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AKTIVITAS INFLUENCER MARKETING 

DI INFORMA (PT HOME CENTER INDONESIA RETAIL) 

 

Lydia Vania 

ABSTRAK 

Perkembangan digital marketing mendorong INFORMA (PT Home Center 
Indonesia Retail) untuk mengoptimalkan strategi influencer marketing dalam 
meningkatkan brand awareness dan daya saing. Magang selama empat bulan 
menjadi sarana untuk memahami langsung praktik strategi ini di industri ritel. 
Pemagang berperan sebagai Social Media Strategist, terlibat dalam pembuatan 
konten, pengelolaan Pinterest, analisis performa KOL, seleksi KOL, serta 
koordinasi lintas divisi. Beberapa kendala ditemukan, seperti penyesuaian 
terhadap gaya copywriting furnitur, istilah teknis produk, dan negosiasi 
pembayaran KOL yang harus disesuaikan dengan sistem internal perusahaan. 
Kendala tersebut berhasil diatasi melalui riset, komunikasi aktif, dan arahan tim. 
Hasil magang menunjukkan bahwa kolaborasi dengan KOL efektif dalam 
memperkuat citra merek dan menjangkau audiens lebih luas secara persuasif. 
Disarankan agar perusahaan mulai mengeksplorasi kolaborasi dengan KOL 
mid-macro, khususnya untuk merek ROLKA, guna mendorong brand recognition 
dan membangun top of mind di tengah pasar yang kompetitif.  
 
 
Kata kunci: Influencer Marketing, Kesadaran merek, Key Opinion Leader 
(KOL), Strategi pemasaran. 
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INFLUENCER MARKETING ACTIVITIES 

AT INFORMA (PT HOME CENTER INDONESIA RETAIL) 

Lydia Vania 

ABSTRACT 

 
The rapid development of digital marketing has encouraged INFORMA (PT Home 
Center Indonesia Retail) to optimize its influencer marketing strategy to enhance 
brand awareness and competitiveness. A four-month internship served as a 
platform to gain direct experience in implementing this strategy within the retail 
industry. The intern served as a Social Media Strategist, contributing to content 
creation, Pinterest management, KOL performance analysis, influencer selection, 
and cross-divisional coordination. Several challenges were encountered, such as 
adapting to furniture-specific copywriting styles, understanding technical product 
terms, and negotiating payment terms with KOLs to align with the company’s 
internal financial system. These challenges were addressed through independent 
research, active communication, and guidance from the team. The internship 
results showed that collaboration with KOLs is effective in strengthening brand 
image and reaching a broader audience persuasively. It is recommended that the 
company begin exploring collaborations with mid-macro KOLs, particularly for 
the ROLKA brand, to foster brand recognition and build top-of-mind awareness in 
a competitive market. 
 
 
Keywords: Brand awareness, Influencer Marketing, Key Opinion Leader (KOL), 
Marketing strategy. 
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