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VITARA INDRIANI 

ABSTRAK 

 

Program Corporate Social Responsibility (CSR) yang diimplementasikan 

menggunakan strategi Marketing Public Relations (MPR) menjadi kunci penting 

yang harus diperhatikan perusahaan untuk meningkatkan Brand Image. Penelitian 

ini membahas mengenai implementasi strategi MPR dalam CSR TIM untuk 

meningkatkan Brand Image melalui acara Sunatan Massal di Kabaena, Sulawesi 

Tenggara. Penelitian ini ditelaah menggunakan three ways strategy MPR dari Ali, 

D.F.S serta lima dimensi Brand Image dari Wijaya. Metode penelitian adalah studi 

kasus, dengan pendekatan kualitatif. Hasil pembahasannya menunjukkan bahwa 

push strategy yang berhasil dilakukan PT Timah Investasi Mineral (TIM) yaitu 

membuat pesan menarik bahwa setiap peserta mendapatkan songkok, baju koko, 

uang saku, konsumsi, dan transportasi gratis. Namun, kegiatan CSR tersebut tidak 

bisa dikatakan sebagai program CSR dikarenakan sifatnya spontanitas dan hanya 

sekali. Pada pull strategy, TIM memaksimalkan publikasi melalui penyebaran surat 

undangan, brosur, pemasangan spanduk, mengumumkannya melalui speaker 

masjid, dan memanfaatkan whatsapp broadcast. Penyebaran informasi melalui 

pesan word of mouth (WOM) terarah sukses dilakukan oleh TIM dalam 

mempromosikan acara. Selanjutnya power or pass strategy, digunakan untuk 

menggiring opini publik bahwa TIM adalah perusahaan pertambangan yang peduli. 

Agar dapat menembus lapisan masyarakat, silaturahmi dengan tokoh masyarakat 

setempat menjadi agenda penting bagi seorang Kepala Teknik Tambang (KTT). 

 
Kata Kunci: MPR, CSR, Three Ways Strategy MPR, Sunatan Massal, Brand 

Image 
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IMPLEMENTATION OF MARKETING PUBLIC RELATIONS STRATEGY 

IN CORPORATE SOCIAL RESPONSIBILITY PT TIMAH INVESTASI 

MINERAL TO IMPROVE BRAND IMAGE 

(Case Study: Sunatan Massal in Kabaena, Southeast Sulawesi) 

 

VITARA INDRIANI 

ABSTRACT 

 

Corporate Social Responsibility (CSR) program which is implemented using 

Marketing Public Relations (MPR) strategy is an important key that companies 

must pay attention to improve their Brand Image. This study discusses the 

implementation of MPR strategy in CSR TIM to increase the Brand Image through 

Sunatan Massal in Kabaena, Southeast Sulawesi. This research was analyzed using 

three ways MPR strategy from Ali, D.F.S and five dimensions of Brand Image from 

Wijaya. The research method is a case study, with a qualitative approach. The 

results of discussion show the push strategy was successfully implemented by PT 

Timah Investasi Mineral (TIM) is to create an interesting message that each 

participant gets a songkok, koko shirt, money, consumption, and free 

transportation. However, this CSR activity cannot be said to be a CSR program 

because it is spontaneous and only once. In the pull strategy, TIM maximizes 

publication by distributing invitation letters, brochures, banner, announcing them 

through mosques speakers, and utilizing whatsapp broadcast. The dissemination of 

information through directed word of mouth (WOM) messages was successfully 

carried out by TIM in promoting the event. Furthermore, the power or pass strategy 

is used to lead public opinion that TIM is a mining company that cares. In order to 

penetrate the layers of society, friendship with local community leaders is an 

important agenda or a Head of Mining Engineering (KTT). 

 
Keywords: MPR, CSR, Three Ways Strategy MPR, Mass Circumcision, Brand 

Image 
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