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  ABSRTAK  

 

Kata Kunci  Abstrak  

Strategi Marketing Public Relations 

Dalam Meningkatkan Jumlah 

Konsumen  

Marketing Public Relations (MPR) 

merupakan bagian dari Strategi 

pemasaran dan strategi bisnis, secara 

keseluruhan sebagai penghubung antara 

pelaku bisnis dengan konsumennya dan 

masyarakat luas dengan memberikan 

informasi. Sucre By Sheila adalah salah 

satu Brand yang dikeluarkan oleh PT 

Sucre Indo Kuliner, sebagai Brand 

dessert box, seperti yang kita ketahui 

diera modern ini produk makanan 

penutup sangat popular di kalangan 

masyarakat Indonesia dan kebutuhan 

akan makanan dessert box sangat tinggi 

peminatnya. Penelitian ini bertujuan 

untuk melihat bagaimana Strategi 

Marketing Public Relations sucre by 

Sheila Dalam Meningkatkan Jumlah 

Konsumen  Pendekatan pada penelitian 

ini adalah penelitian kualitatif dengan 

menggunakan pendekatan deskriptif. 

Wawancara dan Observasi adalah Teknik 

pengumpulan data yang dilakukan 

dengan proses penggalian informasi 

secara mendalam. Dari hasil penelitian 

bedasarkan hasil analisis data 

menunjukan bahwa Sucre by Sheila tidak 



sepenuhnya menjalankan Strategi 

Marketing Public Relations. Selain itu 

peneliti juga menemukan bahwa strategi 

marketing public relation belum 

dilakukan secara maksimal seperti Event 

setelah pandemi covid – 19 sucre belum 

mengikuti acara event lagi dan lebih 

sering melakukan Gathering, public 

service activities yang dilakukan oleh 

sucre by Sheila sudah melakukan tetapi 

hanya di lingkup kecil kantor pusat saja 

dan itu di lakukan hanya sekali, pada 

strategi publication sucre by Sheila lebih 

sering menggunakan media sosial seperti 

intagram, tiktok, facebook dan whatssapp 

hal ini mempengaruhi peningkatan 

jumlah kosumen pada sucre by Sheila.  
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ABSTRACT 

 

Keywords Abstract 

Sucre By Sheila's Marketing Public 

Relations Strategy in Increasing the 

Number of Consumers 

Marketing Public Relations (MPR) is part 

of the marketing strategy and business 

strategy, as a whole as a liaison between 

business people and their consumers and 

the wider community by providing 

information. Sucre By Sheila is one of 

the brands issued by PT Sucre Indo 

Kuliner, as a dessert box brand. As we 

know, in this modern era, dessert 

products are very popular among 

Indonesian people and the demand for 

dessert box food is very high. This study 

aims to see how the Sucre by Sheila 

Public Relations Marketing Strategy in 

Increasing the Number of Consumers The 

approach in this study is a qualitative 

research using a descriptive approach. 

Interviews and Observations are data 

collection techniques that are carried out 

by extracting information in depth. From 

the results of research based on the 

results of data analysis, it shows that 

Sucre by Sheila does not fully implement 

the Marketing Public Relations Strategy. 

In addition, researchers also found that 

the marketing public relations strategy 

had not been carried out optimally, such 



as the event after the Covid-19 pandemic, 

Sucre had not participated in events 

anymore and held Gatherings more often, 

public service activities carried out by 

Sucre by Sheila had done it but only in a 

small office. center only and it was done 

only once, in the strategy of publishing 

sucre by Sheila more often using social 

media such as Instagram, TikTok, 

Facebook and WhatsApp, this affected an 

increase in the number of consumers on 

sucre by Sheila. 
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