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ANALISIS STRATEGI EMPLOYEE-PEOPLE BRAND
COMMUNITY ACTIVITY TERHADAP EFEKTIVITAS
INTERNAL BRANDING

Riska Dwinda Elsyah

ABSTRAK

Penelitian ini bertujuan untuk menganalisis peran dari employee-people brand
community activity terhadap peningkatan internal branding yang dikaji dari 3
indikator yaitu brand identification, brand commitment, dan brand-building
behavior terhadap pekerja junior millenial di perusahaan digital startup di Jakarta.
Metode penelitian menggunakan metode deskriptif analisis dengan teknik
kualitatif melalui wawancara langsung kepada karyawan millenial di 2 perusahaan
digital startup Jakarta yaitu Tokoin dan PAYFAZZ sebagai informan first insight
dalam penelitian ini serta employer branding specialist dan community manager
sebagai triangulator. Metode penelitian ini juga menggunakan data perusahaan
dan kajian literatur sebagai data sekunder. Hasil dari penelitian ini adalah
menemukan model dari employee-people brand community activity yang
menjelaskan hubungan, proses, faktor-faktor yang mempengaruhi employee-
people brand community activity dan outcome internal branding serta
menemukan dampaknya terhadap internal branding pada diri karyawan millenial
perusahaan. Saran bagi penelitian selanjutnya adalah melakukan penelitian
kuantitatif untuk menguji model dari employee-people brand community activity
serta saran bagi perusahaan adalah membuat book-guide untuk karyawan agar
dapat memahami lebih baik brand attribute dan brand ideologies perusahaan serta
membuat kegiatan komunitas yang berkelanjutan dengan melibatkan seluruh
karyawan perusahaan.

Kata kunci : employee-people brand community activity, internal branding,
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ANALISIS STRATEGI EMPLOYEE-PEOPLE BRAND
COMMUNITY ACTIVITY TERHADAP EFEKTIVITAS
INTERNAL BRANDING

Riska Dwinda Elsyah

ABSTRACT

This research aims to analyze the role of employee-people brand
community activity through internal branding that examined from 3 indicators
which is brand identification, brand commitment, and brand-building behavior
through junior millenial workers in digital startup company in Jakarta. This
research using qualitative method and direct interview to take the data from
millenial workers in 2 digital startup company as first insight informan and also
involved an employer branding specialist and community manager as triangulator
from branding on these companies. This research also companys’ data and
literature review from international and national journal. The results of this
research are finding the model from employee-people brand community activity
that explain about relation, process flow, and factors that influenced both
variabels also the impact through internal branding on millenial workers in
company. This research suggest the next research to do quantitative research to
examine model of employee-people brand community activity on this research
and suggest the company to make book-guide for employees so they can get better
understanding about brand attribute and brand ideologies of company and also
make the sustainable community activity which involved the role of all employees
within the company.

Keywords : employee-people brand community activity, internal branding
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