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Program acara “Apa Kabar Indonesia Pagi” dan “Coffee Break” merupakan dua program acara berjenis/genre talk show/perbincangan pada stasiun televisi tvOne. Untuk dapat eksis dan memenangkan persaingan, kedua program acara tersebut melakukan berbagai strategi. Dalam kegiatan promosi, strategi yang dilakukan oleh kedua program acara tersebut perlu mendapatkan fokus penelitian, dan oleh karena itu penelitian ini perlu dilakukan. 

Tujuan dari riset ini, secara khusus adalah untuk memperoleh gambaran tentang strategi-strategi khusus yang dilakukan oleh objek penelitian. Metode yang digunakan adalah pendekatan kualitatif deskriptif dan menganut paradigma konstruktivisme. Pengumpulan data dilakukan melalui hasil wawancara, observasi, studi pustaka dan data sekunder/pendukung berdasarkan sumber AGB Nielson yang berupa tabel segmentasi penonton serta grafik rating dan share program acara “Apa Kabar Indonesia Pagi” dan “Coffee Break”. Konsep-konsep yang dioperasikan sebagai alat analisis meliputi profil program, segmentasi-targeting-positioning (STP) penonton, kegiatan promosi, rating dan share, penjualan program kepada pemasang iklan, penjadwalan program serta analisis SWOT.
Hasil penelitian ini menunjukkan bahwa dalam upaya menjaring penonton dan pengiklan, program acara “Apa Kabar Indonesia Pagi” dan “Coffee Break” melakukan kegiatan promosi dalam bentuk on air yang berupa suatu tayangan produksi yang mengangkat sosok pembawa acara program acara tersebut dengan durasi 30 (tiga puluh) detik dan off air yang dilakukan melalui Special Event : seminar (road show dari kampus ke kampus yang membahas tentang jurnalistik), social network (facebook, twitter, website) dan surat kabar, melakukan perumusan segmentasi-targeting-positioning penonton, rating dan share serta penjualan program kepada pemasang iklan. Faktor pembeda kegiatan promosi pada kedua program acara tersebut adalah pada format durasi yakni pada program acara “Apa Kabar Indonesia Pagi” memiliki tiga format durasi, sedangkan pada program acara “Coffee Break” memiliki dua format durasi.
Kata Kunci : Promosi, penonton, pengiklan, program acara “Apa Kabar Indonesia Pagi” dan program acara “Coffee Break”.
ABSTRACT

Rini Triyantini. 07331084. Analysis of promotional TV programs (descriptive studies programs "Apa Kabar Indonesia Morning" and "Coffee Break" on TV One period July to December 2011) thesis degree program science communication studies, psychology and social science faculty of the university culture of Indonesian Islam.
Programs "Apa Kabar Indonesia Pagi" and "Coffee Break" are the two of event program / ​​genre talk show / conversation on program television TVone . In order to exist and win the competition, both programs perform a variety of strategies. In the context of marketing strategy, especially in the promotion, strategy carried out by these two programs will need to get the focus of this research, and therefore this research should be done.

The purpose of this research, particularly is to gain an overview of specific strategies undertaken by the research objects. The method used is descriptive and qualitative approach and paradigm of constructivism. The data were collected through interviews, observation, book study and supporting data / secondary sources are based on AGB Nielsen audience segmentation in the form of tables and charts show the rating and share program "Apa Kabar Indonesia Pagi" and "Coffee Break". Concepts that are operated as an analytical tool include profile programme, segmentation-targeting-positioning (STP) of audience, promotional marketing strategies, rating as well as share, selling programs to advertisers, programme arrangement and SWOT analysis.
These results indicate that as the effort to attract audiences and advertisers, the program shows "Apa Kabar Indonesia Pagi" and "Coffee Break" did promotional marketing strategies, make the formulation of the segmentation-targeting-positioning of the audience, rating and share as well as selling programs to advertisers. Promotional activities in the form on the water in the form of a production that raised the figure shows the host program. Event with a duration of 30 seconds and off the water conducted through the special event: Seminar (road show from campus to campus to talk about journalism) social networks (facebook, twitter, website) and newspapers. Distinguishing factor for promotional activities in both programs is the format of the event that the duration of the program shows "Apa Kabar Indonesia Pgi" has the duration of 3 format, while in the program show "Coffee Break" has a duration of 2 format.
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