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ABSTRAK 

 

Media sosial menjadi sarana komunikasi utama bagi perusahaan dalam 

membangun identitas dan citra merek, khususnya dalam branding digital. Penelitian 

ini bertujuan untuk menganalisis pengelolaan media sosial sebagai brand umbrella 

pada Divisi Marketing Indibiz Bogor. Indibiz merupakan produk Business to 

Business (B2B) dari PT Telkom Indonesia yang mempunyai berbagai solusi digital 

bagi pelaku Usaha Kecil dan Menengah (UKM). Penelitian ini menggunakan 

pendekatan kualitatif dengan metode analisis deskriptif. Teknik pengumpulan data 

dilakukan melalui wawancara mendalam, observasi, dan dokumentasi, dengan 

subjek penelitian yaitu staf Divisi Marketing Indibiz Bogor yang terlibat langsung 

dalam pengelolaan media sosial. Penelitian ini menggunakan teori Computer 

Mediated Communication (CMC) oleh John December untuk melihat proses 

komunikasi digital yang melibatkan manusia sebagai pembuat media, pencipta 

pesan, pemahaman suatu pesan, dan sebagai pertukaran informasi. Hasil penelitian 

menunjukkan bahwa pengelolaan media sosial dilakukan melalui tahapan planning, 

organizing, actuating, dan controlling (POAC). Pada tahap perencanaan dilakukan 

penyusunan strategi dan perencanaan konten, tahap pengorganisasian berupa 

pembagian tugas tim, tahap pelaksanaan melalui pembuatan dan publikasi konten 

pada media sosial dan tahap pengawasan dengan memantau insight dan melakukan 

evaluasi terhadap engagement audiens. Pengelolaan tersebut berperan dalam 

memperkuat Indibiz sebagai brand umbrella yang menaungi berbagai layanan 

digital bagi pelaku usaha. 

Kata kunci: pengelolaan media sosial, brand umbrella, Computer Mediated 

Communication (CMC), POAC 
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ABSTRACT 

 

Social media has become the primary communication tool for companies in 

building brand identity and image, particularly in digital branding. This study aims 

to analyze the management of social media as a brand umbrella in the Marketing 

Division of Indibiz Bogor. Indibiz is a Business to Business (B2B) product from PT 

Telkom Indonesia that offers various digital solutions for Small and Medium 

Enterprises (SMEs). This study uses a qualitative approach with descriptive 

analysis methods. Data collection techniques were carried out through in-depth 

interviews, observation, and documentation, with the research subjects being the 

staff of the Marketing Division of Indibiz Bogor who are directly involved in social 

media management. This study uses the Computer Mediated Communication 

(CMC) theory by John December to examine the digital communication process 

that involves humans as media makers, message creators, message understanders, 

and as information exchangers. The results of the study show that social media 

management is carried out through the stages of planning, organizing, actuating, 

and controlling (POAC). At the planning stage, strategy and content planning are 

developed, the organizing stage involves dividing team tasks, the implementation 

stage through content creation and publication on social media, and the monitoring 

stage by monitoring insights and evaluating audience engagement. This 

management plays a role in strengthening Indibiz as an umbrella brand that covers 

various digital services for business actors. 

Keywords: social media management, brand umbrella, Computer Mediated 

Communication (CMC), POAC 
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