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Abstract  

This study explores how PT. Lintas Cindo Bersama, a traditional match manufacturing company in Indonesia, adopts social 

media engagement strategies to strengthen its communication and organizational responsiveness in the digital era. Using a 

qualitative case study approach, data were collected through in-depth interviews, online observations, and document analysis 

conducted over one year. The findings reveal that engagement in a low-involvement product industry is structured around 

three interrelated dimensions: maintaining consistency in managing social interactions, creating audience-specific content, 

and utilizing social media as a source of strategic insight. These strategies enable the company to cultivate authenticity, 

reliability, and responsiveness, fostering a meaningful relationship with audiences and reinforcing brand legitimacy. The study 

highlights that social media engagement, when systematically managed, functions not only as a marketing tool but also as a 

relational and strategic capability that supports organizational adaptation and learning. Theoretically, this research extends 

the Social Media Engagement Framework of Panagiotopoulos et al into the traditional manufacturing context, emphasizing 

the multidimensional nature of engagement as communication, sensing, and value co-creation. Practically, the results offer 

insights for legacy industries on how to leverage digital platforms to maintain relevance, innovate communication processes, 

and build sustainable stakeholder relationships. Overall, this study demonstrates that even in low-engagement sectors, 

strategic and authentic social media use can transform brand identity and organizational responsiveness in the face of ongoing 

digital transformation. 

Keywords: Social Media Engagement, Digital Communication Strategy, Manufacturing Industry, Organisational 

Responsiveness; Digital Transformation

1. Introduction  

The rapid advancement of digital communication technology has significantly transformed organizational 

interactions with stakeholders, particularly through social media. Initially viewed as a promotional tool, social 

media has evolved into a strategic platform that fosters two-way communication, essential for building brand 

identity and enhancing organizational responsiveness [1]. Social media engagement is now recognized as a critical 

element in establishing emotional connections and sustaining relationships with target audiences. This engagement 

transcends mere metrics like likes and shares; it reflects the depth of interaction, relevance of content, and the 

organization's ability to maintain meaningful dialogue in the digital environment [2]. Moreover, effective social 

media strategies create opportunities for collaborative value creation, allowing organizations and stakeholders to 

work together to generate insights and enhance relationships [3]. This collaborative approach is vital for 

organizations aiming to manage their brand effectively while engaging with current and potential customers. 

However, it is important to note that many organizations still utilize social media as a one-way communication 

channel for Corporate Social Responsibility (CSR) messaging, which limits feedback and stakeholder 

participation [4]. To fully leverage the potential of social media, organizations must prioritize interactive 

engagement, ensuring that their communication fosters genuine dialogue and responsiveness, ultimately shaping 

perceptions and building long-term relationships with stakeholders [1] [4]. 

The integration of social media strategies within traditional manufacturing industries presents a unique opportunity 

to enhance customer interaction and brand relevance, a concept that has been less explored compared to consumer-

oriented sectors like tourism and retail. While studies emphasize the importance of consistent interaction and 

creative content in fostering digital engagement and customer loyalty, these insights predominantly apply to 

industries characterized by high visual appeal and emotional storytelling [5] [6]. In contrast, manufacturing 

industries often deal with functional and low-involvement products, which may limit their traditional engagement 
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strategies. However, the adoption of social media marketing (SMM) can significantly influence digital engagement 

by facilitating direct communication between brands and consumers. This shift not only enhances customer loyalty 

but also encourages brand advocacy, as customers become more involved in promoting the brand through their 

social networks [7]. The challenge lies in how these industries can creatively leverage social media to transform 

their communication practices and remain competitive in a digitalized environment. By focusing on audience-

centric strategies and innovative content, traditional manufacturers can cultivate deeper relationships with their 

customers, ultimately leading to increased brand loyalty and advocacy [8]. This exploration of engagement 

strategies in legacy industries is crucial, as it addresses a significant gap in the current literature and highlights the 

potential for these sectors to thrive amidst digital transformation. 

In addressing the research gap regarding social media engagement, the case of PT. Lintas Cindo Bersama illustrates 

how a traditional match manufacturing company can navigate the challenges of a declining industry by leveraging 

digital platforms. As the company faces the dual pressures of maintaining market relevance and brand visibility 

amid technological shifts and evolving consumer behaviors, it has strategically employed social media to promote 

its brand identity and engage younger audiences [9] [10]. The use of social media platforms not only facilitates 

brand promotion but also fosters a two-way communication channel that enhances digital engagement, allowing 

the company to sustain its organizational presence in a competitive digital marketplace [3] [10]. This approach is 

particularly significant for small and medium enterprises (SMEs) like PT. Lintas Cindo Bersama, which often 

grapple with limited resources yet can utilize cost-effective social media strategies to connect with consumers [10]. 

Moreover, the empirical insights gained from this case study highlight the importance of understanding consumer 

engagement in social media, which can lead to collaborative value creation and demand generation [9]. By 

focusing on building a unique brand identity and fostering emotional connections with consumers, the company 

can effectively reposition itself and enhance its market presence despite the inherent challenges of its industry [11]. 

Thus, this study contributes valuable knowledge on the strategic use of social media in sustaining organizational 

relevance in a rapidly changing environment. 

The research on PT. Lintas Cindo Bersama's social media engagement strategy utilizes the framework proposed 

by Panagiotopoulos et al. (2015), which delineates engagement through three interrelated dimensions: consistency 

in managing social interactions, creating content to engage specific audiences, and using social media as a source 

of information for network alertness. This framework is particularly relevant as it allows for a structured analysis 

of how traditional manufacturing firms can leverage social media to enhance their digital communication 

strategies [12]. Firstly, consistency in managing social interactions is crucial for maintaining brand relevance and 

fostering customer loyalty in a digital landscape where user engagement is often fleeting [13]. Secondly, creating 

tailored content that resonates with specific audiences is essential, especially in visually-oriented sectors, as it can 

significantly enhance user engagement and brand perception [9]. Lastly, utilizing social media as a source of 

information enhances organizational responsiveness, enabling firms to adapt their strategies based on real-time 

feedback and market trends [12]. By applying this framework, the study not only extends the theoretical 

understanding of social media engagement beyond consumer-centric industries but also provides practical insights 

for organizations like PT. Lintas Cindo Bersama. These insights can guide firms in adapting their communication 

models and improving their responsiveness, thereby ensuring sustained brand relevance amid ongoing digital 

transformation [9]. This research thus contributes to both academic discourse and practical applications in digital 

marketing strategies. 

2. Research Methods 

This study utilized a qualitative research approach with a single case study design to investigate how a traditional 

manufacturing company implements social media engagement strategies in the digital era. The qualitative 

approach is particularly effective for gaining a deep understanding of social phenomena within their real-life 

contexts, allowing researchers to interpret meanings, interactions, and communication patterns from the 

participants’ perspectives [14]. The single case study design facilitates an in-depth exploration of contemporary 

phenomena, focusing on how organizational strategies are formed and practiced in relation to digital 

communication processes [15] [16]. By employing this methodology, the study aims to uncover the complexities 

of engagement activities that are often overlooked by quantitative methods. It highlights the importance of 

understanding how organizations engage with stakeholders through social media, which is crucial for managing 

their brand and generating insights collaboratively with current and potential customers [16]. The findings suggest 

that proactive organizations that adopt effective social media engagement strategies can significantly enhance their 

interactions with the community, thereby leveraging the advantages of digital communication to build a strong 

social network [15] [3]. This research contributes to the limited scholarly work on high-level social media 
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strategies, providing valuable insights for both researchers and practitioners in the field of organizational 

communication and engagement [15] [17]. 

PT. Lintas Cindo Bersama exemplifies how traditional manufacturing industries can adapt to the digital landscape 

through strategic social media communication. As a company in the match production sector, it faces unique 

challenges that differ from industries driven by emotional branding. Instead, its digital engagement is primarily 

focused on sustaining relevance and enhancing visibility in a competitive market. The company has initiated the 

use of various social media platforms to broaden its audience reach and strengthen its brand identity, which is 

crucial for repositioning itself in an increasingly digital environment [18] [19]. The process of digital 

transformation at PT. Lintas Cindo Bersama involves not only the adoption of new technologies but also a 

comprehensive strategy that aligns with its operational goals. This transformation is essential for maintaining 

competitiveness, as it allows the company to respond effectively to market demands and stakeholder feedback [20] 

[21]. By leveraging social media, the company can enhance its brand visibility and engage with customers more 

dynamically, which is vital for legacy firms navigating the complexities of modern digital engagement 

frameworks [22] [23]. Overall, the case of PT. Lintas Cindo Bersama provides valuable insights into how 

traditional manufacturing firms can successfully implement digital strategies to remain relevant and competitive 

in a rapidly evolving market landscape [18] [24]. 

The study employed a multi-method approach to gather data on PT. Lintas Cindo Bersama's digital communication 

strategies, utilizing in-depth semi-structured interviews, online observations, and document analysis. The 

interviews targeted individuals responsible for managing the company's social media, with questions framed 

around the Social Media Engagement Framework by Panagiotopoulos et al. (2015). This framework emphasizes 

three critical dimensions: consistency in managing social interactions, the creation of audience-specific content, 

and leveraging social media for strategic insights [25]. Online observations of the company's official social media 

accounts provided additional context, allowing researchers to analyze engagement activities, including content 

types, posting frequency, audience interaction patterns, and communication tone [26]. This method is particularly 

effective in understanding how brands utilize social media to achieve marketing goals, as it reveals the dynamics 

of user engagement [27]. Furthermore, document analysis of internal communications and digital marketing 

content enriched the findings, offering a comprehensive view of the company's online presence and strategies [26]. 

By integrating these diverse data sources, the study not only enhanced the understanding of engagement practices 

but also ensured that the conclusions drawn were robust and well-supported by multiple lines of evidence [28]. 

This triangulation of methods underscores the importance of a holistic approach in researching digital 

communication and social media engagement. 

The analysis of the collected data utilized thematic analysis as outlined by Braun and Clarke (2006), which 

involved a systematic approach to familiarizing with the data through repeated readings of interview transcripts 

and observation notes. This initial phase was crucial for generating specific identifiers, or initial codes, that 

captured key meanings and patterns relevant to PT. Lintas Cindo Bersama’s engagement practices [29] [30]. These 

codes were subsequently organized into potential themes, which were reviewed, refined, and named to reflect 

broader conceptual categories. The analysis was further guided by the conceptual model proposed by 

Panagiotopoulos et al. (2015), which provided a theoretical framework for interpreting the empirical data in 

relation to established engagement dimensions [31] [30]. This model facilitated a deeper understanding of how the 

company effectively builds, manages, and sustains employee engagement through its digital communication 

strategies. The thematic analysis aimed to derive themes that not only illustrated these practices but also 

highlighted the significance of internal communication in fostering employee engagement, thereby linking the 

findings to broader organizational outcomes such as productivity and retention [32]. Ultimately, this structured 

approach to thematic analysis ensured that the insights derived were both rigorous and reflective of the 

complexities inherent in the engagement practices of PT. Lintas Cindo Bersama. 

To ensure the trustworthiness of the research, a combination of validation techniques was employed. Triangulation 

was utilized across various data sources, including interviews, observations, and documents, to confirm the 

consistency and reliability of the findings, thereby enhancing the study's credibility [33]. Additionally, member 

checking was implemented, allowing participants to review and validate key insights, which not only confirmed 

the accuracy of interpretations but also provided a therapeutic benefit to the participants [34]. The researcher 

maintained a detailed audit trail of data collection and analysis activities, which is crucial for enhancing 

transparency and replicability in qualitative research [35]. Ethical considerations were rigorously upheld 

throughout the study; informed consent was obtained from all participants prior to data collection, ensuring that 

ethical standards were met [36]. Furthermore, the identity of the company and informants was used with 

permission, thereby ensuring confidentiality and compliance with institutional research ethics standards [37]. 

These combined efforts in employing triangulation, member checking, maintaining an audit trail, and adhering to 
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ethical guidelines collectively contribute to the overall trustworthiness and integrity of the research findings, 

allowing for a robust exploration of the phenomena under study. 

The methodological approach employed in the study of PT. Lintas Cindo Bersama effectively integrates multiple 

qualitative data sources to explore social media engagement within a traditional manufacturing context. By 

utilizing diverse forms of qualitative research methods, such as interviews and content analysis, the study gains 

valuable insights into user behavior and preferences, which are crucial for understanding the dynamics of social 

media engagement. Furthermore, the research highlights the significance of digital transformation in reshaping 

communication strategies. As organizations like PT. Lintas Cindo Bersama navigate the challenges posed by 

digitalization, they must adapt their communication methods to remain relevant and responsive in an increasingly 

digital landscape [38]. The integration of digital technologies not only alters operational processes but also 

enhances the way companies interact with their stakeholders, thereby fostering stronger relationships through 

effective social media engagement [2]. The study's analytical framework, which incorporates multimodal 

analytical techniques, allows for a comprehensive examination of various data forms, including textual and visual 

content from social media platforms. This approach is particularly beneficial in understanding the nuances of 

communication strategies employed by the organization [39]. Ultimately, the combination of qualitative insights 

and a robust analytical framework provides a nuanced understanding of how PT. Lintas Cindo Bersama can 

leverage social media to enhance its brand presence and stakeholder engagement in the context of ongoing digital 

transformation. 

3.  Results and Discussions 

PT. Lintas Cindo Bersama, a traditional match manufacturing company, effectively utilizes social media 

engagement strategies to enhance its digital communication and organizational responsiveness. The analysis 

reveals three thematic dimensions from the Social Media Engagement Framework [2] that are pivotal to this 

transformation: managing social interactions consistently, creating audience-specific content, and using social 

media as a source of strategic information. Firstly, managing social interactions consistently allows the company 

to engage with its audience in a structured manner, fostering a sense of community and trust among 

stakeholders [16]. This consistency is crucial in a digital landscape where interactions can significantly influence 

brand perception and customer loyalty. Secondly, creating audience-specific content demonstrates PT. Lintas 

Cindo Bersama's commitment to understanding and addressing the unique needs of its diverse audience. By 

tailoring content to resonate with specific groups, the company enhances engagement and drives collaborative 

value creation [16]. This targeted approach not only strengthens connections but also positions the company as a 

relevant player in the digital ecosystem. Lastly, leveraging social media as a source of strategic information enables 

the organization to gather insights that inform decision-making and strategic planning. This capability allows PT. 

Lintas Cindo Bersama to remain agile and responsive to market changes, ensuring its continued relevance in a 

competitive environment [3]. Collectively, these strategies illustrate how a legacy manufacturing firm can redefine 

its engagement practices to thrive in the digital age. 

Consistency in Managing Social Interactions 

PT. Lintas Cindo Bersama exemplifies a systematic approach to digital engagement, which is crucial for building 

public trust and sustaining visibility in a competitive market. By maintaining regular posting schedules and 

promptly responding to comments and inquiries, the company fosters a reliable online presence that symbolizes 

openness and reliability [40] [41]. This strategy is particularly effective in the context of low-involvement product 

categories, where consumers may not engage deeply but still seek assurance from brands they consider purchasing 

from [42]. The company's commitment to a consistent online presence not only enhances its visibility but also 

reinforces its brand image as humble and trustworthy. This is achieved through the use of conversational tones in 

their communications, which resonate well with their audience and help in establishing emotional connections [42] 

[43]. The dual role of the business owners as both participants in community discussions and representatives of 

their brand further complicates the dynamics of reputation management, yet PT. Lintas Cindo Bersama navigates 

this effectively by prioritizing engagement and interaction [41]. Ultimately, the integration of these strategies 

allows PT. Lintas Cindo Bersama to cultivate a strong online community, which is essential for sustaining 

consumer trust and loyalty in today's digital landscape [42] [40]. By focusing on these elements, the company not 

only enhances its marketing communication but also positions itself favorably within the market. 

The findings regarding PT. Lintas Cindo Bersama align with the assertion by Shawky et al. (2020) that consistent 

digital interaction significantly enhances brand credibility and reflects organizational responsiveness. In this 

context, the company's focus on dependability and continuity in its functionally oriented products substitutes for 

emotional appeal, thereby reinforcing its brand image [44]. Furthermore, the practice of engagement consistency 
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serves as an internal learning tool for the social media team, enabling them to refine communication strategies 

based on audience feedback [3]. This iterative process not only strengthens external branding efforts but also 

exemplifies how engagement can function as an organizational capability, fostering learning and adaptation within 

traditional industries [42]. Moreover, the ability to respond effectively to customer feedback and market changes 

is crucial for organizational success, highlighting the importance of organizational responsiveness in maintaining 

competitive advantage [45]. By leveraging consistent digital interactions, PT. Lintas Cindo Bersama not only 

builds trust with its audience but also cultivates a culture of responsiveness that is essential for long-term 

sustainability in a rapidly evolving market landscape [42]. Thus, the integration of these strategies illustrates a 

comprehensive approach to brand management that emphasizes both external engagement and internal 

organizational growth. 

Creating Content for Specific Audiences 

PT. Lintas Cindo Bersama employs a digital content strategy that effectively targets younger demographics, who 

are predominant on social media platforms. This strategy emphasizes craftsmanship, product heritage, and 

environmental values, positioning the company as both traditional and socially responsible [46] [42]. By focusing 

on these themes, the brand aims to resonate with a socially conscious audience that values quality and 

sustainability. A key component of this strategy is visual storytelling, which connects the product's historical 

identity with contemporary lifestyle elements. This approach utilizes minimalist imagery and concise captions to 

convey messages of quality, reliability, and sustainability [46]. Such storytelling not only enhances the aesthetic 

appeal of the content but also reinforces the brand's commitment to its heritage and environmental responsibility. 

Moreover, the integration of organic message content plays a crucial role in building consumer trust. By 

showcasing the character of the business owner and the craftsmanship involved in product creation, PT. Lintas 

Cindo Bersama differentiates its offerings in a competitive market [42]. This differentiation is vital for establishing 

a strong brand identity that resonates with consumers, particularly in a landscape where many small and medium 

enterprises struggle to optimize their marketing communication strategies [46] [42]. Overall, the combination of 

targeted content creation and effective storytelling positions PT. Lintas Cindo Bersama to engage meaningfully 

with its audience. 

PT. Lintas Cindo Bersama's targeted approach exemplifies a sophisticated understanding of audience segmentation 

and emotional resonance, which are critical in contemporary engagement strategies [47]. By crafting narratives 

that seamlessly blend tradition with innovation, the company effectively bridges generational and perceptual gaps, 

transforming conventional products into symbols of enduring quality [47]. This strategy not only preserves the 

brand's heritage but also enhances its relevance to new audiences through the strategic use of nostalgic yet relevant 

messages [47]. Such messaging allows the company to connect with consumers on an emotional level, fostering a 

deeper engagement without compromising its heritage identity. Moreover, this content orientation highlights the 

adaptive capacity of manufacturing firms to evolve static product categories into interactive, story-driven 

communication assets that thrive within digital ecosystems [47]. By leveraging these narratives, PT. Lintas Cindo 

Bersama can create a dynamic dialogue with its audience, ensuring that its heritage is not merely a relic of the past 

but a living, breathing part of its brand identity. This approach not only enhances consumer understanding of the 

corporate brand heritage but also optimizes the balance between the company's corporate heritage and the 

consumers' image heritage, ultimately leading to a more robust brand connection [47]. 

Using Social Media as a Source of Strategic Information (Network Alertness) 

PT. Lintas Cindo Bersama exemplifies the strategic use of social media as a dynamic information system, moving 

beyond traditional broadcasting to actively capture market sentiments and consumer trends. This approach reflects 

a growing recognition of the importance of digital insights in business decision-making [48] [49]. The company's 

marketing and communication team diligently monitors engagement metrics, audience feedback, and keyword 

trends, which are crucial for identifying emerging issues and opportunities in the market [19] [50]. These insights 

are not merely collected; they are discussed in internal meetings, where they inform actionable strategies. For 

instance, the company implements content adjustments and community engagement initiatives based on the 

feedback received, enhancing their promotional collaborations [49]. This strategic integration of social media 

insights allows PT. Lintas Cindo Bersama to align its business objectives with customer needs, ultimately 

improving both financial and non-financial performance [48] [19]. Moreover, the findings indicate that while the 

direct link between social media adoption and firm performance may not be significant, the relationship is fully 

mediated through enhanced business networking quality and product innovativeness [19]. Thus, the company's 

proactive engagement with social media not only fosters innovation but also positions it competitively within the 

interconnected marketplace of small and medium enterprises (SMEs) [50]. 



Wahyu Purno Irawan 

Journal of Artificial Intelligence and Digital Business (RIGGS) Volume 4 Nomor 4, 2025 

DOI: https://doi.org/10.31004/riggs.v4i4.3319 

Lisensi: Creative Commons Attribution 4.0 International (CC BY 4.0) 

49 

 

 

The practice of leveraging digital engagement data to anticipate stakeholder expectations aligns closely with the 

concept of network alertness proposed by Panagiotopoulos et al. (2015). This approach enables organizations to 

proactively adapt their strategies based on real-time insights from their audience [25]. Additionally, it resonates 

with the notion of strategic listening articulated by Kent and Taylor (2016), which emphasizes the importance of 

dialogue as a means for organizational learning and adaptation [51]. For PT. Lintas Cindo Bersama, the 

transformation into a data-informed communication model exemplifies how traditional industries can effectively 

operationalize engagement. By converting online interactions into strategic knowledge, the company enhances its 

ability to respond to customer needs and expectations, thereby fostering stronger relationships [25]. This shift not 

only reflects a commitment to understanding stakeholder sentiments but also illustrates the broader trend of digital 

transformation within the industry. Moreover, the emotional connection between customers and brands, as 

highlighted in the concept of customer engagement, is crucial for driving business success [52]. By focusing on 

effective communication and interaction strategies, PT. Lintas Cindo Bersama can cultivate trust and dedication 

among its customers, ultimately leading to improved brand loyalty and competitive advantage. Thus, the 

integration of these concepts underscores the significance of a strategic approach to digital engagement in 

enhancing organizational performance and stakeholder relationships [52]. 

Discussion: Redefining Engagement in Legacy Industries 

The study illustrates that PT. Lintas Cindo Bersama’s engagement strategy is a prime example of adaptive 

modernization, where the company forges a distinctive digital identity that emphasizes reliability, authenticity, 

and responsiveness. This approach diverges from merely mimicking consumer-oriented brands, focusing instead 

on the unique needs of its stakeholders in a low-engagement industry [53] [54]. In this context, the value of social 

media transcends entertainment or visual appeal; it lies in establishing stable communication patterns that reinforce 

organizational legitimacy. By employing a networked legitimacy strategy, the company fosters non-hierarchical 

interactions and co-construction of agendas with its stakeholders, which enhances its legitimacy in the eyes of the 

public [54] [55]. Moreover, the engagement strategy is characterized by adaptive modernization, allowing the 

company to evolve its practices in response to stakeholder feedback and changing market dynamics [54]. This 

evolution is crucial for maintaining relevance and trust in a digital landscape where communication is increasingly 

vital. Ultimately, PT. Lintas Cindo Bersama demonstrates that effective social media engagement can create 

collaborative value and sustain organizational legitimacy, particularly in sectors where traditional engagement 

methods may fall short [55] [54]. Through this strategic approach, the company not only enhances its brand 

identity but also cultivates a robust relationship with its audience, ensuring long-term success in a competitive 

environment. 

The study significantly contributes to the literature by extending social media engagement theory into traditional 

manufacturing contexts, an area that has been largely overlooked. It confirms that engagement can act as a form 

of organizational adaptation, enabling firms to sustain stakeholder connections even in markets characterized by 

limited emotional attachment [56]. By integrating dimensions such as consistency, content relevance, and strategic 

alertness, the research presents a multidimensional framework of engagement that operates as communication, 

learning, and strategic sensing [57]. This framework is crucial for organizations aiming to navigate the 

complexities of modern markets. Moreover, the findings emphasize that authentic and systematic digital 

engagement can serve as a transformative mechanism for legacy industries undergoing digital transitions [3]. By 

leveraging effective social media strategies, organizations can create rich opportunities for collaborative value 

generation and demand creation, thereby enhancing their brand management and stakeholder interactions [16]. 

This approach not only fosters stronger relationships with current and potential customers but also aligns with the 

dynamic capabilities perspective, which is essential for long-term organizational success [58]. Overall, the study 

highlights the importance of strategic social media engagement as a vital tool for adaptation and growth in an 

increasingly digital landscape. 

4.  Conclusion 

The study of PT. Lintas Cindo Bersama illustrates how a traditional manufacturing company can effectively adapt 

its communication strategy through social media engagement amid digital transformation. The findings indicate 

that engagement transcends mere attention-seeking; it is fundamentally about fostering reliability and consistency, 

which are crucial for organizational responsiveness in a low-involvement product sector like match manufacturing. 

By maintaining regular interactions with audiences and creating targeted content, the company has successfully 

repositioned itself within the digital ecosystem while preserving its heritage identity. Moreover, the strategic use 

of digital platforms as sources of insight has enabled PT. Lintas Cindo Bersama to cultivate strong stakeholder 

relationships, which are essential for sustaining brand legitimacy, even in industries that are typically resistant to 

digital change. The research highlights that a well-managed online community is a hallmark of successful brands, 
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emphasizing the importance of social media in marketing communication. This approach not only enhances brand 

visibility but also facilitates collaborative value creation, allowing the company to engage effectively with its 

stakeholders. Ultimately, the study underscores the critical role of social media engagement as a strategic tool for 

navigating the complexities of digital transformation in traditional sectors. The study significantly contributes to 

the Social Media Engagement Framework proposed by Panagiotopoulos et al., by contextualizing it within a 

manufacturing environment, thereby expanding its applicability beyond traditional customer-centric industries. 

This contextualization illustrates that organizations with functional products can still derive strategic and relational 

value from digital interactions, emphasizing the importance of social media engagement in sectors often 

overlooked in this discourse. Moreover, the research highlights the multidimensional nature of engagement, 

encompassing communication practices, learning processes, and strategic sensing. This perspective is crucial as it 

advances the understanding of digital responsiveness within organizational communication, showcasing how 

social media can facilitate not only brand management but also collaborative insight generation with stakeholders. 

By employing the Organizational Social Media Lifeworld (OSML) model, the study delineates how social media 

is intrinsic to organizational processes such as structuration and socialization, thus providing a robust framework 

for analyzing the complex use of social media in organizations. This comprehensive approach not only enriches 

the theoretical landscape but also offers practical guidance for organizations aiming to leverage social media 

strategically, ultimately fostering a deeper understanding of engagement dynamics in various contexts. From a 

managerial perspective, traditional industries like PT. Lintas Cindo Bersama can significantly enhance their digital 

presence by prioritizing consistency and authenticity over mere aesthetic appeal. This approach allows 

organizations to utilize digital platforms not only for communication but also for active listening, learning, and 

adaptation to stakeholder needs. Managers should recognize social media engagement as a strategic investment 

rather than a supplementary marketing tool, as it fosters stakeholder trust and promotes knowledge exchange. To 

effectively implement this strategy, establishing an internal structure for monitoring engagement metrics is crucial. 

This includes analyzing user interactions and responding proactively to online discussions, which can strengthen 

an organization’s digital resilience and adaptability. By creating feedback loops through social media, 

organizations can facilitate innovation and improve their marketing and R&D interfaces, ultimately enhancing 

their overall performance. Moreover, the successful integration of social media engagement strategies can lead to 

collaborative value creation and demand generation, which are essential for sustaining a competitive edge in the 

digital landscape. Therefore, by adopting these practices, traditional industries can not only improve their digital 

presence but also build long-term relationships with their stakeholders, ensuring continued relevance in an 

increasingly digital world. The research highlights that social media engagement is a nuanced and contextual 

practice, reflecting an organization's ability to adapt to societal and technological changes. This is particularly 

evident in the case of PT. Lintas Cindo Bersama, which demonstrates that even legacy industries can successfully 

adopt digital engagement strategies to foster renewal and maintain relevance in a connected world. The findings 

suggest that effective engagement is not merely about technology but requires a cultural readiness that embraces 

open communication and participation within the organization. Moreover, the study indicates that the impact of 

social media engagement on organizational performance is significant, as it can lead to enhanced responsiveness 

and collaborative value creation. However, the research also points out that the benefits of such engagement 

strategies may take time to materialize, particularly for small and medium enterprises (SMEs) that may face 

resource constraints. Future studies could build on these insights by comparing multiple manufacturing sectors or 

employing mixed-method approaches to quantitatively assess the impact of engagement strategies on 

organizational performance. Such research would further illuminate the diverse ways organizations can leverage 

social media to enhance their operational effectiveness and adapt to the evolving digital landscape. 

Reference 

[1] M. Friedrichsen, “Social Media in Companies. Integrated Approach for a Social Media Strategy,” Springer, Berlin, Heidelberg, 2013, 
pp. 25–47. doi: 10.1007/978-3-642-28897-5_3. 

[2] P. Panagiotopoulos, L. C. Shan, J. Barnett, Á. Regan, and Á. McConnon, “A framework of social media engagement,” Int. J. Inf. 

Manage., vol. 35, no. 4, pp. 394–402, 2015, doi: 10.1016/J.IJINFOMGT.2015.02.006. 
[3] D. Heath and R. Singh, “Strategic Social Media Engagement,” Am. Conf. Inf. Syst., 2012, [Online]. Available: 

https://aisel.aisnet.org/amcis2012/proceedings/EBusiness/12 

[4] L. M. Gomez and R. Chalmeta, “The Importance of Corporate Social Responsibility Communication in the Age of Social Media,” 
Soc. Sci. Res. Netw., 2013, [Online]. Available: https://papers.ssrn.com/sol3/papers.cfm?abstract_id=2290793 

[5] Y. K. Dwivedi, K. K. Kapoor, and H. Chen, “Social media marketing and advertising,” Mark. Rev., vol. 15, no. 3, pp. 289–309, 

2015, doi: 10.1362/146934715X14441363377999. 
[6] S. Sylviane, “The Impact of Soccial Networking on Customer loyalty : Facebook case,” 2012, [Online]. Available: http://lnu.diva-

portal.org/smash/record.jsf?pid=diva2:562536 

[7] L. Lager and C. Ekenger, “Does Wrapp help companies create brandadvocates,” 2012, [Online]. Available: http://www.diva-
portal.org/smash/record.jsf?pid=diva2:759604 

[8] R. Gu, L.-B. Oh, and K. Wang, “Determinants of Customer Loyalty for Social Networking Sites,” Springer, Berlin, Heidelberg, 



Wahyu Purno Irawan 

Journal of Artificial Intelligence and Digital Business (RIGGS) Volume 4 Nomor 4, 2025 

DOI: https://doi.org/10.31004/riggs.v4i4.3319 

Lisensi: Creative Commons Attribution 4.0 International (CC BY 4.0) 

51 

 

 

2009, pp. 206–212. doi: 10.1007/978-3-642-17449-0_21. 

[9] E. K. W. Lau, “Understanding a Company’s Social Media Strategies and Customer Engagement,” Springer, Cham, 2015, pp. 438–

450. doi: 10.1007/978-3-319-21009-4_34. 
[10] X. He, “Is social media a fad? a study of the adoption and use of social media in smes,” 2014, [Online]. Available: 

http://aisel.aisnet.org/cgi/viewcontent.cgi?article=1012&context=sais2014 

[11] A. Björlin-Delmar and G. Jönsson, “How User-generated content can be used to reveal the brand identity and image gap,” 2015, 
[Online]. Available: https://gupea.ub.gu.se/bitstream/2077/39448/1/gupea_2077_39448_1.pdf 

[12] A. G. Miralles, R. Rinaldi, and R. Bandinelli, “Engagement as the Core of Social and Digital Media Strategy in the Fashion Industry,” 

Springer, Cham, 2016, pp. 283–292. doi: 10.1007/978-3-319-48511-9_23. 
[13] H. Shahbaznezhad and A. Tripathi, “Effect of Firms’ Fan Page Strategy on User Engagement,” Soc. Sci. Res. Netw., 2015, doi: 

10.2139/SSRN.2660775. 

[14] A. B and M. Z. N. Afiah, “Qualitative research in a nutshell,” Int. J. Public Heal. Clin. Sci., vol. 1, no. 2, pp. 163–166, 2014, [Online]. 
Available: http://publichealthmy.org/ejournal/ojs2/index.php/ijphcs/article/download/128/117 

[15] I. Chukwu, “A Qualitative Study Of The Role Of Social Media In The Construction Industry,” 2014, [Online]. Available: 

https://digital.library.ncat.edu/cgi/viewcontent.cgi?article=1192&context=theses 
[16] D. Heath, R. Singh, J. Ganesh, and S. Kroll-Smith, “Exploring Strategic Organizational Engagement in Social Media: A Revelatory 

Case,” Int. Conf. Inf. Syst., 2013, [Online]. Available: https://aisel.aisnet.org/icis2013/proceedings/EBusiness/13/ 

[17] A. R. Dongre, P. R. Deshmukh, G. Kalaiselvan, and S. Upadhyaya, “Application of Qualitative Methods in Health Research: An 
Overview,” Online J. Heal. Allied Sci., vol. 8, no. 4, 2010, [Online]. Available: http://cogprints.org/6971/ 

[18] M. Angeline, S. Chandra, F. Kinanti, Y. P. Singgih, and Y. Safitri, “Digitalize Your Brand: Case Study on How Brands Utilize Social 

Media Platforms to Achieve Branding and Marketing Goals,” Int. Conf. Inf. Manag., 2019, doi: 10.1109/ICIMTECH.2019.8843823. 
[19] Y. Dirgiatmo, Z. Abdullah, and R. H. R. M. Ali, “Social media practices in Indonesian SMEs,” Int. J. Bus. Inf. Syst., vol. 35, no. 1, 

p. 1, 2020, doi: 10.1504/IJBIS.2020.10024991. 

[20] S. Albukhitan, “Developing Digital Transformation Strategy for Manufacturing,” Procedia Comput. Sci., vol. 170, pp. 664–671, 
2020, doi: 10.1016/J.PROCS.2020.03.173. 

[21] M. T. Lestari, A. A. H. Suryana, S. Mulyana, and M. Hidayat, “Why Telco Companies in Indonesia using Social Media Monitoring 

as a way to handle feedback,” 2019, [Online]. Available: 
https://digitalcommons.unl.edu/cgi/viewcontent.cgi?article=6478&context=libphilprac 

[22] M. Yakoubi, B. Lamine, and Feryel, “The brand identity,” no. 20, pp. 58–59, 2013. 

[23] F. Syuderajat, K. Puspitasari, and S. Lukman, “Social Media Management of PT GMF Aeroasia by The Corporate Communication 
Unit,” vol. 1, no. 2, pp. 374–391, 2017, doi: 10.7454/IGCC.V1I2.24. 

[24] J. Loonam, S. Eaves, V. Kumar, and G. Parry, “Towards digital transformation: Lessons learned from traditional organizations,” 

Strateg. Chang., vol. 27, no. 2, pp. 101–109, 2018, doi: 10.1002/JSC.2185. 
[25] Z. Akbar, A. Fensel, and D. Fensel, “Enabling Analysis of User Engagements Across Multiple Online Communication Channels,” 

Springer, Cham, 2017, pp. 147–159. doi: 10.1007/978-3-319-70863-8_14. 

[26] A. T. Silalahi and D. Liudi, “Digital promotion usage in cultivating brand engagement among millennials users at starbucks 
indonesia,” vol. 10, no. 1, pp. 78–96, 2018, [Online]. Available: 

https://journal.binus.ac.id/index.php/JBSE/article/download/5171/3459 

[27] N. Nurdin, R. Stockdale, and H. Scheepers, “The use of social media to gather qualitative data: a case of government e-procurement 
implementation and use,” pp. 1–13, 2013, [Online]. Available: https://aisel.aisnet.org/acis2013/97/ 

[28] C. Wilson, “Semi-Structured Interviews,” Morgan Kaufmann, 2014, pp. 23–41. doi: 10.1016/B978-0-12-410393-1.00002-8. 

[29] A. J. B. Fugard and H. W. W. Potts, “Supporting thinking on sample sizes for thematic analyses: a quantitative tool,” Int. J. Soc. Res. 
Methodol., vol. 18, no. 6, pp. 669–684, 2015, doi: 10.1080/13645579.2015.1005453. 

[30] K. Karwowski and V. Redey, “An Investigation of Engagement in the Context of Employer Branding and Social Media,” 2013, 

[Online]. Available: https://lup.lub.lu.se/student-papers/record/3812795/file/3865301.pdf 
[31] L. R. Men and C.-J. F. Hung-Baesecke, “Engaging employees in China: The impact of communication channels, organizational 

transparency, and authenticity,” Corp. Commun. An Int. J., vol. 20, no. 4, pp. 448–467, 2015, doi: 10.1108/CCIJ-11-2014-0079. 

[32] E. Karanges, A. Beatson, K. A. Johnston, and I. Lings, “Optimizing employee engagement with internal communication : a social 
exchange perspective,” 2014, [Online]. Available: https://eprints.qut.edu.au/73156/ 

[33] O. Münch, “Case Study Results,” Springer Fachmedien Wiesbaden, 2015, pp. 171–197. doi: 10.1007/978-3-658-08620-6_7. 

[34] M. Harper and P. M. Cole, “Member Checking: Can Benefits Be Gained Similar to Group Therapy?,” Qual. Rep., vol. 17, no. 2, pp. 
510–517, 2015, doi: 10.46743/2160-3715/2012.2139. 

[35] P. Datta, “Methodology and Research Methods,” Springer, Singapore, 2014, pp. 37–51. doi: 10.1007/978-981-287-017-9_4. 
[36] S. Fazal, “Methodology and Data Sources,” Springer, Dordrecht, 2013, pp. 35–38. doi: 10.1007/978-94-007-5255-9_5. 

[37] A. Ramdorai and C. Herstatt, “Methodology and Research Process,” Springer, Cham, 2015, pp. 39–46. doi: 10.1007/978-3-319-

16336-9_4. 
[38] K. Liere-Netheler, K. Vogelsang, S. Packmohr, and U. Hoppe, “Towards a Framework for Digital Transformation Success in 

Manufacturing,” Eur. Conf. Inf. Syst., p. 193, 2018, [Online]. Available: https://aisel.aisnet.org/ecis2018_rp/193/ 

[39] D. Petcu, V. Gherheş, S. Suciu, and I. David, “Communication strategies in business promotions,” pp. 533–536, 2012, [Online]. 
Available: https://ideas.repec.org/a/tdt/annals/vxviiiy2012p533-536.html 

[40] B. Gligorijevic and B. Leong, “Trust, Reputation and the Small Firm: Building Online Brand Reputation for SMEs,” Int. Conf. 

Weblogs Soc. Media, vol. 5, pp. 494–497, 2011, [Online]. Available: https://ojs.aaai.org/index.php/ICWSM/article/view/14166 
[41] V. K. A. Putri, “Media Sosial Terintegrasi dalam Komunikasi Pemasaran Brand: Studi Komparasi Pemanfaatan Media Sosial Oleh 

High dan Low Involvement Decision Brand,” vol. 4, no. 2, pp. 108–115, 2018, doi: 10.7454/JKI.V4I2.8889. 

[42] S. D. Setiawati, A. A. H. Suryana, D. Sugiana, and C. C. Priyatna, “Character Content As An On Line Branding Strategy In 
Indonesia’s Fashion Creative Industri,” 2019, [Online]. Available: 

https://digitalcommons.unl.edu/cgi/viewcontent.cgi?article=6252&context=libphilprac 

[43] K. Straker and C. Wrigley, “Designing an emotional strategy: Strengthening digital channel engagements,” Bus. Horiz., vol. 59, no. 
3, pp. 339–346, 2016, doi: 10.1016/J.BUSHOR.2016.01.010. 

[44] M. A. Sallam, “The Effects of Brand Credibility on Customer’s WOM Communication: The Moderator Role of Brand Commitment 

A Conceptual Paper,” Int. J. Mark. Stud., vol. 6, no. 5, p. 112, 2014, doi: 10.5539/IJMS.V6N5P112. 
[45] V. Arvidsson and J. Holmström, “Social Media Strategy: Understanding Social Media, IT Strategy, and Organizational 



Wahyu Purno Irawan 

Journal of Artificial Intelligence and Digital Business (RIGGS) Volume 4 Nomor 4, 2025 

DOI: https://doi.org/10.31004/riggs.v4i4.3319 

Lisensi: Creative Commons Attribution 4.0 International (CC BY 4.0) 

52 

 

 

Responsiveness in Times of Crisis,” Cut. It Journal-the J. Inf. Technol. Manag., vol. 26, no. 12, pp. 18–23, 2013, [Online]. Available: 

http://www.diva-portal.org/smash/record.jsf?pid=diva2:686331 

[46] C. Wang, T. Rahman, A. S. Ahadzadeh, A. Amalia, and E. Sudiwijaya, “Digital Representation of the Coffee Culture and Cultural 
Heritage by Chinese Indonesian and Malaysian Coffee Brands,” vol. 6, no. 2, pp. 137–145, 2021, doi: 10.35609/JMMR.2021.6.2(5). 

[47] A. Rindell, F. P. Santos, and A. P. de Lima, “Two sides of a coin: Connecting corporate brand heritage to consumers’ corporate 

image heritage,” J. Brand Manag., vol. 22, no. 5, pp. 467–484, 2015, doi: 10.1057/BM.2015.20. 
[48] N. Muna, N. N. K. Yasa, N. W. Ekawati, and I. M. A. Wibawa, “A dynamic capability theory perspective: borderless media 

breakthrough to enhance SMEs performance,” Int. J. data Netw. Sci., vol. 6, no. 2, pp. 363–374, 2022, doi: 

10.5267/j.ijdns.2022.1.001. 
[49] S. Vatanasakdakul, C. Aoun, and Y. H. S. Putra, “Connecting the Dots through Social Media: A Lifeline for Micro Enterprises,” Am. 

Conf. Inf. Syst., 2019, [Online]. Available: https://dblp.uni-trier.de/db/conf/amcis/amcis2019.html#VatanasakdakulA19 

[50] M. S. W. Suliswanto and M. Rofik, “DIGITALIZATION OF MICRO, SMALL & MEDIUM ENTERPRISES (MSMEs) IN EAST 
JAVA, INDONESIA,” vol. 2, no. 1, pp. 34–43, 2019, doi: 10.23917/MIJEB.V2I1.9380. 

[51] C. Hendriyani and S. J. Raharja, “Analysis building customer engagement through e-CRM in the era of digital banking in Indonesia,” 

Int. J. Econ. Policy Emerg. Econ., vol. 11, no. 5, pp. 479–486, 2018, doi: 10.1504/IJEPEE.2018.10016102. 
[52] J. Cambra-Fierro, I. Melero-Polo, and R. Vázquez-Carrasco, “The role of frontline employees in customer engagement,” Rev. 

Española Investig. Mark. ESIC, vol. 18, no. 2, pp. 67–77, 2014, doi: 10.1016/J.REIMKE.2014.06.005. 

[53] W. Hidayat and A. Sarono, “Perlindungan Hukum Terhadap Konsumen Jasa Umroh/Haji Dalam Perbuatan Melawan Hukum,” 
Notarius J. Stud. Kenotariatan, vol. 15, no. 1, pp. 283–295, 2022, doi: 10.14710/nts.v15i1.46041. 

[54] I. Castello, M. Etter, and F. Å. Nielsen, “Strategies of Legitimacy Through Social Media: The Networked Strategy,” J. Manag. Stud., 

vol. 53, no. 3, pp. 402–432, 2016, doi: 10.1111/JOMS.12145. 
[55] A. N. Hidayanto, I. N. Razaad, M. R. Shihab, and Z. A. Hasibuan, “Corporate blog usage and its success factors: multiple case studies 

at consulting firms in Indonesia,” Int. J. Innov. Learn., vol. 16, no. 3, pp. 253–276, 2014, doi: 10.1504/IJIL.2014.064729. 

[56] F. Damanpour and S. Gopalakrishnan, “Organizational adaptation and innovation: The dynamics of adopting innovation types,” 
Springer, Berlin, Heidelberg, 1999, pp. 53–80. doi: 10.1007/978-3-662-03988-5_3. 

[57] D. Wagner and H.-T. Wagner, “Online Communities and Dynamic Capabilities: A Cross-Case Examination of Sensing, Seizing, and 

Reconfiguration,” Am. Conf. Inf. Syst., 2013, [Online]. Available: 
https://aisel.aisnet.org/amcis2013/StrategicUse/GeneralPresentations/29 

[58] D. M. Perdu and A. H. Levis, “Adaptation as a Morphing Process: A Methodology for the Design and Evaluation of Adaptive 

Organizational Structures,” Comput. Math. Organ. Theory, vol. 4, no. 1, pp. 5–41, 1998, doi: 10.1023/A:1009628813441. 
 

 


