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(STUDI KASUS CUSTOMER CENTRIC DHL SUPPLY CHAIN INDONESIA) 

 

Nadya Ayuningtyas Nabilla  

 

 

ABSTRAK 

 

Peran dan fungsi Public Relation (PR) dalam suatu organisasi atau instansi memiliki 

peran penting, salah satunya adalah membangun hubungan dan menjembatani 

komunikasi dua arah baik dengan stakeholder eksternal dan internal, dengan 

menerapkan beragam program tindakan yang terencana agar tercipta iklim komunikasi 

yang kondusif. Tujuan penelitian ini adalah untuk menganalisis customer centric DHL 

Suppy Chain Indonesia melalui strategi kampanye “We Love Customer” pada 

stakeholder internal sebagai implementasi dari fungsi PR. Analisis penelitian ini 

menggunakan Kampanye PR oleh Gregory dan Budaya Organisasi Schein. Metode 

yang digunakan adalah studi kasus instrumental dengan penelitian kualitatif. Hasil 

penelitian menunjukkan bahwa kegiatan yang dilakukan pada divisi Marketing 

Communication (Marcomm) DHL Supply Chain adalah fungsi PR yang dilakukan 

melalui kegiatan kampanye “We Love Customer” melalui customer centric, ternyata 

belum terlihat dari perubahan perilaku karyawan (stakeholder internal). Selanjutnya, 

pada budaya organisasi yang terdiri dari artifacts and behavior yakni karyawan 

memahami bagaimana menghadapi customer. Lalu, norms and value karyawan 

mengetahui kebijakan, aturan yang perlu dilakukannya. Level terakhir underlying 

assumption menunjukkan karyawan menganggap bahwa customer centric adalah suatu 

istilah yang selalu berganti nama atau penyebutannya saja. Oleh karena itu, pengertian 

customer centric ini melalui kegiatan kampanye “We Love Customer” hanya sampai 

pada aspek kognitifnya, namun belum menyentuh aspek afektif dan konatifnya.  

 

Kata kunci: Public relations, strategi kampanye “We Love Customer”, komunikasi 

internal, budaya organisasi. 
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“WE LOVE CUSTOMER” CAMPAIGN STRATEGY FOR EMPLOYEES AS 

PUBLIC RELATIONS FUNCTION 

 (CASE STUDY CUSTOMER CENTRIC DHL SUPPLY CHAIN INDONESIA) 

Nadya Ayuningtyas Nabilla  

 

 

ABSTRACT 

 

The role and function of Public Relations (PR) in an organization or agency has an 

important role, one of which is building relationships and bridging two-way 

communication with external and internal stakeholders, by implementing various 

planned action programs to create a conducive communication climate. The purpose 

of this study is to analyze DHL Suppy Chain Indonesia's customer centric through the 

“We Love Customer”campaign strategy for internal stakeholders as the 

implementation of the PR function. The analysis of this study uses PR Campaign by 

Seitel and Organzation Culture by Schein. The method used is an instrumental case 

study with qualitative research. The results showed that the activities carried out at the 

Marketing Communication (Marcomm) division of DHL Supply Chain was a public 

relations function carried out through “We Love Customer” campaign activities 

through customer centric, apparently not yet seen from changes in employee behavior 

(internal stakeholders). Furthermore, in an organizational culture consisting of 

artifacts and behavior, employees understand how to deal with customers. Then, norms 

and values employees know the policies, rules that need to be done. The last level of 

underlying assumptions shows that employees consider that customer centric is a term 

that always changes its name or just mention it. Therefore, this customer centric 

understanding through the “We Love Customer” campaign activities only reaches the 

cognitive aspects, but has not touched the affective and conative aspects. 

 

Keywords: Public relations, “We Love Customer” campaign strategy, internal 

communication, organization culture.  
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