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ABSTRAK  
Yayasan Kampus Diakoneia Modern (KDM) belum dapat mengoptimalkan pemasaran 
konvensional ke digital dengan media sosial untuk Program Mandala KDM. Pengkaryaan 
ini berfokus pada implementasi strategi public relations melalui konten Instagram sebagai 
upaya untuk meningkatkan partisipasi masyarakat pada Program Mandala KDM melalui 
akun Instagram @mandala_kdm.  Metode yang digunakan adalah Fact Finding and 
Defining the Problem, Planning and Programming, Actions and Communications, serta 
Evaluations. Hasil penelitian menunjukkan bahwa implementasi strategi public relations 
melalui konten media sosial pada akun @mandala_kdm melalui perpaduan content 
marketing organik dan Instagram Ads, terbukti berhasil meningkatkan partisipasi 
masyarakat secara signifikan. Hal ini ditunjukkan oleh capaian kumulatif sebanyak 60 
peserta dalam kurun waktu tujuh bulan (Agustus 2025–Februari 2026), yang melampaui 
target tahunan yayasan sebanyak 45 anak. Instagram menjadi saluran komunikasi paling 
dominan dengan kontribusi sebesar 71,4% sebagai sumber informasi utama, disusul oleh 
rekomendasi relasi (word-of-mouth) sebesar 23,8% yang mengindikasikan kuatnya reputasi 
dan kepercayaan publik terhadap yayasan. Lebih lanjut, evaluasi memperlihatkan bahwa 
penggunaan Instagram Ads dua kali lipat lebih efektif dibandingkan konten organik 
(menyumbang 40 pendaftar berbanding 20 pendaftar), dengan lonjakan awareness dan 
partisipasi yang signifikan pada Desember 2025. Dengan demikian, pemanfaatan content 
marketing dan iklan berbayar di Instagram terbukti menjadi strategi digital PR yang ampuh 
untuk mendorong partisipasi aktif masyarakat. 
 
Kata Kunci: Strategi Public Relations, Instagram  Ads, Lembaga Swadaya 

Masyarakat, Media Sosial, Mandala KDM  
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ABSTRACT  
The Modern Diakoneia Campus Foundation (KDM) has not been able to optimize 
conventional marketing to digital with social media for the KDM Mandala Program. This 
work focuses on the implementation of a public relations strategy through Instagram 
content as an effort to increase public participation in the KDM Mandala Program through 
the Instagram account @mandala_kdm. The methods used are Fact Finding and Defining 
the Problem, Planning and Programming, Actions and Communications, and Evaluations. 
The results of the study show that the implementation of a public relations strategy through 
social media content on the @mandala_kdm account through a combination of organic 
content marketing and Instagram Ads, has proven successful in increasing public 
participation significantly. This is indicated by the cumulative achievement of 60 
participants within a period of seven months (August 2025–February 2026), which exceeds 
the foundation's annual target of 45 children. Instagram is the most dominant 
communication channel with a contribution of 71.4% as the main source of information, 
followed by recommendations from relations (word-of-mouth) at 23.8% which indicates a 
strong reputation and public trust in the foundation. Furthermore, the evaluation showed 
that the use of Instagram Ads was twice as effective as organic content (contributing 40 
registrants compared to 20 registrants), with a significant surge in awareness and 
participation in December 2025. Thus, the use of content marketing and paid advertising 
on Instagram has proven to be a powerful digital PR strategy to encourage active public 
participation. 
 
Keywords: Public Relations Strategy, Instagram Ads, Non-Governmental Organizations, 

Social Media, Mandala KDM 
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