
78 
 

DAFTAR PUSTAKA 

Anggarini, D. M. D. (2018). Dorongan Dan Proses Kognitif Dalam Perilaku 
Multitasking Pada Pengguna Web Searching Di Kalangan Mahasiswa Sebagai 
Pembuat Konten (Content Creator). e-Journal Universitas Airlangga. 

Ardianto, & Soemirat. (2014). Dasar-Dasar Public Relations. PT. Remaja 
Rosdakarya. 

Arianto, & Bafiarti, T. (2020). Computer Mediated Communication Dalam 
Perencanaan Pembangunan Daerah Provinsi Sulawesi Barat. Avant Garde, 
08(01), 60–78. http://www.uwlax.edu/urc/JUR-
online/PDF/2014/Langer.Emily.CST.pdf 

Arnus, S. H. (2015). Computer Mediated Communication (CMC), Pola Baru 
Berkomunikasi. Al-Munzir, 8(2), 275–289. 

Arwidson, Y. (2020). Digital Public Relations in the Swedish Cultural Sector: A 
Study of Effective PR and Two - Way Communication Theses within Digital 
Humanities. UPPSALA UNIVERSITET, 1, 1–35. 

Belch, G. E., & Belch, M. A. (2015). AdYerWising and PromoWionࣟ: An InWegraWed 
Marketing Communication Perpective (8th Editio). McGraw-Hill. 

Besar, I., & Zainal, A. G. (2016). Peran Public Relations Dalam Membangun Citra 
Perusahaan Listrik Negara di Kota Bandar Lampung. Prosiding Seminar 
Nasional Komunikasi, 367–373. 

Bintangpagi.com. (2019). Content Creator, apa itu? ± Bintangpagi Production. 14 
Maret. https://bintangpagi.com/content-creator-apa-itu/ 

Bungin, B. (2012). Penelitian Kualitatif: Komunikasi, Ekonomi, Kebijakan Publik 
dan Ilmu Sosial Lainnya. Kencana Prenada Media Group. 

Cangara, H. (2015). Pengantar Ilmu Komunikasi. Raja Grafindo Persada. 

Claussen, J. E., Cooney, P. B., Defilippi, J. M., Fox, S. G., Glaser, S. M., Hawkes, 
E., Hutt, C., Jones, M. H., Kemp, I. M., Lerner, A., Midway, S. R., Nesbit, S., 
Osborne-Gowey, J., Roberts, R., & Steward, C. (2013). Science 
Communication in a Digital Age: Social Media and the American Fisheries 
Society. Fisheries, 38(8), 359–362. 
https://doi.org/10.1080/03632415.2013.816289 

Cutlip, S. M., Center, A. H., & Broom, G. M. (2015). Effective Public Relations. 
Prentice-Hall, Inc. 

 



79 
 

Fitzpatrick, K., & Gauthier, C. (2001). Toward a Professional Responsibility 
Theory of Public Relations Ethics. Journal of Mass Media Ethics, 16(2–3), 
193–212. https://doi.org/10.1080/08900523.2001.9679612 

Gifford, J. (2010). Digital Public Relations: E-Marketing¶s Big Secret. Continuing 
Higher Education Review, 74, 62–72. 

Giri, V. N., & Pavan Kumar, B. (2010). Assessing the Impact of Organizational 
Communication on Job Satisfaction and Job Performance. Psychological 
Studies, 55(2), 137–143. https://doi.org/10.1007/s12646-010-0013-6 

Haesy, N. S. C. (2015). Forum Humas BUMN - Taktik PR. 29 September. 
https://fhbumn.or.id/index.php/2015-09-06-10-27-19/inspirasi-
tokoh/item/757-taktik-pr 

Herbert, E. G. (2005). Digital Public Relations: a New Strategy in Corporate 
Management. Nsukka Journal of the Humanities no.15, 15, 135–143. 

Herbst, D. G. (2015). Public Relations in the Digital World: Global Relationship 
Management. Universitat der Kunste Berlin. 
https://doi.org/10.13140/2.1.4752.1602 

Hermawan, D. (2018). Content Creator dalam Kacamata Industri Kreatif: Peran 
Personal Branding dalam Media Sosial. e-Jurnal Universitas Katolik 
Parahyangan. 

Hutton, J. G. (1999). The Definition, Dimensions, and Domain of Public Relations. 
Public Relations Review, 31(2), 199–214. https://doi.org/10.1016/s0363-
8111(99)80162-3 

Imananda. (2019). Suka Duka Menjadi Content Creator Media Online di Era 
Digital. 14 Februari. 
https://www.kompasiana.com/imananda/5c64e6856ddcae0c156effe2/suka-
duka-menjadi-content-creator-di-media-online 

JBH. (2020). Digital PR VS. Traditional PR: What sets them apart. 20 Juli. 
https://jbh.co.uk/what-is-digital-pr/ 

Jefkins, F. (2012). Public Relations. Erlangga. 

Kajander, H. (2019). Challenges of A Content Creator In The Era Of Digital 
Marketing. Lahti University Of Applied Sciences LTD. 

Kaplan, A. M., & Haenlein, M. (2010). Users of the World, Unite! The Challenges 
and Opportunities of Social Media. Business Horizons, 53(1), 59–68. 
https://doi.org/10.1016/j.bushor.2009.09.003 

 



80 
 

Landa, R. (2016). Advertising by Besign: Generating and Designing Creative Ideas 
Across Media. Wiley. 

Langer, E. (2014). What¶s Trending? Social Media and its Effects on 
Organizational Communication. UW-La Crosse Journal of Undergraduate 
Research, XVII, 1–14. http://www.uwlax.edu/urc/JUR-
online/PDF/2014/Langer.Emily.CST.pdf 

Ledingham, J. A. (2006). Explicating Relationship Management as a General 
Theory of Public Relations. Journal of Public Relations Research, 15(2), 181–
198. 

Mamula, T., & Coso, D. (2015). Millennials¶ Way of E-Learning and 
Communication in The Digital Era. The Sixth International Conference on e-
Learning (eLearning-2015), September, 1–6. 

Manojlovich, M., Squires, J. E., Davies, B., & Graham, I. D. (2015). Hiding in Plain 
Sight: Communication Theory in Implementation Science. Implementation 
Science, 10(58), 1–11. https://doi.org/10.1186/s13012-015-0244-y 

McQuail, D. (2011). Teori Komunikasi Massa. Edisi 6 Buku 2. Terjemahan oleh 
Putri Iva Izzati. Salemba Humanika. 

Oetomo, J. (2006). Sejarah Sosial Media. Yayasan OBOR Indonesia. 

Santana K, S. (2005). Jurnalistik Kontemporer. Yayasan Obor Indonesia. 

Simonson, P. (2016). Communication History. The International Encyclopedia of 
Communication Theory and Philosophy, 1–12. 
https://doi.org/10.1002/9781118766804.wbiect180 

Sobur, A. (2013). Filsafat Komunikasi Tradisi dan Metode Fenomenologi. PT 
Remaja Rosdakarya. 

Sutaryo. (2015). Sosiologi Komunikasi. Arti Bumi Intaran. 

Thurlow, C., Lengel, L., & Tomic, A. (2004). Computer Mediated 
Communications: Social Interaction and The Internet. SAGE Publication Ltd. 

Tim Friesner. (2014). Digital Public Relations (DPR). 31 Oktober. 
http://www.marketingteacher.com/digital-public-relations-dpr/ 

Turban, E., Strauss, J., & Linda, L. (2012). Social Commerce. Pearson Education, 
Inc. 

Valjak, A., & Draskovic, N. (2014). a Literature Review of Public Relations in 
Public Healthcare. International Journal of Management Cases, 13(3), 251–
260. https://doi.org/10.5848/apbj.2011.00060 



81 
 

Veil, S. R., Buehner, T., & Palenchar, M. J. (2011). A Work-In-Process Literature 
Review: Incorporating Social Media in Risk and Crisis Communication. 
Journal of Contingencies and Crisis Management, 19(2), 110–122. 
https://doi.org/10.1111/j.1468-5973.2011.00639.x 

Velentzas, J., & Broni, G. (2014). Communication Cycleௗ: Definition , Process , 
Models and Examples. Recent Advances in Financial Planning and Product 
Development, 117–131. http://www.wseas.us/e-
library/conferences/2014/Istanbul/FINANCE/FINANCE-00.pdf 

Verþiþ, D., Verþiþ, A. T., & Sriramesh, K. (2015). Looking For Digital In Public 
Relations. Public Relations Review, 41(2), 142–152. 
https://doi.org/10.1016/j.pubrev.2014.12.002 

Viral Access. (2019). Types of Content Creators. 5 November. 
https://medium.com/@viralaccess/types-of-content-creators-c45d16606fe7 

Virtanen, H., Björk, P., & Sjöström, E. (2017). Follow for follow: marketing of a 
start-up company on Instagram. Journal of Small Business and Enterprise 
Development, 24(3), 468–484. https://doi.org/10.1108/JSBED-12-2016-0202 

Walther, J. B. (1996). Computer-Mediated Communication: Impersonal, 
Interpersonal, and Hyperpersonal Interaction. Communication Research, 
23(1), 3–43. https://doi.org/10.1177/009365096023001001 

West, R., & Turner, L. H. (2008). Pengantar Teori Komunikasi Analisis dan 
Aplikasi (Brian Marswendy. Terjemahan). Selemba. 

Widjaja. (2016). Komunikasi dan Hubungan Masyarakat. Bumi Aksara. 

Wolf, K., & Archer, C. (2018). Public Relations At The Crossroads: The Need To 
Reclaim Core Public Relations Competencies In Digital Communication. 
Journal of Communication Management, 22(4), 494–509. 
https://doi.org/10.1108/JCOM-08-2018-0080 

Wood, J. T. (2013). Komunikasi Interpersonal dalam interaksi Keseharian. 
Salemba Humanika. 

 

  


	ABSTRAK
	ABSTRACT
	KATA PENGANTAR
	DAFTAR ISI
	DAFTAR GAMBAR
	DAFTAR LAMPIRAN
	BAB 1
	PENDAHULUAN
	1.1. Latar Belakang Masalah
	1.2. Tujuan Magang
	1.3. Ruang Lingkup & Batasan
	1.4. Lokasi & Waktu Magang

	BAB 2
	TINJAUAN PUSTAKA
	2.1. Komunikasi
	2.2. Komunikasi Di Era Digital
	2.3. Computer Mediated Communication (CMC Theory)
	2.4. Media Sosial
	2.5. Content Creator
	2.6. Public relations
	2.7. Digital Public relations

	BAB 3
	GAMBARAN UMUM PERUSAHAAN DAN URAIAN PELAKSANAAN MAGANG
	3.1. Gambaran Umum Perusahaan
	3.2. Logo
	3.3. Struktur Organisasi
	3.4  Lingkup Administrasi
	3.5 Lingkup Operasional
	3.6 Produk Tri

	BAB 4
	HASIL MAGANG DAN PEMBAHASAN
	4.1. Uraian Hasil Magang
	4.2. Pembahasan
	BAB 5
	KESIMPULAN DAN SARAN
	5.1. Kesimpulan
	V.2 Saran

	DAFTAR PUSTAKA
	LAMPIRAN

