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STRATEGI EMPLOYER BRAND IMAGE RUANGGURU MELALUI MEDIA 

SOSIAL (STUDI KASUS DI PT RUANG RAYA INDONESIA) 

 

Agung Mardiyanto 

 

ABSTRAK 

 

Terjadi fenomena unik di dunia kerja saat ini. Pengangguran banyak, tapi perusahaan-

perusahaan kesulitan mendapatkan karyawan. Hal ini karena karyawan yang bertalenta 

memiliki wewenang dan kekuatan penuh untuk memilih bergabung ke sebuah perusahaan. 

Karena itu perusahaan membutuhkan strategi employer branding yang efektif untuk 

memenangkan perang mendapatkan talenta di pasar tenaga kerja. Menggunakan pendekatan 

teori dimensi citra merek Wijaya, penelitian ini mendeskripsikan bagaimana strategi employer 

brand image Ruangguru melalui media sosial. Penelitian ini menggunakan metode studi kasus 

deskriptif dengan teknik pengumpulan data observasi tekstual dan digital. Serangkaian 

wawancara juga dilakukan kepada subjek utama dari pihak corporate communication, subjek 

pendukung dari human resources department, dan subjek pembanding di kalangan kandidat 

karyawan untuk validasi data. Adapun media sosial Ruangguru yang menjadi obyek observasi 

adalah Medium, LinkdIn, dan Instagram. Temuan menunjukkan bahwa employer brand image 

Ruangguru melalui media sosial terbentuk oleh strategi brand identity Ruangguru yang 

inklusif, progresif, dan inovatif, brand personality/character yang murah hati, brand 

association sebagai pemberi kerja yang memiliki kepedulian terhadap akses pendidikan, brand 

behavior yang fleksibel dan respectful, serta brand competence Ruangguru sebagai penyedia 

ruang bagi perbuatan baik dalam dunia pendidikan. Strategi komunikasi employer brand image 

Ruangguru di media sosial ini ternyata sinergis dengan consumer’s image para kandidat 

karyawan yang kemudian menjadikan Ruangguru sebagai tempat kerja impian (employer of 

choice). Penelitian ini berkonstribusi signifikan terhadap pengembangan teori komunikasi citra 

merek dalam konteks sumber daya manusia, komunikasi korporat, dan komunikasi organisasi.  

 

Kata Kunci: Employer Branding, Employer Image, Komunikasi Korporat, Citra Merek, 

Ruangguru. 
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EMPLOYER BRAND IMAGE STRATEGY OF RUANGGURU ON SOCIAL MEDIA 

(THE CASE OF PT RUANG RAYA INDONESIA) 

 

Agung Mardiyanto 

 

ABSTRACT 

 

There is a unique phenomenon in the world of work today. Unemployment is high, but 

companies are having a hard time getting employees. This is because talented employees have 

full authority and power to choose to join a company. Therefore, companies need an effective 

employer branding strategy to win the war for talent in the labor market. Employing Wijaya's 

brand image dimension theory approach, this study describes how Ruangguru's employer 

brand image strategy uses social media. This study applies a descriptive case study method 

with textual and digital observation data collection techniques. A series of interviews with both 

the main subject of the corporate communication, supporting subjects from the human 

resources department and the comparing subjects of employee candidates to validate the data. 

Meanwhile, Ruangguru's social media that became the object of observation were Medium, 

LinkedIn, and Instagram. The findings show that Ruangguru's employer brand image through 

social media is formed by Ruangguru's inclusive, progressive, and innovative brand identity 

strategy, generous brand personality/character, the brand association as an employer who 

cares about access to education, flexible and respectful brand behavior, as well as the brand 

competence of Ruangguru as a provider of space for good deeds in education. The 

communication strategy of Ruangguru's employer brand image on social media turned out to 

be synergistic with the consumer's image of employee candidates who then made Ruangguru 

the employer of choice. This research contributes significantly to the development of brand 

image communication theory in the context of human resources, corporate communication, 

and organizational communication. 

 

Keywords: Employer Branding, Employer Image, Corporate Communication, Brand Image, 

Ruangguru. 
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