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Social media users on Instagram make up 86.5% of the total social
media users in Indonesia. A survey by Katadata Insight Center states
that 88.8% of respondents use and consume domestic products. The
number of 'go-digital' SMEs has also drastically increased from 18%
to 41.2%. This phenomenon indicates the high competition among
SMEs on the Instagram social media platform. Rudebasic is one of the
SMEs born amid this phenomenon. Rudebasic must employ the right
communication strategy to survive and stand out in consumers'
minds. Communication strategy is a guide, planning, and management
of communication to achieve goals. Therefore, communication
strategies must demonstrate tactical communication methods and be
adaptable to different situations and conditions. These
communication strategies are organized within a model developed by
Regina Luttrell called The Circular Model of SoMe for Social
Communication. This model is used as the first step for Rudebasic to
develop its communication strategy on social media. This research is
qualitative descriptive research. Primary data consists of informants,
namely the owner and social media officer of Rudebasic, Stefano Tania
and Kimberly Ellen, while secondary data consists of screenshots on
Instagram @rudebasic_official and literature studies. Data were
collected through semi-structured interviews via Zoom. Data were
analyzed by reducing data, presenting data, and drawing conclusions.
The sharing phase is carried out by creating meme content, OOTD
(Outfit of the Day), and storytelling, as well as utilizing Instagram Story
and Instagram Shopping. The optimization phase is carried out by
following trends in concepts and songs. The management phase is
executed by using a professional dashboard and Instagram Insight.
The engagement phase is conducted by collaborating with influencers
and creating a community called "Rudebasic Cult." The results of this
research show that Rudebasic implements most of the elements of The
Circular Model of SoMe for Social Communication by maximizing
every existing element. It can be concluded that the implementation of
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communication strategies by Rudebasic has been successfully applied
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The development of technology has impacted the economic sector. Businesses in various
segtors 1

ndonesia must adapt quickly to technology to meet the needs of the target market. A

cumm%mess ?ﬁust have the ability to adapt in order to compete with other businesses. Businesses in
Y -
Lgnif‘,lonemgare starting to expand opportunities for online sales. This development makes it easier
— o
o bgsmass owners to sell their goods or services without requiring a large capital. The ease of
L5
?a@eg to Euymg and selling is supported by the emergence of various digital platforms, such as
Q
‘gso?clﬁ' me:ha Instagram is one of the social media applications for communication and can be
@ =
C o O
E%\@.eied ﬂr all demographics, especially the younger generation, and through Instagram, users
x
=can L_Eploatﬂ videos and photos. Instagram features are very diverse, such as Stories, Reels, Feeds,
S & a
g,i%)re,g;nd ﬂthers With the numerous features available, Instagram can be an effective medium for
- 0 a
élé'érgto b_g;lld relationships and communicate with others.
5 ¢ 9
225 Oa_e of the SMEs that utilizes the Instagram social media platform is the Rudebasic online
S 0 QO
%tgré”; Ruaebasw must utilize all available Instagram features to maximize product marketing.
= «Q =1
§C@51derwg the high competition on the Instagram social media platform, Rudebasic must
- (92}
2 3
:rcen_aploy the right communication strategy to survive and stand out in the minds of consumers.
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Accordinig to Luttrell (2022:104-108), The Circular Model of SoMe consists of the
)
followir*

=

s
DOI : https://doi.org/10.46806/jkb.xxx (edited by journal) 3|Page
(1)



"OWMIg| uizi eduey

undede ynjuaq wejep Ul siny eAJey yninyas neje uelbeqas yeAueqiadwawl uep ueywnunbuaw buede)iq ‘g

‘OyM|g| Jelem buek uebunuaday ueyibniaw yepny uediinbuad q

|

"yejesew niens ueneluly uep ynidy uesijnuad

‘uedode) ueunsnAuad ‘yerw eAsey uesnnuad ‘uennauad ‘ueyipipuad uebunuaday ynjun eAuey uediynbusd e

:Jaquins ueyingaAuaw uep ueywniueduaw edue) 1ul siny eAJey yninias neje ueibeqgas diynbusw Buedeyiq *|

a.

6¥epun-6uepun 1Bunpuniq exdiy yey

Share
In the sharing stage, organizations or companies must have a strategy in
setecting which social media platforms to use to ensure effective and efficient
c‘{)"mmunication. According to Luttrell (2022:104), there are three things to do in
the sharing stage, including:
1; - Participate:  Organizations or companies will directly engage in
@ communication with their followers on social media and determine what
2 content to create.

23 Connect: In the sharing stage, organizations can build good relationships with

their followers. One way to do this is through storytelling.

d 3N}

3 * Builld Trust: Things to consider include having a good and clear profile, voicing
consistent messages, and building solid relationships with the audience.
O%timize
In this stage, organizations must know what the public is discussing related
t(%rthe topics being published. There are two aspects to the optimization stage,
iriéluding:
1 Listen & Learn: Organizations can observe, listen, read, and analyze audience

discussions on social media

2;  Take Parts in Authentic Conversations: Organizations are required to engage
in two-way communication, where they become part of real-time discussions

— and encourage the public to discuss, debate, and collaborate.

Manage

; Organizations are expected to manage their social media well, such as

biging able to respond quickly and appropriately to unexpected events. The

rﬁanagement stage can be implemented by performing the following activities:
1o Media Monitoring: Media monitoring is a strategy where companies research,
‘ control, and evaluate relevant developments.
24, Quick Response: Quick response strategies involve organizations responding
promptly to feedback received on their social media platforms.
&7 Real-time Interaction: Organizations are seen to interact in real-time on social

media platforms.
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c. Engage
Engagement involves participating in discussions, adding value to the
community, engaging the audience, and responding quickly with reliable
miéssages. Actions in the engagement stage include:
12 Influence Relations
2 - Where is The Audience?
3‘ How Do I Reach Them?

5

InZ this study, the researcher selected the research subjects, namely the owner of

1e ueibeqgas diynbusw buedeyiq |

uaday ynyun eAuey uedinbuad ‘e

ol
g5 ne

eBun 16uripunig exdig ey

debasi€and the social media officer of Rudebasic who directly manages Rudebasic's Instagram

medla According to Sugiyono (2021:510), in qualitative research, the sample is not called

3 YFIn
=200

p depts but rather informants, participants, or sources of information. According to Moleong

&
@“ﬂ

'132) an informant is someone who provides information about the desired data related

FsndeA
olt

he ongomg research. This information can include the situation and background conditions of
research

In ‘the preparation of this thesis, the research utilized a descriptive qualitative research

a'éaw eduawu

e and fapproach aimed at observing the research object and explaining situations and events

rissam; 2019:28). This descriptive qualitative research aims to describe the communication

n?e

el

ategies‘iused by Rudebasic to promote its products on the Instagram social media platform.

11 eAuey, uesynyad ‘uennguad,'ueqipipuad jjeb

Data in this study were obtained from primary and secondary sources. The primary data

@ uep ue

ye
a%uaéu

d were informants relevant to the research topic, namely Stefano Tania as the owner of

debaSTc and Kimberly Ellen as the social media officer of Rudebasic. Secondary data included

n_A_ua
&hq

iteratur@feviews, such as searching or referring to websites, scientific journals, or books related

e

he reSeéarch, as well as documentation such as screenshots of Rudebasic's online store profile
imaggs showing the use of Instagram features by Rudebasic.

Data collection techniques included semi-structured interviews. According to Sugiyono

‘uesodg) ueuns
Jeogyn

(2021:530), semi-structured interviews are considered in-depth interviews, where researchers
can explore issues more openly and interviewees can provide opinions and ideas. According to
Sugiyong#(2021:539), document studies complement the use of observation and interview
methodsin qualitative research. The documentation used included screenshots from Rudebasic's
store prdjile and images showing the use of Instagram features by Rudebasic.

Data analysis in qualitative research was conducted during and after the data collection
process within a specific period. Miles and Huberman (as cited in Sugiyono, 2021:546) divide data
analysisifito three stages: data reduction, data display, and conclusion/drawing.

DOI : hetps://doi.org/10.46806 /jkb.xxx (edited by journal) 5|Page
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Rﬁﬂebasic implements a sharing stage by selecting Instagram as the platform due to the

@JG'L

mterest of consumers in Instagram as well as the large number of users on the platform.
FQr participate, Rudebasic produces specialized content for Instagram. The content

a d b]S/ Rudebasic is highly diverse. At the initial product release, Rudebasic creates trendy

y ugd!mﬁueg_'e
d n6®w bue

e1d4

m@ content. Another primary content type frequently produced by Rudebasic is OOTD (Outfit

ng;(ug

q

Tl@ﬁ Day) content. OOTD content features Rudebasic's models directly showcasing Rudebasic

dg_cts and mixing and matching them with other fashion items. The purpose of creating meme

ueg’ée

OTE content is to allow consumers to visualize Rudebasic products on models and

(6]

198 ne

ragécreativity in using Rudebasic products.

-buepkin 18N

For share, Rudebasic employs storytelling content related to its product releases.

d uebuguadpy ¥giu
g

asigﬁ’assigns a name to each product release, called "Articles." In Articles #004, Articles

)
& yn.n
e

5 ancTArticles #008, Rudebasic provides background information on its products through

muexigp
n1|AU
=}

g

rytelhng This content is well-received by consumers who often leave comments on these
Sts. Rudeba51c also provides space for its followers to share their experiences with Rudebasic.

Te:build trust, Rudebasic directs all payments to third-party platforms. On its Instagram

gLu edueg\uw

file, Rudebasic includes links where consumers can make purchases. Rudebasic utilizes

BnuRgd ‘uenngyad

ious ecommerce platforms to facilitate the buying process. Rudebasic also utilizes

n&eou

tagrant’s Highlight feature to provide important information, ensuring that Instagram Stories,

eyyes
74

B

2

ich usually disappear after 24 hours, can be viewed continuously. Rudebasic's Instagram

el &
Uggep

ighlights include its latest collections, instructions for exchanging items, tips for caring for

debasie products to ensure longevity, and more. Rudebasic activates the Instagram Shopping

2

AUa
Bqo

ture, allowing users to view Rudebasic products.

The optimization stage begins with listening and learning. Rudebasic follows music

1Meunsn
=
uins uey)

nds and adjusts its content accordingly, incorporating trending songs into its content. The

oice ofsongs goes beyond mere trends; Rudebasic pays attention to lyrics and rhythms to

umgde
204

promote sits products effectively. Rudebasic selectively adopts trending content, focusing on
concepts-such as street style and Korean fashion trends.

Engaging in authentic conversations is done through Instagram Story and Direct Message.
The Q&Afeature encourages followers to actively engage, allowing Rudebasic to gather feedback
and opinmdons from consumers. Rudebasic uses the Reply feature on Instagram Story to engage in
personaffwo-way communication with consumers, often creating curiosity around upcoming
product peleases.

[fEterms of management, media monitoring is conducted using Instagram Insight or a

professigmal dashboard to identify content that garners more attention. Rudebasic uses a

6|Pa gr:e Authors (edited by journal)
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professional dashboard regularly, typically once or twice a month, to assess the views, likes, and
comments-on recent posts.

Quick responses are a priority for Rudebasic, aiming to respond to consumer messages

L

hin 24°hours. Rudebasic's prompt responses to messages and comments yield positive results.

d
Je

5

en Rudebasic posts Q&A features on Instagram Story or content on Instagram Feeds and Reels,

b

ey uedun
81 6

eredieIfpqogdinbua

sgnelts quickly respond and provide feedback.

e

- REal time interaction is typically conducted through Instagram Live, although Rudebasic

t yet utilized this feature. The goal of Rudebasic's potential Live sessions is to provide quick

210 8di

TS about its products. However, Rudebasic has not been able to achieve this goal when

(¢}
aﬂpu

ptmg live broadcasts on other platforms. Additionally, Instagram Live does not yet include

g

e oppmg, which Rudebasic has not pursued. Nevertheless, Rudebasic manages to maintain

pug@

a

o

ement despite not utilizing live broadcasts.

uad uegunyaday ynyun e4u

ey yn.gges

pun-b

Rjidebasic's engagement stage begins with influencer relations. Rudebasic collaborates

nﬂlmncers or content creators to produce content. By partnering with content creators,

d

h

AP
6

o
B

eba51c enables consumers to envision themselves wearing Rudebasic clothing as showcased

gj‘
91 s

these creators Rudebasic collaborates mainly with micro-influencers specializing in fashion.

uencep selection is based not only on follower count but also on their ability to effectively

wcasef Rudebasic products.

‘uenau

Rﬁdebasic‘s target audience consists of male and female students aged 17 to 25 who are

1ueauaé‘ ed@m

uesinuad

!

erested in fashion and care about their appearance. Their habits include shopping and staying

A

ated on the latest fashion trends.
To reach its target audience, Rudebasic establishes "RB CULT," short for Rudebasic Cult.

Cult=serves as a platform to appreciate and showcase creative content produced by

af ‘uglunt ediey
m(g/(ustau uep

ebasic's fans. RB Cult, also known as Rudebasic Ambassadors, fosters a strong relationship

n%n/{u
uey

weeneRudebasic and its loyal consumers. This community also facilitates influencer selection

u

fof Rudebasic. Rudebasic maximizes the use of various communication features to engage with

dd@isumej's, evident in its regular use of Reply, Direct Message, Question and Answer, and

)

—commentsections.

eJogae)

oy
Lre ]

Rudebasic's product communication strategy is achieved through four components:
Share, Optimize, Manage, and Engage. Rudebasic executes the Share stage by creating meme,
OOTD (Quitfit of The Day), and storytelling content. Additionally, Rudebasic establishes Instagram
HighlighL and Instagram Shopping features to showcase its products. In the Optimize stage,
Rudebasiicr follows trends prevalent on social media. They pay particular attention to music

trends, irEluding popular songs from South Korea and the West. Rudebasic emphasizes two-way

DOI : hetps://doi.org/10.46806 /jkb.xxx (edited by journal) 7|Page
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communication by utilizing Instagram Story features such as Q&A, Reply, and Direct Message. In
the Manage stage, Rudebasic conducts media monitoring by regularly checking professional
d@hboafgs and Instagram Insight. They also monitor the number of likes, comments, and views

-moguploa(iéd content. For the Engage stage, Rudebasic collaborates extensively with influencers

Yg)gyakarta PT Pustaka Pelajar.

ol o,
;':;togprométe its products. This collaboration involves influencers creating content featuring the
— (e}
dire c&useof Rudebasic products.\
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2. Dilarang mengumu
tanpa izin IBIKKG.



