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Strategi Community Management di Ogilvy & Mather Indonesia 

 

 

Aprilia Azzahra Putri 

ABSTRAK 

 Perkembangan era digital sudah makin maju. Komunikasi kini sudah 

semakin intens terutama di media social. Komunikasi dua arah merupakan kunci 

penting untuk dalam membangun interaksi antara brand dan audiens di era. 

Terutama Community Manager yang memiliki tugas penting seperti merespons 

pesan langsung dari konsumen, menangani keluhan produk, serta 

mendokumentasikan dan melaporkan feedback konsumen kepada tim internal. 

Community Manager pun memiliki korelasi dengan konsep Community Relations 

yang berbasis komunikasi dua arah. Pada laporan MBKM ini, membuktikan bahwa 

Community Manager di PT Indo-ad (Ogilvy & Mather Indonesia) tidak hanya 

berperan sebagai penjaga komunikasi digital, tetapi juga sebagai garda terdepan 

dalam mencegah krisis manajemen dan menjaga citra brand.  

Kemampuan untuk merespons cepat dalam situasi krisis digital serta 

menyampaikan aspirasi konsumen secara internal juga menjadi bagian dari 

tanggung jawab yang diemban selama program berlangsung. Community Manager 

wajib menguasai keterampilan dalam komunikasi dua arah, manajemen emosi, dan 

berkomunikasi dengan efektif. Dengan pengalaman ini, penulis memberikan Solusi 

dan strategi dari kendala yang ditemukan. 

 

 

Kata Kunci: Community Manager, Komunikasi Strategis, Community 

Relations, Komplain Konsumen, Ogilvy Indonesia 
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Community Management Strategy at Ogilvy & Mather Indonesia  

Aprilia Azzahra Putri 

 

ABSTRACT (English) 

 

The development of the digital era has advanced significantly. 

Communication has become increasingly intense, especially on social media. Two-

way communication is a key element in building interaction between a brand and 

its audience in today’s era. In particular, the role of a Community Manager is 

essential, as they are responsible for responding to direct messages from consumers, 

handling product complaints, as well as documenting and reporting consumer 

feedback to the internal team. The role of a Community Manager is also closely 

related to the concept of Community Relations, which is grounded in two-way 

communication. This MBKM internship report demonstrates that a Community 

Manager at PT Indo-ad (Ogilvy & Mather Indonesia) not only acts as a digital 

communication gatekeeper but also serves as the frontliner in preventing crisis 

situations and maintaining the brand’s reputation. 

The ability to respond quickly during a digital crisis and convey consumer 

aspirations internally is also part of the responsibility carried out during the 

program. A Community Manager must master skills in two-way communication, 

emotional management, and effective interaction. Through this experience, the 

author presents solutions and strategies to address the challenges encountered. 

 

 

Keywords: Community Manager, Strategic Communication, Community 

Relations, Consumer Complaints, Ogilvy Indonesia 
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