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AKTIVITAS DIGITAL MARKETING DI 

PT MORADI (RETAIL ORANG TUA GROUP) 

(Gabriella Angelia S)

ABSTRAK

Praktik kerja magang merupakan salah satu kesempatan mahasiswa untuk 
mendapatkan pengalaman pada bidang Ilmu Komunikasi di lapangan kerja, dan 
dapat menerapkan ilmu teoritis yang diperoleh di perkuliahan. Pemagang
mengambil kesempatan melakukan praktik kerja magang sebagai Digital 
Marketing Intern di Retail Orang Tua Group, yakni MOR (PT Moradi). Pemagang
bertanggung jawab atas media sosial MOR dan dua sub-brandnya, Gorenc dan 
T’Endang. Tujuan dari praktik kerja magang ini adalah demi memperoleh 
pengalaman dalam Social Media and Mobile Marketing Strategy terhadap kenaikan 
brand awareness, memperoleh pengetahuan dan pengembangan soft skill berupa 
pencarian konten yang sedang tren, content planning, content execution, video 
editing, serta mengetahui dan mencari Key Opinion Leader (KOL) yang sesuai 
dengan brand. Tugas utama pemagang adalah content planning dan creation,
melakukan kerja sama dengan KOL, dan membuat monthly report content untuk 
insights konten. Selama melakukan praktik kerja magang, pemagang menyadari 
bahwa digital marketing memegang peran penting dalam menaikan brand 
awareness. Hal ini dapat dilihat dari kenaikan followers, account reach, dan 
account engagement pada media sosial PT Moradi, yang membuat nama brand – 
brand PT Moradi semakin dikenal. 

Kata kunci: Digital Marketing, Key Opinion Leader (KOL), Insights, Orang Tua 
Group, MOR, Gorenc, T’Endang 
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DIGITAL MARKETING ACTIVITIES AT

PT MORADI (ORANG TUA GROUP’S RETAIL) 

(Gabriella Angelia S)

ABSTRACT

Internship practice is one of the ways students can apply the theoretical knowledge 
they have learned in lectures and get real-world experience in the field of 
communication science. The intern seized the chance to work as a Digital 
Marketing Intern at MOR (PT Moradi), one of the retail of Orang Tua Group. The 
intern is in charge of social media accounts of MOR and MOR’s two sub-brands, 
T'Endang and Gorenc. The purpose of this internship is to gain experience in Social 
Media and Mobile Marketing Strategy in order to raise brand awareness. It also 
aims to impart knowledge and develop soft skills in the areas of content planning, 
execution, and search for trending content, video editing, and identifying and 
locating Key Opinion Leaders (KOLs) who align with the brand. The intern's 
primary responsibilities include content planning and creation, working with 
KOLs, and monthly report content for content insights. Through an increase in 
followers, account reach, and account engagement on PT Moradi's social media
during Internship, the intern learnt that digital marketing is crucial in raising brand 
awareness and helping the company's brands become more well-known. 

Keywords: Digital Marketing, Key Opinion Leader (KOL), Insights, Orang Tua 
Group, MOR, Gorenc, T’Endang
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