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MOTTO DAN PERSEMBAHAN
MOTTO
“Every day it gets a little easier, but you have to do it every day.
That’s the hard part, but it does get easier.”
(Bojak Horseman)
“Fly like you, not like them”
(The Wild Robot)
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Pemanfaatan media sosial saat ini menjadi salah satu strategi komunikasi digital yang efektif untuk meningkatkan engagement dan awareness, termasuk di lingkungan pemerintahan. Penelitian ini mengangkat judul “Strategi Marketing Digital Humas Melalui Instagram dalam Meningkatkan Engagement dan Awareness LSP-PDN Kementerian Dalam Negeri”. Tujuan dari penelitian ini adalah untuk mengetahui bagaimana strategi digital marketing, khususnya melalui pemanfaatan fitur Instagram Reels, dapat membantu Pusat Pengembangan Kompetensi dalam memperkenalkan peran dan fungsi Lembaga Sertifikasi Profesi Penyelenggara Pemerintahan Dalam Negeri (LSP-PDN) kepada ASN baru. Data diperoleh melalui observasi media sosial, wawancara, serta survei kepada ASN baru sebagai target audiens. Proses pelaksanaan terdiri dari tahap pra-produksi, produksi, dan pasca-produksi konten, termasuk perencanaan konten dengan Standard Sequence Guide (SSG), proses shooting, editing, pembuatan caption, hingga publikasi. Evaluasi dilakukan melalui survei pre-test dan post-test serta analisis engagement rate setiap konten yang dipublikasikan. Hasil survey menunjukkan bahwa konten Reels yang dipublikasikan berhasil meningkatkan engagement dan awareness secara signifikan. Engagement rate akun Instagram Pusbangkom naik hingga lebih dari 40%, dengan beberapa konten memperoleh ER di atas 50%. Survei post-test juga menunjukkan peningkatan pemahaman audiens terhadap peran LSP-PDN sebagai lembaga sertifikasi ASN. Dengan demikian, strategi marketing digital berbasis konten kreatif Instagram Reels terbukti mampu memperkuat citra dan awareness lembaga, serta dapat dijadikan model komunikasi digital berkelanjutan di lingkungan Kemendagri.
Kata Kunci: Digital Marketing, Instagram Reels, Engagement, Awareness, LSP-PDN, Humas
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The use of social media has become one of the most effective digital communication strategies to increase engagement and awareness, including within government institutions. This study, entitled “Digital Marketing Strategy of Public Relations through Instagram to Increase Engagement and Awareness of LSP-PDN, Ministry of Home Affairs”, aims to explore how digital marketing strategies, particularly through the use of Instagram Reels, can assist the Center for Competency Development in introducing the role and function of the Professional Certification Institute for Domestic Government Administration (LSP-PDN) to newly recruited civil servants (ASN). Data were collected through social media observation, interviews, and surveys with newly recruited ASN as the target audience. The implementation process consisted of pre-production, production, and post-production stages, including content planning with the Standard Sequence Guide (SSG), video shooting, editing, caption writing, and publication. Evaluation was conducted through pre-test and post-test surveys as well as engagement rate analysis of each published content. The results indicate that the published Reels content successfully increased both engagement and awareness significantly. The engagement rate of the official Instagram account of Pusbangkom increased by more than 40%, with several posts achieving an ER of over 50%. The post-test survey also showed an improvement in the audience’s understanding of LSP-PDN’s role as a certification body for civil servants. Thus, the digital marketing strategy utilizing creative Instagram Reels content is proven to strengthen institutional image and awareness, and can serve as a sustainable digital communication model within the Ministry of Home Affairs.
Keywords: Digital Marketing, Instagram Reels, Engagement, Awareness, LSP-PDN, Public Relations
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