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ANALISIS STRATEGI BRAND COLLABORATION 

DALAM MEMBANGUN KETERLIBATAN KOMUNITAS 

: STUDI KASUS BEAZT ID X RAWBLOCK 

IVAN VICTOR LUCAS 

    ABSTRAK  

 

Penelitian ini membahas strategi brand collaboration antara Beazt ID dan 

Rawblock melalui program Rawblock Mob dalam mendorong keterlibatan 

komunitas sebagai aktor kreatif sekaligus membentuk shared identity pada 

komunitas skateboard dan urban kreatif. Dalam konteks transformasi industri 

kreatif, merek tidak lagi dipandang sekadar identitas visual, melainkan entitas sosial 

yang hidup melalui interaksi komunitas. Kolaborasi ini menjadi menarik karena 

menerapkan pendekatan berbasis komunitas (community-driven collaboration), 

yang menempatkan komunitas sebagai pusat penciptaan nilai, pengalaman, dan 

identitas bersama. 

Penelitian ini menggunakan metode kualitatif dengan pendekatan studi kasus 

deskriptif. Data dikumpulkan melalui wawancara mendalam dengan pihak merek 

dan anggota komunitas aktif, observasi lapangan, serta dokumentasi digital. 

Analisis data dilakukan menggunakan model Miles dan Huberman melalui tahapan 

reduksi data, penyajian data, dan penarikan kesimpulan. 

Hasil penelitian menunjukkan bahwa kolaborasi Beazt ID x Rawblock membentuk 

pola community-driven co-branding yang mampu membangun keterlibatan 

komunitas melalui tiga tahapan utama, yaitu penyelarasan nilai (value alignment) 

yang berakar pada budaya Do It Yourself (DIY), keterlibatan komunitas (community 

engagement), dan proses penciptaan bersama (co-creation). Interaksi sosial yang 

berulang serta pengalaman kolektif dalam aktivitas offline di skate spot maupun 

interaksi digital melalui user-generated content dan media sosial membentuk 

shared identity yang kuat di antara anggota komunitas. 
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Penelitian ini menunjukkan bahwa kolaborasi merek tidak hanya berfungsi sebagai 

strategi pemasaran, tetapi juga sebagai mekanisme pembentukan ekosistem sosial 

yang memungkinkan komunitas berperan aktif dalam proses penciptaan nilai dan 

identitas kolektif. Temuan ini menghasilkan perspektif baru mengenai praktik 

kolaborasi merek berbasis komunitas dalam budaya urban kreatif, serta relevan bagi 

pelaku industri kreatif yang ingin membangun hubungan merek yang lebih 

partisipatif, autentik, dan berkelanjutan. 

 

Kata Kunci: Brand Collaboration, Community Engagement, Shared Identity, Co-

creation, Skateboard Culture. 
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ANALYSIS OF BRAND COLLABORATION STRATEGIES IN 

BUILDING COMMUNITY ENGAGEMENT: A CASE STUDY OF 

BEAZT ID X RAWBLOCK 

IVAN VICTOR LUCAS 

    ABSTRACT  

 

This study examines the brand collaboration strategy between Beazt ID and 

Rawblock through the Rawblock Mob program in encouraging community 

engagement as creative actors while simultaneously shaping a shared identity 

within skateboard and urban creative communities. In the context of the 

transformation of the creative industry, brands are no longer viewed merely as 

visual identities, but as social entities that thrive through community interaction. 

This collaboration is particularly significant because it adopts a community-driven 

collaboration approach, positioning the community as the center of value creation, 

shared experiences, and collective identity formation. 

This research employs a qualitative method with a descriptive case study approach. 

Data were collected through in-depth interviews with brand representatives and 

active community members, field observations, and digital documentation. Data 

analysis was conducted using the Miles and Huberman model, consisting of data 

reduction, data display, and conclusion drawing. 

The findings reveal that the collaboration between Beazt ID and Rawblock 

established a pattern of community-driven co-branding capable of fostering 

community engagement through three main stages: value alignment rooted in the 

Do It Yourself (DIY) culture, community engagement, and co-creation processes. 

Repeated social interactions and collective experiences through offline activities at 

skate spots, as well as digital interactions through user-generated content and 

social media, contributed to the formation of a strong shared identity among 

community members. 
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This study demonstrates that brand collaboration functions not only as a marketing 

strategy, but also as a mechanism for building a social ecosystem that enables 

communities to actively participate in the creation of value and collective identity. 

The findings offer a new perspective on community-based brand collaboration 

practices within urban creative culture and are relevant for creative industry 

practitioners seeking to build more participatory, authentic, and sustainable brand 

relationships. 

 

Keywords: Brand Collaboration, Community Engagement, Shared Identity, Co-

creation, Skateboard Culture. 
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