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ABSTRACT 

 

DCT Agency is a company that focuses on digital advertising. They are 

known as 'House of TikTokers' and are based in Digital Hub, BSD City, Banten. 

With the rise of TikTok social media, the DCT Agency company operates in the 

Multi Chanel Network (MCN) sector with Key Opinion Leaders (KOL) who have a 

strong influence on TikTok social media followers, to promote brands by creating 

TikTok content. It is very important to learn how to build a customer journey 

through KOL Campaign content to maximize advertising effectiveness. This 

research adds to the existing literature by investigating the typical KOL Campaign 

digital content strategy in the context of TikTok social media. This research was 

conducted to analyze the KOL Campaign content creation strategy in building a 

customer journey on TikTok social media. Data collection methods were carried 

out using interviews, literature study, participant observation, and documentation. 

The data obtained was then analyzed descriptively qualitatively to provide an 

overview of the KOL Campaign content creation strategy on TikTok social media 

by building Awereness, Appeal, Ask, Act, Advocate. The results of describing the 

KOL Campaign content creation strategy on TikTok social media show that KOL 

Campaign content can build a Customer Journey. 

 

Keyword: Key opinion leader, TikTok , Agency, Costumer Journey 
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ABSTRAK 

 

DCT Agency adalah sebuah prusahaan yang berfokus pada periklanan 

digital. Mereka dikenal dengan nama 'House of TikTokers' dan berbasis di Digital 

Hub, BSD City, Banten. Dengan maraknya  media sosial TikTok, perusahaan DCT 

Agency bergerak di bidang Multi Chanel Network  (MCN) dengan para Key Opinion 

Leader (KOL) yang memiliki pengaruh kuat pada pengikut media sosial TikTok, 

untuk mempromosikan brand dengan membuat konten TikTok. Sangatlah penting 

untuk mempelajari bagaimana  cara membangun customer journey melalui konten 

KOL Campaign untuk memaksimalkan efektifitas iklan. Penelitian ini menambah 

literatur yang ada dengan menyelidiki strategi konten digital KOL Campaign yang 

khas dalam konteks media sosial TikTok. Penelitian ini dilakukan guna 

menganalisa strategi pembuatan konten KOL Campaign dalam membangun 

customer journey pada media sosial TikTok. Metode pengumpulan data dilakukan 

menggunakan Wawancara, Studi pustaka, Observasi partisipan, dan Dokumentasi. 

Data yang diperoleh kemudian dianalisis secara deskriptif kualitatif untuk 

memberikan gambaran mengenai strategi pembuatan konten KOL Campaign pada 

media sosial TikTok dengan cara membangun Awereness, Appeal, Ask, Act, 

Advocate. Hasil penggambaran strategi pembuatan konten KOL Campaign pada 

sosial media TikTok menunjukkan bahwa konten KOL Campaign dapat 

membangun Customer Journey. 

 

Kata kunci: Key opinion leader, TikTok, Agency, Costumer Journey 
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