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ABSTRAK 

 

 

Nama   :   Nazua Fahira 

NIM   :   44223120003 

Program Studi  :   Ilmu Komunikasi  

Judul Laporan Skripsi : Strategi Marketing Public Relations Sentral Cargo           

Melalui Instagram Dalam Meningkatkan Brand Image 

Pembimbing   : Berliani Ardha SE, M.Si 

 

 Penelitian ini dilatar belakangi karena banyaknya komentar negatif di 

instagram @Sentral_cargo terhadap layanannya dan sentral cargo tidak termasuk 

ke dalam 10 pengiriman cargo terbaik di Indonesia. Berdasarkan kondisi tersebut 

sentral cargo membutuhkan penerapan strategi marketing public relations yang 

mencakup perencaanaan, pelaksanaan serta evaluasi kegiatan komunikasi dengan 

publiknya. Strategi ini diharapkan mampu meningkatkan brand image secara 

signifikan. Penelitian ini bertujuan untuk mengetahui bagaimana strategi 

marketing public relations yang dilakukan sentral cargo melalui instagram dalam 

meningkatkan image. 

 Penelitian ini menggunakan teori three ways strategy yang dikemukakan 

oleh Philip Kotler terdiri dari push, pull dan pass strategy dalam pelaksanaan 

marketing public relations. Peneliti menggunaka paradigma konstruktivisme 

dengan pendekatan kualitatif dengan metode penelitian studi kasus dan teknik 

pengumpulan data wawancara mendalam, dokumentasi serta studi literatur.  Hasil 

penelitian menunjukkan pembentukan image sentral cargo menampilkan kekuatan 

sebagai jasa pengiriman yang murah, hemat dan aman melalui kontennya. Melalui 

keunggulannya konsisten pada elemen visual, gaya komunikasi, kontennya unik, 

pesan yang disampaikan bermakna dan menunjukkan terbuka terhadap kritik dan 

saran. Keunikannya dapat revisi data pengiriman, request pending, timbang ulang 

dan terhubung dengan admin cabang. 

 Strategi push yang dilakukan membuat konten kreatif, storytelling, 

informasi lokasi dan review gudang sentral cargo, memberikan penawaran khusus 

melalui promo, giveaway dan THR. Strategi pull dilakukan dengan membuat 

konten edukasi, pov karyawan dalam bentuk video storytelling, penggunaan key 

message, hastag serta gaya komunikasi yang menarik dan relevan, membuat 

inovasi baru. Strategi ini belum berhasil dilakukan karena tidak membangun 

interaksi dua arah dan layanan yang di berikan belum maksimal sehingga 

menimbulkan komentar negatif. Sentral cargo tidak menjalankan strategi pass 

strategy karena kegiatan event yang dilakukan terakhir di tahun 2022 dan 2023, 

kegiatan Corporate social responsibility kontennya tidak di posting di instagram 

@sentral_cargo melainkan di instagram @lifeatsentralcargo. Berdasarkan hasil 

penelitian dapat di simpulkan instagram @sentral_cargo tidak konsisten dan tidak 

seimbang menerapkan push, pull dan pass strategy.  

 

Kata kunci: Marketing Public Relations, Sentral Cargo, Instagram, Citra Merek  

http://lib.mercubuana.ac.id 
Menteng



 

 

ix 

 

ABSTRACT 

 

 

Nama    :  Nazua Fahira 

NIM    :  44223120003 

Study Program  :  Communication Science 

Title : Sentral Cargo's Public Relations Marketing Strategy   

Through Instagram to Improve Brand Image 

Counselor  :  Berliani Ardha SE, M.Si  

 

 This research was motivated by the large number of negative comments on 

Instagram @Sentral_cargo regarding its services and the fact that Sentral Cargo 

is not included in the top 10 best cargo delivery companies in Indonesia. Based on 

these conditions, Sentral Cargo needs to implement a public relations marketing 

strategy that includes planning, implementation, and evaluation of communication 

activities with the public. This strategy is ecpected to significantly improve the 

brand image. This study aims to determine how Sentral Cargo's public relations 

marketing strategy through Instagram can improve its image. 

 This study uses Philip Kotler's three-way strategy theory, which consists of 

push, pull and pass strategies in the implementation of public relations marketing. 

The researcher uses a constructivism paradigm with a qualitative approach using 

case study with research methods and data collection techniques such us in-depth 

interviews, documentation, and literature studies. The results of the study show 

that the formation of the central image of cargo displays its strength as a cheap, 

economical, and safe delivery service through its content. Through its consistent 

excellence in visual elements, communication style, unique content, meaningful 

messages, and openness to criticism and suggestions. Its uniqueness lies in its 

ability to revise delivery data, pending requests, reweigh, and connect with 

branch administrators.  

 The push strategy involves creating creative content, storytelling, location 

information, and reviews of the central cargo warehouse, as well as offering 

special deals through promotions, giveaways, and THR. The pull strategy involves 

creating educational content, employee POVs in the form of video storytelling, 

using key messages, hashtags, and an engaging and relevant communication 

style, as well as creating new innovations. This strategy has not been successful 

because it does not build two-way interaction and the services provided are not 

optimal, resulting in negative comments. Central Cargo has not implemented a 

pass strategy because the last events held in 2022 and 2023, as well as corporate 

social responsibility activities, were not posted on Instagram @sentral_cargo but 

on Instagram @lifeatsentralcargo. Based on the research results, it can be 

concluded that Instagram @sentral_cargo is inconsistent and unbalanced in 

implementing push, pull, and pass strategies. 

 

Keywords: Public Relations Marketing, Sentral Cargo, Instagram, Brand Image  
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