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PERANCANGAN DIGITAL CAMPAIGN UNTUK MEMBANGUN
AWARENESS DAN DUKUNGAN MASYARAKAT TERHADAP

MARIMBA SEBAGAI PUSAT LITERASI DI DESA SITUREGEN, LEBAK

Erline Yonathan

ABSTRAK

Literasi merupakan fondasi penting dalam membangun masyarakat yang
tangguh, terutama di wilayah rawan bencana seperti Desa Situregen, Lebak.
Rendahnya kemampuan literasi anak-anak di desa ini mendorong lahirnya
Rumah Marimba sebagai pusat literasi untuk mendukung anak-anak dalam
mengembangkan kemampuan membaca dan berpikir kritis. Kampanye digital
ini dilakukan untuk mendukung pembukaan Rumah Marimba 3 dalam
membangun brand awareness dan dukungan dari masyarakat. Perancangan
kampanye ini menggunakan model SOSTAC, dengan pengumpulan data
melalui observasi, wawancara semi-terstruktur, dan studi literatur. Strategi
dijalankan melalui Instagram dan TikTok, yang terbukti efektif meningkatkan
jangkauan, keterlibatan audiens, dan mendapatkan dukungan berupa buku,
dana, serta permainan edukatif. Kesimpulan dari perancangan kampanye
digital berbasis model SOSTAC terbukti efektif dalam membangun
awareness dan dukungan masyarakat terhadap pengembangan rumah baca di
wilayah rawan risiko bencana.

Kata kunci: Kampanye Digital, Literasi, Marimba, Brand Awareness,
SOSTAC, Media Sosial
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DESIGNING A DIGITAL CAMPAIGN TO BUILD PUBLIC
AWARENESS AND SUPPORT FOR MARIMBA AS A LITERACY

HUB IN SITUREGEN VILLAGE, LEBAK

Erline Yonathan

ABSTRACT

Literacy is a crucial foundation for building a resilient society, especially in
disaster-prone areas such as Situregen Village, Lebak. The low literacy skills
among children in this village prompted the establishment of Rumah
Marimba as a literacy center to support children in developing their reading
abilities and critical thinking skills. This digital campaign was carried out to
support the launch of Rumah Marimba 3 by building brand awareness and
gaining community support. The campaign design adopts the SOSTAC model,
with data collected through observation, semi-structured interviews, and
literature studies. The strategy was implemented through Instagram and
TikTok, which proved effective in increasing reach, audience engagement,
and obtaining support in the form of books, funds, and educational games. In
conclusion, the digital campaign designed using the SOSTAC model has
proven effective in building awareness and community support for the
development of reading centers in disaster-prone areas

Keywords: Digital Campaign, Literacy, Marimba, Brand Awareness,
SOSTAC, Social Media
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