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ABSTRAK

Rendahnya tingkat kesadaran (awareness) masyarakat Kota Semarang terhadap chatbot
SAVIRA (Semarang Virtual Assistant) menjadi latar belakang utama pelaksanaan tugas
akhir ini. Data pra-survei menunjukkan bahwa 85% dari 100 responden belum mengetahui
keberadaan layanan informasi publik digital terintegrasi 18 fitur berbasis WhatsApp
tersebut. Penelitian ini bertujuan untuk merancang dan melaksanakan strategi kampanye
public relations bertajuk "#Kenali SAVIRA" guna meningkatkan kesadaran masyarakat
hingga mencapai tahap knowledge. Metodologi penciptaan karya mengacu pada 10 tahapan
perencanaan kampanye public relations dari Anne Gregory. Kampanye ditargetkan kepada
masyarakat Kota Semarang berusia 17-45 tahun dan dieksekusi secara langsung
menggunakan pendekatan Below The Line (BTL) di kawasan Car Free Day (CFD) Jalan
Pahlawan Simpang Lima. Implementasi di lapangan memantfaatkan taktik interaksi tatap
muka dua arah yang didukung oleh berbagai media komunikasi berupa booth, banner
vertikal, flyer edukasi, maskot, frame foto, serta hadiah merchandise berupa gantungan
kunci. Hasil evaluasi pasca-kampanye melalui survei post-test kertas terhadap 44
responden menunjukkan bahwa 100% responden berhasil memenuhi indikator
keberhasilan (Key Performance Indicator/KPI) dengan menjawab minimal 3 dari 5
pertanyaan secara benar. Kesimpulannya, kampanye public relations tatap muka ini
terbukti efektif meningkatkan awareness dan pemahaman masyarakat terhadap keberadaan
dan fungsi chatbot SAVIRA, meskipun detail informasi dasar seperti kepanjangan nama
SAVIRA masih memerlukan penguatan sosialisasi secara berkelanjutan.

Kata Kunci: Kampanye Public Relations, Chatbot SAVIRA, Awareness, Below The Line
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ABSTRACT

The low level of public awareness regarding the SAVIRA (Semarang Virtual Assistant)
chatbot is the main background of this final project. Initial survey data showed that 85%
of 100 respondents in Semarang City were unaware of this digital public service
information channel, which integrates 18 features via the WhatsApp platform. This study
aims to design and implement a public relations campaign named "#Kenali SAVIRA" to
increase public awareness up to the knowledge stage. The research methodology uses the
10 Steps Strategic Public Relations Planning framework by Anne Gregory. The campaign
targeted the public aged 17-45 years in Semarang City and was executed directly using a
Below The Line (BTL) approach at the Car Free Day (CFD) event on Jalan Pahlawan,
Simpang Lima. The implementation utilized various communication tactics and media,
including a booth, vertical banners, flyers for education, a mascot, photo frames, and
keychains as merchandise to foster interactive two-way communication. The results of the
campaign evaluation through a paper-based post-test survey on 44 respondents showed
that 100% of the respondents met the specified Key Performance Indicator (KPI) by
correctly answering at least 3 out of 5 questions. In conclusion, the face-to-face public
relations campaign effectively increased public awareness and understanding of the
SAVIRA chatbot, although basic detailed information such as the acronym description still
requires continuous reinforcement in future socializations.

Keywords: Public Relations Campaign, Chatbot SAVIRA, Awareness, Below The Line.
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