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ANALISIS MODEL PENGEMBANGAN NILAI MEREK DAN BISNIS
PLATFORM MEDIA DIGITAL-AURAL 'NOICE'
(BRANDERPRENEURSHIP FRAMING ANALYSIS)

NABIL AAMMAR FARHAN

ABSTRAK

Penelitian ini mengkaji strategi pengembangan nilai merek dan model bisnis
platform digital Noice melalui perspektif branderpreneurship. Fokus penelitian
diarahkan = pada  bagaimana  Noice  mengidentifikasi, = menciptakan,
mendistribusikan, mengomunikasikan, mempertahankan, mengevaluasi, serta
memperbarui nilai merek dalam konteks persaingan industri konten audio dan video
lokal. Tujuan penelitian adalah untuk memahami praktik branding Noice secara
mendalam sekaligus melihat dampaknya terhadap konsumen, kreator, dan pelaku
industri. Penelitian ini menggunakan pendekatan kualitatif dengan metode studi
kasus, didukung oleh wawancara mendalam dengan informan utama serta
triangulator, observasi, dan analisis dokumen. Hasil penelitian menunjukkan bahwa
pengembangan nilai merek Noice berhasil membangun pondasi kuat di benak
konsumen melalui diferensiasi konten eksklusif dan identitas visual yang konsisten.
Dari sisi kreator, keberadaan Noice membuka peluang ekonomi baru melalui
monetisasi, sponsorship, dan kolaborasi, meskipun distribusi manfaat masih belum
merata karena keterbatasan program dukungan dan transparansi metrik performa.
Bagi pelaku industri, Noice berperan sebagai katalisator ekosistem konten digital
lokal dengan memperkuat kolaborasi antara kreator, merek, dan audiens. Penelitian
ini juga menegaskan perlunya pengembangan program onboarding, dashboard
performa kreator, serta insentif berjenjang untuk memperkuat loyalitas kreator dan

memperluas dampak ekonomi platform.

Kata Kunci: Branderpreneurship, pengembangan nilai merek, platform digital,

Noice, kreator, industri konten.
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ANALYSIS OF BRAND VALUE DEVELOPMENT MODEL AND
BUSINESS PLATFORM OF DIGITAL-AURAL MEDIA 'NOICE'
(BRANDERPRENEURSHIP FRAMING ANALYSIS

NABIL AAMMAR FARHAN

ABSTRACT

This study examines the strategies of brand value development and the business
model of the digital platform Noice through the perspective of branderpreneurship.
The research focuses on how Noice identifies, creates, delivers, communicates,
maintains, evaluates, and updates its brand value within the competitive landscape
of the local audio and video content industry. The objective of this research is to
provide a deeper understanding of Noice’s branding practices while also exploring
their impact on consumers, creators, and industry stakeholders. This study employs
a qualitative approach with a case study method, supported by in-depth interviews
with key informants and triangulators, observation, and document analysis. The
findings reveal that Noice’s brand value development has successfully built a strong
foundation in the minds of consumers through the differentiation of exclusive
content and consistent visual identity. From the creators’ perspective, Noice
provides new economic opportunities through monetization, sponsorships, and
collaborations, although the distribution of these benefits remains uneven due to
limited support programs and lack of transparency in performance metrics. For
industry stakeholders, Noice serves as a catalyst for the local digital content
ecosystem by strengthening collaborations among creators, brands, and audiences.
The study also highlights the necessity of developing a comprehensive onboarding
program, accessible creator performance dashboards, and tiered incentive schemes

to reinforce creator loyalty and expand the platform’s overall economic impact.

Keywords: Branderpreneurship, brand value development, digital platform, Noice,

creators, content industry.
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