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ABSTRAK

Rendahnya awareness mahasiswa Sekolah Vokasi Universitas Diponegoro
terhadap Voca Radio menjadi permasalahan yang menghambat fungsi Voca Radio sebagai
media kampus berbasis streaming yang menyediakan informasi, edukasi, dan hiburan bagi
mahasiswa sebagai target audiens utama. Hasil survei lapangan menunjukkan bahwa
awareness mahasiswa tentang Voca Radio masih rendah. Oleh karena itu, tugas akhir ini
bertujuan untuk meningkatkan awareness mahasiswa tentang Voca Radio melalui
kampanye offline #KeVora (Kenali Voca Radio). Metode yang digunakan mengacu pada
The Ten Stages of Public Relations Campaign Planning dengan pendekatan experiential
activation campaign yang meliputi tahap pra-kampanye, pelaksanaan kampanye, dan
pasca-kampanye. Hasil implementasi kampanye menunjukkan bahwa tujuan kampanye
berhasil tercapai. Sebanyak 97,9% mahasiswa telah mengetahui nama Voca Radio, 95,7%
mengetahui waktu peluncuran dan nama program Voca Radio, 89,4% mengetahui isi
program Voca Radio, serta 91,5% dan 85,1% mengetahui Instagram dan website sebagai
media Voca Radio. Dengan demikian, kampanye offline #KeVora terbukti efektif dalam
meningkatkan awareness mahasiswa Sekolah Vokasi Universitas Diponegoro terhadap
Voca Radio.

Kata kunci: Kampanye public relations, Awareness, Voca Radio, Media kampus



ABSTRACT

The low level of awareness among Vocational School students of Diponegoro
University regarding Voca Radio has become an issue that hinders the function of Voca
Radio as a campus-based streaming media that provides information, education, and
entertainment for students as its main target audience. Field survey results indicate that
students” awareness of Voca Radio remains low. Therefore, this final project aims to
increase students’ awareness of Voca Radio through the offline campaign #KeVora (Get
to Know Voca Radio). The method used refers to The Ten Stages of Public Relations
Campaign Planning with an experiential activation campaign approach, which includes
the pre-campaign, campaign implementation, and post-campaign stages. The results of the
campaign implementation show that the campaign objectives were successfully achieved.
A total of 97.9% of students are aware of the name Voca Radio, 95.7% know its launch
time and program names, 89.4% understand the program content, and 91.5% and 85.1%
are aware of Instagram and the website as Voca Radio’s media channels. Thus, the
#KeVora offline campaign has proven effective in increasing the awareness of Vocational
School students of Diponegoro University toward Voca Radio.

Keywords: Public relations campaign, awareness, Voca Radio, Campus media
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