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ANALISIS STRATEGI KOMUNIKASI MEREK
INTERNATIONAL GLOBAL NETWORK SEBAGAI
PENYELENGGARA ASIA YOUTH MODEL UNITED NATIONS
DALAM MEMBENTUK CITRA GLOBAL

VEGA ISMARYANI PUTRI

ABSTRAK

Penelitian ini bertujuan untuk menganalisis strategi komunikasi merek
International Global Network (IGN) dalam membentuk persepsi global terhadap
citra brand, serta memahami alasan mendasar IGN melakukan strategi tersebut.
Metode yang digunakan adalah studi kasus dengan pendekatan kualitatif
berdasarkan kerangka Robert K. Yin, melalui wawancara (termasuk wawancara
online) dengan pihak internal (CEO, tim marketing, divisi event), konsultan
eksternal, dan delegates internasional, serta analisis dokumentasi digital. Hasil
peelitian menunjukkan Strategi komunikasi merek International Global Network
(IGN) dalam membentuk persepsi global dijalankan melalui tiga pilar utama, yaitu
inovasi, optimalisasi, dan kemitraan. Inovasi dilakukan melalui storytelling digital,
video pendek, dan narasi alumni untuk membangun kedekatan emosional dengan
audiens global. Optimalisasi diwujudkan lewat pemanfaatan data analitik,
konsistensi identitas visual, dan pengalaman imersif delegates yang memperkuat
citra profesional. Sementara itu, kemitraan dengan influencer, universitas, dan
NGO internasional memperluas jangkauan serta legitimasi global IGN. Alasan IGN
melakukan strategi komunikasi merek untuk membentuk citra global bersifat
multidimensional, mencakup dimensi filosofis, strategis, dan operasional. Secara
filosofis, citra global dibangun atas komitmen terhadap kualitas sebagai sinyal
kredibilitas (quality signal). Secara strategis, komunikasi merek digunakan untuk
memperkuat positioning internasional melalui partisipasi multinasional dan
kolaborasi lintas negara (global mytht). Secara operasional, strategi ini diwujudkan
melalui storytelling digital, pengalaman acara yang imersif, serta penanaman nilai
edukasi dan pemberdayaan peserta sebagai bentuk tanggung jawab sosial (social

responsibility).
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ANALYSIS OF INTERNATIONAL GLOBAL NETWORK’S
BRAND COMMUNICATION STRATEGY AS THE ORGANIZER
OF THE ASIA YOUTH MODEL UNITED NATIONS IN
SHAPING A GLOBAL IMAGE

VEGA ISMARYANI PUTRI

ABSTRACT

This study aims to analyze the brand communication strategy of International
Global Network (IGN) in shaping global perceptions of its brand image and to
understand the underlying reasons for adopting this strategy. A qualitative case
study method based on Robert K. Yin’s framework was employed, utilizing
interviews (including online sessions) with internal stakeholders (CEO, marketing
team, events division), external consultants, and international delegates, alongside
an analysis of digital documentation. The findings reveal that IGN’s brand
communication strategy for shaping global perception is executed through three
main pillars: innovation, optimization, and partnership. Innovation is driven by
digital storytelling, short videos, and alumni narratives designed to foster
emotional connections with a global audience. Optimization is achieved through
the use of data analytics, consistent visual identity, and immersive delegate
experiences that reinforce a professional image. Meanwhile, partnerships with
influencers, universities, and international NGOs expand IGN’s reach and global
legitimacy. The rationale behind IGN’s strategy to shape a global image is
multidimensional, encompassing philosophical, strategic, and operational aspects.
Philosophically, the global image is built upon a commitment to quality as a signal
of credibility. Strategically, brand communication is used to strengthen
international positioning through multinational participation and cross-border
collaboration (leveraging the "global myth™). Operationally, the strategy is realized
through digital storytelling, immersive event experiences, and the integration of
educational and empowerment values for participants as a form of social

responsibility.
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