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ABSTRAK 

Universitas Islam 45 Bekasi 

Program Studi Ilmu Komunikasi 

Fakultas Komunikasi, Sastra dan Bahasa  

2023 

Firda Amalia Husna/41182037180111 

Strategi Public Relation PT Pertamina Lubricants (PTPL) dalam mengelola media sosial  

Instagram @Officialfastron untuk mempertahankan citra 

Di Bawah Bimbingan Siti Khadijah 

133 halaman skripsi dan 9 halaman romawi, 42 daftar gambar, 1 daftar tabel dan 2 daftar 

lampiran 

Perkembangan teknologi membawa lahirnya terminologi media baru atau 

new media, yang merupakan konvergensi teknologi komunikasi digital dalam 

jaringan. PT Pertamina Lubricants (Fastron) memanfaatkan media sosial, 

khususnya Instagram, dalam ekspansi dan pemasaran produknya di pasar 

internasional. Pengelolaan media sosial menjadi strategi penting dalam menjaga 

citra perusahaan dan kesadaran merek. Penggunaan media sosial, terutama di 

Indonesia, terus meningkat dari tahun ke tahun. Penelitian ini fokus pada strategi 

Public Relation PT Pertamina Lubricants dalam mengelola akun Instagram 

@Officialfastron untuk mempertahankan citra perusahaan. Data dikumpulkan 

melalui wawancara dengan staf terkait dan pengikut dari akun tersebut serta melalui 

analisis konten media sosial. Hasil penelitian ini dapat memberikan panduan bagi 

perusahaan dalam memanfaatkan media sosial untuk kepentingan bisnis. Hasil 

penelitian diharapkan memberikan gambaran strategi pengelolaan media sosial 

untuk mempertahankan citra perusahaan. 

Kata Kunci : Strategi, Public Relation, Instagram, Citra. 
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ABSTRACT 

Islamic University 45 Bekasi 

Communication Science Study Program 

Faculty of Communication, Letters and 

Languages 

2023 

Firda Amalia Husna/41182037180111 

Public Relations Strategy of PT Pertamina Lubricants (PTPL) in managing social 

media Instagram @Officialfastron to maintain its image 

Under the Guidance of Siti Khadijah 

133 thesis pages and 9 roman pages, 42 list of figures, 1 list of tables and 2 lists of 

attachments 

The development of technology has given rise to the term "new media," 

which refers to the convergence of digital communication technologies within 

networks. PT Pertamina Lubricants (Fastron) utilizes social media, particularly 

Instagram, for expanding and marketing its products in the international market. 

Managing social media has become a crucial strategy in maintaining the company's 

image and brand awareness. Social media usage, especially in Indonesia, continues 

to grow each year. This research focuses on PT Pertamina Lubricants' Public 

Relations strategy in managing the Instagram account @Officialfastron to uphold 

the company's image. Data was collected through interviews with relevant staff and 

followers of the account, as well as through social media content analysis. The 

findings of this research can provide guidance for companies in leveraging social 

media for business purposes. The results are expected to offer insights into social 

media management strategies to maintain the company's image. 

Keywords : Strategy, Public Relation, Instagram, Image. 
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