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Pengguna Internet & Media Sosial di Indonesia

ESSENTIAL HEADLINES FOR MOBILE, INTERNET, AND SOCIAL MEDIA USE -
A CHANGES TO DATA SOURCES FOR INTERNET USERS AND SOCIAL MEDIA USERS MEAN THAT VALUES ARE NOT COMPARABLE WITH PREVIOUS REPORTS Llzaror

TOTAL MOBILE INTERNET ACTIVE SOCIAL
POPULATION CONNECTIONS USERS MEDIA USERS

W ® €

2749 345.3 202.6 170.0

MILLION MILLION MILLION MILLION

URBANISATION: vs. POPULATION: vs. POPULATION: vs. POPULATION:

57.0% 125.6% 73.7% 61.8%

SOURCES: THE UIN.; LOCAL GOVERNMENT BODIES; GSMA INTELUIGENCE; ITU; GWI; EUROSTAT; CNNIC; API; OCDH; SOCIAL MEDIA PLATFORMS' SELF-SERVICE ADVERTISING TOOLS; COMPANY W@ .
EARNINGS REPORTS; MEDIASCOPE; CAFEBAZAAR. © COMPARABILITY ADVISORY: SOURCE CHANGES. INTERNET USER NUMBERS NO LONGER INCLUDE DATA SOURCED FROM SOCIALMEDIA — €IF @, @ Hootsu“e"
PLATFORMS, SO DATA ARE NOT COMPARABLE WITH PREVIOUS REPORTS. SOCIAL MEDIA USER NUMBERS MAY NOT REPRESENT UNIQUE INDIVIDUALS, SO MAY EXCEED INTERNET USER NUMBERs.  SOCICH

Sumber: Kemp, 2021 (wearesocial.com)
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INDONESIA

THE AVERAGE DAILY TIME™ THAT INTERNET USERS AGED 16 TO 64 SPEND ON DIFFERENT KINDS OF MEDIA AND DEVICES

TIME SPENT USING THE TIME SPENT WATCHING TELEVISION
INTERNET (ALL DEVICES) (BROADCAST AND STREAMING)

@ @

TIME SPENT USING
SOCIAL MEDIA

TIME SPENT READING PRESS MEDIA
(ONLINE AND PHYSICAL PRINT)

8H 52M

TIME SPENT LISTENING TO

MUSIC STREAMING SERVICES

TH 30M

SOURCE: GV
*NOTES: CONS

Forum Kehumasan Perguruan Tinggi Tahun 2021

2H 50M

TIME SPENT LISTENING
TO BROADCAST RADIO

(@

OH 33M

3H 14M

TIME SPENT LISTENING
TO PODCASTS

OH 44M

5 TO 64. SEE GIOBAIWEBINDEX.CC

Sumber: Kemp, 2021 (wearesocial.com)

1H 38M

TIME SPENT PLAYING VIDEO
GAMES ON A GAMES CONSOLE

1H 16M

are Hootsuite-

social
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SOCIAL MEDIA USE

USE OF SOCIAL NETWORKS AND MESSENGER SERVICES, WITH DETAIL FOR MOBILE SOCIAL MEDIA USE
A DATA ARE N XABLE WITH PREVIOUS REPORTS DUE TO CHANGES IN DATA SOURCES. USER NUMBERS MAY NOT REPRESENT UNIQUE INDIVIDUALS. R

TOTAL NUMBER OF SOCIAL MEDIA USERS ANNUAL CHANGE NUMBER OF SOCIAL PERCENTAGE OF TOTAL
ACTIVE SOCIAL AS A PERCENTAGE OF IN THE NUMBER OF MEDIA USERS ACCESSING SOCIAL MEDIA USERS
MEDIA USERS* THE TOTAL POPULATION SOCIAL MEDIA USERS VIA MOBILE PHONES ACCESSING VIA MOBILE

LG

1700 61.8% +6.3% 168.5 99.1%

MILLION +10 MILLION MILLION

SOURCES: AN 2021 POLATIONS OF DATA FROM: C ARNING NTS AND MET VERTISING .
som o o - are. . (¥ Hootsuite
& COMPARABILITY ADVISORY: SC E CHANGES AND HISTORICAL REVISIONS. DATA MAY NOT CORRELATE WITH FIGURES PUBL : social

Sumber: Kemp, 2021 (wearesocial.com)
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Pengguna Internet & Media Sosial di Indonesia

MOST-USED SOCIAL MEDIA PLATFORMS

PERCENTAGE OF INTERNET USERS AGED 16 TO 64 THAT HAS USED EACH PLATFORM IN THE PAST MONTH -

INDONESIA

YOUTUBE
WHATSAPP
INSTAGRAM

FACEBOOK

TIKTOK
PINTEREST

TELEGRAM

T 7%
B

SKYPE 24.3%
TUMBLR 18.4%

REDDIT

are. ¥ Hootsuite

Sumber: Kemp, 2021 (wearesocial.com)
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Pengguna Internet & Media Sosial di Indonesia

RANKINGS OF TOP MOBILE APPS AND GAMES BY MONTHLY ACTIVE USERS IN 2020
INDONESIA

RANKING OF MOBILE APPS BY MONTHLY ACTIVE USERS RANKING OF MOBILE GAMES BY MONTHLY ACTIVE USERS

WHATSAPP FACEBOOK MOBILE LEGENDS: BANG BANG MOONTON; VNG
FACEBOOK FACEBOOK WORMSZONE.IO AZUR INTERACTIVE GAMES
INSTAGRAM FACEBOOK PUBG MOBILE TENCENT; VNG; REKOO; KRAFTON
SHOPEE SEA AMONG Us! INNERSLOTH
FACEBOOK MESSENGER FACEBOOK HAGO JOYY INC.

TOKOPEDIA TOKOPEDIA FREE FIRE SEA

TENCENT: SEA; VNG;

GOIEK GOIEK CALL OF DUTY: MOBILE ACTIVISION BLIZZARD

TELEGRAM TELEGRAM MINECRAFT POCKET EDITION NETEASE; MICROSOFT
MYTELKOMSEL TELKOM INDONESIA CLASH OF CLANS SUPERCELL

LINE LINE CANDY CRUSH SAGA TENCENT; ACTIVISION BLIZZARD

we .
: STATEOFMOBILE2021 COM are, >
SOURCE i Hootsuite

Sumber: Kemp, 2021 (wearesocial.com)
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Perguruan Tinggi di Wilayah LLDikti Il - 301 Perguruan Tinggi

O O G

301 akun 301 akun 301 akun
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A Model of the Communication Process (Belch & Belch, 2018)




Rektorat: Informasi Umum, Kebijakan, Peraturan

Tim Marketing: informasi PNM, Profil PT




PROAKTIF REAKTIF

. Inisiasi dari sumber pesan . Respon dari isu publik
. Kepentingan organisasi . Tren masyarakat
. Aturan/regulasi . Keluhan/laporan publik
. Sosialisasi . Krisis
. Promosi
Forum Kehumasan Perguruan Tinggi Tahun 2021 9



PESAN TUNGGAL

Tidak berkelanjutan
Tujuan hanya pada level kognisi
Memiliki inti pesan tunggal

. Mempunyai periode tertentu

. Tujuan sampai level behavior

*  Memiliki inti pesan tunggal/bertahap
yang dapat dikembangkan dengan
banyak cara

Contoh: Pidato, Pengumuman

Contoh: Sosialisasi Program, Kampanye Promosi

Forum Kehumasan Perguruan Tinggi Tahun 2021
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Media Cetak o e.d = Media Daring
Penyiaran

Media Luar Komunikasi

Media Sosial Ruang Tatap Muka




 Segala bentuk media  Segala bentuk * Segala bentuk * Segala bentuk
berbayar - baik media publikasi melalui publikasi melalui publikasi yang
tradisional maupun pihak ketiga - media sosial yang disampaikan melalui
media baru. termasuk media dapat dibagikan oleh property atau
« Bersifat “controllable” massa dan tokoh khalayak. inventaris organisasi
publik.  Bersifat “semi- « Bersifat “controllable”
 Bersifat controllable”
“uncontrollable”

Forum Kehumasan Perguruan Tinggi Tahun 2021 ’2
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INCENTIVE

AFFILIATE ADVERTISING
BRAND AMBASSADOR BANNERS
DISPLAY

PAID
ENDORSEMENTS

DIGITAL
PROPERTIES gﬁ'g{i’:}
CATALDG <
WEBSITES EQDUCATE
8LOG o
MOBILE REVIEWS
CHAR. ow N E D Channel EAR N E D LOCATION-BASED SERVICES
RTIEe Management
EMBASSIES PROPERTIES MEDIA
FACEOOK PARTNERSHIPS
! } i1
YoUTUSE CO-BRANDING
INSTAGRAM CELESRITIES
LINKEDIR
PINTEREST ;
INSTAGRAM )
SOCIAL
PLATFORMS INFLUENCER
OQUTPOSTS E::g‘:?eEMENT
RELEYANT MESSAGE BOARDS ADYOCACY
BLOGOSPHERE LOYALYY
Sumber: Bailey, 2019 (pracademy.co.uk)
Forum Kehumasan Perguruan Tinggi Tahun 2021 ’3



INTERNAL

PERGURUAN
TINGGI
Tenaga
Kependidikan

Forum Kehumasan Perguruan Tinggi Tahun 2021

Calon Mahasiswa

EKSTERNAL

Asosiasi Pendidikan
Tinggi

Pemerintah

Alumni

14
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Old Readlity New Reality

Identity Consumers, respondents Real people, creative partners

Role Passive; consumers of value Active collaborators; co-producers of value

Source of insights Surveys, dispassionate objective observation Conversations, stories, impassioned immersion

Handshake with Transactions-based Interactions and experience-based

organization

Location Fixed and invisible; at one end of a long Adaptive and very visible; anytime, anyplace
value chain

Information and influence Company advertising and messages; expert Word-of-mouth; peer-to-peer; social media
opinion

Concept of value Company offers; one size fits all Customer determines; tailored and unique

Primary source of value What's in the brand; attributes and features What customers do with the brand; unique

solutions and customized experiences

A Profile of the New Audience (Bhalla, 2011)

Forum Kehumasan Perguruan Tinggi Tahun 2021 ’5
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Attention Interest Desire Action

Attention

Psychological changes (passive) Action (active)

From AIDA to AISAS (Sugiyama & Andree, 2011)

Forum Kehumasan Perguruan Tinggi Tahun 2021 ’6
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AISAS - Non-Linear Process (Sugiyama & Andree, 2011)

Forum Kehumasan Perguruan Tinggi Tahun 2021 ’7




Television commercials

{

Newspupt.ér\ ’Muguzine

ads ads

> o ha

Radio ads ' Qutdoor
ads

Internet
ads

Media distribution to reach target

Television
commercials

Newspaper
ads

Radio ads

Outdoor ads

Magazine
ads

eres @
Merdeko
ml:oNE’A UMN

!y

~ -
Core

- -

- - QOutdoor
/ [ \ ads

Radio programs

."'.
ﬂ et .
Shops

Y

. Web sites .

Mobile phone sites

Creation of a Scenario to move the target

Media Distribution, Old & New (Sugiyama & Andree, 2011)

Forum Kehumasan Perguruan Tinggi Tahun 2021
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META-MESSAGE

what it all adds up to. The ultimate point.

Message | Message 4
Message 2 Message 5
Message 3 Message 6

POSITIONING

What you do. How you're different. Whom you serve. Brand Personality

House of multiple message strategies (Callen, 2010)

Forum Kehumasan Perguruan Tinggi Tahun 2021 ’9
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- At the office
-At the beach

-Around 11:00 am
-Early summer

-Before lunch
-With friends

-Hungry
-Excited

Four considerations

Four considerations in evaluating Contact Points (Sugiyama & Andree, 2011)

Forum Kehumasan Perguruan Tinggi Tahun 2021 2 0




BEST PR 2 @ Rk D

NYC Library on lnstagram
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Bailey, Richard. Briefing: PESO. 2019 (https://pracademy.co.uk/insights/briefing-

peso/)
Belch, George E. & Michael A. Belch. Advertising & Promotion. 2018

Bhalla, Gaurav. Collaboration and Co-creation: New Platforms for Marketing and
Innovation. 2011

Callen, Barry. Manager’s Guide to Marketing, Advertising, and Publicity. 2010

Kemp, Simon. Digital 202I: The Latest Insights into The ‘State Of Digital’. 2021
(https://wearesocial.com/blog/2021/01/digital-2021-the-latest-insights-into-
the-state-of-digital)

Sugiyama, Kotaro & Tim Andree. The Dentsu Way. 2011
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Tervimma Kasih
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