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Abstract. Bengkulu Province is a disaster-prone area in Indonesia, frequently experiencing floods, 
landslides, earthquakes, and tsunamis. The flooding in Bengkulu City is primarily caused by coal 
mining activities in the upstream areas of the Bengkulu River, combined with extreme weather 
conditions. Effective disaster management in such regions requires not only logistical, health, and 
accommodation support but also robust information systems for efficient communication. This 
study aims to evaluate the implementation of brand equity principles by the Regional Disaster 
Management Agency in Indonesia, known as Badan Penanggulangan Bencana Daerah (BPBD), 
in Bengkulu City to enhance disaster management effectiveness. The research adopts a qualitative 
method, utilizing case studies and in-depth interviews with key BPBD officials. The analysis focuses 
on seven indicators of brand equity: leadership, stability, market, internationality, trends, support, 
and protection. Findings reveal that while BPBD demonstrates strong leadership and market pres-
ence, it faces challenges in achieving stability and consistent community engagement. Additional-
ly, BPBD has successfully established international collaborations and maintained a good public 
image through effective media use and ethical practices. However, promotional activities are not 
consistently executed, and there is a need for better budget management to support disaster miti-
gation infrastructure. The study concludes that strengthening brand equity in disaster management 
agencies can significantly improve their operational efficiency and public trust, ultimately reducing 
disaster impact and enhancing community resilience.
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INTRODUCTION
Bengkulu is one of the disaster-

prone areas in Indonesia, frequently 
experiencing floods and landslides, as 
well as earthquakes and tsunamis as the 
effects of disaster vibrations that occurred 
in Bengkulu Province. The flooding that 
occurred in the city of Bengkulu was 
caused by high activity in the watershed 
due to intensive coal mining in the 
upstream Bengkulu River watershed. 
These floods persist throughout the 
year, especially during periods of heavy 
rain and extreme weather occurs in the 
upstream area, resulting in Bengkulu 
City, which is the downstream area, being 

inundated by large volumes of water 
(Adhrianti, L., 2020). 

In the natural disaster management 
process, it is not only logistics, 
transportation, accommodation, 
health, and clothing that are essential. 
Information systems, which serve as 
communication tools, are also crucial for 
ensuring systematic and well-coordinated 
operations. Therefore, the integration of 
information systems is vital for effective 
disaster management (Abdul Karim et al., 
2021).

Each year, Bengkulu Province 
faces severe flooding, which poses 
significant challenges to the region. This 
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phenomenon is closely related to the 
rise of coal mining activities in the area, 
which has been the focus of attention 
in several previous studies (Apriani 
et al, 2023). Additionally, changes in 
extreme weather also have significantly 
contributed to the severity of floods that 
occur, as confirmed in previous research 
by Dalifa et al. (2021). Unstable weather 
conditions, combined with prolonged 
periods of heavy rainfall, are the main 
triggers for flooding in Bengkulu 
Province. Data collected shows that 
during a flood in January 2023, three sub-
districts in Bengkulu City were flooded 
following two days of continuous heavy 
rain. Similar incidents have continued to 
occur in the last three years, showing an 
increasing level of severity from year to 
year.

The ability to study disasters from 
a communication science perspective can 
become a strategic study for the future, in 
the field of disaster studies in Indonesia in 
particular, especially the City of Bengkulu 
which is in accordance with the research 
strategic plan at Bengkulu University. 
Disaster communication studies serve 

as both crucial study material and 
transformative initiatives within the 
disaster management framework. As 
study material, they offer a comprehensive 
understanding of how communication 
processes occur before, during, and after 
a disaster, thereby enabling researchers 
to identify patterns and develop effective 
communication strategies (Asteria, 
2016). At the same time, as a movement, 
disaster communication studies 
advocates prioritizing communication 
strategies in disaster management, 
mobilizing governments, NGOs, 
academic institutions, and communities 
to collaborate on awareness campaigns, 
workshops, and policy initiatives. In 
Bengkulu, Indonesia, a region prone to 
natural disasters, integrating disaster 
communication studies into research 
agendas and practical interventions can 
significantly strengthen community 
resilience and mitigate the impact of 
future disasters, ultimately saving lives 
and protecting livelihoods.

The Regional Disaster Management 
Agency, commonly known as the Badan 
Penanggulangan Bencana Daerah 

FIGURE 1. Bengkulu City Flood Disaster Infographic (BPBD Bengkulu, 2023)
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(BPBD), operates as the cornerstone 
of disaster management and mitigation 
efforts. Key to its success is the 
development of a strong brand identity, 
encompassing its functional duties and 
responsibilities. This brand identity serves 
as the guiding principle for BPBD’s 
operations, shaping its approach to disaster 
preparedness, response, and recovery. The 
thorough comprehension and application 
of this identity are paramount for BPBD 
personnel, as it forms the foundation of 
their understanding and execution of 
duties. By adhering to the principles 
embedded within its brand, BPBD can 
ensure consistency and effectiveness in 
its activities, ultimately enhancing its 
capacity to safeguard communities and 
mitigate the impact of disasters. Thus, 
fostering a deep-rooted understanding 
and commitment to its brand identity is 
imperative for BPBD to fulfill its mission 
of protecting lives and property in the 
face of natural disasters.

BPBD’s significance transcends 
mere administrative function; it embodies 
resilience, stewardship, and unwavering 
commitment to safeguarding communities 
in times of crisis. As a cornerstone of 
Regional Government Organization 
(OPD), BPBD’s imprint on disaster 
management resonates profoundly, 
underscoring its pivotal role in shaping 
perceptions and fostering trust (Alfarabi, 
2022). Delving into the essence of its 
brand corporate value unveils a narrative 
steeped in dedication, expertise, and the 
relentless pursuit of excellence. Each 
endeavor and intervention contributes 
not only to disaster response, but to the 
cultivation of a formidable reputation, 
emblematic of reliability and unwavering 
determination. In understanding and 
nurturing this identity value, BPBD 
reinforces its status not merely as an 
institution, but as a beacon of hope, 
resilience, and unwavering support for 
the communities it serves.

A trusted brand, such as BPBD, is 
not just about recognition; it embodies 
consistency and reliability in fulfilling 
its institutional duties (Switala et al, 
2018). To gain deeper insight into its 
effectiveness, it is essential to explore 
how BPBD’s core values are embedded 
within its operational framework. The 
goal of this exploration is to understand 
how these values enhance BPBD’s 
capacity to perform its roles effectively. 
Central to this analysis is the concept 
of brand equity, which encapsulates the 
inherent value associated with BPBD’s 
identity (Pandiangan & Atmogo, 2021).

Brand equity, as defined by 
Voorveld (2019), encompasses a spectrum 
of assets and liabilities associated with 
a brand. These assets, comprising the 
brand’s name and symbol, significantly 
influence the perceived value of BPBD’s 
services. This perception extends beyond 
consumers to society as a whole (Crane 
& Glozer, 2016). Thus, building and 
maintaining strong brand equity is crucial 
for BPBD, as it directly impacts the 
societal value attributed to its endeavors. 
By understanding and leveraging its 
brand equity, BPBD can further fortify its 
position as a dependable institution, both 
internally and externally.

Brand Equity also encompasses 
aspects such as customer loyalty, brand 
awareness, perceived quality, brand 
associations, and brand image. The 
higher the Brand Equity of a brand, the 
greater the likelihood that consumers will 
choose products or services from that 
brand, even at a premium price compared 
to its competitors. Therefore, building 
and maintaining a strong Brand Equity 
is a strategic objective for any company 
aiming to succeed in a competitive 
market. (Fadillah, 2019).

As noted by Switala et al. (2018), 
brand equity encompasses the intangible 
assets linked to a brand that go beyond 
its tangible products or services. This 
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concept includes elements such as brand 
reputation, customer loyalty, perceived 
quality, and overall brand recognition, all 
of which contribute to the brand’s market 
value and influence. It also encompasses 
the perceptions, associations, and 
relationships that consumers develop 
with a particular brand over time (Miller 
et al., 2014). This added value can be 
observed in various dimensions, including 
consumer attitudes, brand loyalty, and the 
willingness to pay a premium price for 
the brand’s offerings.

Brand equity goes beyond mere 
recognition or awareness; it delves into 
the emotional connections and trust that 
consumers develop with a brand. When 
consumers have a positive perception of 
a brand, they are more likely to choose 
it over competitors, recommend it to 
others, and remain loyal to it, even amid 
competitive pressures (Krissanya & 
Widyaningsih, 2023).

Brand equity extends to tangible 
business outcomes for the company, such 
as market share and profitability. Brands 
with strong equity often capture a larger 
market share and can sustain higher 
prices, leading to increased revenue and 
profitability. Additionally, these brands 
typically incur lower marketing costs due 
to the benefits of word-of-mouth referrals 
and repeat purchases fueled by brand 
loyalty (Tien et al., 2019).

This study aims to evaluate 
the implementation of brand equity 
principles by the Regional Disaster 
Management Agency in Indonesia, 
known as Badan Penanggulangan 
Bencana Daerah (BPBD), specifically in 
Bengkulu City, with the goal of enhancing 
disaster management effectiveness. 
Given the significance of brand equity 
in shaping consumer behavior and 
business performance, it is crucial for 
companies to prioritize its cultivation and 
improvement. This involves maintaining 
a steadfast commitment to fulfilling brand 

promises, ensuring ongoing relevance 
and resonance with target audiences, 
and strategically investing in marketing 
efforts that reinforce the brand’s identity 
and value proposition.

The anticipated outcomes of 
this research include an assessment of 
BPBD’s consistency in acknowledging, 
comprehending, and implementing its 
institutional identity philosophy to bolster 
its reputation in disaster management. 
Furthermore, the study aims to contribute 
to the field of disaster communication 
by examining it through a branding 
perspective, thereby expanding the 
understanding of brand equity theory 
within the context of disaster management.

Branding Concept
According to Pandiangan & 

Atmogo (2021), Brand Equity is a brand 
liability and a set of assets related to a 
brand, including its name and symbol, 
which can either increase or decrease the 
value provided by a product or service 
to the company and its customers. 
Brand equity reflects the value that 
customers or consumers attribute to a 
brand and the functional characteristics 
of its products. According to Aaker, there 
are four dimensions of brand equity. 
The first dimension, brand awareness, 
refers to a buyer’s ability to recognize 
and remember that a brand embodies 
a certain product category. The second 
dimension, perceived quality, involves 
the customer’s perception of the overall 
quality or superiority of a product or 
service in relation to its intended purpose.  
The third dimension, brand associations, 
encompasses everything related to 
consumers’ memories of a brand, whether 
directly or indirectly. Finally, the fourth 
dimension, brand loyalty, measures 
how closely customers identify with 
a brand. Brand loyalty significantly 
influences customer vulnerability to 
competitor attacks and is closely related 
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to the company’s future performance. 
(Darabjerdi et al., 2016).

According to Ramadhani & 
Mujayana (2022), the strength of a brand, 
or brand equity, can be assessed using 
seven key indicators. Leadership refers 
to the brand’s capability to influence 
the market through both price-related 
and non-price-related factors. Stability 
signifies the ability to sustain customer 
loyalty over time. Market denotes the 
strength of a brand in enhancing the 
performance of a retail store or distributor. 
Internationality describes the brand’s 
success in expanding beyond its original 
geographic region into new countries or 
markets. Trends highlight the growing 
relevance of the brand within its industry. 
Support represents the financial resources 
allocated to brand communication 
efforts. Lastly, protection concerns the 
safeguarding of the brand’s legal rights. 

Corporate Values
Corporate values are the principles a 

company adopts to serve as the foundation 
for all aspects of its business operations. 
A company’s image is crucial because it 
affects stakeholders’ decisions to engage 
in contact or business transactions with the 
organization, as well as their perception 
of the company’s intentions, whether 

positive or negative (Klimkiewicz & Oltra, 
2017). Employees play a key role as both 
sources of information and determinants 
of the company’s public value, as they 
are directly involved in communication 
with the audience. Therefore, the value 
of a company can often be assessed 
based on how effectively its employees 
communicate with the public.

Law no. 24 of 2007 concerning 
disaster management mandates that 
each region (province and district/
city) establish a Regional Disaster 
Management Agency (BPBD). In 
Bengkulu City, The Regional Work 
Unit that fulfill this role is the Bengkulu 
City Regional Disaster Management 
Agency (BPBD), which was formed 
through the stipulation of Bengkulu City 
Regional Regulation Number 03 of 2010 
concerning the Bengkulu City Regional 
Disaster Management Agency. The goal 
of the BPBD for the five-year periode 
(2019-2023) is to increase the capacity 
of local governments and communities in 
managing disasters. To realize this goal, 
the BPBD has set a target, “Increasing 
Disaster Capacity and Preparedness” 
which is supported by eight key indicators, 
namely: The Facilities Ratio and Disaster 
Infrastructure, The Number of Disaster 
Management Documents, The Percentage 

FIGURE 2. Bengkulu City BPBD logo
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of Early Warning Systems, The Percentage 
of Volunteers, The Percentage of Certified 
Disaster Management Apparatus, The 
Number of Implementers of Rehearsals 
or Simulations for the community, and 
The Percentage of Number of Buildings 
Renovated or Reconstructed.

The Bengkulu City BPBD 
plays a strategic role in organizing 
disaster management in Bengkulu. 
Disaster management is carried out in 
an integrated manner at three phases: 
pre-disaster, during disaster, and post-
disaster. Accordingly, The Bengkulu City 
BPBD has three main tasks in disaster 
management, namely implementation, 
command and coordination (Farid & 
Mase, 2020).

METHOD
This study design will use 

qualitative method through empirical 
observation to explore and confirm 
cause-and-effect relationships, which 
can be used to predict general patterns 
of certain social phenomena with the use 
of qualitative method. Study will obtain 
description from the behavior of man and 
deep social context of interaction social.

Case study research involves the in-
depth collection of data and information 
regarding individuals, events, social 
settings, or groups, employing various 
methods and techniques and drawing 
from multiple information sources. Its 
aim is to gain a thorough understanding 
of how these elements operate within 
their respective contexts. This approach 
pays meticulous attention to all pertinent 
aspects of the subject under investigation 
(Sugiyono, 2018). Through such research, 
a nuanced and detailed portrayal of a 
situation or entity can be attained. 

In this particular study, the focus is 
on examining the application of corporate 
values within disaster management to 
uphold the organization’s reputation 
following the disaster in Bengkulu City 

(Rahayu & Harsono, 2018). The method 
employed is a single instrumental case 
study, specifically focusing on disaster 
management strategies for mitigating 
losses in Bengkulu, with a particular 
emphasis on government-led efforts as 
outlined in disaster communications 
studies. Data collection involved 
interviews with key informants, 
including the Head of the Bengkulu 
City BPBD Emergency Agency, the 
Head of the Emergency Division of the 
Bengkulu City BPBD, and the Head of 
the Prevention Section of the Bengkulu 
City BPBD, all of whom have expertise 
in the implementation of Brand Equity 
for Disaster Management Preparedness 
in Bengkulu. 

Data analysis will be conducted 
using the Miles and Huberman method, 
emphasizing in-depth depiction. To 
ensure data validity, triangulation of both 
sources and methods will be employed.

RESULTS AND DISCUSSIONS
Research was carried out by 

interviewing the Head of the Emergency 
Sector and the Head of the Prevention 
Division of the Bengkulu City BPBD 
as the main resource person, along 
with two local residents near the BPBD 
office as additional resource persons.. 
The Bengkulu City Regional Disaster 
Management Agency, as a brand, 
implements itself through its duties and 
functions as a government agency. Based 
on interviews conducted by researchers, 
the results obtained were that, in operating 
the brand as a company, BPBD Bengkulu 
City had implemented 7 indicators in 
brand equity, although they were not 
optimal .

Leadership Indicators
Indicator in the brand equity 

element is the leadership implemented by 
the Bengkulu City BPBD in accordance 
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with its duties and functions as disaster 
management coordinator by coordinating 
related agencies and also the community 
in handling disasters that occur. All 
Bengkulu City BPBD members also 
understand the concept and significance 
of the BPBD logo, reflecting their 
awareness of their own brand identity.

Based on the results of an interview 
conducted with the Head of the Bengkulu 
City BPBD Emergency Agency, 
he explained the BPBD’s internal 
understanding of the BPBD logo:

“Regarding the logo, it clearly 
represents the Disaster Management 
Agency. Our logo features a blue 
triangle, symbolizing the three key 
elements that play the most significant 
roles in disaster management: society, 
business, and government.” (Interview, 
May 31, 2023).

The application of Leadership 
indicators through the coordination 
process demonstrates that the Bengkulu 
City BPBD philosophy has been 
effectively implemented. This reflects 
the core purpose of a brand, which 
is to be understood and applied with 
full awareness by its users. Based on 
the research results, it was found that 
the implementation of Bengkulu City 
BPBD leadership indicators was carried 
out by coordinating effectively with 
both government agencies and the 
community. This conclusion is supported 
by interviews conducted with the Head 
of the Bengkulu City BPBD Emergency 
Division. Therefore, Bengkulu City 
BPBD has succeeded in carrying out its 
role as a disaster management agency in 
Bengkulu City.

Stability Indicator
The second indicator in brand 

equity is stability , which refers to a 
brand’s ability to maintain its existence 
in society, which has not yet been 

effectively implemented. Judging from 
the disaster situation reports submitted to 
the Bengkulu City BPBD, most of them 
were submitted by existing government 
agencies, indicating that the public has 
not yet fully understood BPBD’s role as 
a disaster management agency (Alfarabi, 
2021).

Based on the results of an interview 
with the Head of the Emergency Division 
of the Bengkulu City BPBD, he provided 
the following explanation regarding 
disaster report providers who submit to 
the Bengkulu City BPBD:

“We receive disaster reports 
from both parties, but we mostly receive 
reports from government officials or 
from the central BNPB of Bengkulu 
Province which are channeled directly 
to us. However, quite a few people also 
report directly to us.” (Interview, May 
31, 2023).

The stability indicator, evaluated 
through communication patterns for 
disaster reports, reveals that feedback 
primarily comes from government 
sources. This indicates that the Bengkulu 
City BPBD has achieved trust and 
recognition mainly from internal parties 
and fellow government organizations. To 
enhance its effectiveness, BPBD needs 
to increase its efforts to engage and 
build trust with the broader community 
regarding disaster management. Based 
on the research results, it was found 
that Bengkulu City BPBD has so far 
received more reports or complaints from 
government agencies regarding disasters 
that occurred in Bengkulu City. City 
BPBD also has sub-district volunteers 
in the field. This was confirmed through 
interviews with the Head of the Bengkulu 
City BPBD Emergency Division.

Market Indicators
The next indicator of brand equity 

is market performance. BPBD as a 
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brand must improve its performance so 
that it is more widely known and this 
can successfully implemented through 
various existing media. Demonstrating 
good ethics when on duty is also one 
manifestation of implementing market 
indicators. The implementation of 
Internationality indicators is realized 
by BPBD through collaboration with 
other regional BPBDs. By assisting 
with disaster situations that occurred in 
neighboring areas, the Bengkulu City 
BPBD succeeded in implementing this 
indicator. The Bengkulu City BPBD also 
succeeded in getting recognition from 
BNPB, indicating successful expansion 
beyond its geographical zone (Ovfianti, 
2021).

Based on the results of interviews 
conducted with the Head of the 
Prevention Section of the Bengkulu City 
BPBD, he explained how the Bengkulu 
City BPBD creates a positive image of 
the organization:

“Our media efforts aim to build 
a positive image of the organization. 
Our ethics in the field are very crucial 
because when we deal with disasters 
we interact directly with the public, 
yes, people who are panicking, sad 
people who are suffering. Therefore, 
maintaining good ethics is essential.” 
(Interview, May 31, 2023) .

Market indicators, through a clear 
understanding its functions and tasks, 
demonstrate that the Bengkulu City 
BPBD (Regional Disaster Management 
Agency) is effectively upholding its brand 
reputation. According to the findings 
of the conducted research, it has been 
observed that the Bengkulu City BPBD 
has taken proactive steps to educate its 
agency members about the significance 
of the company’s brand and its critical 
role. All its members have been briefed 
on the meaning of the logo, functions, 
duties, and responsibilities as an agency 

tasked with disaster management.
Providing information regarding 

the meaning of the BPBD logo itself was 
also held in the form of evaluations which 
they held several times. Additionally, the 
members who take part in the field also 
carry out their duties diligently, adhering 
to ethical standards to uphold the agency’s 
reputation. They are well-trained to 
interact with panicked individuals 
and treat all disaster-affected persons 
equitably (Lestari, 2019). This can be seen 
from the results of interviews conducted 
with the Head of the Prevention Section 
of the Bengkulu City BPBD.

Internationality Indicators
A company’s success in branding 

is also assessed by how far the company 
carries out its branding efforts. The fourth 
indicator in brand equity, internationality, 
assesses whether the company can operate 
outside its original geographic zone. 
In this case, this involves determining 
whether it only manages disaster issues 
within Bengkulu City or if it also addresses 
problems in other regions (ALnizar, F. 
Fadlil, 2022).

Based on the results of an interview 
with the Head of the Prevention Section 
of the Bengkulu City BPBD, he explained 
how the Bengkulu City BPBD builds 
collaboration with partners outside the 
region:

“We received an award for our 
achievements in logistics. We are able 
to take part in the tent installation 
championship, meaning that the city 
BPBD is ready to provide services to 
the community in tent construction 
services as quickly as possible for the 
community. Additionally, we received 
direct acknowledgment from BNPB 
for logistical arrangements. This 
means that the logistics that we carry 
out are as fast as possible and can or 
are available. The award was given in 
2014.”. (Interview, May 31, 2023)
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Based on the results of an interview 
with the Head of the Bengkulu City 
BPBD Emergency Section, he explained 
how the Bengkulu City BPBD builds 
collaboration with partners outside the 
region:

“As often as possible. In 
accordance with the wishes of those 
who want to work together to help the 
community. Typically, these partners 
provide material support related to 
BPBD activities, such as installing 
evacuation direction signs, offering 
training assistance, and supporting 
initiatives that enhance the skills of our 
BPBD staff or employees.” (Interview, 
May 31, 2023) .

Internationality indicators through 
the brand branding process shows that 
the Bengkulu City BPBD is not only able 
to solve problems within Bengkulu City. 
Bengkulu City BPBD as a Government 
Agency also succeeded in carrying out 
their duties as a disaster organization 
and received recognition from BNPB as 
a national disaster management agency. 
Bengkulu City BPBD demonstrated their 
feasibility in being alert in dealing with 
disasters (Farid, 2019). This can be seen 
from the results of interviews conducted 
with the Head of the Emergency Division 
and the Head of the Prevention Division 
of the Bengkulu City BPBD.

Trend Indicator
The fifth indicator in brand equity 

is the trend indicator. As an agency that 
works for disaster situations, BPBD 
effectively carries out its duties in 
handling disaster cases that occur in 
Bengkulu City. BPBD Bengkulu City also 
provides disaster mitigation to schools 
or other community groups to carry out 
trend indicators.

Based on the results of an interview 
with the Head of the Bengkulu City 
BPBD Prevention Division, he explained 

disaster simulation activities to the 
community:

“Usually, we carry out disaster 
mitigation outreach to the community 
through schools, sub-districts, business 
sectors, and directly engage with 
the community to socialize disaster 
mitigation.” (Interview May 31, 2023).

Based on the results of an interview 
with the Head of the Bengkulu City 
BPBD Emergency Division, he explained 
what the Bengkulu City BPBD does when 
there are no disaster cases:

“ Most people and other agencies 
think that if there is no disaster, BPBD 
is not working, which is a big mistake. 
Because of the paradigm that we are 
dealing with a disaster and we are 
preparing to face a disaster. When there 
is no disaster, we usually analyze past 
disaster event and then we program 
disaster mitigation for sub-district 
schools and directly to the community. 
There are lots of activities that we 
engage in when there is no disaster . “ 
( Interview, May 31, 2023).

Trend Indicators through the 
promotion process and carrying out tasks 
implemented by the Bengkulu City BPBD 
shows that the Bengkulu City BPBD 
effectively carries out its functions. Brand 
maintenance can be done through various 
activities. Based on the research results, 
it was found that the Bengkulu City 
BPBD has carried out outreach activities 
as a form of brand promotion to the 
public. Promotion of the brand is carried 
out through social media by having an 
active Instagram account and making 
posts within a certain period of time, as 
well as promotion through conventional 
media such as television or radio. 
Additionally, the Bengkulu City BPBD 
remains consistently vigilant, regardless 
of whether a disaster is occurring or not. 
They continue to carry out their function 
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as a disaster organization. This can be seen 
from the results of interviews conducted 
with the Head of the Emergency Division 
and the Head of the Prevention Division 
of the Bengkulu City BPBD. However, 
Bengkulu City BPBD has not effectively 
maintained its brand presence. This is 
evident from the irregular promotional 
activities and inconsistent branding 
efforts. Many people remain unaware of 
the BPBD’s functions and responsibilities 
as a disaster management organization. 
While the BPBD has been actively 
engaged in disaster preparedness and 
mitigation, it has not successfully 
communicated its role as a disaster 
management organization to the broader 
public. 

Support Indicator
The sixth indicator in brand equity is 

the support indicator, which encompasses 
both material and non-material support. 
The non-material support refers to the 
preparedness of all company members in 
carrying out their duties as members of 
the BPBD and also as volunteers when a 
disaster occurs. Material support can be in 
the form of a budget, logistical assistance, 
supporting equipment assistance and 
other assistance which is included in the 
support indicators. Because BPBD’s task 
and authority is to deal with disasters 
that occur, BPBD’s budget allocation 
is mostly spent on office operations and 
employees. The duties and functions of 
the BPBD are only as officers who deal 
with disasters and communities affected 
by disasters, not as institutions which 
repair damage caused by disasters. This 
distinction means that the Bengkulu 
City BPBD does not require substantial 
financial resources to perform its field 
duties (Alfarabi, 2022).

Based on the results of an interview 
with the Head of the Bengkulu City BPBD 
Emergency Section, he explained the 
Bengkulu City BPBD budget allocation:

“More budget is allocated 
to operations and overtime funds 
because we work against the clock. 
The allocation then goes to equipment 
maintenance, equipment purchase, 
then toward programs that prioritize 
affected communities aimed at 
providing disasters education.” 
(Interview, May 31, 2023).

The application of the Support 
Indicator through organizational budget 
management found that in overcoming 
disasters, the Bengkulu City BPBD 
operates with a limited budget. As a 
disaster organization, the Bengkulu City 
BPBD is only tasked with dealing with 
disasters and allocating disaster victims, 
not repairing existing infrastructure. 
Based on the research results, it was found 
that the Bengkulu City BPBD allocates 
the largest budget to operations and also 
overtime funds due to their 24-hour duty 
cycle which requires more operational 
funds compared to other agencies. In 
handling disasters, BPBD does not spend 
a large budget because their main task 
is coordinating and  they only deal with 
disasters, not repair them. So the budget 
allocation is mainly used for maintenance 
and repair of equipment, outreach and 
logistics needed when a disaster occurs. 
This can be seen from the results of 
interviews conducted with the Head of 
the Emergency Section of the Bengkulu 
City BPBD. The implementation of this 
indicator has not been carried out fully 
optimized, because there are not many 
monuments and infrastructure created by 
BPBD to deal with disaster cases. On the 
other hand, operational funds are mostly 
used for the company’s internal needs.

Protection Indicator
The final indicator in brand 

equity is the protection indicator. In the 
implementation of disaster management, 
Bengkulu City BPBD also collaborates 
with third parties and the community. 
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Bengkulu City BPBD is open to assistance 
from parties, such as in terms of logistics 
and other assistance. Bengkulu City 
BPBD as a government institution, has 
a legal basis that binds them. BPBD is 
listed in Regional Regulation Number 3 
of 2010 concerning the Bengkulu City 
Regional Disaster Management Agency, 
there are PRB, KRB, Renkon documents 
and the same logo as BNPB so it has been 
registered in IPR (Nugroho, P.s., 2019).

Based on the results of an interview 
with the Head of the Bengkulu City BPBD 
Prevention Section, he explained about 
the IPR of the Bengkulu City BPBD logo:

“The BPBD logo is the same 
as BNPB, the logo belongs to the 
government, and it automatically has 
the rights. It already has both national 
and international permits. Because 
when providing assistance abroad, it 
is in the name of BNPB or BPBD.” 
(Interview, May 31, 2023)

Applying the Protection Indicator 
through the legal basis that oversees the 
BPBD as a disaster agency, it was found 
that the Bengkulu City BPBD, under the 
auspices of the BNPB, operates with a 
consistent legal framework. This means 
that fraud and crimes committed by the 
Bengkulu City BPBD will be subject to 
laws that apply nationally. Based on the 
research results, it was found that the 
Bengkulu City BPBD is protected in 
Regional Regulation Number 3 of 2010 
concerning the Bengkulu City Regional 
Disaster Management Agency. Bengkulu 
City BPBD has many legal bases and 
logos that are used from BNPB to BPBD 
in every province and region in Indonesia. 
Bengkulu City BPBD officers also have 
certification based on their respective 
expertise. The certifications held by 
Bengkulu City BPBD members include 
boat certification, operator certification, 
and also preparedness certification. This 
can be seen from the results of interviews 

conducted with the Head of the Prevention 
Section of the Bengkulu City BPBD.

CONCLUSION
Based on the research findings, 

it can be concluded that the Bengkulu 
City Regional Disaster Management 
Agency (BPBD) has achieved significant 
progress in implementing its brand 
through the lens of brand equity. Among 
the seven indicators studied, BPBD has 
demonstrated leadership in its role as 
the disaster management coordinator in 
Bengkulu City. Specifically, the BPBD 
has effectively carried out its duties 
and functions as the primary disaster 
management coordinator, showcasing 
strong leadership. However, in terms 
of stability, the BPBD receives more 
complaints or disaster reports from 
government agencies, indicating that it 
still needs to work on building stronger 
community loyalty. The market indicator 
reveals that internally, the BPBD 
of Bengkulu City possesses a solid 
understanding of its duties, functions, 
and the meaning of its logo, reflecting a 
solid understanding of its brand. On the 
internationality front, BPBD’s efforts 
extend beyond local disasters, as it 
collaborates with other regional BPBDs 
to manage various disasters, highlighting 
its success in building a network beyond 
its geographical area. Regarding the 
trend indicator, BPBD maintains a state 
of constant readiness, evidenced by its 
ongoing 24-hour alert system, regular 
archiving of documents, and equipment 
checks. However, there is room for 
improvement in this area. In terms of 
support, the BPBD’s budget is primarily 
allocated for office operations, as disaster 
handling often receives assistance from 
third parties to meet the needs of affected 
communities. Lastly, the protection 
indicator shows that BPBD operates with 
a legal basis, such as Regional Regulation 
Number 3 of 2010 concerning Regional 
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Disaster Management Agencies.
Overall, the Bengkulu City 

Regional Disaster Management Agency 
(BPBD) has succeeded in achieving four 
out of seven indicators in brand equity, 
specifically the Leadership, Market, 
Internationality, and Protection. The other 
three indicators, namely Stability, Trend, 
and Support, require further improvement 
in their implementation.

REFERENCES
Abdulkarim, S., Babaji, N.A., Isa, A, M. 

(2021). The Relationship Between 
Humanitarian Logistics Management 
and Disaster Management in North 
Eastern Nigeria. International Journal 
of Scientific & Technology Research. 
10(4), 58-65 

Adhrianti, L., Alfarabi. (2020). Komunikasi 
Pengurangan Resiko Bencana Berbasis 
Keluarga (Januari). Book Chapter: 
Adaptasi Mitigasi Bencana.

Alfarabi, L. A. (2021). Bencana, Informasi, 
dan Komunikasi serta Keterlibatan 
Media Massa Lokal dalam Manajemen 
Bencana (Studi Pendekatan Jurnalisme 
Bencana di Provinsi Bengkulu). Jurnal 
Ilmu Komunikasi, 10,1, 29–38.

Alfarabi, L. A. (2022). Strategi Komunikasi 
Resiko Bencana Bagi Upaya 
Penanggulangan Bencana Daerah 
(Studi Pemetaan Resiko Bencana di 
Kabupaten Bengkulu Tengah). Jurnal 
Ilmu Komunikasi UPNVJ.

Alnizar, F. Fadlil, MM. (2022). The Political 
Language of Disaster: Indonesian 
Government Communication for 
Handling the Covid-19 Pandemic. 
Jurnal Ilmu Sosial Dan Ilmu Politik, 
25(3). https://doi.org/2502-7883

Apriani, W., Neni, R., Ningsi, S. A., Oklaini, 
S. T. (2023). Hubungan Pengetahuan 
Bencana Banjir Dengan Kesiapsiagaan 
Masyarakat di Kelurahan Tanjung 
Agung RT.001 Kota Bengkulu. Jurnal 
Kesehatan Saintika Meditory. 6(2), 
145-152

Asteria, D. (2016). Optimizing Disaster 
Communication in Mass Media as a 
Support for Disaster Management. 
Jurnal Komunikasi ISKI, 01, 1–11.

BPBD Kota Bengkulu. (2023). Bengkulu City 
Flood Disaster Infographic. Instagram: 
BPBD Kota Bengkulu

Crane, A., & Glozer, S. (2016). Researching 
Corporate Social Responsibility 
Communication: Themes, 
Opportunities and Challenges. Journal 
of Management Studies, 53(7), 
1223–1252. https://doi.org/10.1111/
joms.12196

Dalifa., Agusdianita, N., Karjiyati. V., 
Wurjinem. (2021). Studi Deskriptif 
Sikap Kesiapsiagaam Banjid Anak 
SD Ditinjau dari Segi Etnis di DAS 
Kota Bengkulu. Attadib: Journal of 
Elementaru Education. 5(1), 90-103

Darabjerdi, J.J., Arabi, M., Haghighikhah, 
M. (2016). Identifying the Effective 
Factors on Brand Equity from 
Costumers Perspective Using Aaker 
Model: A Case of Tehran Dairy Product. 
International Journal of Business and 
Management. 11(4), 265-273

Fadillah, Virginia. (2019). Disaster 
Communication in Handling Mount 
Agung Eruption Events.

Farid, M. (2019). Dampak Bencana terhadap 
Dinamika Kemiskinan (Studi Kasus 
di Provinsi Bengkulu). Universitas 
Bengkulu.

Farid, Muhammad & Mase, Lindung Zalbuin. 
(2020). Implementation of Seismic 
Hazard Mitigation on The Basis of 
Ground Shear Strain Indicators for 
Spatial Spatial Plan Of Bengkulu City, 
Indonesia. International Journal of 
Geomate. 18(69), 199-207

Klimkiewicz, Katarzyna & Oltra, Victor. 
(2017). Does CSR Enhance Employer 
Attractiveness? The Role of Millenial 
Job Seekers Attitude. Corporate 
Social Resposibility and Environtal 
Management. 1-15

Krissanya, N., & Widyaningsih, Y. A. (2023). 
Implementation Of Corporate Brand 
Identity Matrix In Building Corporate 
Brand Identity. JRMSI - Jurnal 
Riset Manajemen Sains Indonesia, 
14(01), 1–8. https://doi.org/10.21009/
JRMSI.014.1.01

Kusliana, Fatmi and Kartika, Titiek and 
Budiyono, B. (2017). Analysis of Flood 
Disaster Mitigation in Tanjung Agung 



370

Mediator: Jurnal Komunikasi, Vol 17 (2), December 2024, 358-370

Village, Bengkulu City. Universitas 
Bengkulu.

Lestari, P. (2019). Perspective of Disaster 
Communication. PT. Kanisius, 
Yogyakarta.

Miller, D., Merrilees, B., & Yakimova, R. 
(2014). Corporate Rebranding: An 
Integrative Review of Major Enablers 
and Barriers to the Rebranding Process. 
International Journal of Management 
Reviews, 16(3), 265–289. https://doi.
org/10.1111/ijmr.12020

Nugroho, P.s.,  dan D. S. (2019). Komunikasi 
Bencana-membedah relasi BNPB 
dengan Media. In Pusat Data, Informasi 
dan Hubungan MAsyarakat.

Ovfianti, S. (2021). Strategi Branding 
Moystuff Bengkulu (Studi Kasus 
pada Merek Moystuff). Universiyas 
Bengkulu.

Pandiangan, K., & Atmogo, Y. D. (2021). 
Faktor-Faktor Yang Mempengaruhi 
Brand Equity : Brand Trust , Brand 
Image , Perceived Quality , & Brand 
Loyalty. 2(4), 471–484.

Rahayu, S., & Harsono, M. (2018). 
Kepercayaan Merek Dan Brand Affect 
Sebagai Anteseden Dari Loyalitas 
Merek. Media Ekonomi, 18(1), 9. 
https://doi.org/10.30595 /medek.

v18i1.2409
Ramadhani, Iqbal & Mujayana, Marya. 

(2022). Brand Equity and Strategies 
to Win Business Competition. Journal 
of Apllied Management and Business. 
3(1), 20-25

Sugiyono. (2018). Metode Penelitian 
Kualitatif dan R&D. Bandung. CV 
Alfabeta.

Switala, M., Gamrot, W., Reformat, B., 
Bilinska, K., (2018). The Influence of 
Brand Awareness and Brand Image on 
Brand Equity - An Empirical Study of 
Logistics Service Providers. Journal 
Economics and Management. 33(3), 
96-119

Tien, Dr. N. H., Vu, Dr. N. T., & Tien, Dr. 
N. V. (2019). The role of brand and 
brand manage-ment in creating 
business value case of coca-cola 
Vietnam. International Journal of 
Research in Marketing Management 
and Sales, 1(2), 57–62. https://
doi.org/10.33545/26633329.2019.
v1.i2a.18

Voorveld, H. A. M. (2019). Brand 
Communication in Social Media: 
A Research Agenda. Journal of 
Advertising, 48(1), 14–26. https://doi.
org/10.1080/00913367.2019.1588808


