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ABSTRAK 

Marketing Public Relations sangat penting dilakukan di suatu perusahaan 

karena untuk melakukan suatu kegiatan yang meningkatkan kepercayaan 

pelanggan, dan juga menjaga hubungan baik dengan pelanggan. JNE 

Tangerang sering melakukan survey untuk terus mendengar keluhan 

pelanggan terhadap kekurangan JNE Tangerang. 

Penelitian ini menggunakan landasan teori Philip Kotler yang menjelaskan 

tiga poin penting dalam pelaksanaan Marketing Public Relations untuk 

mencapai sebuah tujuan. Metode penelitian yang digunakan dalam penelitian 

ini adalah studi kasus dengan melakukan wawancara kepada 1 narasumber 

(Public Relations dan Marketing Communication JNE Tangerang) dan 

observasi mendalam. Paradigma yang digunakan adalah 

Kontruksivismedengan pendekatan kualitatif tipe deskriftif. 

Hasil penelitian menunjukkan bahwa strategi Marketing Public Relations 

JNE Tangerang melalui Instagram berperan signifikan dalam 

mempertahankan hubugan pelanggan. Strategi push memanfaatkan promosi 

langsung dengan konten menarik, strategi pull menciptakan interaksi 

konsisten melalui program JLC, dan strategi pass membangun opini positif 

melalui kolaborasi dengan komunitas serta influencer. Konsistensi dalam 

menyediakan konten interaktif memperkuat citra merek, loyalitas pelanggan, 

kesadaran merek, dan daya saing perusahaan ditegah persaingan jasa 

ekspedisi. 

Kata Kunci : Strategi, Marketing Public Relations, Media Sosial, Instagram, 
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ABSTRACT 

Marketing Public Relations is very important to be done in a company 

because to carry out an activity that increases customer trust, and also 

maintains good relations with customers. JNE Tangerang often conducts 

surveys to continue to hear customer complaints about JNE Tangerang's 

shortcomings. 

This study uses Philip Kotler's theoretical basis which explains three 

important points in the implementation of Marketing Public Relations to 

achieve a goal. The research method used in this study is a case study by 

conducting interviews with 1 resource person (Public Relations and 

Marketing Communication JNE Tangerang) and in-depth observation. The 

paradigm used is Constructivism with a qualitative descriptive approach. 

The results of the study show that JNE Tangerang's Marketing Public 

Relations strategy through Instagram plays a significant role in maintaining 

customer relationships. The push strategy utilizes direct promotions with 

interesting content, the pull strategy creates consistent interactions through 

the JLC program, and the pass strategy builds positive opinions through 

collaboration with communities and influencers. Consistency in providing 

interactive content strengthens brand image, customer loyalty, brand 

awareness, and the company's competitiveness amidst competition in 

expedition services. 

Keywords : Strategy, Marketing Public Relations, Social Media, Instagram, 

JNE Tangerang 
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