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Perancangan Kampanye Digital Melalui Intranet Untuk
Meningkatkan Awareness Responden Divisi Human Capital
Terhadap Core Values PT. Lahagu Sentosa Estate

(Stefanie)

ABSTRAK

Dalam organisasi modern, komunikasi internal berperan penting untuk memastikan
seluruh responden memahami nilai, visi, dan arah perusahaan. Di PT Lahagu Sentosa
Estate, intranet telah digunakan sebagai media utama penyebaran informasi, namun
tingkat awareness responden Divisi Human Capital terhadap Core Values masih
rendah, dibuktikan melalui hasil observasi dan kuis Core Values pada 7 Oktober
2025 yang menunjukkan hanya 49% dari 117 responden mampu menjawab 5 dari 10
pertanyaan dengan benar. Penelitian ini bertujuan merancang kampanye digital
internal untuk meningkatkan awareness responden terhadap Core Values melalui
pendekatan yang lebih menarik, interaktif, dan mudah diakses. Metode yang
digunakan adalah perancangan berbasis model SOSTAC (Situation, Objectives,
Strategy, Tactics, Action, Control) dengan data primer berupa survei responden dan
data sekunder melalui studi pustaka, serta landasan teori mencakup digital campaign,
komunikasi internal, intranet, awareness, komunikasi visual, copywriting, dan
identitas visual. Kampanye digital #GrowWithUs dirancang menggunakan tiga
content pillar informational & educational, engagement, dan promotional
storytelling yang dikemas dalam artikel infografis, video pendek, dan highlight story
di intranet. Hasil perancangan menunjukkan bahwa kampanye ini mampu
meningkatkan efektivitas penyampaian pesan terkait Core Values dengan
menghadirkan konten yang lebih mudah dipahami, relevan dengan karakteristik
digital responden, serta lebih interaktif dibanding metode sebelumnya. Pemanfaatan
owned media intranet memungkinkan kampanye menjangkau seluruh responden
secara konsisten, terstandarisasi, dan lebih mudah dievaluasi. Penelitian ini
menyimpulkan bahwa kampanye digital internal yang dirancang secara strategis
dapat menjadi solusi efektif untuk meningkatkan awareness dan pemahaman
responden Human Capital terhadap Core Values sebagai bagian dari penguatan
budaya organisasi.

Kata kunci: Awareness, Core Values, Intranet, Kampanye Digital,
Komunikasi Internal.
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Designing A Digital Campaign Through The Intranet To Increase
Awareness Of Human Capital Division Employees Toward The
Core Values Of Pt Lahagu Sentosa Estate

(Stefanie)

ABSTRACT

In modern organizations, internal communication plays a crucial role in ensuring
that all employees understand the company’s values, vision, and strategic direction.
At PT Lahagu Sentosa Estate, the intranet serves as the primary medium for internal
information dissemination; however, the awareness level of Human Capital Division
employees regarding the Core Values remains low. This condition is reflected in the
results of observations and the Core Values quiz conducted on October 7, 2025,
which showed that only 49% of 117 employees were able to answer 5 out of 10
questions correctly. This study aims to design an internal digital campaign to
increase employee awareness of the Core Values through a more engaging,
interactive, and accessible communication approach. The method used is a design
approach based on the SOSTAC model (Situation, Objectives, Strategy, Tactics,
Action, and Control) supported by primary data obtained from employee surveys and
secondary data from literature studies. The theoretical foundation includes digital
campaign, internal communication, intranet, awareness, visual communication,
copywriting, and visual identity. The #GrowWithUs digital campaign is designed
with three content pillars, informational & educational, engagement, and
promotional storytelling. Packaged in the form of infographic articles, short videos,
and highlight stories on the intranet. The design results indicate that this campaign
can enhance the effectiveness of delivering Core Values- related messages by
presenting content that is easier to understand, more relevant to employees’ digital
behaviour, and more interactive compared to previous methods. Utilizing the
company’s owned intranet media enables the campaign to reach all employees
consistently, in a standardized manner, and with measurable outcomes. This study
concludes that a strategically designed internal digital campaign can serve as an
effective solution to improve the awareness and understanding of Human Capital
employees toward Core Values as part of strengthening organizational culture.

Keywords: Awareness, Core values, Digital Campaign, Internal
Communication, Intranet.
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