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ABSTRAK

Nama . Melisa Tanjung Sari

NIM 55223120020

Program Studi . Magister [lmu Komunikasi

Judul Tesis : Strategi Komunikasi Kementerian Investasi dan Hilirisasi/BKPM
dengan Menggunakan

Pembimbing :  Dr. Afdal Makkuraga Putra, M.Si

Penelaah . Dr. Heri Budianto, M.Si

Perkembangan media baru telah mendorong lembaga pemerintah untuk bertransformasi
dalam mengelola komunikasi publik dan membangun citra institusional. Kementerian Investasi
dan Hilirisasi/BKPM menjadi salah satu institusi yang aktif memanfaatkan media sosial,
khususnya Instagram dan LinkedIn, untuk memperkuat transparansi informasi, meningkatkan
keterlibatan publik, serta membangun branding kelembagaan yang responsif dan modern.
Penelitian ini bertujuan untuk: (1) menganalisis Kementerian Investasi dan Hilirisasi/BKPM
mengembangkan dan mengimplementasikan strategi komunikasi melalui platform Instagram
dan LinkedIn untuk membangun branding institusional yang efektif; (2) mengidentifikasi
bentuk, pola, dan karakteristik konten komunikasi yang diproduksi dan disebarluaskan oleh
Kementerian Investasi dan Hilirisasi/BKPM, serta mengetahui bagaimana konten tersebut
merepresentasikan citra institusi di platform media sosial.

Penelitian menggunakan paradigma konstruktivisme dengan pendekatan kualitatif
melalui metode studi kasus. Data dikumpulkan melalui wawancara mendalam, observasi
digital, dan dokumentasi, kemudian dianalisis menggunakan teknik reduksi data, penyajian
data, dan penarikan kesimpulan, serta divalidasi melalui triangulasi sumber, member checking,
dan peer review.

Hasil penelitian menunjukkan bahwa Kementerian Investasi dan Hilirisasi/BKPM
mengembangkan strategi komunikasi digital yang terstruktur dengan membedakan fungsi
Instagram sebagai media komunikasi visual populer dan LinkedIn sebagai media profesional.
Karakteristik konten Kementerian Investasi dan Hilirisasi/BKPM mencerminkan integrasi
pesan informatif, edukatif, dan emosional yang memperkuat identitas merek institusional.
Interaksi dua arah antara Kementerian Investasi dan Hilirisasi/BKPM dan publik berkontribusi
pada peningkatan kepercayaan dan efektivitas branding, sesuai dengan teori Media Baru, Teori
Jaringan Sosial, Model Customer-Based Brand Equity, serta konsep media sosial dan branding
publik.

Secara keseluruhan, penelitian ini menyimpulkan bahwa pemanfaatan media sosial oleh
Kementerian Investasi dan Hilirisasi/BKPM mampu membangun citra lembaga yang
transparan, modern, dan dekat dengan publik, serta mendukung penguatan legitimasi dan
kredibilitas institusi di era komunikasi digital.

Kata kunci: Strategi Komunikasi, BPKM, Branding, Instagram, LinkedIn, Media Sosial.
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ABSTRACT

Name . Melisa Tanjung Sari

Student ID Number 55223120020

Study Programme . Master of Communication Science

Thesis Title : Communication Strategies of the Ministry of Investment and

Downstream Industry/BKPM Using Instagram and LinkedIn
Social Media to Build Branding

Supervisor . Dr. Afdal Makkuraga Putra, M.Si

Reviewer :  Dr. Heri Budianto, M.Si

The development of new media has encouraged government agencies to transform the
way they manage public communication and build their institutional image. The Ministry of
Investment and Downstream Industry/BKPM is one of the institutions that actively utilises
social media, particularly Instagram and LinkedIn, to strengthen information transparency,
increase public engagement, and build a responsive and modern institutional branding. This
study aims to: (1) analyse how the Ministry of Investment and Downstream Industry/BKPM
develops and implements communication strategies through Instagram and LinkedIn platforms
to build effective institutional branding; (2) identify the forms, patterns, and characteristics of
communication content produced and disseminated by the Ministry of Investment and
Downstream Industry/BKPM, and determine how this content represents the institution's image
on social media platforms.

The research uses a constructivist paradigm with a qualitative approach through a case
study method. Data was collected through in-depth interviews, digital observation, and
documentation, then analysed using data reduction, data presentation, and conclusion drawing
techniques, and validated through source triangulation, member checking, and peer review.

The results show that The Ministry of Investment and Downstream Industry/BKPM has
developed a structured digital communication strategy by differentiating the functions of
Instagram as a popular visual communication medium and LinkedIn as a professional medium.
The characteristics of The Ministry of Investment and Downstream Industry/BKPM's content
reflect the integration of informative, educational, and emotional messages that strengthen the
institutional brand identity. Two-way interaction between The Ministry of Investment and
Downstream Industry/BKPM and the public contributes to increased trust and branding
effectiveness, in line with New Media Theory, Social Network Theory, the Customer-Based
Brand Equity Model, and the concepts of social media and public branding.

Overall, this study concludes that The Ministry of Investment and Downstream
Industry/BKPM's use of social media is capable of building an image of an institution that is
transparent, modern, and close to the public, as well as supporting the strengthening of the
institution's legitimacy and credibility in the era of digital communication.

Keywords: Communication Strategy, BPKM, Branding, Instagram, LinkedIn, Social
Media.
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