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ABSTRAK 

 

Layanan berbasis mobile seperti ojek online, menunjukkan transformasi yang 

signifikan dalam pola interaksi, transaksi, dan akses layanan publik masyarakat. 

Fenomena ini menegaskan pentingnya strategi komunikasi digital yang efektif agar 

aplikasi mampu membangun keterlibatan dan kepercayaan pengguna. Penelitian ini 

bertujuan untuk menganalisis strategi kampanye digital JogjaKita serta bagaimana 

representasi nilai-nilai lokalitas Yogyakarta diintegrasikan dalam komunikasi 

pemasaran. Penelitian ini menggunakan pendekatan kualitatif deskriptif dengan 

landasan teori Komunikasi Pemasaran Terpadu (Integrated Marketing 

Communication/IMC), kampanye digital, serta konsep lokalitas dan identitas 

budaya. Pengumpulan data dilakukan melalui observasi konten media sosial, 

dokumentasi materi kampanye, dan wawancara dengan pengguna aplikasi. Analisis 

data dilakukan terhadap narasi pesan, elemen visual, serta respons audiens. Hasil 

penelitian menunjukkan bahwa kampanye digital JogjaKita mengintegrasikan 

unsur lokalitas seperti bahasa Jawa, simbol budaya, dan narasi sosial yang relevan 

dengan konteks Yogyakarta. Strategi IMC yang diterapkan menunjukkan 

konsistensi pesan lintas platform digital, sehingga memperkuat citra aplikasi 

sebagai layanan publik yang dekat secara kultural. Penelitian ini menyimpulkan 

bahwa integrasi nilai lokal dalam kampanye digital berkontribusi positif terhadap 

keterlibatan (engagement), persepsi positif, dan loyalitas pengguna. 

Kata kunci: kampanye digital, Komunikasi Pemasaran Terpadu, lokalitas, identitas 

budaya, Yogyakarta 
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ABSTRACT 

 

The development of digital platforms at the national level, particularly mobile- 

based service applications such as online motorcycle taxis, has demonstrated a 

significant transformation in the patterns of interaction, transaction, and access to 

public services among the community. This phenomenon underscores the 

importance of effective digital communication strategies to enable applications to 

build user engagement and trust. This study aims to analyze the digital campaign 

strategy of Jogjakarta Kita (JogjaKita) and how the representation of Yogyakarta's 

local values is integrated into marketing communication. This research employs a 

descriptive qualitative approach grounded in the theoretical frameworks of 

Integrated Marketing Communication (IMC), digital campaigns, as well as the 

concepts of locality and cultural identity. Data were collected through social media 

content observation, campaign material documentation, and interviews with 

application users. The data analysis was conducted on message narratives, visual 

elements, and audience responses. The findings indicate that the digital campaign 

of Jogjakarta Kita integrates local elements such as Javanese language, cultural 

symbols, and social narratives relevant to the Yogyakarta context. The IMC strategy 

implemented demonstrates message consistency across digital platforms, thereby 

strengthening the application's image as a culturally proximate public service. This 

study concludes that the integration of local values in digital campaigns contributes 

positively to engagement, positive perception, and user loyalty. 

Keywords: digital campaign, Integrated Marketing Communication, locality, 

cultural identity, Yogyakarta 
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