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CHAPTER I 

INTRODUCTION 

 

I.1 Background of the Problem 

There will always be two sides to every matter in life. Let it be an 

argument, be an agreement, and let it be an effort. There will always be two 

parties involved, one that gives and one that takes, one that supports and one that 

goes against. 

In every working field, there are advantages and disadvantages. Aiming 

for success, in business there are partners and there are competitions, especially in 

the same area of expertise. Rivalry is one thing that may be considered as a 

complementary one would get just by having the nerve to jump into the particular 

employment at interest. However, having an opposition, even more, can point all 

the more that no matter how and no matter what, we are heading in the same 

direction; success.  

Associates support one to be steps closer to the purpose, yet contenders do 

everything to stop one from achieving the purpose, which makes one tries the best 

to break any limitations put in the way. This leads to another point that in the end, 

competition is actually another form of encouragement for one to succeed. In 

some ways, as a matter of fact, much better contributions, due to the stronger will 

it stimulates for one not wanting to get left behind and to enhance further, 

possibly striking out amongst the many in the field. 
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According to A.T. Kearney, a global management-consulting firm, retail 

has been developing in Indonesia since 2006 and there are significant growths that 

trigger people to accelerate in the business. As the latest Global Retail 

Development Index from 2013 stated, Indonesia is standing at the rank 19, 

dropping from rank 16 compared to the development on 2012. That is a place for 

Indonesia to be considered in the retail industry. Especially, throughout the years 

there are over 45 companies that have been advancing in watch retail and 

distributions since 1970s, as recorded by Indo Trading website.  

There are a few options of timepieces that have been offered, the classic 

watches, widely known for generations, such as Seiko and Casio, and other brands 

just under the roof of PT Time International; top-of-the-line high-end brands – 

Rolex, Panerai, Bell & Ross, Hamilton, Audemars Piguet, and a few more – under 

“The Timeplace”, high-end brands – Tag Heuer, Gucci, Bvlgari and many more – 

under “INTime”, more affordable fashion brands – Fossil, Michael Kors, Marc 

Jacobs, Armani, Ripcurl – under “Urban Icon”. Another big names from the 

fashion industry; Guess Collection, Nautica, Victorinox – are a few brought by PT 

Gilang Agung Persada. Also, “Watch World” – Nixon, Hugo Boss, and Calvin 

Klein – to say a few and “Watch Studio” – Elle, Police, and FCUK – three of all 

the brands the company carry. Not to mention, that there are some local brands 

competing with these brands and not to be underestimated.  

This range of selections has been a dear to the hearts of the Indonesian 

market and apparently has been the basic interests for those in need of keeping 

track of time. With the sky-high price range, the premium high-end brands are 
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already known for generations of its taste, and fashion brands that offer up-to-date 

designs with the current styles in reasonable expenditure – or so the fashion 

forward crowd says.  

Yet, the trends are, nowadays, to stand out and to be different. People 

crave for more selections and people crave something that exalt individuality, and 

prefers items and products that are not massively used in the market. People start 

looking for something that are long lasting and are bound to no seasonal demands. 

To the point – in order to fulfill the desires of the market these brands can no 

longer provide – came about new watch brands that are ready to present to the 

market their visions impressed to the products they sell.  

With burning passion, great intentions, and high determination, The Watch 

Co., joined in the area of watch distribution and retail expertise. Freshly 

established early 2013, the company foresees the potential of the upcoming 

brands with high call from the Indonesian market. Started out with different 

philosophy and distinct preference to present to the public, up to this point The 

Watch Co. has been carrying six brands under the company’s name – AÃRK 

Collective from Australia, Braun from Germany, Daniel Wellington from 

Sweden, Hypergrand from Singapore, Triwa from Sweden, and Void Watches 

from Sweden – all, new and upcoming brands with contemporary designs that are 

rarely found in the fond watch designs, usually preferred by the local market.  

Seizing the opportunity gained by the broad audience of Indonesia, it is 

truly a great moment for The Watch Co. to build the company. However, being 

one of the different kinds, that and the company being something new, is surely 
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tough work. Thus, one company, like any other start-up companies, would need 

good strategic planning in the hopes of making it big. Especially in competing 

with the old players that have secured most of the public’s interests. Though The 

Watch Co. comes with something that a few growing market have been waiting 

for, one wrong move can put the company’s development to a hold. 

 

I.2 Identification of the Problem 

Effort is the one thing everyone needs, whether in studies, in work, in life, 

to exceed expectations. Effort is an important aspect, essential to us, humans. 

Albert Einstein would not be able to make history if not for his effort even after 

being dragged down by his teacher’s comment. We would not have lighting if not 

for Thomas Alva Edison, who failed, yet kept going on until he invented long-

lasting electric light bulb. Effort is the time we spend, the energy we used, the 

focus and concentration we put into our work. 

Commencing a brand new business needs all the effort it can take. Not 

only do the company has to create planning to introduce the whole business to the 

public, the company has to deal with competition the moment they launched.  

The Watch Co. cannot be compared directly to the big companies, such as 

– PT Gilang Agung Persada, Red Army Watches, and Time International – long 

in the watch distribution industry. There needs clear gulf to differentiate The 

Watch Co. with any other companies, carrying different variety of brands – 

possibly better acknowledged by the audience. 



	   5	  

In the attempts of introducing the company, The Watch Co. needs 

thorough planning and great strategies to advance in the market. Therefore, not 

only does it needs to let people know about the company’s existence, it should 

also be a way of presenting the brands and the products that are under The Watch 

Co., for the public to embrace the personality, the individuality, and the physical 

presence of the company. 

Every company needs a personality, let alone a company with a single 

brand to uphold. The Watch Co. is a company with a brand carrying a whole lot 

of other brands; there should be fine lines to represent the brands that are most 

likely different, according to each founder and each principle.  

Brand image, probably, is the summary of all the things needed by the 

company. And it is planned and highly maintained by the Public Relations of a 

company, alongside the marketing and advertising to execute the planning made. 

Be that as it may, researcher will only focus on the Public Relations point of view 

in analyzing and planning the strategy for the company in constructing the 

corporate brand image and ways to convey it to the public. 

With vision of the company as the guidelines, Public Relations should be 

able to propose the idea, instead of roughly selling products for sales. Having said 

that, Public Relations should be able to subtly support the brands to be in demand, 

as it shows that the public, especially by the targeted market, perceives the 

company’s intentions rightly – advancing the corporate notion beautifully as one 

whole legitimate package. 
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I.3 Statement of the Problem 

Based on previous description therefore, this research is in the attempt of 

discovering; knowing and understanding what strategies The Watch Co. needs in 

constructing a good corporate brand image to present to the public. Consequently, 

the statement of the problem is: How does The Watch Co. Public Relations 

strategize in constructing its corporate brand image? 

 

I.4 Purpose of the Study 

 As for the purpose of conducting this research is to know The Watch Co. 

Public Relations strategies in constructing the corporate brand image. 

 

I.5 Significance of the Study 

There are three significances to enlarge on; those are to put the study into 

appropriate use. 

 

I.5.1 Academic Significance 

The study conducted, academically, can be of support and can make 

contribution to the development of communication science, particularly with 

reference to promotion strategies. Also, the study may be useful to get to know 

good strategies for a start-up company in constructing a good corporate brand 

image to present new ideas that are not yet widely know, to the eyes of the public. 

 

I.5.2 Practical Significance 
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Practically, this study is intended to provide ideas and/or contributions to 

future researcher in the attempt of inquiring aspects that are closely related to this 

study. 

 

I.5.3 Social Significance 

 Assessing from the social view, the study can be of use to the public in 

terms of acknowledgement and value towards a company. Hence, the public can 

mediate wiser regarding the foundation of which company stands for in providing 

products to the market, whether there’s good morale in which the company runs 

or it is only based on gaining sales. 

 

I.6 Organization of the Study 

CHAPTER I: INTRODUCTION 

In this study, the first chapter explains about the background of the 

problem, the identification of the problem, the statement of the problem, the 

purpose of the study, and the significance of the problem concerning The Watch 

Co. Public Relations strategies in constructing the corporate brand image. 

 

CHAPTER II: RESEARCH OBJECT 

The second chapter consists of the scope of the subject at the matter, 

which is history of The Watch Co., the current phenomenon, the vision of the 

company to the core, its target market, the brand positioning, its brands and the 

Public Relations activities. 
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CHAPTER III: LITERATURE REVIEW 

The third chapter will enclose explanations regarding theories and 

concepts, within the research approach applied and statement of the problem that 

has been defined. It will deeply elaborates the definitions of the concepts – 

starting from Communication, Public Relations and Strategic Planning in Public 

Relations, Brand Image, – that are relevant to the study, theories that are 

applicable to the study, and the research framework. 

 

CHAPTER IV: RESEARCH METHODOLOGY 

The forth chapter will elucidate the research methodology put to use. It is 

qualitative method by conducting an in-depth interview with the Managing 

Director of The Watch Co, interview with informant and execution of 

observation. Also, the chapter incorporates a method of operation of the concept, 

research method, data anthology method, data examination – as well as validity 

assessment method – and data analysis method. 

 

CHAPTER V: RESEARCH FINDINGS AND DISCUSSION 

Within the fifth chapter, the results of the research that has been acquired – 

through in-depth interview of the key informants, interview with the informant 

and observation results – are to be appraised deeply underlying the existing 

theories. 
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CHAPTER VI: CONCLUSION AND SUGGESTION 

This chapter constitutes as the last part of the study, which contains 

conclusion that summarizes the entire previous discussions, alongside a few 

suggestions to perfect the research. 




