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Strategi Brand Image dan Brand Relationships Shopee dan UMKM 
Local Brands melalui Program "Shopee Pilih Lokal" 

 
 Lestari Diharsono 

 
ABSTRAK 

 

Penelitian ini bertujuan untuk menganalisis strategi brand image dan brand relationships 

antara Shopee dan brand lokal dalam program kampanye “Shopee Pilih Lokal” di Indonesia. 

Perkembangan platform digital yang semakin pesat mendorong terciptanya kerja sama 

antara marketplace dan pelaku usaha lokal untuk meningkatkan daya saing produk dalam 

negeri. Kampanye Shopee Pilih Lokal menjadi salah satu bentuk dukungan platform digital 

dalam memperluas jangkauan pasar, meningkatkan kesadaran merek, serta mendorong 

perkembangan penjualan brand lokal melalui berbagai aktivitas komunikasi pemasaran 

terpadu. 

 

Hasil penelitian menunjukkan bahwa strategi brand image dan brand relationships antara 

platform digital dan brand lokal dibangun melalui penyelarasan tujuan (shared goals), 

pertukaran informasi (information exchange), penciptaan nilai bersama (co-creation), 

integrasi media komunikasi digital konstruksi pesan yang konsisten, serta keterlibatan  

berbagai aktor dalam ekosistem komunikasi digital. Penelitian ini juga menemukan bahwa 

strategi komunikasi kooperatif digunakan karena mampu meningkatkan kredibilitas pesan, 

memperluas eksposur komunikasi, menjaga konsistensi informasi, dan memperkuat persepsi 

positif konsumen terhadap brand lokal.  

 

Kata kunci: komunikasi kolaboratif, Shopee, brand lokal, marketplace, Shopee Pilih Lokal, 

strategi pemasaran digital. 
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Strategi Brand Image dan Brand Relationships Shopee dan UMKM 

Local Brands melalui Program "Shopee Pilih Lokal" 

 

Lestari Diharsono 

 
ABSTRACT 

 

This study aims to analyze the collaborative communication strategy between Shopee and 

local brands in the “Shopee Pilih Lokal” campaign program in Indonesia. The rapid 

development of digital platforms today has encouraged the creation of partnerships between 

marketplaces and local business actors to enhance the competitiveness of domestic products. 

The Shopee Pilih Lokal campaign has become one form of digital platform support in 

expanding market reach, increasing brand awareness, and driving the growth of local brands 

in sales performance through various integrated communication activities 

 

The findings reveal that collaborative communication strategies between digital platforms 

and local brands are implemented through several key processes, including the alignment of 

shared goals, information exchange, value co-creation, digital media integration, consistent 

message construction, and multi-actor communication. Furthermore, the study finds that 

collaborative communication strategies are utilized because they enhance message 

credibility, expand communication reach, ensure message consistency, and contribute to the 

development of positive consumer perceptions toward local brands. 

 

Keywords: collaborative communication, Shopee, Local brand, marketplace, Shopee Pilh 

Lokal, digital marketing strategy 
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