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ABSTRAK 

 

Untuk mencapai kemandirian energi, Indonesia tidak bisa mengandalkan sektor minyak. Kondisi 

BBM di Indonesia bisa dibilang sangat mengkhawatirkan. Harga semakin mahal, kebutuhan semakin 

meningkat. Kita harus mengimpor 700-800 ribu barel minyak setiap hari untuk memenuhi kebutuhan 

masyarakat Indonesia. Mengapa harus impor?  Karena produksi minyak kita hanya berkisar di angka 800 

ribu bph, sementara kebutuhan nasional 1,5 juta bph.  

 

Harga BBM sekarang mengikuti mekanisme pasar, otomatis akan terjadi fluktuasi harga secara 

berkala. Perubahan harga secara berkala ini memiliki kecenderungan untuk naik. Sangat kecil potensi 

harga BBM akan turun. Sektor transportasi sendiri, terutama mobil pribadi menjadi penyumbang 

kontribusi terbesar dalam pemakaian BBM. Untuk itulah, dibutuhkan konversi energi di bidang 

transportasi darat. 

 

Gas adalah salah satu opsi yang bisa menjadi solusi konversi energi. Untuk itulah pemerintah 

sekarang ini  sedang menggalakkan pembangunan sarana, prasarana, dan infrastrukturnya. Harganya 

yang jauh lebih murah dibandingkan BBM menjadi salah satu faktor mengapa gas menjadi objek 

konversi energi. Belum lagi ditambah dengan cadangannya yang sangat berlimpah di Indonesia, terbesar 

14 dunia. Kandungan oktan gas juga sangat meyakinkan, jauh melampaui Pertamax sekalipun. 

Diperlukan suatu kampanye sosial untuk mengenalkan bahan bakar gas. Masih banyak masyarakat 

yang belum aware mengenai manfaat dari bahan bakar gas. Sosialisasi dan edukasi menjadi 

keniscayaan,untuk membangun brand awareness yang kuat di kalangan masyarakat.  

 

Selagi infrastruktur bahan bakar gas sedang dalam proses pengerjaan, alangkah baiknya apabila 

masyarakat sudah mengenal, memahami, dan mau beralih menggunakan gas sebagai bahan bakar untuk 

transportasi mereka. Karena itulah, konsep kampanye yang dihadirkan berupa kampanye awareness, 

Public awareness menentukan keberhasilan program konversi energi ini. 

 

Kata kunci: Kampanye sosial awareness, konversi energi, bahan bakar minyak, bahan bakar gas, 

transportasi, mobil pribadi, Indonesia.    
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ABSTRACT 

 

 

To achieve energy independence, Indonesia cannot rely on the oil sector. Fuel condition in 

Indonesia is arguably very worrying. In Indonesia, the need of fuel increases; on the other hand, the 

price of fuel increases too meaning that it becomes more expensive. We have to import 700-800 thousand 

barrels of oil per day to fulfill the needs of Indonesian people. Why should we import? It is because our 

oil production only amounts to 800 thousand bpd, while the national need is of 1.5 million bpd. 

 

Current fuel prices follow the market mechanism, price fluctuations will automatically occur 

periodically. This periodical price changes have a tendency to increase. There is a small possibility that 

fuel prices will decrease. In transportation sector, private cars become the ones that give the largest 

contribution in fuel consumption. Therefore, energy conversion is really needed in land transportation 

sector. 

 

Gas is one of the options that can be a solution for energy conversion. Thus, the current 

government is promoting the development of facilities and infrastructure. The gas price which is much 

cheaper than fuel becomes one of the factors of why gas becomes the object of energy conversion object. 

In addition, there are plentiful reserves in Indonesia; also, it turns out that Indonesia is the 14th largest 

in the world. The content of octane gas is also very convincingly even far beyond Pertamax. 

 

 

 

A social campaign is really required to introduce the fuel gas. There are still a lot of people who 

are not yet aware of the benefits of gas fuel usage. Socialization and education become a necessity for 

building strong brand awareness among the public. 

 

While gas fuel infrastructure is in the execution process, it would be nice if people have already 

known, understood, and had a will to switch their fuel usage from fuel oil into fuel gas for their 

transportation. Therefore, the campaign concept is presented in the form of awareness campaigns, and 

public awareness determines the success of this energy conversion program. 

 

Keywords: social awareness campaigns, energy conversion, fuel oil, fuel gas, transportation, private 

cars, Indonesia. 
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