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ABSTRACT 

 

The development of digital media has transformed the way people seek and understand health 

information, including dental health. However, the utilization of digital marketing media in 

independent dental practices remains suboptimal, particularly in delivering structured and 

communicative educational content. This condition reduces the effectiveness of digital media 

in building awareness, attracting interest, and encouraging audiences to seek further 

information about dental health services. Dental Care drg. Friska Siagian, an independent 

practice located in Klender, East Jakarta, faces a similar issue, where its digital media has not 

been fully optimized as both an educational and marketing platform. This design project aims 

to develop a digital marketing media strategy based on educational content that is structured 

and targeted to enhance communication effectiveness and expand audience reach. The method 

used is a descriptive qualitative approach through observation, interviews, and literature 

studies. The analysis is conducted using the Customer Path 5A model (Aware, Appeal, Ask, 

Act, Advocate) to understand audience behavior within digital media contexts. The results show 

that a digital media strategy integrating visual educational content, consistent visual identity, 

and clear, informative communication can improve audience engagement, particularly in the 

stages of awareness, interest, and information seeking. The implementation includes the 

development of integrated digital media such as social media content, educational videos, and 

a website equipped with service information features. Therefore, digital marketing media 

functions not only as a promotional tool but also as an educational platform that can build 

understanding, trust, and long-term relationships between the audience and dental health 

services. This design is expected to serve as a reference for developing educational content-

based visual communication strategies in independent healthcare services.  
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