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ABSTRACT

lepun-buepun 1bunpunig exdiy yeH

A'i:‘nef's shift to social media often comes in response to changing consumer behavior trends. One

iplpuad uebunuaday ynyun eAuey uedipnbuad ‘e
(1e3 ynJan)as neje ueibeqgas diynbuaw buede)iq ‘|

9n§|v@ual who has been successful in utilizing social media to introduce cooking learning content is Chef
g_%ny Wldjaja Therefore, the aim of this research is to analyze what creative strategies are applied in
(E ntro ducmg baking learning content via social media Instagram (@cheflennywidjajaofficial). This research is
%J%ed on: the concept of creative strategy, namely creative brief. By discussing the elements included in
rJﬁth% reatlve brief, including goals, target audience, message and tone, research, setting boundaries,
511% surmg success, and references.

% % The subject of this research is Chef Lenny Widjaja's baking learning content with the research
Dfd%lgn uséd being qualitative with a qualitative descriptive approach. Data collection techniques use semi-
%tﬁjcturedr interviews and documentation. A creative brief is an approach used in marketing and
—. o

3commun|cat|ons to create content or campaigns that are unique, interesting, and differentiate a brand or
%ngssagejrom competitors. It is a combination of strategic and creative elements, where the main goal is

<
‘#ofattractfhe attention of the audience while achieving specific business or communication goals.

n

5 THe research results obtained are all information related to the creative brief that was prepared to
>S5 -
eate baking learning content. The creative brief also explains all the elements included in the creative

uiynsn/{u

n

réf suchnas the purpose of creating baking learning content, the target audience for the baking learning
Eco?ltent, fghe message and tone included in the caption of the content that has been uploaded, research
‘jresults onfthe latest food trends, setting boundaries such as time constraints, measuring success or metrics
to determine the success of content that has been uploaded and evaluating each content as well as
references that focus on visual content such as food photography, food styling and food videography where

all these elements are used and run in accordance with the creative brief that has been prepared.
Based on this research, it can be concluded that Chef Lenny Widjaja's creative strategy in

introducifig, baking learning content through the social media Instagram is in accordance with the concept
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of creative strategy, namely the use of all creative brief elements in all content creation so that the content
presented remains interesting, the number of viewers is stable and many course participants.

Keywords_? Creative Brief, Creative Strategy, Content.
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Y INTRODUCTION

Téchnology has a significant role in shaping individual mindsets and influencing the way we think

&) yeH

eragt with the world. Technology, such as the internet, mobile phones, and social media, has been

eggs @nbusw buese
o

river. in the transformation of the way we communicate. It has enabled long-distance communication,

i

B
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amt message exchange, and access to various platforms to interact with others.

SQciaI media, which was originally used as a platform for establishing social connections and

Peje ue

r information, has now become an important tool in various contexts, including marketing
(v}

E

unications, interacting with audiences, business promotions, sharing creative content, and much
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Thé,'(ole and impact of social media is increasingly visible in technological and cultural developments,

eep understanding of social media use is becoming increasingly important.
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A”treative brief is an approach used in marketing and communications to create content or

es(qnuad ‘ue

paign$ that are unique, interesting, and differentiate a brand or message from competitors. It is a
binatioh of strategic and creative elements, where the main goal is to attract the attention of the

ience while achieving specific business or communication goals.
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According to AK Salim & Deddi (2022:3) A creative brief is a short document that contains

rmatiern and guidance to the creative team (such as graphic designers, content writers, or marketing

eams) aﬁout the creative project they will work on. The main goal is to provide clear and detailed direction

a—d ‘
A

ut theioals, vision and expectations regarding the project.

@ins ue@n

mmurijgation Through Content

BETe

GBmmunication is also defined as the process of conveying information, ideas, emotions, expertise,

’uemd%ueunsg/{u

etc. Throdgh the use of symbols such as words, pictures, numbers and so on (Berelson and Steiner: 1964).

S0, it can be concluded that communication is a process of conveying messages from the
communieator to the communicant. The communication process involves many factors or elements. The
factors okzelements in question may include, among other things, the actor or participant, the message

(includingithe form, content and method of presentation), the channel or tool used to convey the message,
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time, place, results or consequences that occur, as well as the situation or conditions during the
communication process (Sendjaja, 1999:9).
Content in the Big Indonesian Dictionary is defined as information available through media or

elgptronlc products Simamarta (2011:23) states that content is a type, principal, or unit of digital
ghf()rmatmn The content itself can be in the form of text, images, graphics, sound, video, images,

u
ue

Lgjczuf:uments etc. So content is anything that can be created in electronic format.

Tﬁere are various kinds of social media when there is a lot of content in them. Even on different

Bbusw

edla different types of content are presented to their audiences. Of course, these types of content

@d

0 ve their own characteristics and characteristics according to the social media platform used.

n'a gidlg-»e

g Baking

1e Beibegs
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Accordmg to Ulung (2010:46) Learning baking is the process of learning the art and skills of making

& ne

io tf es of bread, cake and pastry products. This activity involves using basic ingredients such as

u_,e[ﬁtgwadawmun E;(uetH uedn
uepuq |

i

re ugar, butter, eggs, and a variety of other ingredients to create a variety of sweet and savory dishes.
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ection ﬁf Promotional Media
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S‘Qcial media is a means for consumers to share text, image, audio and video information with each

er and: W|th companies and vice versa. The role of social media is increasingly recognized in boosting

S1ul si)

iness performance. Social media allows businesses to change the way they communicate with
tomer$, market or promote products and services and interact with customers with the aim of building
d relaﬁionships.

Sbcial media is also used to socialize, collaborate and build a life online with fellow users. The

ABY uespguag ‘uphiguad ‘uey
@u Glu
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unction of-social media means showing advantages in the process of conveying information. Conveying

& u

1LeA

_nformation via social media can reach a wide audience, is not limited by time, and is easily accessible
time and anywhere.
One social media that is quite popular and helps users to upload and share images, videos, audio

writingis Instagram. Currently, Instagram is used as an information medium to meet the needs of its

s g_exglqa/{ua@ u

ience=Especially for several companies that have customers who are active users on Instagram, of

rse they will follow the latest information and company Instagram uploads.

BETe
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RESEARCH METHODOLOGY

The subject of this research is Chef Lenny Widjaja's baking learning content. The baking learning
content that has been uploaded on Chef Lenny Widjaja's personal Instagram page is quite diverse, such
as educational content regarding baking tips, promotional content for online baking courses, and baking

class posters which are consistently uploaded two to three pieces of content every week.
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Chef Lenny Widjaja's baking learning content has been created since 2020 until now. Each new
menu that will be opened for the online course class will be introduced via the personal Instagram social
media account (@cheflennywidjajaofficial) with content such as teasers and posters uploaded according to

&;h@features available on Instagram such as Reels and Story.
In-this research, the research design used by researchers is descriptive qualitative research. The

UQJE

im of quahtatlve research is to explain and dig deeper into the phenomenon being studied by collecting a
0 of@ata If the data obtained is sufficient to help explain the phenomenon being studied, then there is no

d

ugud

g

Iook for new samples.
Thls research was conducted using descriptive research because this research explores and
I

al

nyin eduey uedn,rg@ued

1Bgqas diffb

u‘@g edi

es Chef Lenny Widjaja's creative brief in introducing baking learning content via the social media

wel
=

am.; So researchers will get more focused and detailed information on things needed for research
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This research has a main focus, namely wanting to know Chef Lenny Widjaja's creative brief in

]

cmg baking learning content via Instagram social media using qualitative data. Therefore,

ueb
=in
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che’ré used two data sources to support the data collection process, including:
y Data Sugiyono (2019:296) states that:
anary sources are data sources that directly provide data to data collectors." There are three

e

d ‘uexigipupd
1§AJ
fe

@ si)n

thods sted in research, namely observation, interviews, questionnaires, documentation and a

N

e}

:combmatmn of the four. The primary data source in this research consists of 3 sources. The three of them
jarg from Chef Lenny Widjaja's internal management, including Chef Lenny Widjaja, Social Media Director
?Cﬁef Lenny Widjaja and Social Media Specialist Chef Lenny Widjaja. In the process of collecting primary
mud%a if thesanswers to each question asked provide consistent and sustainable results, it means that the
5 ! . .

;regearch data is valid or saturated.

Secondary Data, According to Sugiyono (2019:296) primary sources are data sources that do not

ctly provide data to data collectors. Secondary data obtained by researchers through journals and

%_EILB_I elJe
mmu;,guep ue

ses cagried out by other researchers in the past. There are 3 previous studies that were used as

ypd
nge/{

ondaty: data sources. By looking at journals and theses from previous research, it is hoped that
archers will be able to have an overview of concepts that are appropriate to this research and not

eat research.

1 UBUNSNA

qurd udn

= This research is supported by secondary data in the form of documentation on Chef Lenny Widjaja's
s

n tagrarﬁsocial media and other information files owned by Chef Lenny Widjaja's Instagram social media

‘ueldode

management team.

According to Pawito (2008:132) interviews are a very important data collection tool in qualitative
communication research which involves humans as subjects (actors, actors) in connection with the reality
or symptems chosen to be studied.

Ip"qualitative communication research, it is known that there are at least three types of interviews,

the first iSnformal conversational interviews or interviews that are unstructured and tend to be very open
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in nature so they are the same as conversations. Second, interviews using interview guides or generally
like in-depth interviews with more focus on issues that are the main subject of research interest. Third,
mterwews usmg open-ended standards are more structured and detailed compared to the two previous

&;yggs of mterwews

§ 5 In thIS research, researchers used informal or semi-structured interviews. As is the aim of semi-
Sstructuredtinterviews, the interview process is open and can explore answers according to the objectives
goégh%rquestlons and research topic. Therefore, relevant informants to be interviewed include:

%g é 1.4+ enny Widjaja as Chef or teacher in online baking which started in 2020.

% ;D é 2 ~Catrine Suryadi as social media director of Chef Lenny Widjaja's Instagram social media account
g@;hjeflennyW|dJaJaoff|C|aI) who has worked for 3 years.

i: 5 g 3./Kezia Emmanuela as social media specialist from Chef Lenny Widjaja's Instagram social media
T%atgivf:o@u (@cheflennywidjajaofficial) who has worked for 6 months.

%‘ E RE%earchers chose these three people because they were people who were directly involved, both

e business owner and the team managing Chef Lenny Widjaja's Instagram social media account.

expérience of the informants will be very useful in this research and become a source of information

|pt£,§d 2@6
S ygn
e;ﬁﬂé@uepu

=AU

r@earchers In conducting this interview, the researcher needs to listen in detail and carefully and note

n what the informant says. Before carrying out the interview process, of course the researcher has

a8l
g

I

ermmed the main questions that will be asked to the informant and does not rule out the possibility that

]

%gauad

E:{BJSLU edme

re are questlons that can be developed according to the flow of the interview.

The documentation in question is evidence in the form of images or writing that can support

1nuad ‘uel

earch analysis and interpretation of data that researchers have previously collected. According to
DJUSlgglyono {2019:314). In this research, the documentation that researchers have obtained is in the form of

ipr%tos of baking learning content creation activities and written data owned by Chef Lenny Widjaja's social
Q

e

‘smgdia management team.

—_
§ 2 In qualitative research, data is obtained from various sources, using various data collection
%e@hnique} and carried out continuously until the data is saturated, according to Sugiyono (2019:318).

- <

o % Aecording to Pawito (2008: 100), data analysis is carried out by researchers to be able to draw
<

—

&:Q@clusioﬁs. Data analysis in qualitative communication research is basically developed with the intention

un

%ofvcgwing ﬁqeaning (making sense of) to the data, interpreting or transforming the data into narrative forms
gw%ch thén lead to findings that have nuanced scientific propositions. (thesis) which ultimately arrives at
%inﬁal conausions. According to Sugiyono (2019:321), activities in qualitative data analysis are carried out
'jinteractivély and continue continuously until completion, so that the data is saturated. There are 4 steps in
data analysis, namely:
E=Data Collection
Ingqualitative research, data is collected by observation, in-depth interviews and documentation or
a combination of the three. Data collection is carried out over days, maybe months, so the data obtained
will be a fot,
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2. Data Reduction

Reducing data means summarizing, selecting and selecting the main things, focusing on the
|mportant thlngs looking for themes and patterns. So the reduced data will provide a clearer picture and
mm@}(e it ea5|er for researchers to collect further data and search for it if necessary.
3.-Data Presentation

Aﬁér carrying out data reduction, the next step is to present the data. In qualitative research, data

bugw buede)l

s%ﬁtatlon can be done in the form of brief descriptions, charts, relationships between categories,

rts, and the like. In this case, Miles and Huberman (1984) stated that what is most often used to

ad
1d|

sen tdata in qualitative research is narrative text.
4! Drawing conclusions

The final step is drawing conclusions. In qualitative data analysis, the initial conclusions expressed

&6unpunig €

ill temporary and will change if strong supporting evidence is not found at the next stage of data

125 n@ie ueibeqas

ion."However, if the conclusions put forward at the initial stage are supported by valid and consistent

ERU

e
d

c sioﬁs that have credibility.

ce when the researcher returns to the field to collect data, then the conclusions put forward are

=i
n3u

bue

n efi& y
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RESEARCH RESULT

f Leany W|djaja s profile
Lenny Widjaja is a female chef who was born on July 17 1970 in the city of Jakarta. Lenny Widjaja

S

powW e

nnuad ‘uel

urrently 53 years old and has a bachelor's degree in economics but has a career as a professional chef
gnghe fieldcof baking including cake, pastry, bread and cake decorating. Chef Lenny Widjaja received baking
:;zec%lcation‘ifrom within the country and abroad and has experience since 1998 as a teacher, trainer,
Epcﬁ]sultant, product demonstrator, product applicator, book and recipe writer.

g % Chef Lenny Widjaja is the course owner and permanent teacher at the "Strawberry Baking Course"
_%nghe Harapan Indah housing complex, Bekasi and also teaches at several other courses in Jabodetabek,
&?ﬁst Javay-Makasar and Papua. Chef Lenny Widjaja is also the owner of a cake ingredients shop located
én@he Harapan Indah housing complex, Bekasi. This shop was established with the aim of making it easier
@‘ogcoursepartlupants to get cake ingredients after they have studied.

g % Chef Lenny Widjaja has also been the founder and chairman of the "SBC Community", which is a
S @ =

gpommuni;ty‘ of mothers and young women who have interests, skills and businesses in the field of baking.

" Since it was founded in 2012, now its officially registered members have reached 400 people from the

Jabodetabek area.

Baking Gaurse Business Trip
Starting as a hobby in 2000, Chef Lenny Widjaja had an interest in baking so he started taking

baking classes or courses from within the country to abroad such as Singapore and Malaysia. Then in 2002,
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we started pioneering and accepting orders for cakes and created a community consisting of women from
religious studies, women's worship or neighborhood groups who started baking training activities.
Since then, Chef Lenny Widjaja has had an interest in becoming a teacher and started opening
clgsses uéiing his existing garage. The initial promotion was also carried out in traditional ways, such as
;algtrlbutmg brochures from house to house, which had been running for about 2 years.

As’time went by, more and more participants joined, ultimately making Chef Lenny Widjaja even

oW bue

re-eonvinced that baking could be a profession. This meant that baking training activities continued to

&l

2

c

fPbu

ried-out every weekend in the garage of the house until 2005. In August 2005, Chef Lenny Widjaja

d torrent a shophouse in collaboration with his relatives to open a baking course.

unig &

In“following technological developments, Chef Lenny Widjaja also started to dive into social media
0§8 byausing the social media Facebook for the first time so that Chef Lenny continued to develop his

ugpe%xm,un %ue& u%d!mﬁu

818 Rp1bega@di

a@wedja and began to follow the development of existing social media trends such as when Instagram

-] . .
egred“Chef Lenny also has a need to use Instagram social media, such as requests from several cake

@In{gs n
3

ue[ﬁw

n ient;product brands who want to work together in the form of endorsements, so Chef Lenny started

ch completely to Instagram social media.

& U

(0]

Ipupd
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Chef Lenny's Instagram social media is increasingly being managed in a more conceptual and

deveioped manner during the Covid-19 pandemic era. Due to the current situation which required

eyl
sgm

e
ryone fo work from home, offline baking learning activities had to stop and they had started to use social

19uad
%mugu

dia platforms to promote online baking learning.

The Covid-19 pandemic, which has been going on for quite a long time, has meant that baking

@aw ed

ivities gentinue to be carried out online, therefore Chef Lenny Widjaja has started to form a team that
erstands social media management better to create baking learning content to this day.

ngie

Agreative brief is an approach used in marketing and communications to create content or
paigns that are unique, interesting, and differentiate a brand or message from competitors. It is a
bination of strategic and creative elements, where the main goal is to attract the attention of the
ienceswhile achieving specific business or communication goals.

Insimplementing a creative brief, a reference or guideline can be formed, usually called a creative

spAuad ey efiex uegnypad ‘el
SJE@JBXLU

%mqa/{@w

f, whieh directs the achievement of goals. Chef Lenny Widjaja and his team in introducing baking
e
ath

rning eentent via social media Instagram also use creative briefs as a tool for producing content up to

o u

uplodding stage on Instagram social media.

‘uesodg) ueun
SET

Based on the research results above, the following is a discussion of each element of the creative
brief that*has been prepared by Chef Lenny Widjaja and his team:
1. Goals

Having a goal in creating baking learning content will certainly make it easier to continue the
process @f creating baking learning content. Chef Lenny Widjaja's goal in creating his own baking learning

content is=to inform his audience that there is new material or menu created every month and with this
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baking learning content, his audience will also know that Chef Lenny Widjaja's online baking class business
is still actively running and continues to follow food developments. There is.
2. Target Au‘dience

—_

U The target audience for Chef Lenny Widjaja's baking learning content are women aged 25-40 years

e

fo have:a hobby of cooking, culinary lovers, food entrepreneurs and housewives throughout Indonesia,

Bue

emallthe Jabodetabek area.

Tﬁis target audience has been adjusted to the type of business being run, where generally women

mbusw

d

rm

D

euueduq@ue

digyeH

have a hobby of cooking and according to data held by Chef Lenny Widjaja, those interested in

od
3]

eAu

e g baklng content are dominated by women. It is through this data that Chef Lenny Widjaja and his

geo

eam

uwn

an determlne the next steps in creating baking learning content.

f

sage and Tone

19s nge uel

TRe message to be conveyed in Chef Lenny Widjaja's baking learning content has been adapted
arget audience, where the target audience category can be classified as mothers with a semi-formal

pgebunugdain
BuepurfBbunpugiq

h

o

I 1

(0]

oqu'tal language style and clear visual messages, as well as the size of the text in the content which

BN

Ipypd
Jey y

&

QBSman making it easier for the target audience to digest and receive information from the content.

eseareh Results

Not only creating content according to personal preferences, Chef Lenny Widjaja and his team also

euﬂeugd ‘uey
eduey i Lyl shn

~cafry out market research and analysis of similar content, especially focusing on food that is trending or

d

(]

Yiral at the time. The results of this research have been implemented and have been quite successful in
8 :

Jatﬁacting the attention of the audience. By following developments in the culinary industry, Chef Lenny

iV\/iiJaja WI|| continue to exist in the baking business world.

ep ue

oundary Settings

ThHe technical limitation or obstacle experienced by Chef Lenny Widjaja and his team in creating

yad ‘yeiyy edie
Sofuau

ing Iearnmg content was time constraints. The more rapidly the culinary industry develops, the faster
h

sarfange the time for creating new content and change previously prepared schedules in order to keep up

u&d{1n

changes in existing food trends, so this makes Chef Lenny Widjaja and his team have to be flexible and

u uns_n/(

%w%] the é@rrent food trends so that they don't appear to be impressed. outdated or lacking in exploring new
foods. @
_Z)

6. Measuring Success
As a measure of achieving the goal of learning baking content, Chef Lenny Widjaja and his team
only measure and assess the content they create as successful based on the number of viewers who

previously existed. The baking learning content created so far usually reaches 1,000 to 2,000 viewers and
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trhis number is the reference for the success of the uploaded content, whether all audiences know the
content and whether the content is interesting or not.

ThlS unclear measurement of success or KPI can hinder the progress and innovation of Chef Lenny
dejajas baklng learning content and make it difficult to measure whether the results of the content created
9@ appropriate or not.

e&érences
EO

O

g=

Chef Lenny Widjaja and his team also looked for various references on several social media

dn,nBU%Lu bue

farms to add creative ideas in creating baking learning content. References or examples of visual

qe§
G

pI%ys are a necessity for Chef Lenny Widjaja's baking learning content. Each reference that has been

Eei6m

ected |s modified according to the availability of equipment and the capabilities of Chef Lenny Widjaja's

edJa team. This makes it easier for the social media team to create more creative content.

unugdayinyn efuey ueginbu
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CONCLUSION

as n81e
pun-6uepur§r6

|_Q|!pued ueb
n} ZAJey ynany
-

e

IIoang are some conclusions that can be drawn from the previous discussion:

‘uey

2

Chef Lenny Widjaja's baking course business is carried out online and is introduced via his personal

wls

n tagrarrksoual media account (@cheflennywidjajaofficial). This online course is carried out by opening

uad
el

o

SS matenal every month for around 8-10 classes by creating class groups and sharing video tutorials
reupes

he mam target of Chef Lenny Widjaja's online baking business is women aged 25-40 years who have

Nnppd gheiyla
dyauged

@ chmbby oficooking, culinary lovers, food entrepreneurs and housewives throughout Indonesia, especially
:;:tthabod‘etabek area.
3. “Chef Lenny Widjaja focuses on cakes or pastries from Indonesia and also shares food recipes from
éét%foad such as Italy, America, Korea, Japan and others.

' 9n accBdance with the creative brief prepared, the uploaded content has stable views by continuing to
;ﬁnag/ attent'ron to all the plans prepared and the interests of the target audience.

§5 g(:hef Lenny Widjaja's creative brief in introducing Baking learning content via social media Instagram is
gjngaccordance with the creative brief that was created and implemented quite well as seen from the results
%T)fgcontent viewers, class participants and the consistency of the results of interviews that have been
o @ =

gponducted.‘

Suggestions

Based onrthe conclusions that the researcher has outlined above, the following are suggestions that the
researcher can give to the parties concerned with this research:

1. Academic Advice



"OWMIg| uizi eduey

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

oly N

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

'qe]esew niens uenelul) uep Yy ues!muad

The researcher's suggestion for further research is to dig deeper into each research subject and fill in the
gaps in this research, such as increasing references to books and journals with the latest publication year
regardmg the concept of creative briefs, especially in the current realm of communication and social media.
th i also hoped that further research can use quantitative methods to measure other aspects of the research
@@ect conduct research or surveys on viewers of baking learning content, or research other media used

-]
Ssuch as other social media that are trending and have many users.

H

@
ramtlcal Advice

e_/}u% uedn
agdu.gﬁuaw

=1
p?actlcal advice that researchers give to the owner of an online baking business, namely Chef Lenny

Id

”%5

Ja__:’,sa regardlng the content produced is to try to expand the market or maximize the audience, which is
;B& 081y from mothers but also young people who use social media more so that the content for learning

wads
nge

%&er@ is lg can be packaged more modernly, is easy to follow and is liked by various groups. In this case

08 écoﬁse you can explore foods that are easier and more practical for teenagers to make and foods
>S5 .

“that are mare often found in the current era. Then, uploaded content can also pay attention to upload times

T I C

%)g;‘p@mgﬁttentlon to the activities of the target audience, such as during the day during lunch or break
Q

Eﬂmeéand?t night when all daily activities are finished. Furthermore, Chef Lenny Widjaja and his team can

6
n

/(

:also plan to expand their business by coIIaboratlng with bakeries or cake shops to sell finished products

it

: t
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