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Abstract.Sustainable Development Goals (SDGs) have become a global
commitment to achieve by 2030. Indonesia is currently ranked st in Asia for its
fastest achievement, which is approximately 60%. This is the responsibility of all
Indonesian societies including universities. Higher Education has Tridharma
obligations that must integrate SDGs. Bappenas encourages the establishment of
SDGs Center Forums in all universities in Indonesia (ISCN) to support the
achievement of SDGs. However, not all academicians understand the role of the
SDGs Center. The SDGs Center has the potential to increase the implementation
of best practices that are in line with the SDGs. This research examines an
effective and attractive communication strategy to improve the brand of the
SDGs Center of universities in Indonesia through creative content on social
media. Instagram acts as a medium to promote the SDGs. The method used is a
qualitative approach with a case study method at SDGs Center Telkom
University. Data collection techniques included interviews, observations, and
documentation. The sampling technique with purposive sampling from the SDGs
Center registered with Bappenas with a public Instagram account and was active
for more than one year. Interviews were conducted at Telkom University with
SDGs Center staff and lecturers. Observations of Instagram content were made
until July 2024. Preliminary results indicate that implementing a structured
content strategy with diverse, visually consistent posts has improved audience
engagement and awareness of SDGs at Telkom University’s SDGs Center. This
research is expected to produce an effective, creative and sustainable
communication strategy in the form of a content planner on Instagram for SDGs
Center universities in Indonesia.

Keywords: SDGs center, creative content, Instagram, brand communication strategy,
content pillar planner.

1 Introduction

The Sustainable Development Goals (SDGs) are a set of 17 goals announced in 2014,
which present a broad vision encompassing environmental sustainability and other
aspects of development necessary to eradicate poverty and promote peace and
prosperity globally whichmust go hand-in-hand with strategies that improve health and
education, reduce inequality, and spur economic growth — all while tackling climate
change and working to preserve our oceans and forests (1). These goals were developed
following discussions at the United Nations Conference on Sustainable Development
(Ri0+20) in 2012, as a successor to the Millennium Development Goals (MDGs).
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The Sustainable Development Goals (SDGs) have become a global commitment for the
world to achieve by 2030. In achieving them, Indonesia is currently ranked as the fastest
Asian country in achieving them, which is around 62.5% (2). This is the responsibility
of all lines of Indonesian society, including universities. Universities play a central role
in supporting the SDGs targets through the Tri Dharma Perguruan Tinggi, which is the
main mandate for higher education institutions in Indonesia that includes education,
research, and community service.

One of the strategic initiatives taken by the Indonesian government through Bappenas
(National Development Planning Agency) is to encourage the establishment of a
national communication forum (Forkomnas) called the Indonesia SDGs Centre
Network (ISCN). The Indonesia SDGs Centre Network is a forum for academics across
Indonesia to network and build collaboration on the implementation of SDGs in a
broad, coordinated and efficient manner, as well as comprehensively ensuring the
exchange of knowledge and experience (3).

Through the SDGs Centre, universities are encouraged to increase SDG awareness and
participation, both within their institutions and in the surrounding communities.
However, awareness of the role and potential impact of SDGs Centres among students,
faculty and staff is often limited, which may hinder the ability of the centres to
effectively promote SDG-aligned practices and initiatives. To address this, effective
media and strategies for delivering SDGs messages are needed to bridge the knowledge
gap and encourage deeper engagement.

2 Literature Review

Instagram has emerged as a popular platform among the younger generation, providing
a great opportunity for universities to communicate their SDGs initiatives. In Indonesia,
Instagram is the most downloaded social network in 2023 with 57.5 million downloads.
At the social network penetration level, Instagram was the most popular as of Q3 2023
in Indonesia (4). Instagram leverages its visual and interactive nature to reach a diverse
audience, including students, academics, and the general public.

Through Instagram, the SDGs Centre can communicate its brand by sharing updates,
achievements, and educational content in an engaging and accessible manner.
However, to ensure that the messages communicated are effectively understood, a
structured approach to content delivery is essential. The role of content strategy on
social media is crucial, as it directly affects the popularity and engagement of brand
posts. Demirer notes that universities as brands should strategise their digital content to
not only disseminate information, but also to build and maintain engagement with their
audience on social media platforms (5). This is supported by Perera, who discusses the
importance of managing social media content to increase student engagement and brand
equity (6). Thang and Phong emphasise that universities must align their digital
communication strategies with branding efforts in order to effectively resonate with
their target audiences (7). As part of Higher Education, SDGs Centres also need to
execute their digital communications.

In addition, carrying out digital communication requires a multichannel communication
strategy. Broucker et al. highlight the need for a multichannel communication strategy
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that includes various forms of content to effectively engage different stakeholder
groups (8).

In addition to fostering engagement, an effective content strategy can significantly
increase brand loyalty and identification among the academic community. The link
between content marketing and brand loyalty is also underscored by findings from a
recent study, which showed that interactive and engaging content can significantly
increase user loyalty in online brand communities (9). The content pillar is one of the
efforts that the SDGs Centre can make in building and maintaining relationships with
stakeholders, including the academic community, society, government, industry,
media, and the wider community.

In addition, the content pillar supports the three basic pillars of higher education-
research, education, and community service-by providing a framework for the
institution to effectively communicate its contributions to these areas. This
communication not only highlights the institution's achievements but also reinforces its
commitment to the principles of the SDGs, thus enhancing overall brand
communication (10). Thus, the content pillar is not just a component of brand
communication; it is a strategic asset that can drive institutional engagement, loyalty
and growth aligned with global sustainability goals.

3 Methods

This research uses a qualitative method with a case study to explore the promotion
strategy of Sustainable Development Goals (SDGs) through creative content on social
media, particularly Instagram. This method involves observations, interviews, and
literature studies to collect relevant data. In this study, observations were made by
visiting the Bappenas website to record the SDGs Centres of Indonesian universities
that have been registered. Furthermore, the observation continued by visiting the SDGs
Centre Instagram account to collect data related to the profile and creative content that
has been published. This observation also includes attending SDGs Center-related
events organised by Bappenas to find out the development of SDGs in Indonesia,
especially in higher education. In addition, observations were also made on the UNPAD
and ITB SDGs Centre Instagram pages to find out the communication strategies they
have carried out. Interviews were conducted in a structured manner with Telkom
University DCS staff and unstructured interviews with Telkom lecturers. The purpose
of this interview is to obtain detailed information about SDGs Telkom University and
to find out the level of awareness of the academic community towards the SDGs Centre.
The literature study in this research aims to find and summarise research relevant to the
topic, such as branding and brand communication strategies through creative content
on Instagram. This method helps researchers obtain data from various sources that are
appropriate to the research topic, strengthen perspectives, and put them in context. The
data obtained will then be analysed qualitatively using a comparison matrix, which aims
to understand the effectiveness of the published content in raising awareness of the
SDGs Center in Indonesian universities.
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4 Result and discussion

Below is a summary of effective SDGs promotion strategies using creative content on
the Instagram of the Higher Education SDGs Centre. Based on observations and
interviews, it was found that the use of social media, especially Instagram, by the SDGs
Centre still has some limitations in terms of visual consistency, content variety, and
engagement strategies. Much of the content uploaded is still informative without any
structured content planning.

In an effort to overcome this challenge, this research proposes content planning based
on content pillars, which include educational/inspirational, activation/news,
promotional, and conversational/enter content types. This approach aims to create an
engaging and balanced content flow that not only provides information, but also
encourages interaction with the audience.

Engagement strategies were also highlighted as an important element, including efforts
to link each post with the university's main account to expand reach and increase
campus community engagement. Early results from the implementation of this strategy
showed an increase in audience engagement, indicating the effectiveness of the more
structured content approach.

4.1. Current State of Instagram Usage by SDGs Centers

Based on observations of Instagram accounts managed by SDGs Centres of Higher
Education in Greater Bandung, it appears that these SDGs Centres only partially adopt
a structured approach to content creation. When compared to other SDGs Centres,
Telkom University's SDGs Centre has mostly informative content, providing updates
on SDGs-related events, seminars and news. While this information is valuable, the
lack of diversity in content types leads to limited engagement, as users may not find the
posts interesting enough to interact with on a regular basis. In addition, when viewed
from the time of the first post and the time the last post was uploaded they have not
been consistent in posting content. This is supported by the low number of posts per
day, week and month.

The study found minimal implementation of the content pillar approach which includes
categories such as activation/news, educational/inspirational, promotional and
conversational/entertainment content. Without these pillars, there is little variation in
the style and purpose of the content, making it difficult to maintain follower interest
and engagement. For example, posts uploaded to educate audiences about specific
SDGs, or inspire them with success stories and testimonials, are rare. Instead, content
is often repetitive and focussed on announcements, which may not be very appealing
to audiences looking for diverse and dynamic posts.

In addition, the use of visual communication design principles was found to be
inconsistent across posts. Elements such as typography, colour schemes, and graphic
styles varied widely, leading to a lack of cohesive branding that could strengthen
recognition of the SDGs Center and its mission. The absence of standard templates or
design guidelines for posts means that the SDGs Centre's visual identity is not easily
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recognisable to its followers. The promotional design should have been implemented
using various Visual Communication Design principles, such as design elements,
design principles, design principles, copywriting, typography, layout, photography,
videography, and events. The combination of art and technology, as mentioned, will

result in a creative concept (11).

X

Figure 1 SDGs Center of Telkom University’s Instagram

Table 2 Comparison Matrix Table of Instagram SDGs Centre Telkom University with other SDGs Centres

SDGs Center
No Categories Telkom SDGs Center ITB SDGs Center
. . UNPAD
University
1 Username des_telu itbsdgscenter sdgscenterunpad
2 Number of | 35 313 125
Posts
Followers 153 2006 1287
4 Following 11 258 105
Date of
5 First Post 12 Jun 2023 21 Mar 2019 14 May 2018
Date of
6 Last Post 23 Jul 2024 6 Sep 2023 22 Aug 2023
7 | Postsper 607 0,03 0,02
day
g | Postsper 47 0,19 0,16
week
g | Postsper 1,0, 0.81 0,67
month
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4.2. Challenges in Content Creation and Engagement

Through interviews with staff at SDGs Centre Telkom University, it was identified that
some of the main barriers faced by SDGs Centre in creating and managing content on
Instagram relate to limitations in collaboration between units, lack of a strong branding
strategy, and the absence of structured content planning..

First, there is confusion regarding the role of the SDGs Centre among the academic
community. As not all parties in the university have sufficient understanding of the
functions and contributions of the SDGs Centre, there is often difficulty in finding
common ground to collaborate with other units. For example, related units that are
supposed to support the activities of the SDGs Centre may not be fully aware of the
collaboration opportunities or the impact that can be generated. This results in less than
optimal coordination and involvement of various parties in supporting common goals
in line with the SDGs.

Second, there is no directed branding strategy. Without a clear branding strategy, it is
difficult for the SDGs Centre to build a strong and consistent identity on social media.
Good branding is essential for the centre to be known and trusted as a source of relevant
information related to the SDGs. Currently, branding tends to be sporadic and does not
use a standardised approach, so the potential to attract a sustainable audience is limited.
However, Telkom University's SDGs Centre is already well known among fellow
SDGs Centres.

Finally, the SDGs Centre does not yet have a systematic content planner. A content
planner is an important tool to ensure that messages are structured, diverse, and
consistent with long-term goals. Without good content planning, it is difficult for the
SDGs Centre to develop a posting schedule, set monthly themes, and ensure that each
piece of content has the desired impact on the audience. Content planners can also help
in maintaining the continuity and quality of messages, so that the information delivered
is not only sporadic but also well-coordinated.

Overall, these barriers point to the need for a more holistic strategy in managing and
strengthening the SDGs Centre's communication through social media, so that
messages regarding the SDGs can be more easily understood and accepted by the
academic community, as well as industry and the wider community.

4.3. Challenges in Content Creation and Engagement

To address these challenges and increase the effectiveness of Instagram as a
promotional tool, this study proposes a content planner framework tailored to the SDGs
Centre. The planner is designed to establish a structured approach to content creation
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based on content pillars and principles of visual consistency. Key recommendations
include:

4.3.1. Use of Content Pillars in creating a Content Planner

A structured Content Planner is essential for the SDGs Centre to effectively
communicate their brand, engage their audience, and promote SDG-related activities.
The proposed content planner for the SDGs Centre includes a rotation of content types,
referred to as content pillars, designed to maintain audience interest and promote a
deeper understanding of the SDGs. The recommended pillars are as follows:

a. Educational/Inspirational Posts: Content that focuses on educating audiences
about specific SDGs, global and local challenges, and inspiring stories related to
sustainable development. These posts can include infographics, quick facts, quotes and
success stories that motivate and inform followers about the SDGs.

b. Promotional: Posts dedicated to promoting upcoming events or activities
related to the SDGs, such as workshops, seminars, or community service events. These
posts serve to raise awareness about future participation opportunities, encouraging the
academic community and the public to get involved in SDG-related events.

c. Activation/News Posts: Posts that share updates on activities, events,
achievements, and best practices that have been implemented by the SDGs Centre or
university. This content pillar highlights achievements, project outcomes, and
initiatives that demonstrate the centre's efforts and the university's contribution to
achieving the SDGs.

d. Conversational/Entertainment: Content that aims to increase audience
engagement by creating opportunities for interaction. This can include posts that solicit
opinions, suggestions or ideas from followers, as well as quizzes or entertaining meme
posts related to sustainability. Conversational posts help foster a sense of community
and encourage followers to actively participate in discussions around the SDGs. This
type of post will usually be widely used when the Instagram account already has many
followers and high engagement rates.

Implementing these content pillars in a structured content planner will help the SDGs
Centre maintain a consistent and engaging presence on Instagram, which will ultimately
strengthen their role and visibility in promoting the Sustainable Development Goals.

4.3.2. Paying Attention to Visual Consistency

Creation of standardised templates and design guidelines to build a cohesive visual
identity. The use of original and high-quality colours, fonts, illustrations or photos as
well as a consistent graphic style that aligns with the university's brand can increase
recognition and strengthen the SDGs Center's presence. Developing a set of templates
for each content pillar will simplify content creation and ensure that posts are visually
appealing and aligned with the SDGs mission and the college.

4.3.2. Implement an Engagement Strategy

In addition to content creation, a well-thought-out engagement strategy is also
important. This strategy includes linking each post to the university's main Instagram
account. Tagging and referring back to the university's main account not only expands
reach, but also helps the SDGs Centre reach closer to the academic community, society
and industry that follow the institution on Instagram. Additionally, engaging with
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audiences through responses to comments, direct messages and interactive features
(such as Instagram Stories and Lives) can foster a stronger sense of connection with
followers.

4.3. Preliminary Impact of the Proposed Strategy

The implementation of the proposed content planner at SDGs Centre Telkom
University provided positive initial results. During the research period, there was a
marked increase in follower engagement, including more likes, comments and shares
on posts that incorporated educational and inspirational elements. Visually appealing
posts also received more positive feedback, indicating that followers are more likely to
interact with informative and visually appealing content.

nd 4 others

TELKOM UNIVERSITY

MENJADI SATU SATUNYA
PERGURUAN TINGGI SWASTA PERAN

Figure 2. Recent post of SDGs Center Telkom University’s Instagram
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Figure 3. Recent analytic of SDGs Center Telkom University’s Instagram

These preliminary results highlight the potential impact of a content strategy structured
around content pillars and visual communication principles. By adopting these
approaches, SDGs Centres in universities can not only increase their visibility and
engagement, but also promote a deeper understanding of the SDGs among their
audiences, ultimately supporting the achievement of SDG targets among the academic
community.

4.4. Additional Strategies to Consider

In addition to the recommended content planner, several other strategies can be
considered to further enhance the effectiveness of the SDGs Centre in promoting
sustainable development goals through Instagram.

4.4.1. Application of the AISAS Model

After the SDGs Centre developed an adequate content planner, the AISAS model was
integrated with it. The AISAS model (Attention, Interest, Search, Action, Share) is a
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development of the AIDMA model customised for the internet era, where consumers
can easily access and share information.

Here are the 5 Stages of AISAS (12): Attention, Interest, Search, Action, Share. Each
stage plays an important role in understanding and improving brand performance. To
use the AISAS model, marketers must focus on each component. Firstly, attracting
consumer attention through attractive advertisements. Second, gauge consumer interest
using metrics such as website traffic and social media interactions. Third, ensure brand
presence online and optimise visibility through SEO strategies. Fourth, measure
consumer response and their willingness to take actions such as purchases. Finally,
evaluating the extent to which consumers are willing to share their experiences with
others. By understanding and optimising each stage, a brand can increase its visibility
and identity in the market.

4.4.2. Utilizing Virtual Assistants

In situations where SDGs Centres face limited human resources, using virtual assistants
available on Instagram can be an effective solution. Virtual assistants can help manage
social media interactions, answer questions, and create a more dynamic presence
online. By utilising this service, the SDGs Centre can ensure timely responses and
maintain engagement with followers, thus improving the overall brand presence.
Virtual assistants can also assist in content scheduling and analysis, providing insights
into audience behaviour and preferences. This strategic use of virtual assistants can
increase the efficiency of SDGs Centre's social media efforts, allowing the team to
focus on higher-level strategic initiatives while maintaining an active and responsive
online presence.

5 Conclusions

This study shows that a structured content strategy can greatly increase the visibility,
engagement, and educational reach of SDGs Centers on Instagram, assisting
universities in promoting sustainable development goals. By combining diverse content
pillars (educational/inspirational, promotional, activation/news, and
conversational/entertainment) coupled with visual consistency and alignment with the
university's main branding, SDGs Centers can increase engagement and establish a
recognisable identity. Linking posts with the university's main account will expand
reach and increase brand awareness, as well as embedding SDGs principles into campus
culture. Early results from Telkom University's SDGs Centre show that this approach
can effectively engage the academic community, making SDG content more accessible.
It can be concluded that, social media provides a valuable opportunity for universities
to play an active role in advancing the SDGs, promoting sustainable development
awareness and encouraging collective action.
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