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STRATEGI MARKETING PUBLIC RELATIONS DALAM 

MENINGKATKAN AUDIENCE ENGAGEMENT (STUDI KASUS 

YOUTUBE DAN INSTAGRAM HEARTLINE FM) 

Shelin Vherlian 
 

ABSTRAK 

 

Kehadiran media baru mengubah cara berinteraksi antara audience dengan 

media massa, perubahan ini memberikan dampak baik berupa kemudahan 

bagi para konsumen media, namun menjadi tantangan untuk industri media 

yang sudah mapan, salah satunya radio. Bagi radio, meningkatkan audience 

engagement merupakan hal yang esensial guna bertahan dalam era digital. 

Penelitian ini merupakan penelitian kualitatif deskriptif dengan paradigma 

post positivistik, dan metode penelitian studi kasus. Teknik pengumpulan data 

dalam penelitian ini dilakukan melalui wawancara dan dokumentasi, dan 

keabsahan data diuji menggunakan validitas konstruk, dan teknis analisis 

datamenggunakan penjodohan pola. Hasil penelitian ini menemukan bahwa 

Heartline FM menggunakan strategi push, pull, dan pass dalam kegiatan 

marketing public relations. Kegiatan dilakukan Heartline dilakukan melalui 

kompetisi, event, dan juga word of mouth. Heartline memanfaatkan sebagian 

besar fitur yang tersedia di Youtube dan Instagram. Kegiatan Marketing 

Public Relations Heartline memang tidak dapat mencapai target Marketing 

Public Relations objectives-nya, yaitu angka engagement yang ditentukan 

pada awal pembuatan strategi. Namun, tolak ukur keberhasilan yang 

ditentukan memang kurang spesifik, sehingga tidak dapat digunakan sebagai 

indikator penilai efektivitas rangkaian kegiatan Marketing Public Relationss 

yang dipublikasikan melalui Youtube dan Instagram. 

 
Kata kunci: Marketing Public Relations, Audience Engagement, Youtube, 

Instagram 
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MARKETING PUBLIC RELATIONS STRATEGY IN INCREASING 

AUDIENCE ENGAGEMENT (YOUTUBE AND INSTAGRAM 

HEARTLINE FM CASE STUDY) 

Shelin Vherlian 

 

 
ABSTRACT 

 

New media has an impact both in the form of convenience for media 

consumers and is a challenge for established industries, one of which is radio. 

Through this, it can be said that radio interactivity to increase audience 

engagement is essential to survive in the digital era. This is descriptive 

qualitative research with a post-positivistic paradigm and case study research 

method. Data collection techniques in this study were carried out through 

interviews and documentations, and the validity of the data was tested using 

construct validity and technical data analysis using pattern matching. This 

study found that Heartline FM uses push, pull, and pass strategies in 

marketing public relationss activities. Activities carried out by Heartline are 

carried out through competitions, events, and also word of mouth. Heartline 

makes the most of the features available on Youtube and Instagram. 

Heartline's Marketing Public Relationss activities could not achieve its 

Marketing Public Relationss objectives, namely the engagement rate 

determined at the beginningof strategy formulation. However, the benchmark 

of success determined is indeed less specific, so it cannot be used as an 

indicator to assess the effectiveness of a series of Marketing Public 

Relationss activities published through Youtube and Instagram. 

Keywords: Marketing Public Relations, Audience Engagement, Youtube, 

Instagram 
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