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ABSTRAK 

 

Penelitian ini menjelaskan tentang penerapan strategi social media Marketing 

Public Relations melalui kegiatan sponsorship dalam meningkatkan customer 

engagement ketika Traveloka menjadi sponsor Piala Dunia 2018 melalui 

Instagram @traveloka. Tujuan penelitian ini adalah memberikan masukan dan ide 

serta memaparkan strategi yang digunakan Traveloka untuk meningkatkan 

customer engagement saat Traveloka sponsor Piala Dunia 2018 melalui Instagram 

@traveloka. Dalam penelitian ini, peneliti menggunakan metode penelitian 

kualitatif deskriptif. Sumber data yang digunakan pada penelitian ini adalah data 

primer berupa wawancara mendalam dan data sekunder diperoleh dari sumber-

sumber yang mendukung dan valid akan kebenarannya seperti studi pustaka dan 

jurnal. Empat informan pada penelitian ini adalah pihak yang terlibat langsung 

dan ikut andil saat Traveloka menjadi sponsor Piala Dunia 2018 yang merupakan 

piha internal Traveloka. Berdasarkan analisis penelitian ini menemukan beberapa 

fenomena penting yakni penerapan unsur-unsur Marketing Public Relations yang 

dilakukan oleh Traveloka, yakni memiliki nilai berita tinggi sehingga muncul 

lewat publikasi media cetak elektronik dan mengundang simpati sertamelibatkan 

khalayak ramai penerapan strategi dan taktik Marketing Public Relations oleh 

Traveloka dalam Piala Dunia 2018 di Indonesia melalui social media 

Instagram@traveloka berupa penggabungan konsep destinasi wisata, kontes, 

komedi, dan series dengan sepak bola serta penerapan sampai tahap kedua dari 

empat tahapan dan tipe-tipe customer engagement dalam pesan-pesan tematik 

Instagram Traveloka. 

Kata Kunci: Marketing Public Relations, Sponsorship, Social Media, Instagram, 

Customer Engagement, Traveloka 
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MARKETING PUBLIC RELATIONS STRATEGY ON SOCIAL MEDIA 

INSTAGRAM @TRAVELOKA TO INCREASE CUSTOMER 

ENGAGEMENT  

(Case of 2018 World Cup’s Sponsorship) 

Hana Rufaidah Larassati 

 

ABSTRACT 

 

This study describes the strategic implementation of social media Marketing 

Public Relations through sponsorship activities to improve customer engagement 

in @traveloka Instagram when Traveloka became the sponsor of the 2018 World 

Cup. The purpose of this study is to provide input and ideas, furthermore explain 

the strategies used by Traveloka to improve customer engagement during the 

2018 World Cup via Instagram @traveloka. In this study, researcher used 

descriptive qualitative research methods. The data sources used in this study are 

primary data which was collected by in-depth interviews and secondary data 

obtained from sources that support and validate truths such as literature studies 

and journals. The four informants in this study are those who directly involved 

and took part in Traveloka sponsorhip of the 2018 World Cup, Traveloka's 

internal party. The result of this study found several important phenomenas; the 

application of elements of Marketing Public Relations conducted by Traveloka, 

which has high news value so it appears through electronic print media 

publications and invites sympathy also involves the public, the use of Marketing 

Public Relations strategy and tactics by Traveloka in the 2018 World Cup in 

Indonesia through Instagram @ traveloka social media in the form of combining 

tourist destination concepts, contests, comedy, and series with football and 

applying to the second stage of the four stages and types of customer engagement 

in Traveloka's Instgram thematic message 

Keyword: Marketing Public Relations, Sponsorship, Social Media, Instagram, 

Customer Engagement, Traveloka 
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