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ABSTRAK 

 

 

Industri ritel fesyen premium di Indonesia menunjukkan ekspansi pesat dan 

dinamika pasar yang tinggi, sehingga menuntut strategi komunikasi pemasaran 

yang adaptif guna memperkuat dan mempertahankan posisi merek di tengah 

persaingan. Dalam konteks ini, pembangunan kesadaran merek menjadi krusial dan 

dapat dicapai secara efektif melalui media sosial dengan memanfaatkan peran 

strategis Key Opinion Leader (KOL) dalam lanskap pemasaran digital. PT Kurnia 

Ciptamoda Gemilang, sebagai pemain utama di sektor ini, telah mengadopsi 

pendekatan tersebut untuk A|X Armani Exchange melalui strategi pemasaran 

digital yang terintegrasi. Laporan ini merupakan hasil program magang selama 100 

hari yang dijalani penulis sebagai KOL Specialist Intern, yang berfokus pada 

implementasi Integrated Marketing Communications (IMC) dan Influencer 

Marketing, serta analisis mendalam terhadap peran multifaset seorang KOL 

Specialist dalam proses seleksi, negosiasi, dan manajemen KOL. Kontribusi penulis 

mencakup penyusunan daftar KOL sesuai citra merek, komunikasi dan negosiasi 

kerja sama, penyusunan brief konten, pengelolaan product seeding, pemantauan 

konten unggahan, evaluasi hasil kampanye, serta pelaporan performa kampanye 

digital secara menyeluruh. 

 

Kata kunci: Armani Exchange, Influencer Marketing, Intergrated Marketing 

Communication, KOL Specialist. 
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THE ROLE OF KOL SPECIALIST AT PT KURNIA 

CIPTAMODA GEMILANG (ARMANI EXCHANGE BRAND) 

Cindy Florencia 

 

ABSTRACT 

 

 

The premium fashion retail industry in Indonesia is experiencing rapid growth and 

dynamic market shifts, demanding adaptive marketing communication strategies to 

strengthen and maintain brand positioning amid intense competition. In this 

context, building brand awareness is essential and can be effectively achieved 

through social media platforms by leveraging the strategic role of Key Opinion 

Leaders (KOL) within the digital marketing ecosystem. PT Kurnia Ciptamoda 

Gemilang, a leading entity in this sector, has implemented this approach for A|X 

Armani Exchange through an integrated digital marketing strategy. This report is 

based on a 100-day internship undertaken by the writer as a KOL Specialist Intern, 

focusing on the implementation of Integrated Marketing Communications (IMC) 

and Influencer Marketing, as well as an in-depth analysis of the multifaceted role 

of a KOL Specialist in the selection, negotiation, and management of KOLs. The 

writer’s contributions include curating a list of KOLs aligned with brand identity, 

executing communication and partnership negotiations, preparing detailed content 

briefs, managing product seeding processes, monitoring KOL content uploads, 

evaluating campaign outcomes, and compiling performance reports of digital 

campaigns. 

 

Keywords: Armani Exchange, Influencer Marketing, Integrated Marketing 

Communications, KOL Specialist. 
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