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ABSTRAK

Pesatnya digitalisasi memaksa Usaha Mikro, Kecil, dan Menengah (UMKM) untuk
beralih ke platform digital, namun banyak yang terkendala oleh keterbatasan
sumber daya manusia dan keahlian kreatif. Penelitian ini bertujuan untuk
menganalisis strategi pengembangan konten digital oleh agensi kreatif Nookha
Project dan Kok Creative dalam memperkuat komunikasi pemasaran UMKM
melalui platform Instagram. Menggunakan paradigma konstruktivisme dengan
metode kualitatif deskriptif, data dikumpulkan melalui wawancara mendalam,
observasi, dan dokumentasi. Hasil penelitian menunjukkan bahwa pengembangan
konten dilakukan melalui tiga tahap sistematis: perencanaan berbasis content pillar,
pelaksanaan melalui integrasi elemen Integrated Marketing Communication (IMC),
dan evaluasi berbasis data insight. Ditemukan dua jalur strategi inovatif untuk
mengatasi keterbatasan anggaran UMKM: Nookha Project menggunakan
pendekatan estetika premium melalui teknik smartphone cinematography (Low
Budget Hack), sementara Kok Creative menekankan kedekatan emosional dengan
melibatkan pemilik UMKM sebagai, talenta konten (User-Generated Talent).
Kebaruan penelitian ini mengungkapkan peran agensi kreatif yang bertransformasi
menjadi "Pembimbing Sosial* yang memberikan edukasi dan pemberdayaan bagi
UMKM. Kesimpulannya, sinergi antara kreativitas teknis dan pendekatan
relasional menjadi kunci keberhasilan komunikasi pemasaran UMKM di ekosistem
digital.

Kata Kunci: Strategi Konten, Agensi Kreatif, UMKM, Instagram, IMC.
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ABSTRACT

The rapid pace of digitalization has forced Micro, Small, and Medium Enterprises
(MSMEs) to shift to digital platforms, yet many are hindered by limited human
resources and creative expertise. This study aims to analyze the digital content
development strategies employed by creative agencies Nookha Project and Kok
Creative in strengthening MSME marketing communications through the
Instagram platform. Using a constructivism paradigm with a descriptive qualitative
method, data were collected through in-depth interviews, observation, and
documentation. The results indicate that content development is carried out through
three systematic stages: planning based on content pillars, implementation through
the integration of Integrated Marketing Communication (IMC) elements, and
evaluation based on insight data. Two innovative strategic paths were found to
overcome MSME budget constraints: Nookha Project uses a premium aesthetic
approach through smartphone cinematography techniques (Low Budget Hack),
while Kok Creative emphasizes emotional proximity by involving MSME owners as
content talent (User-Generated Talent). The novelty of this research reveals the
role of creative agencies transforming into “Social Mentors" providing education
and empowerment for MSMEs. In conclusion, the synergy between technical
creativity and a relational approach is the key to the success of MSME marketing
communications in the digital ecosystem.

Keywords: Content Strategy, Creative Agency, MSMEs, Digital Marketing
Communication, IMC.
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