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ABSTRAK

Rendahnya brand awareness mahasiswa Universitas Diponegoro terhadap Voca
Radio sebagai media branding Sekolah Vokasi Universitas Diponegoro menjadi latar
belakang perancangan campaign offline #KeVora (Kenali Voca Radio). Tugas akhir ini
bertujuan meningkatkan brand awareness mahasiswa hingga mencapai tahap brand
recognition. Metode yang digunakan adalah perancangan dan pelaksanaan public relations
campaign dengan pendekatan interactive public relations campaign menggunakan model
The Ten Stages of Campaign Planning oleh Anne Gregory. Campaign #KeVora
dilaksanakan selama empat hari di kawasan Gedung Muladi Dome Universitas Diponegoro
melalui kegiatan visual attraction dan booth campaign. Evaluasi dilakukan menggunakan
kuesioner pre-test dan post-test untuk mengukur perubahan tingkat awareness mahasiswa
terhadap Voca Radio. Hasil evaluasi menunjukkan bahwa campaign #KeVora berhasil
meningkatkan brand awareness mahasiswa terhadap Voca Radio. Berdasar KPI persentase
responden yang mengetahui Voca Radio meningkat dari 68,6% pada pre-test menjadi
85,7% pada post-test. Selain itu, sebanyak 76,7% responden menyatakan pertama kali
mengetahui Voca Radio melalui campaign #KeVora. Dengan demikian, campaign offline
#KeVora terbukti efektif dalam meningkatkan brand awareness mahasiswa Universitas
Diponegoro terhadap Voca Radio.
Kata Kunci: Brand Awareness, Campaign Offline, Branding, Interactive Public Relations
Campaign, Voca Radio.
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ABSTRACT

The low level of brand awareness among Diponegoro University students toward
Voca Radio as a branding medium of the Vocational School of Diponegoro University
became the background for designing the offline campaign #KeVora (Kenali Voca Radio).
This final project aimed to increase students' brand awareness of Voca Radio to the brand
recognition stage. The method used was the design and implementation of a public
relations campaign through an interactive public relations campaign approach using Anne
Gregory's The Ten Stages of Campaign Planning model. The #KeVora campaign was
conducted for four days in the Muladi Dome area of Diponegoro University through visual
attraction and booth campaign activities. Evaluation was carried out using pre-test and
post-test questionnaires to measure changes in students' awareness of Voca Radio. The
evaluation results showed that the #KeVora campaign successfully increased students’
brand awareness of Voca Radio. Based on the established Key Performance Indicators
(KPI), the percentage of respondents who were aware of Voca Radio increased from 68.6%
in the pre-test to 85.7% in the post-test. In addition, 76.7% of respondents stated that they
first learned about Voca Radio through the #KeVora campaign. Therefore, the #KeVora
offline campaign proved effective in increasing Diponegoro University students' brand
awareness of Voca Radio.
Keywords: Brand Awareness, Offline Campaign, Branding, Interactive Public Relations
Campaign, Voca Radio.
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