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ABSTRAK

Kampanye digital melalui TikTok menuntut strategi konten yang mampu menyesuaikan
tujuan komunikasi dengan karakteristik audiens serta melibatkan kolaborasi antarpihak.
Kampanye UGC BRI #BRImoWorldXperience melalui influencer di Taipei menjadi salah
satu bentuk pemanfaatan TikTok dalam mendukung promosi pembukaan rekening BRImo.
Penelitian ini bertujuan untuk menganalisis strategi konten kampanye UGC BRI
#BRImoWorldXperience berdasarkan model Research, Planning, Implementation, and
Evaluation (RPIE), serta menganalisis kolaborasi antara Tim Sales dan Tim Creative & Key
Opinion Leader (KOL) Suara.com dalam penyusunan dan pelaksanaan strategi konten.
Penelitian ini menggunakan metode kualitatif dengan pendekatan studi kasus. Data
diperoleh melalui wawancara mendalam, observasi non-partisipatif, dan studi dokumentasi
terhadap Rendy Wingston Erasmus Makalew selaku Manajer Sales, Winalda Tuzzahra
Herwinawawi selaku Head of Creative & KOL, Gerhard Lukita selaku influencer, serta
Christina Tandaju, S.I.LKom., M.Si. sebagai triangulator ahli. Analisis data menggunakan
model Miles, Huberman, dan Saldafia dengan keabsahan data melalui triangulasi sumber.
Hasil penelitian menunjukkan bahwa strategi konten diterapkan melalui tahapan research,
planning, implementation, dan evaluation, mulai dari identifikasi kebutuhan komunikasi,
penyusunan brief, penetapan key message, pemilihan influencer, produksi, review, revisi,
approval, publikasi, hingga evaluasi berdasarkan KPI dan performa konten. Kolaborasi Tim
Sales dan Tim Creative & KOL dilakukan melalui pembagian peran, koordinasi
berkelanjutan, serta penyelesaian perbedaan melalui diskusi dan negosiasi.

Kata Kunci: Strategi Konten, Kampanye UGC BRI #BRImoWorldXperience, TikTok,
Public Relations, RPIE, Kolaborasi Tim.
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ABSTRACT

Digital campaigns on TikTok require content strategies that align communication objectives
with audience characteristics and involve collaboration among relevant parties. The BRI
UGC campaign #BRImoWorldXperience through an influencer in Taipei represents the use
of TikTok to support the promotion of BRImo account opening. This study aims to analyze
the content strategy of the BRI UGC campaign #BRImoWorldXperience based on the
Research, Planning, Implementation, and Evaluation (RPIE) model, as well as to analyze
the collaboration between the Sales Team and Creative & Key Opinion Leader (KOL) Team
of Suara.com in developing and implementing the content strategy. This study employs a
qualitative method with a case study approach. Data were collected through in-depth
interviews, non-participant observation, and documentation involving Rendy Wingston
Erasmus Makalew as Sales Manager, Winalda Tuzzahra Herwinawawi as Head of Creative
& KOL, Gerhard Lukita as the influencer, and Christina Tandaju, S.I.LKom., M.Si. as an
expert triangulator. Data were analyzed using the Miles, Huberman, and Saldafia model,
with data validity examined through source triangulation. The findings show that the content
strategy was implemented through the stages of research, planning, implementation, and
evaluation, including communication needs identification, brief development, key message
determination, influencer selection, production, review, revision, approval, publication, and
evaluation based on KPIs and content performance. Collaboration between the Sales Team
and Creative & KOL Team involved role distribution, continuous coordination, and
resolving differences through discussion and negotiation.

Keywords: Content Strategy, BRI UGC Campaign #BRImoWorldXperience, TikTok,
Public Relations, RPIE, Team Collaboration.
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