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Nama  : Annisa Risqi Nur Alviana 

Jurusan : Ilmu Komunikasi 

NPM  : 193516516399 

Judul  : Strategi Marketing Public Relations PT Migari Rayya Global 

Di Media Sosisal Instagram @migari.id 

Kata Kunci 

Strategi, Marketing Public 

Relations, Media Sosial, PT 

Migari Rayya Global 

Penelitian ini bertujuan untuk mengetahui 

bagaimana strategi marketing public relations PT 

Migari Rayya Global di media sosisal Instagram 

@migari.id. Teori yang digunakan dalam penelitian 

ini yaitu teori Three Ways Strategy yang 

dikemukakan oleh Thomas L. Harris. Three Ways 

Strategy tersebut terdiri dari Pull Strategy (menarik), 

Push Strategy (mendorong) dan Pass Strategy 

(membujuk) dalam kegiatan marketing Public 

Relations. Penelitian ini menggunakan jenis 

penelitian kualitatif dengan pendekatan deskriptif, 

dengan teknik pengumpulan data melalui observasi, 

wawancara dan dokumentasi. Berdasarkan hasil 

penelitian dapat disimpulkan bahwa marketing 

public relations PT Migari Rayya Global di media 

sosial Instagram memiliki beberapa bentuk strategi 



v 

seperti memposting konten-konten musik, film, 

lifestyle dan enterainment serta menjadi media 

partner suatu acara. Dari langkah tersebut dilakukan 

analisa data dengan menggunakan model analisa 

interaktif yang dikembangkan oleh Miles dan 

Huberman meliputi proses pengumpulan data, 

reduksi data, penyajian data dan penarikan 

kesimpulan 

Pembimbing Dr. Dwi Kartikawati, S.Sos., M.Si. 
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ABSTRACT 

 

 
Name    : Annisa Risqi Nur Alviana 

Study Program : Communication Science 

Title  : Marketing Public Relations Strategy PT Migari Rayya Global 

Di Social Media Instagram @migari.id 

 

Keywords 

Strategy, Marketing 

Public Relations, Social 

Media, PT Migari Rayya 

Global 

This study aims to find out how PT Migari Rayya 

Global's marketing public relations strategy is 

on social media Instagram @migari.id. The 

theory used in this study is the Three Ways 

Strategy theory put forward by Thomas L. 

Harris. The Three Ways Strategy consists of a 

Pull Strategy, a Push Strategy and a Pass 

Strategy in marketing Public Relations 

activities. This study uses a type of qualitative 

research with a descriptive approach, with data 

collection techniques through observation, 

interviews and documentation. Based on the 

results of the study, it can be concluded that PT 

Migari Rayya Global's marketing public 



vii 

relations on social media Instagram has several 

forms of strategy such as posting music, film, 

lifestyle and entertainment content as well as 

becoming a media partner for an event. From 

this step, data analysis was carried out using an 

interactive analysis model developed by Miles 

and Huberman including the process of data 

collection, data reduction, data presentation 

and drawing conclusions. 

Lecturer Mentor Dr. Dwi Kartikawati, S.Sos., M.Si. 
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