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ABSTRAK 

 

Voca Radio merupakan radio kampus berbasis streaming milik Sekolah Vokasi Universitas 

Diponegoro yang memanfaatkan Instagram @vocaradio.undip sebagai media komunikasi. 

Namun, tingkat awareness audiens terhadap Voca Radio masih rendah. Oleh karena itu, 

tugas akhir ini bertujuan melaksanakan kampanye media sosial #KeVora (Kenali Voca 

Radio) untuk meningkatkan awareness audiens terhadap Voca Radio melalui Instagram 

@vocaradio.undip. Kampanye dilaksanakan menggunakan metode RACE (Research, 

Action, Communication, Evaluation). Tahap Action Menghasilkan perencanaan konten 

yang diwujudkan melalui publikasi 14 konten Instagram dalam format Reels dan Carousel. 

Evaluasi dilakukan melalui analisis insight Instagram, pengukuran Key Performance 

Indicator (KPI), dan penyebaran kuesioner. Hasil pelaksanaan kampanye menunjukkan 

adanya peningkatan jangkauan audiens, jumlah pengikut Instagram, serta pengenalan 

audiens terhadap identitas dan program siaran Voca Radio. Dengan demikian, kampanye 

media sosial #KeVora dapat menjadi strategi komunikasi yang efektif untuk meningkatkan 

awareness audiens terhadap Voca Radio. 

 
Kata kunci: kampanye media sosial, awareness, Instagram, Voca Radio, RACE. 
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ABSTRACT 

 

Voca Radio is a campus based streaming radio station of the Vocational School, 

Diponegoro University, which utilizes Instagram @vocaradio.undip as a communication 

platform. However, audience awareness of Voca Radio was relatively low, as many 

audiences were unfamiliar with its identity and broadcasting programs. Therefore, this 

final project aimed to implement the #KeVora (Know Voca Radio) social media campaign 

to increase audience awareness of Voca Radio through Instagram @vocaradio.undip. The 

campaign was carried out using the RACE (Research, Action, Communication, and 

Evaluation) method. The Action stage involved content planning and development, which 

resulted in the publication of 14 Instagram posts in Reels and Carousel formats. The 

Evaluation stage was conducted through Instagram Insights analysis, Key Performance 

Indicator (KPI) measurement, and questionnaire distribution. The results indicated that 

the #KeVora campaign increased Voca Radio’s exposure, expanded account reach, 

increased the number of Instagram followers, and improved audience recognition of Voca 

Radio’s identity and broadcasting programs. Therefore, the #KeVora social media 

campaign can serve as an effective communication strategy to enhance audience 

awareness of Voca Radio. 

 

Keywords: social media campaign, awareness, Instagram, Voca Radio, RACE. 
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