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ABSTRACT
Public relation is an important part of marketing activities that involves assessing or perceiving the general
public’s attitudes and views, as well as general and specific consumers (segments), toward a company’s or
product’s activities and brand policies, and then carrying out the necessary activities to create a positive image.
This goal can be achieved by using suitable media to complete customer satisfaction so that skills in utilizing
social media are the main thing that public relations must do. This study aims to determine the ability to use
social media by entrepreneurs such as university graduates when they start working. This study uses a quantitative
approach with a survey method. The population in this study is Indonesian entrepreneurs. A survey of 396
entrepreneurs was chosen as the method. The findings show that public relations and customer service are the
most sought-after social media skills among university graduates, ahead of knowledge of social media content
creation, strategy development, and analytics.

Keywords: Social media skill, public relations, customer service, employers

ABSTRAK
Humas adalah bagian penting dari kegiatan pemasaran yang melibatkan penilaian atau persepsi sikap dan
pandangan masyarakat umum, serta konsumen (segmen) umum dan khusus, terhadap kegiatan perusahaan
atau produk dan kebijakan merek, dan kemudian melakukan kegiatan yang diperlukan untuk menciptakan
citra positif. Tujuan tersebut dapat dicapai dengan menggunakan media yang sesuai untuk melengkapi
kepuasan pelanggan sehingga keterampilan dalam memanfaatkan media sosial menjadi hal utama yang
harus dilakukan oleh humas. Penelitian ini bertujuan untuk mengetahui kemampuan penggunaan media
sosial oleh para pengusaha seperti lulusan universitas ketika mereka mulai bekerja. Penelitian ini
menggunakan pendekatan kuantitatif dengan metode survei. Populasi dalam penelitian ini adalah pengusaha
Indonesia. Sebuah survei terhadap 396 pengusaha dipilih sebagai metode. Temuan menunjukkan bahwa
hubungan masyarakat dan layanan pelanggan adalah keterampilan media sosial yang paling dicari di
kalangan lulusan universitas, di atas pengetahuan tentang pembuatan konten media sosial, pengembangan
strategi, dan analitik.

Kata Kunci: Keterampilan media sosial, hubungan masyarakat, pelayanan pelanggan, pengusaha
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INTRODUCTION

Today, almost every company has an employee in charge of the company’s social media.
The advancement of information technology causes societal transformation. The introduction
of social media causes a shift in people’s behavior patterns in terms of culture, ethics, and
current conventions (Cahyono, 2016). In the middle of the numerous communication channels
currently available, the Public Relations Government must select appropriate media for both
the internal and external public. With an increasing number of individuals using the internet,
communication via online media is becoming a more appealing option (Kurniasih, 2013).
The way public relations practitioners do their jobs in terms of communicating with the
public, both individually and corporately, has changed due to social media. To keep up with
the growth of new technology, social media has become a challenge for practitioners to
improve their technical and managerial talents. Practitioners continue to learn more about
social media to maximize its use and assist the company in building a stronger relationship
with the public  (Pienrasmi, 2015). This situation underlines the importance of social media
skills for public relations and the benefits derived by employers. Public relations must adapt
to any changes, one of which is social media in the digital era. Likewise, an employer must
adapt by implementing a new business strategy.

One of the fastest-growing mediums is social media. Around 70% of internet users in the
globe are also social media users. Users of social networking sites like Facebook or Twitter
(Anwar, 2017). Many areas, such as political campaign media, advertising, and education,
are using social media as a new instrument to execute duties and activities. However, today’s
use of social media can have overbearing consequences that can lead to significant difficulties
if not addressed as soon as feasible (Daniel Susilo, 2021). Some social media usage practices
should be avoided, such as selfies, cyberbullying, and online shopping (Mulawarman &
Nurfitri, 2017), In terms of digital activism, social media plays a significant role (Jamil &
Eriyanto, 2021). Today’s social media user behavior and false information are fascinating
phenomena. Social media is the most successful vehicle for Hoax’s acceptance and diffusion
of knowledge. One element that makes it easier for them to disseminate information without
going through the verification process is their diverse backgrounds of user behaviour (Rahadi,
2017).

Content, community, and Web 2.0 technology are the three factors that make up social
media. Social media’s growth will impact three areas: society, businesses, and the local
environment (Ahlqvist et al., 2008). With the rapid expansion of knowledge, the public has
access to technology that can assist them in various situations. With the availability of
social media platforms like Facebook and Twitter and mobile apps like WhatsApp and Line,
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fake news and hate speech may spread quickly (Susilo et al., 2019; Yunus et al., 2019). Pre-
filtering is not possible in the communication and information media (Palupi, 2019).
Magazines, forums, the internet, weblogs, images, videos, ratings, and social bookmarking
are all examples of technology-based social media (Kaplan & Haenlein, 2010), which can be
used as a digital medium for public relations.

Well-managed digital public relations, including two-way interaction or communication
with the public, also provide various information and answer almost all general questions. It
is also informative and educative to answer group ambiguity (Mboeik et al., 2020). Digital
media utilized in digital public relations methods include websites and social media. However,
despite the increased adoption of digital media in government communications, some
challenges remain, including a lack of supporting legislation and human resources with
relevant skills (Kharisma & Agustina, 2019).

Previous research, such as social media usage, improves how employees connect (Dronen,
2014). The frequent use of social media can have a beneficial or harmful impact on its
users. Social media has a good effect on employees by focusing more on the company’s
goals and turning tiny ideas into valuable insights (Lee, 2013). Furthermore, social media
usage at work aids in the interaction of one employee with another (Dronen, 2014). The
prolonged use of gadgets makes generation Y more able to apply internet usage than
generation X, mainly social media (Gafni & Geri, 2013).

On the other hand, social media might make a person less focused. Furthermore, social
media can cause a person to pay less attention to direct communication (face-to-face), be
less able to communicate, not pay attention to the actual world, become more angry,
impatient, self-centered, have changes in brain processes, and have decreased activity
(Munene & Nyaribo, 2013; Chasombat, 2014). However, some previous studies related to
social media in companies only discussed the impact. Still, none had examined social media
skills in public relations and customer service for employers. This basis raises the objectives
of this research, namely to find out the social media skills possessed by employers such as
university graduates when they start working.

METHOD

This research uses cross-sectional surveys that give a snapshot of the population’s
characteristics and what’s going on at any one time. They can be population-based by using
random sampling in a survey (Endvawnow.org, 2020). Cross-sectional studies are
observational and are referred to as descriptive studies rather than causal or relational



20 Arifah Hidayati, Elfitra Desy Surya, Abdul Samad Arief,
Achmad Daengs GS, Jose Marco G. Reyes

Nyimak Journal of Communication, Vol. 6, No. 1, March 2022

studies, which means they cannot be used to determine causation. Researchers take notes
on what information is available in a population, but they don’t change the factors. This
form of study can be used to characterize the features of a community, but it cannot be used
to establish causal correlations between variables. This strategy is frequently used to infer
plausible links or to gather preliminary data to enable further research and experimentation.

This research is part of a larger project that employed a cross-sectional survey to target
Indonesian Employers. Employers of university graduates are the only ones who are eligible.
Therefore, databases of Indonesian university graduates from third parties Participants are
recruited from employers who have the approval to receive communications such as online
surveys. Four hundred and fifty people completed the study, with 29 determining that they
were not in Indonesia and being eliminated. In the Indonesian sample, 25 of the 421 replies
were incomplete. Thus, they were removed. The analysis includes 396 Indonesian
questionnaires, with a 94.1 percent completion rate. Men made up 46.5 percent of the total,
while women made up 53.5 percent. The participants were between 20 and 55 (M=42.78,
SD=11.90). Table 1 has more demographic information. Retail and Consumer is the most
represented industry in the sample, with more than a quarter of those who took part. Even
though middle management is the most common professional level, about one-third of those
took part.

Table 1. Demographic of Respondents

Because the surveys used in earlier similar research did not separately address all of the
specific topics explored. The data retrieval technique was explicitly built for this study using
Survey Monkey. The design was based on the strengths and limitations of past research and
was informed by a literature search that identified essential areas of interest (Freberg &
Kim, 2018; Meacham & Ross, 2019; Benson et al., 2014). The variables in this study include
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the areas of knowledge and social media skills that are believed to be the most important.
The indicators include:

o Public relations and customer service

o Social media content production

o Social media strategy

o Social media analysis

Then, using a seven-point Likert scale (1 = strongly agree, 7 = strongly disagree),
Participants were asked to answer 22 questions about the domains mentioned above of
social media knowledge and competencies. Finally, participants were asked to rate how
much they agreed with a statement regarding specific graduate characteristics necessary
for employment in their company or organization. For example, public relations and customer
service are dealt with in seven elements. In contrast, social media content production is
dealt with in six, social media content management is dealt with in five, and social media
content management is dealt with in four.

Initially, descriptive statistics were used to assess the data. Then, a cluster analysis was
used to find data patterns and groups of participants who agreed on graduation traits linked
to social media abilities. Cluster analysis reveals which participants have a way, in this
case, agreement, on a collection of variables, allowing subgroups of the sample to be
identified (Bolin et al., 2014). Therefore, the group-based orientation approach makes it
easier to investigate the discovered clusters further to see whether there are any relevant
or distinct patterns among the groups (Bolin et al., 2014).

A two-step cluster analysis was utilized for each unique SM category to put individuals
into multiple groups, resulting in four studies. We wanted to test if this affected cluster
homogeneity, so we ranked the four SM skill categories in order of relevance. A two-step
cluster analysis is utilized when the number of clusters is uncertain (Tkaczynski, 2017).
Group comparisons are carried out after each set from the sample. A descriptive analysis
was performed to explain the characteristics of each cluster. Independent t-tests (age) and
cross-tabulation with contingency chi-square testing were used to evaluate different tests
(gender, position level, and industry sector). For all analyses, the significance level was
fixed at p<.05.
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RESULTS

Some of the essential skills of university graduates are described by researchers in Table
2 below.

Table 2. The Most Crucial Skill of University Graduate

Based on Table 2, it can be observed that the ranking of social media skills in public
relations has been obtained based on importance. Public relations and customer service
were ranked the most important with 50% results, followed by Social Media Content
Management, with 29% results as the most important. Social Media Strategies Management
with 12% results, and social media analytics with 9% results.

Skills in social media in public relations and customer service to bring up some of the
specifications of the skills in it include 1) Issues and conflict management and resolution, 2)
Relationship management, 3) Ethical, social media practices, 4) Customer service, 5)
Marketing strategy.

Cluster one comprised 62.4 percent (n=247) of the sample, whereas Cluster two
represented 37.6 percent (n=149) based on the consistency of responses to the seven
statements about public relations and customer service. The silhouette separation has good
cohesiveness (0.6), and the cluster size ratio is 1.66. According to predictor relevance, all of
the questions had good prediction values of 0.69 to 1.0. Cluster one, on the other hand,
highly agrees with all claims concerning public relations and customer service, but cluster
two, on the other hand, firmly disagrees. Cluster comparison revealed a significant difference
in age Cluster one (M=44.16, SD=11.61) is older than cluster two (M=40.79, SD=11.33), as
shown by t(394)=2.82, p=.005. Gender was also a significant factor, 2=5.99, p=0.014, with
more women (58.30%) than men (41.70%) in group one and more men in group two. Group 2
disagrees that public relations and customer service skills are vital, with men (54.36%)
outnumbering women (45.64%). There were no substantial variations between industries or
levels of professional position.
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DISCUSSION

According to the findings of this study, the most significant areas of social media skills
for university graduate employers are public relations and customer service. Compared to
other aspects of social media competence, public relations, and customer service skills,
nearly half of the respondents said they were the most important (50 percent). Based on
research conducted by Dronen (2014) that the use of social media in the workplace improves
the way employees connect. In this study, ways to stay connected are carried out to manage
and resolve problems and conflicts. The use of social media also brings about relationship
management, management, and resolution of issues and disputes.

Due to its two-way symmetrical communication, to assist customer service operations,
public relations should embrace social media as a tool for relationship management.
Participatory customer service is necessary for successful social media customer service.
Relationship management is carried out to find out the latest information about customers,
ranging from complaints, product requests, and types of services that need to be improved.
The sample’s strong preference for public relations and customer service skills could suggest
that, first and foremost, university-educated companies need employees who can connect
with customers and positively represent their company on social media.

In addition, university graduates with a background in public relations, particularly those
related to the media, are in dire need of strategic communication, reputation management,
issues, and crisis management. Based on Lee’s research (2013), the frequent use of social
media can positively or negatively impact its users. Social media positively impacts employees
by enabling them to focus more on company goals and turn small ideas into valuable insights.
It is used in this study to implement ethics, social media practices, and customer service.
This can be a valuable asset for businesses that can leverage this ability to communicate
effectively with the public and stakeholders through social media more proactively and
recognize and respond to issues and circumstances. When compared with other poll
participants. Public relations and customer service are essential characteristics of social
media expertise as more women, and older people are in the sample.

Furthermore, businesses hiring university graduates give them a lower priority on social
media content management, strategy management, and social media analysis could reflect
a lack of awareness of these areas and their benefits. In all other regions, save public
relations and customer service, the sample was evenly split between agreeing and
disagreeing. Only 9% of participants rated social media analysis as the most important,
displaying a lack of understanding of the benefits of leveraging social media data to guide
business operations such as continuous improvement.
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Based on research conducted by Munene & Nyaribo (2013) and Chasombat (2014) shows
that social media, on the other hand, may make a person less focused to the point of
decreasing activity. So in this study, the effort made is to implement a marketing strategy so
that the University must train graduates in public relations and social customer service.
While a public relations college might focus on strategic communication, reputation and
problem management, and crisis management, social customer service seems to be
something that should be included as well.

Many professions and industries use social media. Understanding how to leverage this
technology to serve, engage, and build human relationships with the public and stakeholders
is no longer limited to marketing and public relations. Based on the research of Gafni & Geri
(2013) that the use of gadgets for a long time makes proficiency in social media. At the
same time, the results of this study Employers prefer graduates with this talent over those
with other types of social media knowledge. So proficiency in using social media is an apparent
demand for industry and students; it is now up to colleges to respond if they haven’t already.
As this research notes, this could include introducing the concepts of public relations and
social customer service into higher-level courses. Students may take a series of core courses
or offer a series of short-duration or online modules to prepare for industry standards.

Based on the results of the data obtained and reviewed from the Social Construction of
Technology (SCOT) Theory, technology does not determine human actions, but human actions
themselves that shape technology. So the practice of public relations and customer service
must take advantage of the primary social media that is run within the company. Given that
digitalization demands that everything is fast-paced and responsive, every company must
have skills in social media. These skills must, of course, be adjusted to the goals to be
achieved. Because the focus in this study is more on public relations and customer service,
social media actions are formed to be skilled in 1) Issues and conflict management and
resolution, 2) Relationship management, 3) Ethical, social media practices, 4) Customer
service, 5) Marketing strategy.

CONCLUSION

Social media expertise in public relations and customer service is becoming an essential
and most significant characteristic for employers with university graduates. In addition, a
university graduate with a background in public relations, particularly about the media, can
be a valuable asset for a business. This is done by utilizing this ability to communicate
effectively with the public and stakeholders more proactively. This condition provides an
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opportunity for university graduates with expertise in social media to attract Employers to
maximize business goals more efficiently by giving customers delighted by building public
relations through social media. The novelty from this research can be a reference for
employers and employees in preparing themselves and enriching their skills, especially for
jobs related to public relations and customer service.

REFERENCES
Ahlqvist, T., Asta, B., Halonen, M., & Heinonen, S. (2008). Social media roadmaps: exploring

the futures triggered by social media. VTT Tiedotteita – Valtion Teknillinen Tutkimuskeskus.
Anwar, F. (2017). Perubahan dan permasalahan media sosial. Jurnal Muara Ilmu Sosial,

Humaniora, Dan Seni, 1(1), 137–144.
Benson, V., Morgan, S., & Filippaios, F. (2014). Social career management: Social media and

employability skills gap. Computers in Human Behavior, 30, 519–525.
Bolin, J., Edwards, J., Finch, W., & Cassady, J. (2014). Applications of cluster analysis to the

creation of perfectionism profiles: a comparison of two clustering approaches. Frontiers
in Psychology, 5, 343.

Cahyono, A. (2016). Pengaruh media sosial terhadap perubahan sosial masyarakat di
Indonesia. Jurnal Publiciana, 9(1), 140–157.

Carr, C., & Hayes, R. (2015). Social media: Defining, developing, and divining. Atlantic Journal
of Communication, 23(1), 46–65.

Chasombat, P. (2014). Social networking sites impacts on interpersonal communication skills
and relationships.

Dronen, S. (2014). New research from the faculty of Psychology at the University of Bergen
(UiB) shows that the use of online social media for personal purposes during working
hours can have a negative effect on work performance and th e well-being of
organisations.

Endvawnow.org. (2020). Cross-Sectional Surveys. https://www.endvawnow.org/en/articles/
1914-cross-sectional-surveys.html

Freberg, K., & Kim, C. (2018). Social media education: Industry leader recommendations for
curriculum and faculty competencies. Journalism & Mass Communication Educator, 73(4),
379–391.

Gafni, R., & Geri, N. (2013). Generation Y versus generation X: Differences in smartphone
adaptation. Learning in the Technological Era: Proceedings of the Chais Conference on
Instructional Technologies Research, 18–23.



26 Arifah Hidayati, Elfitra Desy Surya, Abdul Samad Arief,
Achmad Daengs GS, Jose Marco G. Reyes

Nyimak Journal of Communication, Vol. 6, No. 1, March 2022

Jamil, A., & Eriyanto, E. (2021). Social media communication: content analysis of Indonesian
parliament instagram account. Jurnal Studi Komunikasi, 5(3), 746–763.

Kaplan, A. M., & Haenlein, M. (2010). Users of the world, unite! The challenges and
opportunities of Social Media. Business Horizons, 53(1), 59–68.

Kharisma, T., & Agustina, L. (2019). Penerapan Manajemen Humas Digital Dalam Komunikasi
Publik Di Instansi Arsip Nasional Republik Indonesia. Diakom: Jurnal Media Dan
Komunikasi, 2(1), 112–119.

Kurniasih, N. (2013). Penggunaan media sosial bagi humas di lembaga pemerintah. Forum
Kehumasan Kota Tangerang. https://doi.org/http://dx.doi.org/10.13140/
RG.2.2.15820.41609

Lee, E. (2013). How Do Online Social Networks Drive Internal Communication and Improve
Employee Engagement. https://digitalcommons.i lr.cornell.edu/cgi/
viewcontent.cgi?article=1021&context=student

Mboeik, C., Andung, P., & Mandaru, S. (2020). Praktik Digital Public Relations dalam Upaya
Meningkatkan Citra Positif Perusahaan PT. PLN (Persero) UIW NTT. Jurnal Politikom
Indonesiana, 5(2), 40–54.

Meacham, S., & Ross, M. (2019). Development of social media skills to enhance employability.
Retrieved on August, 29.

Mulawarman, & Nurfitri, A. (2017). Perilaku pengguna media sosial beserta implikasinya
ditinjau dari perspektif psikologi sosial terapan. Buletin Psikologi, 25(1), 36–44.

Munene, A., & Nyaribo, Y. (2013). Effect of social media pertication in the workplace on
employee productivity. International Journal of Advances in Management and Economics,
2(2), 141–150.

Palupi, R. (2019). Penyalahgunaan Media Sosial Sebagai Alat Propaganda. Jurnal Komunikasi,
10(1), 69–76.

Pienrasmi, H. (2015). Pemanfaatan social media oleh praktisi public relations di Yogyakarta.
Jurnal Komunikasi, 9(2), 199–210.

Rahadi, D. (2017). Perilaku pengguna dan informasi hoax di media sosial. Jurnal Manajemen
Dan Kewirausahaan, 5(1), 58–70.

Ratnasari, E., Sumartias, S., & Romli, R. (2021). Social Media, Digital Activism, and Online
Gender-Based Violence in Indonesia. Nyimak: Journal of Communication, 5(1), 97–116.

Susilo, D, Putranto, T., & Navarro, C. (2021). Performance of Indonesian Ministry of Health in
Overcoming Hoax About Vaccination Amid the COVID-19 Pandemic on Social Media.
Nyimak: Journal of Communication, 5(1), 151–166.

Susilo, Daniel. (2021). AKSI-AKSI WARGANET PADA BERITA DARING: Cabaran pada Studi
Posfeminisme dan Politik. Airlangga University Press.



27Social Media Skill in Public Relations and Customer Service for Employers

P-ISSN 2580-3808, E-ISSN 2580-3832

Susilo, Daniel, Christantyawati, N., Prasetyo, I., & Juraman, S. (2019). Content analysis of
LINE application user: Intersecting technology and social needed. Journal of Physics:
Conference Series, 1175(1), 12224.

Theunissen, P., & Wan Noordin, W. N. (2012). Revisiting the concept “dialogue” in public
relations. Public Relations Review. https://doi.org/10.1016/j.pubrev.2011.09.006

Tkaczynski, A. (2017). Segmentation using two-step cluster analysis. In Segmentation in
social marketing (pp. 109–125). Springer.

Yeo, S., & Pang, A. (2017). Asian multiculturalism in communication: Impact of culture in the
practice of public relations in Singapore. Public Relations Review, 43(1), 112–122.

Yunus, E., Susilo, D., Riyadi, S., Indrasari, M., & Putranto, T. (2019). The Effectiveness Marketing
Strategy for Ride Sharing Transportation: Intersecting Social Media, Technology, and
Innovation. Entrepreneurship and Sustainability Issues, 7(2), 1424–1434.




	00.pdf
	00-a. cover dalam
	1: tampak penuh

	00-b. editorial boards
	00-c. daftar isi


