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ABSTRAK 

 

PENERAPAN MARKETING PUBLIC RELATIONS PRABU MOTOR 

INDONESIA MENGGUNAKAN MEDIA SOSIAL TIKTOK 

 

RAMA RAMADAN ARDYANSYAH 

21240942 

 

Penelitian ini bertujuan untuk mengetahui bagaimana Prabu Motor Indonesia 

menerapkan strategi Marketing Public Relations melalui media sosial TikTok 

dalam upaya memperkuat citra dan meningkatkan penjualan kendaraan bekas. 

Dalam penelitian ini digunakan pendekatan kualitatif deskriptif dengan teori 

Marketing Mix 11P sebagai landasan analisis, yang mencakup: Product, Price, 

Place, Promotion, People, Process, Physical Evidence, Packaging, Payment, 

Programming, dan Partnership.  Hasil penelitian menunjukkan bahwa Prabu Motor 

telah memanfaatkan TikTok sebagai media promosi yang efektif dengan konten 

yang konsisten, menarik, dan mengikuti tren. Strategi promosi yang digunakan 

tidak hanya menampilkan produk kendaraan, tetapi juga memberikan informasi, 

hiburan, dan membangun kedekatan emosional dengan audiens. Beberapa elemen 

11P diterapkan secara maksimal melalui konten yang dikemas secara kreatif dan 

persuasif. Namun, aspek Process masih kurang optimal karena sistem transaksi 

online belum terverifikasi dengan baik, sehingga rawan penipuan. Selain itu, 

elemen Partnership belum dimaksimalkan karena Prabu Motor belum menjalin 

kolaborasi strategis secara resmi, melainkan hanya mengandalkan kedatangan 

konten kreator secara mandiri ke showroom. Dengan demikian, penerapan strategi 

MPR melalui TikTok oleh Prabu Motor cukup efektif dalam meningkatkan 

eksistensi merek dan interaksi publik, meskipun masih perlu penguatan pada aspek 

proses digital dan kemitraan untuk menciptakan sistem pemasaran yang lebih 

terstruktur dan terpercaya. 

Kata Kunci: Marketing Public Relations, TikTok, Prabu Motor Indonesia, Media 

Sosial, Marketing Mix 11P 

 

 

 

 

 



 

xii 
 

ABSTRACK 

 

PENERAPAN MARKETING PUBLIC RELATIONS PRABU MOTOR 

INDONESIA MENGGUNAKAN MEDIA SOSIAL TIKTOK 

 

RAMA RAMADAN ARDYANSYAH 

21240942 

 

This study aims to determine how Prabu Motor Indonesia implements Marketing 

Public Relations strategies through TikTok social media in an effort to strengthen 

its image and increase sales of used vehicles. This study uses a descriptive 

qualitative approach with the 11P Marketing Mix theory as the basis for analysis, 

which includes: Product, Price, Place, Promotion, People, Process, Physical 

Evidence, Packaging, Payment, Programming, and Partnership. The results of the 

study indicate that Prabu Motor has utilized TikTok as an effective promotional 

media with consistent, interesting, and trend-following content. The promotional 

strategy used not only displays vehicle products, but also provides information, 

entertainment, and builds emotional closeness with the audience. Several 11P 

elements are implemented optimally through content that is packaged creatively 

and persuasively. However, the Process aspect is still less than optimal because the 

online transaction system has not been properly verified, making it prone to fraud. 

In addition, the Partnership element has not been maximized because Prabu Motor 

has not officially established a strategic collaboration, but only relies on the arrival 

of content creators independently to the showroom. Thus, the implementation of the 

MPR strategy through TikTok by Prabu Motor is quite effective in increasing brand 

existence and public interaction, although it still needs strengthening in the digital 

process and partnership aspects to create a more structured and trusted marketing 

system. 

Keywords: Marketing Public Relations, TikTok, Prabu Motor Indonesia, Social 

Media, Marketing Mix 11P 
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