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KAMPANYE DIGITAL GEMINA KEPADA MASYARAKAT 

URBAN DALAM MENDUKUNG MITIGASI BENCANA DI 

SDN 2 SITUREGEN 
 

Michelle Shannon Garot 
 

ABSTRAK 

 

Indonesia merupakan salah satu negara dengan risiko bencana tertinggi di dunia 
karena letaknya di zona Cincin Api Pasifik. Salah satu wilayah yang sangat rentan 
adalah Situregen di Lebak Selatan, Banten. Sayangnya, tingkat kesiapsiagaan 
masyarakat, khususnya di SDN 2 Situregen, masih rendah. Untuk itu, kampanye 
digital Generasi Mitigasi Bencana (GEMINA) dirancang sebagai strategi 
komunikasi yang bertujuan meningkatkan kesadaran masyarakat eksternal—
terutama generasi muda usia 18–34 tahun di Jakarta dan Tangerang—terhadap 
pentingnya edukasi mitigasi bencana di Situregen. Kampanye ini menggunakan 
konsep komunikasi risiko (Lundgren & McMakin, 2018) dan kampanye digital 
(Chaffey & Smith, 2017), dengan model perencanaan SOSTAC. Metode 
pengumpulan data dilakukan melalui wawancara tidak terstruktur, dan rancangan 
kampanye dikembangkan menggunakan tahapan SOSTAC: situation analysis 
(menggunakan SWOT), objective (dengan SMART), strategy, tactics, action, dan 
control. Hasil karya berupa akun media sosial @gemina.id di Instagram dan TikTok 
yang memuat konten awareness, engagement, dan inspiration. Kampanye ini 
dirancang untuk menjangkau audiens, serta mendorong keterlibatan nyata dalam 
bentuk penyebaran informasi dan donasi. Hal tersebut terbukti berhasil oleh 
pencapaian views, engagement rate, jumlah donatur, dan survei audiens. 
 
Kata kunci: kampanye digital, mitigasi bencana, komunikasi risiko, SOSTAC, 
media sosial 
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GEMINA DIGITAL CAMPAIGN TO URBAN COMMUNITIES IN 
SUPPORTING DISASTER MITIGATION AT SDN 2 SITUREGEN 

 
 Michelle Shannon Garot 

 

ABSTRACT 
 

Indonesia is one of the countries with the highest disaster risk in the world due to 
its location along the Pacific Ring of Fire. One of the most vulnerable areas is 
Situregen in South Lebak, Banten. Unfortunately, the level of preparedness—
particularly at SDN 2 Situregen—remains low. In response, the Generasi Mitigasi 
Bencana (GEMINA) digital campaign was designed as a communication strategy 
aimed at increasing external public awareness—especially among people aged 18–
34 in Jakarta and Tangerang—about the importance of disaster mitigation 
education in Situregen. This campaign applies the concept of risk communication 
(Lundgren & McMakin, 2018) and digital campaign (Chaffey & Smith, 2017), using 
the SOSTAC planning model. Data collection was conducted through unstructured 
interviews, and the campaign was designed using SOSTAC stages: situation 
analysis (using SWOT), objective (using SMART), strategy, tactics, action, and 
control. The final product is the @gemina.id social media accounts on Instagram 
and TikTok, featuring awareness, engagement, and inspiration content. This 
campaign was designed to reach audiences and encourage real participation in the 
form of spreading information and donations. This has been proven successful by 
the achievement of views, engagement rates, number of donors, and audience 
surveys. 
 
Keywords: digital campaign, disaster mitigation, risk communication, SOSTAC, 
social media  
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