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Abstract
This article was made based on the changing needs of the community for 
information in the era of information and communication technology. To be 
able to communicate policies in the field of public information disclosure, 
the government must be able to realize transparently, effectively, efficiently 
and accountably. The communication process must be supported by a good 
and reliable organizational identity. This research was conducted to see the 
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implications of how organizational culture changes in the digital era in the 
Ministry of Finance’s public information service process since 2018. The 
organizational communication process is used as a liaison for the creation of 
good relations between organizations and the public. This study uses descriptive 
analytic research methods with results that explain that organizational culture 
is important in supporting changes in PPID Ministry of Finance’s (PPID MoF) 
public information service activities in the digital age. The implication can be 
seen that changes in the PPID MoF organizational identity through the use 
of social media will depend on the organization’s strategy and organizational 
cultural activities. Furthermore, it is expected that the use of social media can 
be used as a way to educate and increase public participation in the field of 
public information services.

Keywords: Identity Development, Organization Communication, Communication 
Strategi, Social Media,  Organization Culture.

INTRODUCTION
The concept of organizational governance that is applied based on 

the principles of fairness, openness, and a sense of responsibility is the 
implementation of good governance processes that are used to achieve 
organizational goals (Sriwijayanti, 2019). Improving the quality of human 
resources needs to be carried out in a fully planned, directed and sustainable 
manner. This is the basis for improving the performance of government 
resources in order to foster professionalism at work (Trisnawati & Wiratmaja, 
2018). Government transparency can be implemented by opening up to the 
rights of the community, namely in terms of obtaining correct, honest and 
non-discriminatory information (Nasution, 2018). Two main resources in the 
PR Industry, namely the importance of organizations having management and 
employees as production services, and information and communication as 
services to the external and internal public (Nguru & Ibrahim, 2018).

In order to provide Public Information services, the implementation of 
Law Number 14 of 2008 in the Ministry of Finance is based on the Decree of 
the Minister of Finance (Finance, 2019b). The Head of the Communication 
and Information Services Bureau is appointed as PPID of the Ministry of 
Finance who performs the task of providing public information services to the 
Ministry of Finance and is responsible for storing, documenting, providing, 



3

The implication of organizational culture ... (Reinaldy Ferdiansyah, Andre Noevi Rahmanto, and Yulius Slamet)

and/or providing public information services within the Ministry of Finance 
(Finance, 2019a).

PPID MoF identity development in realizing targeted public information 
services must be strategically planned for identity building and organizational 
branding in gaining public trust. The interpretation of identity is based on 
various kinds of social identity theories, where the theory examines how people 
identify themselves by referring to other social groups (Tench & Yeomans, 2017). 
The public prioritizes the best service by looking at the image of the company or 
organization. This will affect the trust and use of company services by the public 
(Khopipah & Turistiati, 2019).

Managerial processes and internal communication have an important 
role to play in strengthening the organization. Organizations that do not have a 
strong identity will struggle to build and maintain a reputation in the long term 
(Maier, 2016). Recognition of the identity of an organization has an important 
role in seeing the level of society’s need for that organization. The concept of 
identity refers to the relationship to external stakeholders that an organization 
expresses and categorizes itself. With the emergence of organizational 
communication and strategic communication that was put forward by Alvesson 
in 1990, the recent focus on the ideational dimension of the organization has 
an important role in the process of building image, reputation and identity 
(Tench & Yeomans, 2017).

The fast evolution of the internet has offered many new opportunities 
to search for information and communicate without boundaries over the 
last few decades. Starting with the modernization paradigm of academics 
that supports the transfer of technology to society (Ibrahim & Tijjani, 2019), 
currently technology is developing and it is possible to express feelings and 
thoughts through social media (Tsimonis & Dimitriadis, 2014). The migration 
of a large number of Internet users to social media channels can affect strategic 
communication as well as speed up the communication process. In reaching 
large numbers of people, companies try to change their views either positively 
or negatively when social media content becomes viral in society (Plowman, 
2013).

Social media can be used by companies to access millions of people. 
Tsimonis & Dimitriadis (2014) explain that the use of social media by a large 
number of people can be utilized by companies, because social media networks 
can help provide information about the company and make people familiar with 
the company, and can create brand awareness. Currently, many professionals 
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in the field of communication use social media because of its ability to reach 
the wider community, generate viral information dissemination, and get the 
public involved (Macnamara, 2010), and enable active community participation 
(Kreiss, Meadows, & Remensperger, 2015).

Organizational communicators hope that by using social media, they 
can meet the needs of external stakeholders which increasingly increase 
demands for organizational transparency, thus maintaining public trust in 
the organization (Uzunoglu & Onat, 2012). Communication managers must 
have the right capacity in using technology, especially professionals who are 
designated as managers of communications in the government (Putra, 2017). 
A strategic plan is needed by organizations to be consistent in all aspects of 
communication, including when measuring trends before, during, and after 
a campaign to be able to show the impact of social media on the organization 
(Plowman & Wilson, 2018).

Several previous studies discussed more about the role of practitioners 
in carrying out communication strategies through social media and building 
organizational identity through social media. As has been done by Kenneth 
D. Plowman & Christopher Wilson (2018) which shows that practitioners are 
involved in the development of social media strategy and tactical implementation, 
they have not seen that their involvement is largely related to their organizational 
strategy from tactical social media activities. In addition, Marius Badea (2014) 
explains social media strategy and some organizational constraints and risks in 
the use of modern communication methods. Furthermore, Dursun Bingöl et 
al. (2013) talked about the need for an evaluation of the value of organizational 
culture which requires the development of new strategies to get a better 
understanding of the corporate organizational identity which is a limitation of 
their research.

In this study, there are limitations related to the value of organizational 
culture in previous research and the interests of the PPID MoF in realizing good 
state administration in public information disclosure, researchers feel the need 
to conduct research related to the implications of organizational culture on 
the development of the PPID MoF organizational identity in order to increase 
active participation and trust. public. Analysis related to the relationship of 
organizational culture activities and the formation of the PPID MoF identity 
through social media is important to know considering that the PPID MoF 
is one of the public bodies that has received the best predicate in the field of 
public information disclosure since 2014.
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LITERATURE REVIEW

Organizational Identity

The concepts of image, reputation and identity have conquered the 
minds and souls of many executives or communications managers over the 
past two decades. This concept not only affects the business world, public 
organizations are also affected (Tench & Yeomans, 2017). In categorizing the 
role of the public, organizational identity can be influenced by the identification 
process of problems, solutions, and the relationship between the focus of the 
organization and certain audiences (Jensen et al., 2012; Glynn & Navis, 2013; 
Paolella & Durand, 2016).

Organizational identity has a strong influence on organizational 
performance in building organizational image. Organizational identity is needed 
as a measure of organizational personality in the view of society. Organizational 
identity is not only in the form of a company brand, but includes work ethics 
and policies which are specific characteristics inherent in the organization and 
are associated with the relationship between image and organizational culture 
(Prasetyo & Himam, 2013).

Organizational identity theory explains that organizational identity 
works independently and can be used to see the combined benefits of 
organizational theory practice (Mujib, 2017). Furthermore, Maier uses corporate 
communication theory described by Van Riel and Fombrun, which theorizes 
that organizations without a strong sense of identity striving to develop a 
coherent brand will be impossible to build and maintain a strong reputation in 
the long term (Maier, 2016). 

Implementing the concept of organizational identity in an organization 
is not easy to do. The concept of organizational identity focuses on patterns of 
meaning and reason among members of an organization that lead to general 
values ​​that exist in the organization, identification of the organization, and a 
sense of belonging (Cornelissen, 2014). Organizational identity will depend on 
the meaning given to it by organizational members, this has made previous 
researchers understand that organizational identity is seen from a social 
constructionist perspective (Mujib, 2017; He & Brown, 2013).

Based on this, researchers argue that organizational identity has an 
influence on the development of organizational image. Thus, people’s view 
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of an organization will be influenced by the personality of the organization 
which will be linked to the organizational culture. Identity needs to be built 
and maintained by focusing on the organization’s vision and mission, so that 
identity development must start from the organizational identification stage.

Communication Strategic Management

The relationship between Public Relations (PR) and communication 
strategy is about the organization and its environment. The corporate 
communication strategy is adaptive, when the strategy involves a process to 
balance the mission and vision of the organization with regard to external 
environmental conditions, it can encourage the organization to make strategy 
formation (Cornelissen, 2011).

Communication strategies are often planned in support of organizational 
actions to achieve the desired results. The communication strategy is defined 
as a “communicative construct” because it comes from the interaction pattern 
between the communicant’s responses, context, and discursive patterns 
(King, 2009). Christensen & Cornelissen (2011) and Olivant (2016) add 
that the company’s communication strategy includes the organization and 
its environment. Meanwhile, strategic communication management aims to 
focus on results (Lukaszewski, 2013). Strategic communication that focuses on 
measurable goals must always be monitored with an evaluation which in the 
process consists of themes, messages, and products (Plowman, 2013).

In Strategic Communication Planning Theory, Van Ruler (2018) strategic 
communication is used to build organizational strategy. The models used in 
strategic communication planning and public relations planning will be mostly 
the same (Smith, 2013). Meanwhile, the concept used for strategic campaigns is 
a different process and there is no general theory that can be used to explain the 
strategic campaign process and predict the results (Werder, 2015).

Organizational evaluation is very important for strategic communication 
planning in measuring the level of organizational change with respect to 
public expectations. Atkin & Rice (2012) explained that evaluation allows 
organizations to adapt to campaign strategies based on continuous assessment. 
Plowman (2016) and Olivant (2016) agree on the delineation between 
communication strategy and tactics. The one-way transitional communication 
model can be used for a long-term strategy by involving the public (Macnamara 
& Zerfass, 2012). Public communications that are interconnected must be 
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fluid, volatile, and participatory (Murphy, 2011). Communication strategy is 
an effort to disseminate messages or information in helping organizations map 
the situation to the target target. Cangara (2013) explains that the ACADA 
planning model focuses on the fact-finding process at the initial stage and 
program implementation at the next stage.

In this connection, a relevant perspective in supporting the development 
of organizational identity is to carry out a communication strategy. One of the 
communication planning models to see the relationship between supporting 
components and make projections that can affect the implementation of a 
communication strategy is ACADA (Cangara, 2013). For this reason, researchers 
believe that the communication strategy process is important for organizations 
in the process of developing organizational identity.

Communication and Organizational Culture

When we communicate with one another, we create structures, patterns 
of rules and norms that range from large social and cultural institutions to 
smaller individual relationships. Structuration Theory has often been applied 
to this research on organizational communication because of the importance of 
structures and systems for organizing (Littlejohn et al., 2017).

Besides organizational communication, organizational culture is 
important in supporting the organizational development process. Organizational 
culture as an organizational learning material in finding solutions to external 
problems and integration by looking at the basic common assumptions that the 
group learns when solving problems (Schein, 2010). Organizational culture is 
one of the most popular approaches to scientific research and teaching about 
organizations. The organizational culture movement has become very broad, 
touching almost all aspects of organizational life (Littlejohn et al., 2017). Several 
important characteristics related to organizational culture such as the behavior 
of organizational members, reflected norms, dominant values, organizational 
philosophy on how to treat stakeholders, firm rules, and organizational climate 
that sees how employees interact (Ojo, 2010).

Furthermore, Schein (2010) states that there are 3 (three) cultural levels 
that are important for the development of organizational culture. The first level 
of culture is artifacts, which are cultural products that are visible in the form 
of phenomena that can be felt, heard, and seen when we are in a new group 
environment. The visible artifacts from the organization include architecture, 
language, and technology and product. Second, beliefs and values, which are 
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goals, values, and rationality to be used as a guide or evaluation of a phenomenon 
and simplification of values ​​to focus on organizational actions and goals. The 
last is basic assumptions, implicit assumptions about how the organization acts 
that emphasize how members of the organization think, see, and feel and can 
influence the behavior of members and the organization as a whole.

Organizational culture becomes important in the process of planning 
communication strategies and building organizational identity. Based on the 
above discussion, researchers assume that organizational culture will see the 
behavior of organizational members and be associated with organizational rules. 
Changes in organizational culture will determine the organizational climate in 
realizing an organizational identity development strategy.

New Media

A terminology used to describe the convergence process of digital 
communication technology connected to a network can be said as new media. 
The existence of new media will change the existing ecosystem, but it cannot be 
said as a substitute. New media is generally additive, this is one of the laws of 
communication technology (Naughton, 2012).

With the existence of new media, in this case the internet, offers a new 
way for the public to obtain public information on Public Bodies. Technology 
plays a major role in narrowing time, space and distance so that they are 
connected to each other in cyber space (Jati, 2016). The development of new 
media provides opportunities for organizations to engage in conversations with 
stakeholders or the general public in an interactive manner (Cornelissen, 2011).

Quick response to various requests or needs of the public is something 
that must be owned by the Government, because it is a demand for the needs 
of modern society. In other words, the government must be able to carry out 
all service processes needed by the community in whatever form it must be 
provided properly, quickly and cheaply. The public does not need to see how 
the government process organizes itself, for that the government must be able 
to apply information and communication technology in every public service 
delivery (Rahmawati, 2011).
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Social Media Management

Social Construction of Technology (SCoT) is a new media theory 
which is mostly seen and used as an approach to the history of the study of 
new technology. ScoT sees that the involvement of actors and groups has the 
potential to form all technologies where social action must be maintained in 
the process of communication and interaction through the use of social media 
(Octavianto, 2014). Meanwhile, Theory of Connective Action highlights the 
social media mechanism through the use of hashtags which are used as narratives 
that are built collectively in building brand awareness, interaction processes, 
and identity (Blaszka et al., 2012); Hambrick & Pegoraro (2014); Clark (2016).

According to Wright & Hinson (2015), PR practitioners feel that PR should 
be responsible for monitoring and managing social media communications and 
those that appear in organizations. Social media planning correlates with social 
media leadership and influence (Sweetser & Kelleher, 2011). However, most PR 
practitioners do not have a real idea of ​​what is working and what is not in their 
social and digital programs but they must develop strategic communication 
through social media (Theaker, 2016).

The development of social media is very explosive. The penetration of 
social media can quickly affect the community and use corporate branding 
and marketing strategies, although it has not been used by most companies 
(Dickey & Lewis, 2010; Gallaugher & Ransbotham, 2010; Kaplan & Haenlein, 
2010). Brand communication through social media is defined as the process of 
distributing corporate identity through social media. 

The large number of people who access social media can be used by 
companies to use social media to build relationships with millions of people. 
Companies can use social media to socialize about the organization and create 
relationships with the community. This can foster brand awareness in the 
community (Tsimonis & Dimitriadis, 2014). Thus, according to researchers, it 
is important to carry out social media management in this digital era to support 
communication strategies in building organizational identity. Social media 
management is used to integrate changes from the information technology side 
to organizational cultural habits through clear rules and standards. The use 
of hashtags can be used as a tool to generate discourse in society regarding 
organizational identity.
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METHODS

Data Collection

Secondary data and primary data were specifically collected by researchers 
for research purposes (Saunders et al., 2016). Data collection techniques 
vary through six sources of evidence such as documentation, archives, direct 
observation, participant observation, physical artifacts, and interviews (Yin, 
2018).

Researchers used primary data obtained through a semi-structured 
interview and observation process. Semi-structured interviews are used to 
understand the relationship between variables when collecting empirical data 
and answering research questions (Saunders et al., 2016). In this study, interviews 
were conducted on three levels of positions in the organization, namely the 
Head of the Data Management and Information Services Management Section, 
the Head of the Sub-Section for Data Management and Information Dispute 
Handling (Head of PDPSI), and the Staff at the PDPSI Sub-Section as the 
PPID MoF social media admin. The selection of respondents was based on the 
implementation of PPID duties and functions of the Ministry of Finance by 
Data Management Section. Meanwhile, observations are made by looking at 
work patterns and being involved in the PPID MoF work process.

Meanwhile, to obtain secondary data, researchers conducted an 
analysis of books, journals, related official documents, Ministry of Finance 
website, PPID MoF social media, and seminars related to qualitative content 
analysis methods, which systematically illustrate the importance of context in 
determining meaning (Flick, 2013; Krippendorff, 2018). 

Data Analysis

After collecting empirical data, data analysis was carried out to answer 
research questions according to research needs. The use of descriptive analytic 
research methods in this study aims to see the organizational design of the 
categories found and the relationships that arise (Kusuma, 2013). Furthermore, 
research can provide depth and understanding of existing problems by revealing 
informants perspectives (Lindlof & Taylor, 2017).  

Research Quality

The quality of all parts of the research must be ensured and can be 
achieved by validity, reliability, and research ethics (Yin, 2018). In addition, data 
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validity is obtained using four criteria, namely (1) credibility, (2) transferability, 
(3) dependability, and (4) confirmability. The triangulation of data used in 
this study is source triangulation which has been carried out by conducting 
a semi-structured interview process, while the researchers conducted validity 
and reliability tests based on credibility criteria which include the adequacy of 
materials and the data triangulation process (Perdana et al., 2016).

RESULTS AND DISCUSSION

PPID MoF identity in the Public Information Service Process

Providing information needed by the public is one of the tasks that must 
be carried out by the Bureau of Communication and Information Services. This 
task is a form of transparency of government performance, as well as optimizing 
public oversight.

In 2018, the PPID MoF took the initiative to carry out a survey of the 
PPID MoF information services in 2017 as an effort to improve the PPID MoF 
information services. The survey generates information regarding preferences, 
understanding, and satisfaction levels of information applicants using the PPID 
MoF information services. This activity is in line with the process of categorizing 
the role of the public wherein the identification of the relationship between the 
organization and certain audiences is carried out (Jensen et al., 2012; Glynn & 
Navis, 2013; Paolella & Durand, 2016).

The results are used as input for the development or improvement of the 
PPID MoF services. To improve the performance of providing this information 
PPID MoF is used survey to see public satisfaction. This survey targeted users 
of the PPID MoF information service during 2017. The survey was conducted 
through 1017 email users with details of 770 emails being read, 455 opening the 
survey link, and 414 respondents filling in the survey link (KLI, 2017).

Two important steps used as the basis for discussing the PPID MoF 
communication strategy in building identity are public habits and understanding. 
This was done to assess the organization from the functional and social 
constructionist side as described by He & Brown (2013). First step is to measure 
the habits, at this stage the background and reasons for the respondents using 
PPID information services are taken. The use of information technology in the 
form of websites, applications and social media seems to be more attractive to 
respondents. Second step is to measure the level of understanding, not only the 
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habit of using information services, the respondents are also confronted with 
knowledge about PPID information services. This can see the gap or similarity 
between understanding and the level of respondent satisfaction.

Based on the survey results, the level of public habits and understanding 
can be used as benchmarks for the PPID MoF to see the extent of public 
participation in the Ministry of Finance’s public information services. The use 
of the PPID MoF information services based on the survey results resulted in a 
very good public perception. In percentage terms, most of the public who have 
submitted requests for public information think that the PPID MoF is always 
responding to the request (35.7%), the information provided by the PPID MoF 
is accurate (30.4%), and the ease of access to information services (18.6 %). 
These results prove that the influence of organizational identity includes the 
PPID MoF work ethic and policies in it, according to research conducted by 
Prasetyo & Himam (2013)

In this regard, PPID MoF tries to reach the level of public understanding 
of the Ministry of Finance’s public information services. One example of the 
development of the survey results is the use of social media to provide education 
to the public on PPID and public information disclosure within the Ministry 
of Finance. To accommodate these educational activities, the PPID MoF uses 
various social media channels such as Twitter, Instragram, Facebook, and 
Youtube.

As a form of a follow-up to the PPID information service satisfaction 
survey in 2017, the PPID MoF began discussing the communication strategy 
planning process to carry out some of the suggestions generated from the 
survey. This is part of the PPID MoF commitment to always innovate and 
improve public information services in order to achieve the goal of information 
disclosure within the Ministry of Finance. Thus, PPID MoF feels organizations 
without a strong sense of identity must struggle to build and maintain a 
reputation as explained by (Maier, 2016).

PPID MoF Communication Strategy Management

The process of planning a communication strategy to build the PPID MoF 
identity through the use of social media has been carried out since semester 2 of 
2018. Thus, the PPID MoF has made efforts to conduct public communication 
that is fluid, volatile, and participatory as explained Murphy (2011).

The Head of the Data Management and Information Service Management 
Section is assisted by the Head of the Subdivision of Data Management and 
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Information Dispute Handling along with several PDPSI Subdivision staff 
to analyze to make a communication planning strategy. The communication 
strategy is carried out in order to build the PPID MoF identity so that it can 
reach the wider community in accordance with the obligations in the Law on 
Public Information Openness and in order to build effective communication 
with the community. It can be seen that the communication strategy carried out 
is in accordance with the opinion of King (2009) which states that all come from 
interaction patterns. Namely the relationship between context, communicant 
responses and discursive patterns.

In this case, the researcher explains the process by using the ACADA 
communication planning model which consists of Assessment, Communication 
and Analysis, Design, and Action (Cangara, 2013) on the communication 
strategy that will be created. This is in line with the effort to map the situation 
to the target targets to find initial facts and implement further programs. The 
results of the analysis are based on the result of interview, observation, and 
triangulation of data which found a finding by ACADA analysis process.

First step in the communication planning process is Assessment, namely 
by describing the description of the problems that occur. This analysis is 
including, a) The identity of the PPID MoF is not yet known to the wider 
community, although in the past 6 years the PPID MoF has always received the 
title of the best Public Agency in the field of public information services in the 
Ministry category; b) The development of the PPID MoF identity is very much 
needed in realizing public information services that are right on target and can 
reach the community, according to the original purpose of the formation of the 
Central Information Commiton (KIP) Law. c) Every year the PPID MoF always 
monitors and evaluates public information services. In this case, innovation will 
continue to be made to improve the quality of the Ministry of Finance’s public 
information services.

Second process is communication and analysis, It is a mapping of the 
availability of existing communication infrastructure, developing communication 
objectives, and implementing evaluation indicators that include, a) Ministry of 
Finance already has a strong image when compared to the PPID MoF. With 
the Ministry of Finance’s website and supported by the PPID MoF website, 
it will expand the information and communication network to the Public; b) 
To improve the quality of public information services, one of the goals that 
the PPID MoF should do is to facilitate the process of delivering information 
and communication with the public; c) The use of hashtags is a trend used 
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by netizens in creating a discourse through social media; and d) Information 
related to state finances and assets is an important issue that develops in the 
community if it is not well informed, it must be communicated in order to 
create a transparent goverment.

Design is the third process which steps in determining and establishing 
a communication strategy include, a) Strategy of forming its identity, the PPID 
MoF hopes that the message to be conveyed is a message that reflects that 
the PPID MoF is part of the Public, which is entirely based on experience, 
knowledge and understanding of the real facts. The first step taken by the 
PPID MoF is to formulate a communication plan and strategy with all public 
information service officers on how to campaign identity on social media;  
b) Process of submitting the introduction of the PPID MoF identity will be 
carried out through several social media platforms according to the trend of 
digital communication technology in Indonesia; c) By utilizing social media 
to support the management of public information disclosure, there has been a 
change in the work culture of employees at the PPID MoF.

The last process is Action or implementation carried out, which 
including the PPID MoF social media account creation, the use of the hashtag 
#temantransparent as a form of building PPID MoF identity, undertake a 
special strategy to campaign to the public through social media, and process 
of monitoring and evaluating the implementation of the PPID MoF activities 
through social media.

Social Media Management and PPID MoF Work Culture

Cornelissen (2011), Rahmawati (2011), and Naughton (2012) state that 
the involvement of organizations to convey messages to the public interactively 
and the provision of good, fast, and inexpensive service processes to society can 
be seen as a process of changing the ecosystem or adapting the PPID MoF to 
new media and social media. In the second semester of 2018, PPID MoF has 
utilized social media to educate the public about public information disclosure 
and the implementation of public information disclosure within the Ministry 
of Finance through Twitter (@PPIDKemenkeu), Instagram (ppid.kemenkeu), 
Facebook (@PPID.Keuangan), and Youtube (PPID Kementerian Keuangan).

The management of the PPID MoF social media is carried out in a 
professional manner, by continuing to follow the latest developments in its use. 
In preparing the material on social media, the PPID MoF social media admin 
has planned the material to be posted, so that it can be adjusted to the latest 
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issues from the Ministry of Finance’s social media, but still avoids repeating the 
material. Besides being used to educate the public, PPID social media is also 
used as a means to build the PPID MoF identity.

Henceforth, discussions related to this research will of course start 
from the opinions of previous communication experts. King (2009) calls this 
interactive strategy construction an “emerging communication strategy”. He 
defines emerging communication strategies as communicative constructs derived 
from the interaction between reader / listener responses, existing contexts, and 
discursive patterns (King, 2009). Meanwhile, Murphy (2011) proposes that the 
strategic communication network view provides a “holistic view of the arena of 
opinion in which public communication takes place” and recognizes that it is 
interconnected, fluid, volatile and participatory in nature. Verhoeven, Zerfass, 
& Tench (2011) note that maintaining the social legitimacy of an organization 
is the main task of management communication.

The results of the communication strategy will be taken into consideration 
by the leadership to decide whether or not to carry out these recommendations. 
In line with Cornelissen’s (2011) explanation which explains adaptive nature 
can encourage organizations to make strategy formation. Management decisions 
and input from employees will also affect the success or failure of implementing 
a communication strategy. After the decision was made regarding this matter, 
the recommendation that stated that it was necessary to build the PPID MoF 
identity through social media must be implemented by the Ministry of Finance’s 
public information service officers. This of course will affect the work process or 
work culture of the organization.

The communication strategy used by the PPID MoF to build identity 
through social media needs to be done to reach the wider community, this is a 
form of implementation of the Law on Public Information Openness. The use 
of the hashtag #temantranspparency is used as one of the methods used by the 
PPID MoF in campaigning for the PPID MoF identity to the public. This is in 
line with the social media mechanism where the use of hashtags can be in the 
form of narratives that are built to support brand awareness, the interaction 
process, and the identity of the PPID MoF as explained by Blaszka et al., (2012), 
Hambrick & Pegoraro (2014), and Clark (2016).

In implementing the recommendations for the resulting communication 
strategy, the posts made by the PPID MoF admin were the result of discussions 
with the leadership. Since August 28 Year 2018, PPID MoF began campaigning 
for the public to participate in monitoring and become #temantransparent. 
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Thus, the social media activities carried out by the PPID MoF through the 
hashtag #temantransparent prove that social media will quickly affect society 
and can use branding strategies like what Dickey & Lewis (2010), Gallaugher & 
Ransbotham (2010), and Kaplan & Haenlein (2010).

To ensure that the PPID MoF identity development activities through 
the use of social media run effectively, organizational work culture has an 
important role in the successful implementation of these activities. In line 
with the characteristics of organizational culture described by Ojo (2010), 
organizational culture looks at the behavior of organizational members, firm 
rules, and organizational climate to see employee interactions, so the process 
of changing organizational work culture can be seen from the existence of 
new roles and additional tasks that are accepted and implemented by PDPSI 
Subdivision employees who are also the PPID MoF admin.

The schedule of uploading content made to support the PPID MoF work 
process is prepared as a guide for the PPID MoF social media admin in posting 
content. Each month a digital agenda is arranged for content to be uploaded 
in the following month. The content on the schedule may or may not change 
according to the results of the meeting and the determination of the strategic 
plan with the Chairman. This proves that there is a need for structures and 
systems for organization, as explained by Littlejohn et al (2017).

 Some of the content to be posted is an implementation of the content 
theme produced through organizational decisions. Some of the themes in the 
monthly content that guide the social media admin can be seen in Table 1. 
Schedule of PPID Ministry of Finance Updating Content in 2018, are as follows:

Table 1. Schedule of PPID Ministry of Finance Updating Content
(Source: PPID, 2018)

Figure Clarification
1.	 Monday

1.1	 Inspirational information. Contains inspirational information and 
activities within the scope of information disclosure of Public Bodies. 

2.	 Tuesday

1.1	 Activation. Contains information on the applicant’s registration 
activation.

1.2	 MoF Portfolio. Information about the duties and functions of the 
Ministry of Finance.
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Figure Clarification
3.	 Wednesday 

1.1	 Learning PPID.  Used to provide more in-depth knowledge to the 
public on everything related to PPID. 

4.	 Thursday 

1.1	 PPID stories.  Contains story information from PPID MoF regarding 
the information disclosure process within the Ministry of Finance. 

5.	 Friday 

1.1	 Worklife balance content. Focuses more on an emotional approach to 
work-life balance.

1.2	 Simple information. Such as tips on protecting personal data, single-
use plastic diets, and more.

In the development of organizations and organizational culture, the 
themes of the content social media change to follows the organizational agenda 
setting. The themes are on Table 2. PPID Social Media Content Agenda in 
2020, are as follows:

Table 2. PPID Social Media Content Agenda
(Source: PPID, 2020)

Figure Clarification
1.	 Monday

1.1	 Education about PNBP. objectives, and types of PNBP. PPID requests 
from the Ministry of Finance are not subject to PNBP. 

2.	 Tuesday

1.1	 Education on EMAI and Illegal Cellphones.

1.2	 News Kemenkeu PPID Coaching Clinic.

3.	 Wednesday 

1.1	 Education about ORI018.

4.	 Thursday 

1.1	 PEN program for MSMEs.

5.	 Friday 

1.1	 Ease of doing business achieved through tax breaks.
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The presence of the PPID MoF aims to be the main driver of public 
information disclosure in the field of state finance, to support Indonesia’s 
inclusive economic growth in the 21st century (PPID MoF Vision). One of 
the efforts made to realize this vision is by utilizing the latest information and 
communication technology to support the management of public information 
disclosure, one of which is through social media. This is in line with the 
research of Tsimonis & Dimitriadis (2014) that the use of social media is to 
build relationships with many people.

To support the PPID MoF identity development process through the use 
of social media, full commitment from the leadership is needed, supported by 
good implementation of public information service officers within the Ministry 
of Finance. The evaluation of the results of the use of social media resulted in 
the need for guidelines for the use of social media PPID Ministry of Finance 
for the PPID MoF admin. This was supported by the commencement of the 
drafting of these guidelines in the second semester of 2019, which is a year after 
the PPID MoF social media began.

It is hoped that the drafted guidelines can be used as a guide by the 
PPID admin of the Ministry of Finance in providing good and appropriate 
services through social media. Given the conditions of interest in order to 
achieve the goal of public information disclosure managed by PPID, as well as 
considering the effectiveness of communication that can be achieved through 
social media, PPID as a unit that manages public information services needs to 
build brand awareness and brand image, in forming brand trust. In essence, this 
will be relevant to make PPID MoF a trusted public information service. As the 
opinion of several previous experts regarding the importance of implementing 
corporate branding, branding communication, and brand awareness through 
social media (Dickey & Lewis, 2010; Gallaugher & Ransbotham, 2010; Kaplan 
& Haenlein, 2010; Tsimonis & Dimitriadis, 2014).

CONCLUSION
The construction of the PPID MoF identity which began at the end of 2018 

went according to the planning that had been done. The process of developing 
an identity that begins with a communication strategy in determining the use 
of social media is considered to be one of the keys to building the identity 
of the PPID MoF. Identity development must be supported by infrastructure 
and human resources who are competent in their fields. This will have an 
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effect on changing the work culture of the organization from initially passive to 
becoming more active in providing services or reaching the wider community. 
The PPID of the Ministry of Finance always seeks to provide an understanding 
of the importance of good state administration, namely one that is transparent, 
effective and efficient, accountable and accountable as mandated by Article 6 
letter d of Law Number 14 of 2018 concerning Openness of Public Information. 
Improving the quality of public information services will of course encourage 
the achievement of the goal of public information disclosure managed by 
PPID. By considering the effectiveness of communication that can be achieved 
through social media, PPID as a unit that manages public information services 
needs to build a strong identity in forming brand trust. Recommendations for 
the next strategy are to utilize public relations practitioners/employees in the 
field of public information services to always innovate in supporting the PPID 
MoF identity development process on social media so that it will get better.
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