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IMPLEMENTASI CYBER PR PADA PENYAMPAIAN PESAN DALAM 

PENGELOAAN CUSTOMER ENGAGEMENT DI INSTAGRAM 

UBCAMPUS 

 

 

Nur Sehah 

 

ABSTRAK 

Humas PTS mulai menerapkan strategi baru yang tepat dalam menjangkau 

sasarannya, yaitu strategi Marketing Public relations (MPR). Strategi MPR ini 

mulai banyak diterapkan dengan menggunakan media sosial yang banyak 

diminati, salah satunya instagram. Peran penting media sosial ini sebagai media 

komunikasi dalam menyampaikan informasi kepada publik. Oleh karena itu, peran 

PR sangat penting untuk mengelola target audiens ekternalnya. Dalam menarik 

minat masuk calon mahasiswa, Humas Universitas Bakrie mulai menerapkan 

bentuk implementasi cyber PR pada penyampaian pesan dalam pengeloaan 

customer engagement di instagram UBCampus dengan menunjukkan sistem 

pendidikan terbaik dan tepat sebagai institusi pendidikan yang melahirkan calon-

calon sarjana berkompeten di dunia kerja. Penelitian ini menggunakan metode 

penelitian studi kasus secara kualitatif untuk melihat strategi penyampaian pesan 

yang disampaikan melalui media sosial instagram UBCampus baik secara 

struktural pesan dan daya tarik pesan. Selain itu, metode penelitian media online 

juga dilakukan penulis untuk mengkaji media sosial instagram UBCampus dalam 

menyampaikan pesan dan informasi serta melihat bentuk tahapan customer 

engagement yang terjadi. Fungsi peran PR eksternal melalui instagram 

UBCampus menunjukan bahwa pentingnya peran PR dalam pengelolaan customer 

engagement pada calon mahasiswa baru sudah mendapatkan respon yang baik 

berdasarkan kebutuhan calon mahasiswa baru dalam mengkonsumsi materi 

postingan instagram UBCampus sebagai implementasi kegiatan PR di dunia siber. 

 

 

 

Kata kunci: marketing public relations, cyber PR, analisis strategi pesan, 

instagram, dan customer engagement. 



viii 
 

IMPLEMENTATION OF CYBER PR ON MESSAGES DELIVERY 

MANAGEMENT OF CUSTOMER ENGAGEMENT IN UBCAMPUS 

INSTAGRAM 

 

 

Nur Sehah 

 

ABSTRACT 

 

Public relations PTS began to implement a new strategy appropriate in achieving 

its target, the strategy of Marketing Public relations (MPR). This MPR strategy 

began to be widely applied by using social media that much in demand, one of 

which is instagram. The important role of social media as a medium of 

communication in conveying information to the public. Therefore, the role of 

public relations is very important to manage the target of external audiences. In 

attracting prospective students, Public Relation of Universitas Bakrie started 

implementing the implementation of cyber PR on messages delivery management 

of customer engagement in UBCampus instagram by showing the best education 

system and appropriate as an educational institution that gave birth to competent 

undergraduate candidates in the world of work. This research uses qualitative case 

study research method to see the strategy of delivering messages through social 

media instagram UBCampus both the message structural and the interest of the 

message. In addition, online media research methods are also conducted to review 

the social media writers UBCampus instagram in delivering messages and 

information and see the form of stages of customer involvement that occurred. 

The role of external PR through instagram UBCampus shows that the importance 

of the role of public relations in the management of customer engagement in 

prospective new students have received a good response based on the needs of 

prospective new students in consuming UBCampus instagram posting material as 

an implementation of public relations activities in the cyber world. 

 

 

Keywords: marketing public relations, cyber PR, analysis strategic messages, 

instagram, and customer engagement. 
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