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Abstract

management of communication policies through Facebook, one of the
most popular digital communication channels that plays a significant role in
disseminating information and policies of organizations or governments via online
media. The study focuses on analyzing strategies used in managing
communication on Facebook, measuring the success of policy commmunication,
and creating awareness and engagement from the audience. The results indicate
that Facebook can be an effective tool for policy communication if
communication strategies are carefully planned, with clear content, alignment
with target audiences, and quick, efficient responses to user needs.
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unii1 (Introduction)

mMsdeanseunleuneddeddnaldnareduedesdlofidfalunismeuns
Teyauaznisidendeszninaiaigivussvilugaiagiu lnianizegsdanisld
Wil (Facebook) adundsluunanefuludeaiifeigldiuduunndigailan
(Statista, 2023) iadnlilfumsuraioalelunsairesmnuduiusmadong s
grltidudeameddlumsimeunsteyaifedosiuulouuasnsindulavesigua
msldimadnlunsdearnulovisassaurdslanudidylifosulunisdean slud
nquidmane widadunisadienisiuiuasnisddiusinvesUszgvulunsdndule
9 o NdsrasodnuuariinUsedr i

nsdanmsnisdoansduuleuiskusletniudunssuaunisiigesnisnis
NaUHULAENAENSTR ilelWin1sAoansiussavBamgean (Kaplan & Haenlein, 2010)
mrsgvdeasdnsiililadnlunsmeunsdoyaulouisadesdilsidnvazvediuans
Aflanamanuatensinueny e nsAne uazawaula Taawednaelianunse
dfenquussrnsiivannmansldesnaiiuszansam uenainiéaiinisldindosdiefivag
Tumsifiunsiidsiuvesdiuans wu msldfiaesaeususd nslma uaznisuvs 3
dwaliAnnsdemsnianulusdlawazaunsonouaussmiudesnisvosussnvuld
843U (Boulianne, 2015)

og15lsAn1y n5deansuleunesumedndadmnuvinmeidedldsuns
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mm%’u%@uﬁLﬂuﬁﬂw‘jﬂ{]ﬁaﬁﬁﬁ@ﬁﬁmﬁms@LLaasJNiaUﬂaU (Chadwick & Dennis,
2019)
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uazauanUszruldg lunsdansnisdeansiuulevienmsdeansiu nnss
FesdinsnevaueiarauLazteAaLiuanUssrrueg 19vuviaad ioadea
Ferumazaruilusdlalunsdiiiunu (McCombs, 2004)
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Uszanuildrusnlunisuansaaudaiiu (Boulianne, 2015)
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(Tufekci, 2014)
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1. ASEDENTUUUEDINNY (Two-way Communication)
nilslundnnisdrdguesnisdeasiumednlusuuleusfie Nsdeansuy
4899119 (two-way communication) F3elin1suaniudsudoyasenineiguianas
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(Chadwick & Dennis, 2019)
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2. M585191155U3 (Building Awareness)

wirnidueiosdlefifianuarunsolunsdrdanguidmungluaniie nisld
W\Iszjﬁ”ﬂiuﬂ'ﬁ?iaa’ﬁﬁmuiauwsu"s&ﬂﬁmﬂ%’ﬁamwaaa%ﬁqmi%’u%ﬁa’;ﬁ’uu‘[,amwm q i
Mdasuduns mammaw ggnunaualuawiag (Kassim & Zubair, 2017) #1ulnad
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AnLTiy (polls), NIUERIAINARALAU (comments), waznsusidonuleune (shares)
ﬁﬂﬁﬂizm%uiﬁﬂdﬁm:ﬁa'aus'am“LumsﬁmumﬁﬁmauIamaﬁLﬁ'msﬁaa (Harris, 2018)

3. ns¥pnsAuAniuiivainvane (Managing Diverse Opinions)
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a. pruilusslauazanundedio (Transparency and Trust)
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1. Asnnuainguseasdauaznguidanune (Defining Objectives and
Target Audience)

%’jumaut,wﬂiuﬂszmumﬁmmiﬂ1s?‘iamsé’mu‘lauwaciwul,wsziﬁ"ﬂﬁamsﬁmum
Snqusrasdfidniaudmniunsdoans Loy nsszynguilvaneiidesnisidnds deyad
weuns U nazdosdyes e daau 1wy mmwumaimmmﬂ‘uuiamaiw
msdeanstaifinatafeafunmsiasuuiangmng viemsvemiuAaiiuanysvy
Jiousuugeuleuns (Lovejoy & Saxton, 2012) uanaini nsseynauitimangagis
Farauaztaelvannsaidenliiniesdionsdoasiivanzauls Tnserautanguidmane
oonidungusing q 19U nduv fgseny vienguidauaulaluFeaamesny

2. madanedasiiedeasuazmssasintionn (Choosing Communication
Tools and Content Creation)

g nilied eaflevansguuuuiianunsaldlunisdeasulovis wu nslnad
o nslénmns1iin 3ile waznisdanisnistasasiumadn (Facebook Ads) 3
ansnUfundaiommungudmineuar fnguszasddidmualy madeniaiosile
Aomsuaznisaademiifmauandladeduasiadn nslénmdeilefhiala
amﬁmhaiﬁﬂizﬁnwuﬁﬂﬁrﬁayjaiﬁdwLLazL%ﬁu (Tufekci, 2014)
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3. NSWBUNIUAN1INTEAN8daya (Distribution and Dissemination of
Information)

ndrnfidlomgnadidiund sumeudelufeomamsunsuaznisnszaedeya
luganguidhmnefidenty msltmedndielvanunsamesunsdoyaludagausiuiuann
Tunandusing Ssoravldviauuuonsunin (Malwalaelilfiuaivayw) vionu
n1slaweln (Paid Ads) G?Tua&\jﬁ’ui’mqﬂszmﬁmmﬂﬁﬁami (He, 2021)
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MsweunsToyadasaldisnseing q wu mstnadlunariififldauann
fign nsldusruiiniifates vienmsadafanssuluguuuuiviligAanuiidnsau
iy nsdaaeuaueuAaiiuniensssniululnas (Shin, 2018) ileufiunisidnds
LAz silaUTINVRIUTEY Y

4. NMSABUSULAZASILATIZYING (Feedback and Performance Analysis)

nszUIUMsAATNEABNIMBUTUAmNLAAIULAZ M TIATIZHAT NN TADANS
nM3neusuaInUsErsuiinansmnudamiuuulnaduienisiarusinluanssusg 9
duiedesdeddgiivaelisguraniessdnsanunsausunagnsnisd eansldot
Winzay (Snyder, 2019)

n153tATIgYnaaIusavlalagn1sAnniudeyasinn1sdaius iy
(engagement), ﬁTﬂuaurzﬁLﬁﬂwaﬁ (reach), AUAALIY (comments), NS (shares),
wazn13Aan (click-throughs) Lt oUszLiu31n158 sanstuldnaniui aranTand ol
(Boulianne, 2015) Fogawaiaztaelunisusulginagnsnsdearsluadedialy
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nsdeansiumedniinansenuiiddnyiidlusuuinuaziiuay Tnsanglu
nszuIuMIMeNsdlesuazmsivuauleuisasisay msliiwednduendesiiedoais
ausaadienisiaiusiuveslszvivulaegeiivsz@nsain wazdadunumlunig
wsuadsnulusslalunssuiunmsmenisndes egralsfianu Afinansenuuissennsii
msldunsfiansanlumsnenagnsnisdeansriumadn

1. HANTENUAIUUIN

nssasuasinsiidusinvestsevu: nsldwadnyielviussvisuaiunse
wansmuAniusaridiusalunsiadulanmansilomasulovieasisayldunu
(Janssen & Kies, 2017) tosmsivinliniaigannsniudoyadounduainussaould
pgeTIndnailuseansam s?fqmmiaslﬂuﬂwsﬂ%’wqqLLazﬁwmuIEJmEﬂﬁ” (Lovejoy
& Saxton, 2012) uanand msldimednteiunisddiudaulunisefuseuasnig
Fnaulalutssdiusing 4 MReadesiulssvvuluseduissduuazsyduna

msafemsivuazealusida: nmsltladnidueieaiolunsmeunsdoya
Lﬁ'mﬁ’uuiamaLLasﬁfﬂﬂﬁmaa%’gmaﬂhaa%ﬁqmi%’uﬁuﬂdmL{]mma (Boulianne,
2015) 5@ eansidameuazlusdlailiussvsuannsafnauuazidlauloue
ansnsarldietu Seheannadilafinuavasrsanalindalusyua
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2. HANTENUATUAY

Msunsnszanevesteyaiianan: wedniduuwannesuiidalonalvldyn
auannsalnadteyaldlagliinunsnseaeunnuvasdeyaiiunietio dwalvideyadi
Anvsedoyainaaunsaunsnszaelied135anisa (Friggeri et al, 2014) NSLHEWNS
ToyailigndesermiliAsemmduautazanudilafiafeiuulovisassazuio
Uszinudagyludany

MswdgiuarmAndiuiidufiy (Troling) uagn1slaud: nsdeansiiy
winnerhlugiyvvssanudaiuiiduiiviienslaviyana dso19dmansenuse
A wdnvalveaniaignseyanailtisidostunsimeunsdeyaulouts (McCosker &
McCullough, 2017) MsneuauasieruAniuiiduaueavilmAnmudaudaazsi
Trinsruaumsdeansiinugeenntu

msaziaenguUszrvuilidanalulad: whinsdeasiumednaziing
ndsiintrndunguussrsuildivaluladfdva udfdaiussmvuuianguilsl
annsnudnfaneluladmanild (Loader et al, 2014) msfismulednlunsdoasena
ilvinquanungugnaziasuayldlasudeyaddglunsyuiumsdadulanienisiles
wIeNISutayauleue

3. HansENUNNNIsilonazdny

msdeansHumadnddinansgnusioninilosluans q fu 1ty n1siAn e
adona’ (echo chamber) ufuusingmsaifgldimadniudoyanunaaisiiuas
9198 ufuALLT BLALYBINULES (Sunstein, 2001) HATiANLANAD N1TUYIUENAIY
Aauiunisnisiiiesedetalan doraviliiAnanudaudimsdsaunazannis
Usgiszuanlumevndaifeaduuloune

a. msldnagmsnsinnisnsieans

Tunsdanismsdoansiumlednanasgdednagnsimanzailunisideon
{om nsnauaussrenNARITuTEIUTEIITY LAYAIIAIUALNNTLNINTE BT
Toyaianatn iiolinsdeansiiussansnmuaziduusslovivodiny (Chadwick &
Dennis, 2019) uananii mslddeyaiiaiinmesiuazmsdisanufniiuaningis
Tumsu$unagndnisdeanslyimngaufuanudesnisvesUssrvu

unasy
wdnduaiasdonivsz@nsamlunmsmeunsdeyaulouisaisisay uas
duasunsiidrusinvesUssrisulunisiuiuazianianuAniuieivuleuienia 9
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