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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].
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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 unigque 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.
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