHMHIOBBIX CBSI3€H C OOIIECTBEHHOCTHIO, YTOOBI
co3J1aTh UMUK OpeHJa Kak MPOU3BOJUTENS OaTHKa M MCCIEeI0BaTh JIIOObIE MPEMSTCTBUS, @ TaKKe
ycunnsa Kanagoods mo ux ycrpaHeHuto. OTo ucciefoBaHue (OKycupyeTcsi Ha 7 OCHOBHBIX
HaNpaBJICHUAX MapKeTHHIa IO CBS35AM C OOLIECTBEHHOCTbIO, BKIIOYAs IMyOIMKalMU, COOBITHS,
HOBOCTH, y4acTue cooOuiecTBa, HHGOPMAIUIO WK H300pakeHus, T0OOMpoBaHuE, MEPETOBOPHI U
COLIMAJIbHYIO OTBETCTBEHHOCTb. Te€opHsl, HCIOJB30BaHHAs B pPE3yJbTaTe 3TOr0 HCCIEIO0BaHUSA,
nokasana, uro Kanagoods ucnonb3yeTr KOHIENIMI0 MapKETUHTOBBIX CBsi3ed C OOIIECTBEHHOCTHIO
Tomaca JI. Xappuca, a umenno PENCILS, kotopast o0bscHsieT, mouemy Kanagoods ucnonbs3osai 7
MHCTPYMEHTOB JUIsl YiIydllleHus: uMuaka. OCHOBBIBAsICh Ha pe3yibTaTe, MOXKHO CIIENaTh BHIBOJ, UTO
HauboJee MOAXO/AIUM UHCTPYMEHTOM I ucnosb3oBaHus Oblin Events. OqHako oOmuii BBIBOJ
3aKJII0YaeTcss B TOM, YTO Kaxjaas crpaTerus, ucronb3yeMas Kanagoods ans cozmaHus MMupKa
CBOEro OpeHja, cuuTaercs JOCTaToO4YHO 3(PPEeKTHBHOH, CBSI3aHHON C MyOJMYHOW LENbIO U
MOJIyYEHUS 0’)KUJAEMOr0 pe3yJbTaTa.

KuroueBbie ciioBa: Kanagoods, MapKeTHHTOBBIE CBS3U € OOIECTBEHHOCTHIO, UMHJIK OpeHaa.
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