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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. 

  



xiii 

 
UNIVERSITAS NASIONAL 

DAFTAR ISI 

 

PERSETUJUAN SKRIPSI ................................................................................... i 

PERNYATAAN ORISINALITAS ....................................................................... ii 

KATA PENGANTAR ...................................................................................... viii 

ABSTRAK ......................................................................................................... xi 

ABSTRACT ........................................................................................................ xii 

DAFTAR ISI .................................................................................................... xiii 

DAFTAR TABEL ............................................................................................. xv 

DAFTAR GAMBAR ........................................................................................ xvi 

BAB 1 PENDAHULUAN................................................................................... 1 

1.1 Latar Belakang ........................................................................................... 1 

1.2 Rumusan Masalah ...................................................................................... 3 

1.3 Tujuan Penelitian ........................................................................................ 4 

1.4 Manfaat Penelitian ...................................................................................... 4 

BAB 2 TINJAUAN PUSTAKA ......................................................................... 6 

2.1 Penelitian Terdahulu ................................................................................... 6 

2.1.1 Perbandingan, GAP, dan Novelty.......................................................... 9 

2.2 Landasan Teori ......................................................................................... 11 

2.3 Konsep ..................................................................................................... 13 

2.3.1 Agensi Kreatif .................................................................................... 13 

2.3.2 Usaha, Mikro, Kecil, dan Menengah (UMKM)................................... 15 

2.3.3 Komunikasi Pemasaran Konten Digital .............................................. 17 

2.3.4 Strategi Konten Digital ....................................................................... 18 

2.3.5 Pendekatan Pengembangan ................................................................ 20 

2.4 Kerangka Pemikiran ................................................................................. 23 

BAB 3 METODE PENELITIAN .................................................................... 24 
3.1 Paradigma Penelitian ................................................................................ 24 

3.2 Pendekatan Penelitian ............................................................................... 24 

3.3 Metode Penelitian ..................................................................................... 25 

3.4 Teknik Pengumpulan Data ........................................................................ 25 

3.5 Jenis Data ................................................................................................. 27 

3.6 Teknik Pemilihan Informan ...................................................................... 28 

3.7 Teknik Analisis Data ................................................................................ 29 

3.7.1 Reduksi Data ...................................................................................... 29 



xiv 

 
UNIVERSITAS NASIONAL 

3.7.2 Penyajian Data ................................................................................... 31 

3.7.3 Penarikan Kesimpulan dan Verifikasi ................................................. 31 

3.8 Teknik Keabsahan Data ............................................................................ 32 

3.9 Definisi Operasional dan Instrumen Penelitian .......................................... 32 

3.10 Pedoman Wawancara (Interview Guide) ................................................. 34 

BAB 4 HASIL PENELITIAN DAN PEMBAHASAN .................................... 36 

4.1 Profil Agensi ............................................................................................ 36 

4.1.1 Agensi Nookha Project ....................................................................... 36 

4.1.2 Agensi Kok Creative .......................................................................... 39 

4.1.3 Profil Informan .................................................................................. 42 

4.2 Hasil Penelitian ........................................................................................ 43 

4.2.1 Proses Perencanaan Strategi Konten Digital di Instagram ................... 43 

4.2.2 Implementasi dan Pengelolaan Konten Digital di Instagram ............... 56 

4.2.3 Pendekatan Pengembangan dalam Mendampingi UMKM .................. 66 

4.2.4 Temuan Hasil Penelitian .................................................................... 74 

4.3 Pembahasan .............................................................................................. 76 

4.3.1 Analisis Berdasarkan Kerangka IMC .................................................. 76 

4.3.2 Analisis Berdasarkan Lima Komponen Strategi Konten Digital .......... 78 

4.3.3 Analisis Komparatif: Nookha Project dan Kok Creative ..................... 80 

4.3.4 Temuan Kebaruan Penelitian (Novelty) .............................................. 81 

BAB 5 PENUTUP ............................................................................................ 82 

5.1 Kesimpulan .............................................................................................. 82 

5.2 Saran ........................................................................................................ 83 

DAFTAR PUSTAKA ........................................................................................ 85 

LAMPIRAN ...................................................................................................... 89 
 

  



xv 

 
UNIVERSITAS NASIONAL 

DAFTAR TABEL 

Tabel 2. 1 Penelitian Terdahulu ............................................................................ 6 

Tabel 2. 2 Aspek - Aspek Teori IMC ................................................................. 12 

 

Tabel 2.3 4 Komponen Strategi Konten Digital .................................................. 19 

Tabel 2.3 5 Pendekatan Pengembangan .............................................................. 21 

  

Tabel 3.6 1 Informan Penelitian ......................................................................... 28 

 

Tabel 3.9 1 Instrumen Penelitian ........................................................................ 33 

 

Tabel 4.1 3 Profil Informan ................................................................................ 43 

 

Tabel 4.2. 1 Perbandingan Proses Perencanaan Strategi Konten Digital.............. 54 

Tabel 4.2. 2 Perbandingan Implementasi dan Pengelolaan Konten Digital .......... 64 

Tabel 4.2. 3 Perbandingan Pendekatan Pengembangan UMKM ......................... 72 

Tabel 4.2. 4 Temuan Hasil Penelitian Berdasarkan Tiga Rumusan Masalah ....... 74 

 

Tabel 4.3 1 Perbandingan Nookha Project dan Kok.Creative .............................. 76 

Tabel 4.3 2 Komponen Strategi Konten Digital Nookha Project dan Kok.Creative

 .......................................................................................................................... 78 

Tabel 4.3 3 Pendampingan UMKM Nookha Project dan Kok.Creative ............... 80 

  



xvi 

 
UNIVERSITAS NASIONAL 

DAFTAR GAMBAR 

 

  

Gambar 4.1.1 1 Logo Agensi Nookha Project .................................................... 36 

Gambar 4.1.1 2 Struktur Organisasi Nookha Project ......................................... 38 

 

Gambar 4.1.2 1 Logo Agensi Kok.Creative ........................................................ 39 

Gambar 4.1.2 2 Struktur Organisasi Agensi Kok.Creative .................................. 41 

 

Gambar 4.2.1 1 Contoh Eksplorasi Brand Identity.............................................. 46 

Gambar 4.2.1 2 Membangun Identitas Dengan Branding yang Kuat ................... 47 

Gambar 4.2.1 3 Pengelolaan Konten Digital oleh Kok.Creative ......................... 52 

 

Gambar 4.2.2 1 Contoh Implementasi Konten dan Iklan Berbayar Nookha Project 

untuk Klien Mastour Travel ............................................................................... 59 

Gambar 4.2.2 2 Keterlibatan Pemilik UMKM sebagai User-Generated Talent ... 63 

 

Gambar 4.2.3 1 Feed Instagram Nookha Project................................................. 68 

Gambar 4.2.3 2 Klien Sebagai Peserta Aktif Dalam Proses Pembuatan Konten .. 70 

  

 

 

 

 

 

 

 

 

 

 

 


	PERSETUJUAN SKRIPSI
	PERNYATAAN ORISINALITAS
	KATA PENGANTAR
	ABSTRAK
	ABSTRACT
	DAFTAR ISI
	DAFTAR TABEL
	DAFTAR GAMBAR



