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ABSTRACT 
Background: Social media marketing has become one of the most widely used forms of 
digital marketing in social marketing. Organizations that drive change in young people, 
such as the Center for Indonesia's Strategic Development Initiatives (CISDI), rely heavily 
on social media marketing in communicating various health issues to the public. However, 
only a few studies have used social media related data to understand the effectiveness of 
this media in the delivery of health issues. Objective: This study aims to analyze the 
utilization of social media marketing conducted by CISDI for delivering health messages 
and its impact to young adult in Indonesia using social media analytics. Method: Real-
time data were obtained through Keyhole as a social media analytics tool and audience 

insight of online and offline classes used for social analytic in this study. This research 
monitored the use of CISDI’s social media by using audience metrics and individual post 
metrics collected from April 2019 to April 2020. Online and offline class audience data 
were obtained from the CISDI engagement database which was used as a complement to 
audience metrics information. Analysis of metrics was used to describe the audience that 
had been reached by the Center for Indonesia's Strategic Development Initiatives, how 
health messages could engage with the groups of audience, and how social media 
marketing can move the audience. Results: The result of this study shows that social 
media utilization for delivering health messages brought impact on audience 
participation. Current issues such as sex education have an average involvement rate of 
14.43%. By promoting through social media, CISDI has engaged 10,266 audience to 
participate in their classes. Conclusion: Social media utilization benefit CISDI in engaging 
audience and move them to participate in their cause. 
 
Keyword: Health Communication, Social Analytics, Social Media Marketing 
 

ABSTRAK 
Latar belakang: Pemasaran media sosial telah menjadi salah satu bentuk pemasaran 
digital yang paling banyak digunakan. Organisasi yang mendorong perubahan pada anak 
muda, seperti Center for Indonesia Strategic Development Initiatives (CISDI), sangat 
mengandalkan pemasaran melalui media sosial dalam mengomunikasikan berbagai 

masalah kesehatan kepada masyarakat. Namun, hanya sedikit penelitian yang 
menggunakan data terkait media sosial untuk memahami keefektifan media ini dalam 
penyampaian masalah kesehatan. Tujuan: Penelitian ini bertujuan untuk menganalisis 
pemanfaatan pemasaran media sosial yang dilakukan oleh CISDI dalam menyampaikan 
pesan kesehatan dan pengaruhnya terhadap kaum dewasa muda di Indonesia menggunakan 
analisis media sosial. Metode: Data terkini diperoleh melalui Keyhole sebagai alat analisis 
media sosial dan wawasan audiens peserta kelas online dan offline yang digunakan untuk 
melakukan analisis sosial. Penelitian ini memantau penggunaan media sosial CISDI dengan 
menggunakan metrik audiens dan posting individu yang dikumpulkan dari April 2019 
hingga April 2020. Data audiens kelas online dan offline diperoleh dari database 
keterlibatan CISDI yang digunakan sebagai pelengkap informasi metrik audiens. Analisis 
metrik digunakan untuk mendeskripsikan audiens yang telah dijangkau oleh CISDI, 
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bagaimana pesan kesehatan dapat melibatkan kelompok audiens, dan bagaimana 
pemasaran media sosial dapat menggerakkan audiens. Hasil: Hasil penelitian ini 
menunjukkan bahwa pemanfaatan media sosial untuk menyampaikan pesan kesehatan 
berdampak pada partisipasi masyarakat. Isu-isu terkini seperti pendidikan seks memiliki 
tingkat keterlibatan rata-rata sebesar 14,43%. Melalui promosi yang dilakukan di media 
sosial, CISDI telah melibatkan 10.266 audiens untuk mengikuti kelas mereka. Kesimpulan: 
Pemanfaatan media sosial bermanfaat bagi CISDI dalam melibatkan audiens dan 
menggerakkan mereka untuk berpartisipasi. 
 
Kata kunci: Komunikasi Kesehatan, Analisis Sosial, Pemasaran Media Sosial  

 

 
 
INTRODUCTION 
 

The development of technology 
has brought improvement in our life. We 
can access everything through the 
internet. Thus, our relationship with the 
internet has become inseparable. 
According to the study done by Polling 
Indonesia and Indonesian Internet Service 
Operator Association (APJII) in 2019, 
there are 117.21 million internet users in 
Indonesia. The number has increased by 

10.12% from 2018. From the same source, 
it is stated that the internet has been 
used daily by around 64.8% of the 
population in Indonesia. (APJII, 2019) 

Most internet users access 
information through social media. Social 
media is the new effective 
communication tool. The main user of 
social media are young adults (Alhabash 
and Ma, 2017). Therefore, it is best to use 
social media as promoting tool to young 
adults. Instagram is one of the most 
popular social media used by people 
globally. (Vinaika and Manik, 2017). This 
encourages businesses to use Instagram as 
marketing promotion media. (Turancı, 
2019). Social media is used as the new 

health promoting media due to its 
effectiveness in spreading information. 
(Obregon and Waisbord, 2012; Wright, 
Sparks and O’Hair, 2012; Househ, 2014; 
Wymer, 2015; Ahmed and Bates, 2016; 
Marinescu and Mitu, 2016; Syed-Abdul, 
Gabarron and Lau, 2016; Sekalala and 
Niezgoda, 2018; Bian et al., 2019). There 
is also a shift in health marketing as 
healthcare and health organizations also 
implement social media marketing. 
((Radu et al., 2017). 

The utilization of social media for 
delivering health messages also face 
several challenges. There are lot of 
information posted in social media, 
therefore the information can be 

overloaded. Despite the abundant amount 
of post, it is hard to find reliable resource 
information in social media as everyone 
can freely share their thoughts on social 
media. (Naseri Boori Abadi and 
Sheikhtaheri, 2015). It should be noted 
that young people are more attracted to a 
post with photo with words than the 
words alone. (Alhabash and Ma, 2017). 
Therefore, it is necessary for credible 
public health organization to convey in-
depth health promoting messages in 

interactive way to engage their audience. 
In order to fulfill the need of 

health information among young adult in 
Indonesia, Center for Indonesia’s Strategic 
Development Initiatives (CISDI) delivers 
robust and interactive health messages on 
Instagram. As the urgency of health 
information dissemination arise during the 
coronavirus (COVID-19) pandemic, CISDI 
increase their posting frequency. The 
shift is made for the sake of engaging 
more audience.  

It is essential for CISDI to measure 
and evaluate their performance on social 
media. Social media is the face of the 
brand. Its implementation benefit the 
business to gain awareness and reach 

more potential customers. (Pourkhani et 
al., 2019). Therefore, organizations need 
to take social media accounts seriously. It 
is important to monitor their performance 
through social media platforms. Social 
media analytics (SMA) is done by 
collecting, monitoring, analyzing, 
summarizing, and visualizing social media 
data through specific algorithm to 
conduct research for several purposes. 
(Andryani, Negara and Triadi, 2019). This 
analysis can gather information on trends, 
current issues, and other kind of 
information. (Stieglitz et al., 2018). 

SMA is very beneficial for 
organizations as it can be used for 
measuring organizations' performance, 
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whether they attract the right target of 
audience and improve their sales or their 
promotion through social media does not 
give anything in return. This means, 
frequent use of SMA will help an 
organization to understand what they can 
do to grow as a brand and expand the 
range of audience. 

Many non-profit organizations use 
social media as a platform to increase 
their brand awareness as it contributes to 
attract more sponsors and raise more 
funds. The utilization of social media 
benefits non-profit organizations in 

improving the involvement and 
engagement, transparency and 
accountability, organizational image, and 
operational. (Lauro, Tursunbayeva and 
Antonelli, 2019). The benefits are 
categorized into non-financial benefit and 
financial benefit. Strategic utilization of 
social media channels can produce a 
variety of nonfinancial benefits for Non-
Profit Organization (NPO), which include 
access to a global audience, increases in 
productivity of managers and 
professionals, provision of continuous 
feedback channels, and increased web 
presence. The financial benefits of social 
media include utilization costs, time 
savings, fundraising opportunities, and 

visibility of support.  
It is important to non-profit 

organizations to monitor their impact on 
society through the social media 
platform, whether they are influencing 
enough for people to be aware of the 
issues they bring or not. By analyzing the 
metrics of SMA, non-profit organizations 
can understand the demography of their 
audience, the reaction to their posts, the 
type of post their audience likes, and to 
calculate the number of people they 
reached and engaged through social 
media platforms. (Appleby, 2016). SMA 
helps non-profit organizations to evaluate 
their current marketing strategy and how 
to improve them. It will enable non-profit 
organizations to build an audience-based 

marketing strategy. Thus, they can 
generate intriguing content for promoting 
their good cause. 

Research on SMA has been rapidly 
conducted in the past few years. 
However, not many studies on the 
effectiveness of social media in delivering 
health issues have been found. Previous 
study only portrayed the implementation 
of social media in delivering health issues 

and the exposure to health information 
but not their impact to the audience. 
(Dunlop, Freeman and Jones, 2016; Kamel 
Boulos, Giustini and Wheeler, 2016; 
Habibi, Farpour and Pirzad, 2017; 
Roberts, Callahan and O’Leary, 2017; 
Khatimah and Laksmi, 2019; Rummo et 
al., 2020). This study aims to analyze the 
impact of communication on health issues 
through social media marketing 
conducted by CISDI using social media 
analytics. 

 
METHOD  

 
This research was a social media 

analytics research that use secondary 
data from real-time social media analytics 
data which had been collected by CISDI 
through Keyhole analytics as social media 
analytics tool. Keyhole is a social media 
analytics tool that provides in-depth data 
analysis of all social media metrics. 

This study monitored the use of 
the CISDI Instagram account by using 
audience metrics and individual post 
metrics collected from April 2019 to April 
2020. The sample used in this study was 
162 posts on CISDI’s Instagram account 
which delivered health messages related 
to Sustainable Development Goals’ 

(SDGs). Online class audience data was 
collected from the CISDI engagement 
database and used as supplementary 
information for audience metrics. 

The analysis was divided into 
three main parts of marketing strategy, 
namely. segmenting, targeting, and 
positioning. The data of audience 
characteristics was crawled 
through followers’ insight of the CISDI’s 
Instagram account. Then it was grouped 
based on their socio demography 
characteristics. Analysis of audience 
metrics was used to describe the audience 
that the CISDI had reached. Positioning 
was the process of deciding the position a 
brand wants to occupy their target needs. 
The positioning strategy was analyzed 

based on various health programs CISDI 
has promoted through their Instagram 
account.   

As CISDI's interest is on achieving 
Sustainable Development Goals (SDGs), 
the health messages were grouped 
according to SDGs. Lastly, the 
engagement of designed health messages 
to the audience was evaluated by 
observing the individual post metrics to 
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understand how effective social media 
marketing could move the audience into 
the CISDI program. The impact of social 
media utilization was measured by 
comparing the number of participants of 
CISDI’s classes before and after using 
online platform.  

 
RESULTS AND DISCUSSION  
 
Segmenting 

CISDI used socio demography 
characteristics of their audience in 
segmenting. They segmented their 

audience into youth which consist of 
adolescence and young adults. People in 
such age groups mostly spend their time 
on social media due to their curiosity and 
interest in communication tool.(Carceller-
Maicas, 2016). Instagram is the most 
popular social media used by young 
adults. (Huang and Su, 2018). Therefore, 
they choose Instagram as the 
communication and marketing tool. 

Source: CISDI’s Instagram’s followers’ insights 

Figure 1. Characteristics of Audience 

Based on Age 
 
Based on Figure 1, it is shown that 

the majority of the audiences are 25-34 
years old, followed by audiences between 
18-24 years old. Unfortunately, the 
frequency nor the percentage of each 
group of age cannot be seen as the data 
we obtained only presented the graphic of 
the said characteristics in Figure 1. It is 
presented that the audiences of CISDI’s 
Instagram account are young adults.  

 
Table 1. Characteristics of Audience 

Based on Sex 
Sex Frequency Percentage (%) 

Male 2186 31 
Female 4865 69 

Total 7051 100 

 
Based on Table 1, 4865 followers 

or 69% of the audiences are female. From 
the description above, it can be 
concluded that the majority of CISDI’s 

Instagram account’s audiences are female 
young adults.  

Segmentation is the primary step 
of marketing strategy. This is the actual 
process of dividing a range of customer 
into several sub-groups (Ivanova, 2019). 
The concept of market segmentation is 
segmenting the customers into distinctive 
subgroups based on defined 
characteristics. Referred to the result of 
analysis above, the CISDI’s market 
segmentation and their audiences on 
Instagram are aligned.   
 

Targeting  
After the market has been 

segmented, the company then select their 
needs, so that they can choose the most 
profitable segments to be 
served (Ivanova, 2019). After segmenting 
the audience into several subgroups, CISDI 
chose a specific subgroup as their target.  
As a civil society organization, CISDI aims 
to ensure equality in health which stated 
on their vision. Therefore, they chose 
youth whose concern in health issues as 
their marketing target.   

 
Positioning  

Positioning is the final stage of 
basic strategy in marketing. The company 

needs to show their distinctive feature 
and authenticity from their competitors, 
so that consumers will consider their 
products and or services over other 
brands. (Ivanova, 2019). 

CISDI positioned themselves as 
civil society the organization working on 
health issue. Social media has been used 
for public health communication tool. 
(Scriven, 2017; Kim and Song, 2020; 
Stellefson et al., 2020). Therefore, they 
raise awareness through social media. The 
positioning strategy in this study is 
analyzed by observing the content of 
health messages CISDI delivered through 
their Instagram account.  

As seen on Table 2, SDGs is used 
as indicators for grouping the health 

messages delivered by CISDI through their 
Instagram account. CISDI promoted four 
health related goals from SDGs—zero 
hunger, good health and well-being, 
gender equality, clean water and 
sanitation.  

According to their Instagram post, 
they often brought topics on good health 
and well-being containing healthcare and 
communicable disease messages. The 
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average engagement rate of those topics 
is 8.15% and 7.93% consecutively. 
Contrary to the most communicated 
issues on their Instagram, the most 
engaging post was about sex education 
which average engagement rate reached 
14.43%. Meanwhile, their lowest average 
engagement rate is 4.77% on posts about 
sustainable gastronomy for food 
availability and food security.  

From the result, it can be seen that 
the audiences are more interested in 
topics about sex education as it hit the 
highest average engagement rate. Sex 

education are the topics that are 
frequently brought into discussion these 

days. People are curious to dig in more 
information on those topics. CISDI 
delivered the messages that have not 
been brought by other organizations. The 
innovation and authenticity drive the 
audiences to interact with CISDI and other 
audience in the said post to share their 
knowledge on the topics. However, the 
messages were not the only contributor to 
the engagement rate. When and how the 
messages were delivered also contribute 
to determine the engagement rate. It is 
important to display visually pleasing 
design to convey the messages. 
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Table 2. Health Promoting Messages Delivered on Social Media 

 

SDGs Goals Messages content 
Average 

Engagement 
Rate 

Goal 2: Zero Hunger 

Nutrition 
 

The importance of breastfeeding for infant 
Breastfeeding regulations 

Government’s role in increasing breastfeeding rate in 
Indonesia 
Youth involvement in breastfeeding awareness 
Key factors of optimizing breastfeeding rate 

Research publication in strengthening nutrition 
through primary healthcare 
The difference between nutritional problem on 
children and adult 

Breastfeeding during pandemics 

8.16% 
11.32% 

6.96% 
 

8.59% 
7.17% 

10.03% 
10 

,9.47% 
9 

7.25% 
Food availability and 
food security 

Sustainable gastronomy 4.77% 

Goal 3: Good health and well-being 

Healthcare The importance of primary healthcare 
Discussion on health data digitalization 

CISDI’s Health Outlook: A comprehensive study on 
health development  
The roles of primary healthcare during pandemic 

9.80% 
8.26% 

8.22% 
 

6.32% 
Universal Health 

Coverage 

Strengthening government commitment to reduce the 

burden on universal health coverage 

6.84% 

Narcotics Tobacco control 
Discussion on cigarette smoke 

6.69% 
8.05% 

Non-communicable 

disease 

Mental health 

Cancer on reproduction system 

7.36% 

7.56% 
Communicable disease Diabetes prevention 

Immunization 
Malaria awareness 

Introduction to hypertension 
Tuberculosis prevention and elimination 
Health surveillance for battling against COVID-19 
Strategy for handling COVID-19 case in Indonesia 

COVID-19 prevention 
Government’s action in reducing COVID-19 infection 
Education on personal protective equipment (PPE) 

7.97% 
7.62% 
5.47% 

5.14% 
9.76% 
9.65% 
8.65% 

10.27% 
7.07% 
7.70% 

Goal 5: Gender equality 

Gender mainstreaming  
in health 

Reinforcing factors of gender mainstreaming 
The development of gender equality in Indonesia  

7.76% 
4.89% 

Contraception Health related issue in Indonesia Criminal Code Bill 
(RKUHP)  

5.69% 

Sex education Health reproduction program for youth in Indonesia 
The importance of sex education 

14.43% 
14.34% 

Goal 6: Clean water and sanitation 

Sanitation Waste management during pandemic 7.46% 
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Table 3. The Number of Participants in 
Classes Conducted by CISDI  

Category Frequency 

Online Class   

Diskusi Digital Kaum Muda 267 
Kelas Online Series 

RuangTemu.Online 
RuangTemu.Tematik 
RuangTemu.Spesial 
SDGs Jakarta Banget 

Webinar Hari Bumi 
Webinar Terumbu Karang 

8457 

473 
50 
45 
7 

245 
682 

Total 10226 

Offline Class  

YTH TB 
Lokapala 

240 
188 

Total 428 

Total Participants 10648 

 
As seen on Table 3, CISDI has 

engaged 10648 participants. The use of 

social media gives impact on audience 
participation. Before using online 
platform for conducting classes, there 
were only 428 people that participate in 
CISDI’s offline classes (YTH TB and 
Lokapala). The number of participants 
increased as CISDI shift their method. 
CISDI has engaged 10226 people to 
participate in their online classes. The 
audience are more likely to participate in 
online classes as it is accessible for 
audience who lives remotely from CISDI’s 
location. Social media utilization 
benefited health organization to be 
engaged with more people. Thus, this 
effectively bring impact in raising 
awareness on health issues to more 

people. 
 
CONCLUSION 
 

Social media has been used not only 
for personal purpose but also for business 
and organizations. Civil society 
organizations promote their cause through 
social media to raise awareness and 
engage audience. CISDI positioned 
themselves as civil society organization 
focusing on health issues. They targeted 
youth and young adults who have concern 
in health issues. In order to reach their 
audience, they use Instagram as platform 
to deliver health messages. From the 
social analytics result, their audience are 
more likely to be engaged to issues that 

currently trending, such as sex education. 
CISDI has succeed to move their audience 
to participate in their classes to discuss 
health issues. 
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