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PERANCANGAN KAMPANYE INTERAKTIF MENGENAI
CRITICAL READING INFORMASI DI MEDIA SOSIAL

UNTUK REMAJA MADYA

(Devina Angelia)

ABSTRAK

Pada tahun 2024, sebanyak 1,923 kasus hoaks ditemukan, dengan media penyalur
hoaks terbanyak merupakan media sosial. Remaja madya turut menjadi korban dari
persebaran hoaks, dikarenakan kecenderungan untuk tidak memverifikasi informasi
yang ditemui. Telah ada upaya kampanye untuk meningkatkan literasi digital dan
frekuensi critical reading, tetapi secara strategi persuasi kurang konsisten. Guna
meningkatkan kesadaran dan penerapan baca kritis di media sosial, dirancanglah
kampanye ini. Kampanye dirancang menggunakan metode mixed method, dengan
pengumpulan data melalui studi literatur, wawancara, kuesioner, serta Focus group
discussion. Teori yang akan digunakan pada perancangan ini adalah teori
Advertising by Design oleh Robin Landa. Pengumpulan data bertujuan untuk
mengetahui seputar konten yang diakses, kebiasaan membaca di sosial media,
preferensi desain, serta preferensi gaya penyampaian informasi. Berdasarkan hasil
penelitian, ditemukan kecenderungan remaja madya untuk mengabaikan proses
critical reading di media sosial karena dorongan untuk membagikan informasi yang
dirasa penting atau merasa informasi tidak berpengaruh signifikan pada hidupnya.
Sejalan dengan informasi tersebut, ditemukan juga bahwa remaja madya
menggemari konten hiburan, turut memperhatikan tampilan visual dalam penyajian
informasi, dan menyukai fitur yang interaktif pada media sosial.
Mempertimbangkan data yang telah terkumpul, kampanye dirancang berbasis
digital, dengan memperhatikan prinsip desain serta aspek interaktivitas.

Kata kunci: Kampanye Interaktif, Membaca Kritis, Media Sosial, Remaja Madya
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INTERACTIVE CAMPAIGN DESIGN ABOUT CRITICAL
READING INFORMATION IN SOCIAL MEDIA

FOR MIDDLE ADOLESCENCE

(Devina Angelia)

ABSTRACT (English)

In 2024, about 1.923 hoax cases were identified, with social media serving as the
largest sources of hoax dissemination. Middle adolescents have also become
victims of hoax dissemination, due to their tendency to refrain from verifying
information they encounter. There have been campaign efforts to improve digital
literacy and increase the frequency of critical reading, but their persuasive
strategies lack conmsistency. Therefore, this campaign is designed to increase
awareness and the application of critical reading in social media. The campaign
was developed using mixed method approach, with data collected through
literature studies, interview, questionnaire, and Focus group discussion. The
thoretical framework applied in this research is Advertising By Design theory by
Robin Landa. Data collection aimed to learn about types of content middle
adolescents frequently access, their reading behavior in social media, design
preferences, and preferred communication styles. According to the research
findings, middle adolescents indicated to neglect critical reading processes on
social media due to the urge to share information perceived as important or the
belief that such information does not significantly affect their lives. In line with that,
the results also reveal that middle adolescents favor entertainment-oriented
content, pay attention to the visual presentation of information, and prefer
interactive features in social media platforms. Considering the collected findings,
the campaign was designed as a digital-based campaign, emphasizing design
principles and interactivity aspects.

Keywords: Interactive Campaign, Critical Reading, Social Media, Middle
Adolescent
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