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1. Introduction  

Image, maybe that's what comes to your mind when you hear the word public relations, but it 
turns out that the real definition of public relations / public relations does not only discuss imaging. 
According to experts, until now there is no absolute meaning of the definition of PR / PR. There are 
many terms in the world of public relations, perhaps the image that stands out the most. It cannot be 
denied that public relations cannot be separated from communication activities. Apart from building 
the image of a public relations practitioner, he must carry out his role, namely to inform, to educate, 
to entertain, to influence (Watts, 2006).  

In this research, it focuses on research studies based on the communication function of PT. 
Pelabuhan Indonesia I (Persero) or often abbreviated as Pelindo 1 is an agency that stands under the 
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 PT. Pelabuhan Indonesia I (Persero) is a corporation engaged in the 
maritime and port sector under the auspices of the Ministry of State-
Owned Enterprises (BUMN) headquartered in Belawan, North Sumatra. 
As a corporation, of course, a campaign is required to inform the 
business being run so that it is more widely known by the public. As a 
form of public relations campaign and an effort to socialize its business, 
Pelindo 1 offers Port Visit activities as a means of learning about the 
world of ports. This research was conducted to find out how PT Pelindo 
1's Public Relations Campaign Strategy in Disseminating its Port 
Business through the Port Visit program. In this research, it focuses on 
Port Visit activities with PERHUMAS Muda Medan which was held on 
February 28, 2020. The type of research that the writer does is 
descriptive qualitative. In this study, the authors used the theory of 
Corporate Campaign Theory and AIDDA theory as the basis for 
campaign marketing. By using the direct observation method where the 
author participates in the concept-making process and organizing 
activities as well as the interview method with 5 (five) resource persons, 
2 (two) of whom are the Pelindo 1 public relations team, and 3 (three) 
others are activity participants. The result of this research is that Pelindo 
1's PR has made the Port Visit activity a superior program and campaign 
tool to socialize port business to the community. This is evidenced by 
the fact that Port visits are registered in the company's Monthly Activity 
Plan (RKB) and are carried out routinely 2-3 times in a few months. 
Based on the results of the research, the participants who took part in 
the Port Visit activity admitted that the concept was not only theoretical 
but involved directly in the field to see the port area, as well as a fun 
session as an evaluation stage, making their thinking about the world of 
the ports and the role and function of ports change not only as a place 
leaning on ships but serving as a gateway to the world economy. 
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auspices of the Ministry of State-Owned Enterprises (BUMN) which are engaged in the port and 
maritime sector, of course, it cannot be separated from the active role of various company 
components in advancing and fostering a positive image. company in the eyes of the public. Of the 
several PR campaigns conducted by Pelindo 1, the focus is on the port visit program which is the 
flagship program of Pelindo 1, which is constantly introducing the business they run. As a form of 
the PR campaign, the writer is interested in researching the strategies and persuasive messages that 
were inserted by the PR team of Pelindo 1 in organizing a port visit in order to disseminate port 
business to the public. According to Harold Lasswell's model of communication, there are five 
elements in communication, namely "who says what to whom in which channel with what effect" or 
if translated into Indonesian it will read "who says what to whom in what channel with what 
impact". Based on the description above, the writer decided to focus this research on what message 
elements were conveyed and what strategies were used by the Pelindo 1 public relations team so that 
the message conveyed was not only accepted by the public but also influenced or even followed by 
the suggestions that were inserted through the message in socializing port business to the 
community. The purpose of this study is to provide an overview of the strategies applied by PT 
Pelindo 1 in socializing the port business which is the focus of research at PT Pelindo 1 Medan 
(Iekfe4jkf, 2018). 

2. Theorotocal Framework 

1) Public Relations Campaign  

           According to Glueck & Jauch (1975) Strategy is defined as an initial plan that has been 
combined from an integrated work program that connects an advantageous strategic plan of a 
company or organization that is able to see opportunities, challenges designed to ensure that 
something is the target of a company in order to be achieved through the proper implementation and 
accounting carried out by an organization or company The campaign has been known since the 
19th-century "campaign is generally exemplary persuasion in actions" which means that the 
campaign, in general, gives the appearance of an activity that aims to persuade and influence the 
starting public to persuade. Public Relations Campaign  is a communication technique used by a 
Public Relations practitioner to achieve goals that can be seen from the vision and mission of the 
organization (Levin, 2014). 

The Public Relations campaign aims to grow awareness of public knowledge in order to grab 
attention and create a positive perception of the activities of company organizations that aim to build 
trust and a good image of the community from intensive messaging in the ongoing communication 
process. In a broad sense, public relations campaigns can provide information to the public to gain 
understanding and motivate the public towards an activity or work program through a continuous 
and planned communication process and technique in order to achieve the desired publicity and 
positive image for the sustainability and existence of the organization (Ruslan, 2012).  

2) Public Relations  

Activities Public relations activities depend on the character of the organization in carrying out 
the vision, mission of the organization and the goals to be achieved. The wider the public component 
with an interest in the organization, the wider the public element will be, the more diverse and the 
problems will be more complex. Public relations activities include the following activities: 

• Internal Relation 

 Internal Relations is an internal part of public relations which aims to build and maintain good 
and beneficial relationships between company leaders and employees or vice versa where the 
organization is the place to depend on its success. 

• Publicity 

  Publicity is defined as information available from outside sources by the media because the 
information has news value. The method used in this publicity is a controlled method because the 
source of the information cannot pay the media for loading the information. 
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• Advertising 

 Advertising is defined as a media sponsor whose identity is clear, both space and time, of 
information placement relating to offers and information that must be controlled in placing messages 
in the media (Thorson & Rodgers, 2019). 

• Press Agentry 

 Press Agentry is defined as news and events that are created that have news value so that 
attention to the public can be focused and packaged to attract public attention. 

• Public Affairs 

 Public affairs is a special part of public relations that can build and maintain relationships with 
the government and local communities to influence public policy. 

• Lobbying 

 Lobbying is part of public relations activities that aim to maintain and establish good relations 
with the government, especially to influence the process of drafting statutory regulations. In 
practice, lobbying should be based on cooperation aimed at the non-governmental public 

• Issue Management 

 Issue Management is a proactive process to anticipate, identify, evaluate, and respond to public 
policy issues that can affect the organization's relationship with the public. 

• Investor Relations 

 Relationships with investors are company activities that build beneficial and mutually beneficial 
relationships for both in order to maximize market value. 

• Development 

 Development is an activity that aims to build, maintain relationships, and obtain voluntary 
funding and support. In essence, all public relations activities are designed to be touched by all the 
public in public relations activities (Kriyantono, 2015). 

 The concept of a corporate organization campaign is defined as a study in communication, the 
concept of corporate campaigns as a theoretical study in the field of communication was first 
introduced by Robert Heath and Richard Nelson in their book, Issues Management: Corporate 
Public Policy Making in an Information Society. According to Heath, this concept can be seen as the 
promotion of a product produced and managing issues management as shown in the chart below  
(Littlejohn & Foss, 2012). 
 

3. Method 

The method used in this research uses qualitative methods. The goal is to find out and find actual 
information about what is happening and is taking place and make compensation and evaluation 
(Deddy Rakhmad Hidayat & Firdaus, 2014). In research with this method, the technique is to 
describe, describe, and interpret an object under study so that the focus of the study is how PT 
Pelindo 1's public relations campaign strategy is in disseminating its port business to the public 
through observation and in-depth interviews with the Pelindo 1 Public Relations team. 

4. Results and Discussion 

PT. Pelabuhan Indonesia I (Persero) is a corporation that is established under the Ministry of 
State-Owned Enterprises (BUMN) engaged in maritime affairs. In running its business, Pelindo 1 
offers several public relations programs, namely, Port Visit, Port Community, Corporate Image 
Index, Pelindo 1 Digital Force, and Pelindo 1 Task Force which acts as oversight of the Covid-19 
case.  
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Public relations campaign activities carried out by Pelindo 1, especially in socializing the port 
business, are carried out in several ways, namely directly and indirectly. First, indirectly, is using 
social media such as Instagram, YouTube, and the Official Website. For direct campaigns, Pelindo 1 
has a special program, namely Port Visit.  

This flagship program that has been listed in the Monthly Activity Plan (RKB) is a special 
program where Pelindo 1 opens for anyone who wants to learn and see the port world directly. In 
general, this activity begins by submitting a visit request letter from prospective activity participants. 
This activity with the concept of material exposure and field studies was last carried out directly 
with the student organization, namely PERHUMAS Muda Medan on February 28, 2020.  

Public relations campaign strategy of PT. Pelindo 1 in socializing activities such as Port Visit as 
a means of learning about the world of ports, namely the division between material exposure and 
field studies conducted on a scale of 30% -70%, this field study is considered positive where this 
activity has succeeded in opening their minds and changing their understanding of the world of 
ports. From what initially only thought of a port as a place for ships to dock, as a gateway and access 
to the world of export and import of raw materials and daily necessities, even more so, ports are one 
of the supporting aspects of the country's economy. 

5. Conclusion 

PT. Pelabuhan Indonesia I (Persero) is a corporation that stands under the Ministry of State-
Owned Enterprises (BUMN) which engaged in the maritime sector. In running its business, Pelindo 
1 offers several public relations programs namely, Port Visit, Port Community, Corporate Image 
Index, Pelindo 1 Digital Force, as well Pelindo 1 Task Force which acts as oversight of cases Covid-
19. Public relations campaign activities conducted by Pelindo 1 especially in socializing the port 
business in two ways, namely direct and indirect. Not direct namely using social media such as 
Instagram, YouTube, and Official Website. For direct campaigns, Pelindo 1 has a special program, 
namely Port Visit. The flagship program already listed in this Monthly Activity Plan (RKB) is a 
special program where Pelindo 1 opens for anyone who wants to learn and see the port world first 
hand. In general, this activity starts with doing the submission of a visit request letter from 
prospective activity participants. 
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