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INTRODUCTION



PERATURAN 
PERKULIAHAN



PRESENSI
•Hanya dapat diakses selama 1 hari (hingga pukul

23.55 WIB) pada hari sesuai dengan jadwal. 

•Presensi hanya bisa diakses ketika sudah unduh

semua materi

•Pastikan mahasiswa klik opsi “present” pada menu 

presensi di Collabor

•Izin diperkenankan jika tidak dapat mengikuti

zoom meeting (dipersilahkan menghubungi dosen

secara langsung).

•Presensi dan tugas / kuis yang dilakukan melewati

deadline tidak bisa diperhitungkan sebagai nilai.

•Absen lebih dari 4 kali tidak dapat mengikuti ujian.



KONTRAK 
PERKULIAHAN

1) Wajib hadir 4 pertemuan daring tatap muka melalui zoom atau media lainnya
2) Pada pertemuan daring tatap muka wajib menyalakan video
3) Selama kuliah daring mahasiswa dalam keadaan siap mengikuti perkuliahaan tidak

berbarengan dengan kegiatan lain, contoh: bekerja, dalam perjalanan, sibuk
berdiskusi dengan pihak lain, atau sibuk dengan gadget/ aplikasi lain

4) Wajib mengisi presensi pada waktu yang telah ditentukan
5) Aktif pada setiap forum untuk nilai mingguan
6) Aktif membuka setiap materi perkuliahan pada collabor, data log dan hits sangat

menentukan nilai harian anda pada kuliah online ini
7) Mengumpulkan tugas/ UTS/ UAS tepat waktu, terlambat NILAI 0 (nol)
8) Silakan hubungi dosen di hari dan jam kerja dosen
9) Bersikap dan bertindak professional sesuai nilai program studi



PERTEMUAN 

SYNCHRONOUS

PERTEMUAN 1 
Perkenalan mata kuliah

PERTEMUAN 7
Persiapan UTS

PERTEMUAN 9
Pembahasan UTS

PERTEMUAN 15
Persiapan UAS



RANCANGAN 
TUGAS

• TUGAS INDIVIDU
• TUGAS KELOMPOK



INDIKATOR, 
KRITERIA, DAN 
BOBOT 
PENILAIAN

Kehadiran (Keaktifan 
Mahasiswa atau 
QnA)

10%

Tugas 35%

Ujian Tengah 
Semester

20%

Ujian Akhir Semester 35%

Presensi 10%

Total Penilaian 100%



Kontak Dosen:

•Diperkenankan menghubungi dosen melalui email 

(fathiya.rahmi@upj.ac.id) / WA (08562554070).

• Jam kerja : Senin – Jumat, 07.30 – 16.00 WIB.

•Perhatikan etika pada saat menghubungi dosen. 

mailto:fathiya.rahmi@upj.ac.id


SUMBER PUSTAKA

Newson, Jim Haynes (2011 ) Public Relations Writing, 9th 

Edition

Gregory Anne (2010) Planning and Managing Public 

Relations Campaign, 3rd Edition.



LET’S GET STARTED!



Mata kuliah ini membahas proses perencanaan produksi media 
kehumasan sesuai kebutuhan organisasi dengan memanfaatkan
media baru secara efektif.

DESKRIPSI SINGKAT 
MATA KULIAH



LESSON 1

Definition of PR & PR Functions

Stakeholders in PR

Marketing and Public Relations

Example of PR Campaign

TASK 1

LESSON PLAN



WHAT WILL WE DO IN THIS 
SEMESTER?

PLANNING PUBLIC 
RELATIONS CAMPAIGN

MAKE GOOD MEDIA TO 
COMMUNICATE PR 
CAMPAIGN



THINK AGAIN, 
WHAT IS PUBLIC 
RELATIONS?

video/What is Public Relations Video by Sketch-22 Illustrated Media.mp4


WHAT IS PUBLIC 
RELATIONS?
• Professional and proactive communication
• Built high quality relations with key 

institution, communities and association.
• Built customer trust.
• Listen to public’s need.
• Do two ways communications.

video/What is Public Relations Video by Sketch-22 Illustrated Media.mp4


Fungsi manajemen yang membangun dan mempertahankan
hubungan yang baik dan bermanfaat antara organisasi dengan
publik yang memengaruhi kesuksesan atau kegagalan organisasi
tersebut.

Public relations practice is the art and science of analyzing trends, 
predicting their consequences, counseling organization leaders, and 
implementing planned programs of action which will serve both the 
organization’s and the public interest.

PUBLIC RELATIONS 
FUNCTIONS



DEFINITION OF 
PR CAMPAIGN 
A planned set of communication activities, each with a 

specific defined purpose, continued over a set period of time 

and intended to meet communication goals and objectives 

relating to a nominated issue: for example, a campaign to 

increase industrial safety (Sheenan, 2009). 



Multi-stakeholder in 
Public Relations



The Inter-relationship 
of Public Relations 
And Marketing



PUBLIC RELATIONS

• Free

• Less control coverage in the media

• PR provides information and newsworthy stories to a 

journalist

• PR professionals can communicate your message to a 

target audience in a variety of channels.

• Paid

• Have control over the content

• Advertisements have less credibility than the 

coverage gained by PR

• Company can pay for an advertisement to be 

placed directly in the media your target audience 

is interested in

PUBLIC RELATIONS vs ADVERTISING

ADVERTISING



PLANNING 

PUBLIC 

RELATIONS 

CAMPAIGN

Who will do it?

When / how often 
will be done?

How it will be done?

What is to be done?



EXAMPLE OF PR AGENCY



EXAMPLE OF PR AGENCY



EXAMPLE OF PR AGENCY



TASK 1

Tugas Individu:
Analisis campaign brand / perusahaan yang 
dilaksanakan oleh sebuah PR Agency. Jelaskan
berdasar pada 4 poin PR Campaign Planning. 
(Diskusikan dalam forum di Collabor) 

Tugas Kelompok:
Bagi menjadi 8 kelompok.
Buat rancangan Company Profile PR Agency.



References:
Newson, Jim Haynes (2011 ) Public Relations Writing, 9th Edition
Gregory Anne (2010) Planning and Managing Public Relations Campaign, 2nd 

Edition.
https://publicrelationssydney.com.au/the-difference-between-advertising-and-

pr/

Any Questions?

https://publicrelationssydney.com.au/the-difference-between-advertising-and-pr/

