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STRATEGI KOMUNIKASI PERUSAHAAN PT JASA MARGA 
(PERSERO) TBK DALAM MEMBANGUN HUBUNGAN  

DENGAN PUBLIK MELALUI MEDIA SOSIAL TAHUN 2025 
 

RAISHYA NAZLI FIORENZA 
 

ABSTRAK 
 
Penelitian ini bertujuan untuk mendeskripsikan strategi komunikasi perusahaan PT Jasa 
Marga (Persero) Tbk dalam membangun hubungan dengan publik melalui media sosial 
pada tahun 2025. Penelitian ini menggunakan pendekatan kualitatif deskriptif dengan 
paradigma konstruksionisme. Penentuan informan dilakukan secara purposive terhadap 
lima informan dari Departemen Corporate Communication. Data dikumpulkan melalui 
observasi, wawancara mendalam, dan dokumentasi, kemudian dianalisis menggunakan 
Model Analisis Data Interaktif Miles dan Huberman dengan triangulasi data. Hasil 
penelitian menunjukkan bahwa strategi komunikasi PT Jasa Marga melalui media sosial 
dijalankan melalui pendekatan yang sejalan dengan prinsip Excellence Theory dari 
Grunig (1992), mencakup pengelolaan komunikasi sebagai fungsi manajerial yang 
terencana, penerapan komunikasi dua arah yang bervariasi antara pendekatan simetris 
dan asimetris (mixed-motive model), serta kemampuan mendengarkan dan mengadaptasi 
pesan berdasarkan kebutuhan publik. Melalui berbagai inovasi komunikasi di tahun 
2025, kelima dimensi Organization-Public Relationship yaitu kepercayaan, keterbukaan, 
keterlibatan, investasi, dan komitmen dapat teridentifikasi dalam praktik komunikasi 
perusahaan, sehingga media sosial berhasil diposisikan sebagai instrumen strategis 
dalam membangun hubungan yang berkelanjutan dengan publik. 
 
Kata kunci: strategi komunikasi, komunikasi perusahaan, media sosial, excellence 
theory, organization-public relationship 
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CORPORATE COMMUNICATION STRATEGY OF PT JASA MARGA 
(PERSERO) TBK IN BUILDING RELATIONS WITH THE PUBLIC 

THROUGH SOCIAL MEDIA IN 2025 
 

RAISHYA NAZLI FIORENZA 
 

ABSTRACT 
 
This study aims to describe the corporate communication strategy of PT Jasa Marga 
(Persero) Tbk in building relationships with its publics through social media in 2025. 
The research employed a descriptive qualitative approach within a constructionism 
paradigm. Five informants from the Corporate Communication Department were 
selected using purposive sampling. Data were collected through observation, in-depth 
interviews, and documentation, and were analyzed using Miles and Huberman's 
Interactive Data Analysis Model with data triangulation to ensure validity. The findings 
reveal that PT Jasa Marga's social media communication strategy is implemented 
through an approach that aligns with the principles of Grunig’s (1992) Excellence 
Theory. This includes managing communication as a strategic managerial function, 
applying two-way communication that varies between symmetrical and asymmetrical 
approaches (mixed-motive model), and continuously listening to and adapting messages 
based on public needs. Through various communication initiatives introduced in 2025, 
all five dimensions of Organization-Public Relationship, trust, openness, involvement, 
investment, and commitment, were reflected in the company's communication practices. 
As a result, social media has been successfully positioned as a strategic tool for fostering 
sustainable relationships with the public. 
 
Keywords: communication strategy, corporate communication, social media, 
excellence theory, organization-public relationship 
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