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CHAPTER I 

INTRODUCTION 

 

1.1 Background 

In today's era of rapid technological advancement and digital transformation, the 

demand for graduates who are ready to enter the workforce continues to increase. 

Higher education institutions are expected not only to equip students with academic 

knowledge but also to prepare them for the challenges and demands of the 

professional world. To support this objective, Politeknik Negeri Jakarta requires 

students to participate in the Internship Program as part of the academic curriculum. 

The internship program provides students with valuable opportunities to gain 

practical experience, develop professional skills, and understand how theories 

learned in the classroom are applied in the workplace. For the author, a student of 

the English for Business and Professional Communication (BISPRO) Study 

Program, this program served as a meaningful opportunity to apply communication 

and writing skills that had been acquired during formal education. 

The author completed the internship at Dayalima Group, a consulting company 

specializing in Human Resource (HR) and Leadership Development. The company 

has played an important role in helping organizations across various sectors 

enhance their human capital, ranging from leadership competency development and 

professional training to strategic HR solutions. This internship was expected to 

serve as a valuable foundation for the author in developing professional writing and 

communication skills. 

As digital communication becomes increasingly important in business, Dayalima 

Group has recognized the importance of maintaining a strong digital presence to 

reach a wider audience. The rapid growth of social media in recent years has 

fundamentally changed how companies communicate with their audiences. 
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Platforms such as Instagram and LinkedIn have become primary channels for 

reaching potential clients, building brand awareness, and strengthening a company's 

digital image. In line with this shift, Dayalima Group has actively developed its 

digital presence, both for promoting programs and events, and for building the 

personal brand of its company leaders in the professional audience. 

During the internship, the author was directly involved in two main areas of work: 

applying copywriting to support the promotion of company events through social 

media and drafting LinkedIn content to build the personal branding of Dayalima 

Group's CEO. Both activities reflected how copywriting serves as a key element in 

optimizing a company's social media marketing strategy, from capturing audience 

attention, to delivering messages strategically, to encouraging meaningful 

engagement. This report was prepared to document, analyze, and reflect on those 

experiences as an academic requirement and as a practical contribution to the 

understanding of copywriting implementation within a professional services 

company. 

1.2 Scope of Activity 

During the internship at Dayalima Group, the author was placed in the marketing 

division. The author was involved in activities focused on creating digital content 

to support the company's communication and marketing initiatives. The scope of 

activities carried out was as follows: 

1. Implementing copywriting strategies to support the promotion of activities 

organized by Dayalima Group through social media. This involved drafting 

captions, taglines, and promotional text (social media copy) tailored to each 

platform, with attention to tone, language style, and the target audience of 

each event. 

2. Creating LinkedIn content as part of building the personal branding of 

Dayalima Group's CEO. The author was involved in crafting copywriting 

focused on three main areas: thought leadership to position the CEO as an 
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expert in the HR and leadership industry; corporate narratives to convey the 

company's values and vision; and key business initiatives to communicate 

the company's strategic programs and initiatives to a professional audience 

on LinkedIn. 

3. Participating in several events organized to build closer and more 

meaningful relationships with Dayalima Group's clients, while at the same 

time strengthening the company's image as a trusted partner in the Human 

Resource and leadership industry. 

Overall, this report specifically discusses the implementation of copywriting in two 

main contexts: first, drafting social media copy for the promotion of Dayalima 

Group's events on Instagram; and second, drafting LinkedIn content to build the 

CEO's personal brand. Both focal points are analyzed and reflected upon throughout 

this report. 

1.3 Time and Place of Activities  

The internship was conducted over a period of three months under a hybrid working 

arrangement, in accordance with company policy. This arrangement combined 

Work From Office (WFO), Work From Home (WFH), and Work From Anywhere 

(WFA), allowing the author to carry out tasks both on-site and remotely depending 

on operational needs. 

- Period   : 19 January 2026 - 19 April 2026 

- Working Hours : 08.30 - 17.30 

- Address  :  

● Head Office : Kantor Taman E3.3 Unit B 3-3A Kawasan, Jl. Mega 

Kuningan Barat No.RT.1, RT.1/RW.2, Kuningan, Kuningan Timur, 

Kecamatan Setiabudi, Kota Jakarta Selatan, Daerah Khusus Ibukota 

Jakarta 12950 

● Jakarta Office : Alamanda Tower, Jakarta, Jl. TB Simatupang 

No.22-26 23rd floor, RT.1/RW.1, Cilandak Bar., Daerah Khusus 

Ibukota Jakarta 12430 
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- Website  : https://www.dayalima.com/id/  

1.4 Objectives and Benefits 

1.4.1 Objectives of the Internship 

The objectives of this internship are as follows: 

1. To sharpen copywriting skills in the context of social media 

marketing, particularly in producing social media copy for 

marketing purposes. 

2. To understand how the Marketing team operates within a 

professional services company. 

3. To improve adaptability, communication skills, and teamwork in a 

professional work environment. 

4. To fulfill the academic requirements of the internship program as 

part of the curriculum of the English for Business and Professional 

Communication Study Program, Politeknik Negeri Jakarta. 

 1.4.2 Benefits 

The following benefits were expected from carrying out this internship: 

1. To improve copywriting and content writing skills, particularly in 

developing strategic and persuasive social media content. 

2. To apply business and professional communication knowledge in a 

real work environment. 

3. To gain practical experience through direct involvement in the 

planning and execution of company events as part of the company's 

marketing and branding strategy. 

4. To develop communication skills, time management, and teamwork 

in support of the company's marketing activities. 

5. To contribute to the development of the company's brand image in 

the field of human resources and leadership consulting. 
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CHAPTER IV 

CLOSING 

4.1 Conclusion 

The three-month internship at the Marketing Division of Dayalima Group, 

conducted from 19 January to 19 April 2026, provided valuable opportunities to 

apply academic knowledge in a professional setting. Through involvement in 

content creation, copywriting, social media marketing, and event-related activities, 

the author gained practical experience while developing a deeper understanding of 

communication strategies within the HR and leadership consulting industry. 

 

One of the key insights gained from the internship was the effectiveness of the 

AIDA framework in developing promotional content for Instagram. The framework 

provided a clear structure for guiding audiences from initial attention to action, 

enabling the creation of content that was both informative and persuasive. Its 

application demonstrated the importance of combining strategic messaging with 

audience-centred communication to achieve marketing objectives. 

 

Another important learning outcome was the value of storytelling in professional 

branding. The use of trending topics as a foundation for LinkedIn content 

development allowed current events and cultural discussions to be connected with 

leadership-related insights. This approach helped create content that was timely, 

relevant, and engaging while supporting the CEO's positioning as a credible thought 

leader. At the same time, it contributed to strengthening Dayalima Group's visibility 

and reputation among professional audiences. 

 

Overall, the internship confirmed the relevance of the competencies developed 

through the English for Business and Professional Communication (BISPRO) 

Study Program at Politeknik Negeri Jakarta. Skills related to writing, audience 

analysis, digital communication, and message development were applied 
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extensively throughout the internship and proved highly valuable in addressing real 

workplace demands. The experience also highlighted the importance of 

adaptability, collaboration, and initiative in a professional environment. 

4.2 Recommendation 

Drawing from the experience of completing an internship at the Marketing Division 

of Dayalima Group, the author would like to share several recommendations for 

those who will be undertaking their internship in the future — not merely as 

technical guidance, but also as a reflection on lessons learned firsthand over three 

months in a professional work environment. 

For  BISPRO Study Program, greater attention to developing a curriculum oriented 

toward business communication in the digital age is encouraged. Today's industry 

does not only demand strong language proficiency, but also an understanding of 

how messages are effectively communicated across various digital platforms. 

Strengthening digital business literacy within the curriculum would be highly 

relevant in preparing students to meet the evolving demands of the business 

communication industry. 

For students who are preparing for their internship, the author would like to share a 

few things worth keeping in mind. First, develop platform fluency and make the 

most of available technology. In today's landscape, the ability to navigate digital 

tools is no longer a bonus but it is a baseline expectation. Students are encouraged 

to actively explore platforms and tools relevant to their field, including artificial 

intelligence, which is best approached as a collaborative resource rather than a 

threat. The ability to work alongside technology with both competence and critical 

thinking will prove to be a genuine advantage in the professional world. 

Second, invest seriously in soft skills, as these are what make the most tangible 

difference in the field. The ability to communicate clearly, manage time effectively, 

receive criticism without becoming defensive, and collaborate with people from 
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different backgrounds are competencies that cannot be fully developed in a 

classroom setting alone. An internship provides a real-world space to practice all of 

these. Students who approach the experience with humility and a genuine 

willingness to grow will walk away with far more than just a grade. 

Third, embrace the process, including the parts that are difficult. There will be days 

when the workload feels overwhelming, when expectations fall short, or when 

mistakes happen under the pressure of deadlines. Yet it is precisely in those 

moments that the most meaningful learning takes place. Every challenge 

encountered during an internship, when met with reflection and an open mind, 

builds a far stronger foundation than any experience that unfolds without friction. 
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Appendix 2. Output 

• Copywriting for Social Media Marketing 
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• Identification of Trending Topics 

 

 
 

 
 

 

 

 


