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ABSTRACT

This study examines the effectiveness of digital marketing strategies in
enhancing branding and customer engagement at PT KB Valbury Sekuritas. Using a
qualitative approach with interviews, observation, and documentation, this research
analyzes the company's digital marketing strategy implementation through social
media platforms, particularly, Instagram and TikTok. The results show that the key
indicators of success include engagement rate, conversion rate, and customer
feedback. However, several challenges were identified, such as maintaining content
relevance, increasing audience engagement, and addressing human and technical
resource limitations. To overcome these challenges, the recommended optimization
strategies include improving content consistency, using paid advertisements, and
decentralizing digital marketing at the branch levels. These findings are expected to
help PT KB Valbury Sekuritas develop more effective digital marketing strategies to
strengthen brand identity and increase customer loyalty.
Keywords: Digital Marketing, Brand identity, Customer Engagement, Social Media,
Paid Advertising.

INTRODUCTION
In today's  digital era,
developments in information and
communication  technology  have
significantly = changed the way

systems to wunderstand consumer
needs, preferences and behavior more
deeply so that companies can deliver
content that suits the interests and
needs of each customer. Thus,

companies interact and communicate
with their consumers. Along with the
increasing  adoption of  digital
platforms, digital marketing has
become one of the main strategies used
by companies to market products and
services  more  effectively  and
efficiently. The ability of digital
marketing to utilize several advanced
technologies such as artificial
intelligence and recommendation

companies can make customers more
satisfied and loyal, save costs and
increase long-term profits (Chandra et
al., 2022). Digital marketing not only
functions as a promotional tool, but
also as a major driver of business
innovation in India which makes
digital marketing have a significant
impact on economic growth in India
(Mahida, 2024). Marketing allows
companies to create more relevant and
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personal experiences for customers, so
that companies can build better
relationships with customers and
improve the company's business
strategy  (Smith, 2024). A good
understanding of digital marketing
strategies will enable business actors to
design campaigns more effectively.
(Tuharea et al., 2023). In the process of
understanding digital marketing, the
use of digital technology is an aspect
that cannot be ignored, because it is the
key to attracting consumer attention
and consumer trust. If a company can
understand this well, the company can
develop a more relevant and effective
marketing strategy amidst changes in
consumer behavior and digital
developments. (Hafidh et al., 2024).
Digital technology makes it easier for
business actors to carry out promotions
more widely without being hindered
by distance, time and communication
methods. (Yuliawati et al., 2023). Thus,
digital marketing has become a key
component in modern business
strategies that allow companies to
adapt quickly to market changes and
changing consumer needs. This shows
that companies that successfully
implement digital marketing
effectively can gain a significant
competitive advantage in today's
digital era. (Ramadhania et al., 2022).
Digital marketing is a marketing
strategy that utilizes digital technology
to reach, interact, and build broader
relationships with customers through
various online platforms. According to
Kotler et al. (2021), Marketing
strategies will combine traditional
marketing principles with existing
modern technology to create a more
personal and relevant experience for
customers and potential customers.
Social media is used to increase brand

awareness and reach a more specific
audience. In a study conducted by
Setianingsih and Aziz (2022), digital
marketing is explained as a marketing
strategy that utilizes digital technology
to reach consumers more effectively.
Digital marketing includes various
communication channels, in the work
of Chaffey and Ellis-Chadwick (2022),
it is explained that digital marketing
aims to achieve marketing targets by
utilizing digital technology and media
strategically, where marketers will be
able to analyze consumer data in more
depth to be able to present appropriate
content and also improve the customer
experience. According to Hafid
Plangger et al. (2022), by combining
sophisticated technology into digital
marketing, it can create a digital
marketing strategy that is much more
relevant, more personal, and also more
customer-oriented. Thus, this
technology not only helps brands to
stand out in a competitive market but
can also help to make customers more
loyal and sustainable through different
and innovative experiences.

Social media is a platform used
to communicate, build relationships,
share experiences, and also access
various information. According to
Salonen et al. (2024), effective social
media platforms will make it easier for
companies to deliver relevant, timely,
and tailored content to customer needs
at every stage of the journey. This will
also increase engagement and
interaction between customers and
companies. In an article written by
Artmucu et al. (2023), it is explained
that social media functions as a
powerful tool to shape perceptions,
influence decisions, and increase
customer engagement. Through an
approach by utilizing social media
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effectively, it will create a dynamic
space that can support digital
marketing, encourage customer
loyalty, and influence purchasing
decisions in a more personal and
relevant way. According to Dwivedi et
al. (2021), social media has a very
important role in digital marketing.
With social media, it will allow
companies to achieve marketing goals
at a lower cost, such as increasing
brand  awareness,  strengthening
customer relationships, and also
increasing sales. According to the
journal written by Nardo and Parsetiyo
(2022), it is explained that paid
advertising on social media is a fairly
effective  marketing strategy in
increasing purchasing interest from e-
commerce customers. The main factors
that can contribute to the effectiveness
of advertising for digital marketing are
promotion, information, and image
visualization, which will attract more
attention from  customers and
encourage purchasing decisions. In
addition, this study shows that female
customers are more responsive to
advertisements on social media than
male customers, but this remains an
effective strategy for companies to be
able to increase sales figures.

Digital branding through media
is an important strategy in today's
digital era. According to Cahyono and
Laksana (2023), there are a number of
important indicators used to form a
digital branding strategy. These
indicators include accessibility to
ensure easily accessible information,
interactivity to enable two-way
communication, which entertainment
can be used to attract the attention of
the audience in a fun way, trust built
through  credible content, and
informative aspects used to ensure the

relevance of the completeness of the
information to be provided. This is in
line with the opinion of Sari et al
(2023), which in their research
discussed that in a digital branding
strategy, creating targeted content has
an important role. Companies need to
create a content strategy that considers
the situation, how to communicate, and
build relationships with the audience.
Using stories that attract the audience's
attention and a delivery style that
makes the audience feel close, such as a
typical greeting or a certain hashtag
that can build an emotional bond with
followers. In addition, collaborating
with external parties also greatly helps
companies achieve branding goals
more broadly. In the context of
corporate branding. Husna and Juhana
(2024), explain that corporate branding
is not just about creating a logo or
visual elements, but includes a
strategic process to create consistent
experiences and perceptions for
consumers. A strong brand identity
helps companies gain a place in the
minds of consumers, strengthen
emotional relationships, and drive
customer loyalty. In the context of
service branding. According to
Rohmawati et al. (2021), service
branding is an important strategy in
shaping the identity and image of the
services offered by service providers to
customers. In this context, branding is
not only about messages but also about
experiences and interactions, therefore
digital media has a role in attracting
customer interest, so that it can
improve brand image, and also
strengthen the existence of the business
itself in the eyes of customers and
potential customers.

Customer engagement plays an
important role in increasing customer
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loyalty. According to Zhafira and
Afista (2023), customer engagement is
customer involvement that goes
beyond ordinary loyalty. This concept
not only includes transactional
relationships but also involves deep
emotional  interactions  between
customers and companies. This
engagement is realized through active
customer interaction with the brand,
both directly and through digital
platforms. Meanwhile, according to
Dwiviolita and Zuliarni (2022),
customer engagement is defined as the
cognitive, emotional, and behavioral
involvement of customers towards a
brand or company. This engagement
reflects an active relationship that helps
companies create a stronger and more
memorable brand experience for
customers, high customer engagement
not only increases customer equity but
also increases the likelihood of
customers continuing to purchase
products or services from the
company. Then in the research of
Taruli et al. (2020), it is explained that
Customer engagement is a strategic
element that not only contributes to
customer loyalty but also provides a
competitive advantage for companies
through innovative strategies such as
gamification. By  utilizing this
approach, Shopee is able to create an
engaging customer experience while
strengthening long-term relationships
with consumers.

Proper management of financial
competition is essential to ensure
sustainable financial stability,
especially in the face of changing
market dynamics. According to
Saputro and Safuan (2024), financial
competition is a condition in which
financial institutions, especially in the
banking sector, compete to gain market

share by offering competitive products
and services. This competition is an
important element in shaping the
dynamics of the financial market,
affecting financial stability, operational
efficiency, and the ability of financial
institutions to withstand economic
shocks. Meanwhile, according to
Rorizki et al. (2022), financial
competition in the context of the capital
market includes various aspects
involving the main actors, namely
investors, issuers, and regulators. This
competition occurs in an effort to
compete for financial resources,
investment market share, and the trust
of market players. In Indonesia,
financial competition in the capital
market is influenced by internal factors
such as the number of domestic
investors, issuer quality, and
diversification of investment products,
as well as external factors including

global economic integration,
macroeconomic volatility, and
regulations applied. Financial

competition in the Indonesian capital
market is a combination of internal and
external dynamics. This competition
requires a strategy that includes

increasing financial literacy,
diversifying investment products,
adopting technology, and

implementing good governance. With
the right approach, the Indonesian
capital market can become more
competitive, attract more investors,
and support national economic
growth. Financial competition in
securities companies requires an
effective marketing strategy to attract,
retain, and develop a customer base.
According to Ambarphati (2020),
discussing business competition, but in
the context of implementing an
effective marketing strategy. Business
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competition in the securities industry
not only involves price competition,
but also includes service quality,
product innovation, and the company's
ability to provide a superior customer
experience. Competition is considered
one of the main factors that drives
companies to continue to adapt and
improve their marketing strategies to
remain relevant and competitive. In
facing competition, securities
companies are required to understand
market needs in depth and wuse
effective strategies, S0 that
organizations can acquire new
consumers and develop sustainable
connections, making it easier for them
to survive and continue to grow.
Digital marketing is a
modern marketing approach that
utilizes digital media as the main
means of reaching consumers, building
relationships, and enhancing brand
image. According to Kotler (2021),
digital marketing makes it easier for
companies to interact directly and
personally with consumers through
various online platforms, such as social
media and digital advertising. This
strategy is considered more flexible,
measurable, and relevant in the era of
ever-evolving information technology.
One of the important
elements in digital marketing is the
optimal use of social media to make it
easier for companies to create
relationships.two-way ~ with  the
audience. Chaffey and Ellis-Chadwick
(2020) stated that social media is not
only a tool for sharing information, but
social media can also be used as a
platform to build customer
engagement through interesting,
responsive, and interactive content.
Well-packaged content can strengthen
brand awareness and also increase

engagement rates, such as the number
of likes, comments, and shares. In
addition, currently many companies
have utilized paid ads as part of a
digital marketing strategy to reach
target audiences more specifically.
According to Dwivedi et al. (2021),
targeted paid ads, such as those
available on Instagram Ads and TikTok
Ads, can increase campaign
effectiveness by utilizing demographic
data and user behavior. The use of paid
advertising with a good strategy will
allow  companies to  increase
conversation rates from passive
audiences to active customers. In the
context of branding. Cahyono and

Laksana  (2023), emphasize the
importance of digital branding
elements such as interactivity,

accessibility, and content consistency
in forming positive perceptions of the
brand. A good digital branding
strategy can not only increase brand
awareness, but can also increase
customer engagement, encourage
customer loyalty and encourage
customer trust in the long term.

Based on these theories, this
study attempts to evaluate the
effectiveness of digital marketing
strategies at PT KB Valbury Securities,
particularly in utilizingsocial media
and paid advertising to increase
branding and customer engagement.
This study also looks at the actual
challenges faced by companies, as well
as optimization strategies that can be
carried out so that digital marketing
results can be maximized.

The framework is useful as a
description of the procedures for
research steps that aim to answer the
problem solving from the problem
formulation with methodical steps, so
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as to enable the implementation of
research.can run efficiently.

.........................................

,,,,,,,,,,,,

Berbavar

‘ Qptimalisasi

Figure 1 Problem Solving Framework

» Framework Steps
1. Digital

Marketing Strategy
Formulation:analyzing  what
the main objectives are to be
achieved, the appropriate target
audience, and comparing the
strategies that have been used
by the company with the
strategies carried out by other
companies in the same industry.
In addition, the author also
analyzes previous theories and
research on digital marketing to
obtain a strong foundation in
this study.

Challenges in Digital
Marketing:identify challenges
that can hinder the effectiveness
of digital marketing in the
company, this identification is
carried out through observation
and interviews with related
parties to understand the
challenges that occur in the
company PT KB Valbury
Sekuritas in an effort to optimize
digital marketing.

3. Optimizing Social Media
Platforms and Paid
Advertising:analyzing the

content strategy implemented,
ensuring compliance with the

platform algorithm, and
providing  suggestions  for
companies to increase
engagement with their

audiences through features such
as live streaming and social
media campaigns. The author
also evaluates paid advertising
on the company's social media
to ensure it is on target and to
see its impact on branding and
customer engagement.

Optimization Strategy
Analysisevaluate several
metrics, such as engagement
rate, conversation rate, follower
growth, and paid advertising
effectiveness. Based on the data
that has been collected, the
author identified successful
trends and several factors that
still need to be maximized and
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improved. From the results of
the analysis, the author provides
several recommendations on

better digital marketing
strategies to improve the
company's  branding  and
customer engagement.
METHODOLOGY

This study uses a qualitative
approach to data collection in
compiling the Final Internship
Assignment. According to Creswell
and Poth (2018), qualitative research
aims to understand how individuals or
groups view and experience an event
in their lives. This is in line with the
opinion of Merriam and Tisdell (2025),
who stated that qualitative research
helps researchers understand a
problem more clearly through direct
data collection from real experiences in
the field. This approach was chosen
because it would make it easier for the
author to understand in depth how
digital marketing strategies are
implemented at KB Valbury Securities.
The methods wused are direct
observation and interviews, with the
research results explained in the form
of descriptive descriptions. According
to Agazu et al. (2022), research with
descriptive methods helps researchers
understand an event better through
data collection from various sources,
including direct observation,
interviews, and document analysis.
This approach provides a clearer
picture of the situation being studied,
as well as revealing the experiences of
the people involved so that readers can
feel a deeper context.

RESULTS AND DISCUSSION

This study aims to analyze how
digital marketing strategies can be
implemented effectively at KB Valbury
Securities to improve branding and

customer engagement, as well as

identify the challenges faced and

strategies for optimizing the use of
social media, especially Instagram and

TikTok. Based on interviews with

several employees of the KB Valbury

Securities company, the effectiveness

of digital marketing strategies can be

assessed  through several main
indicators, namely the level of
audience engagement on social media

(engagement rate), the conversion rate

from audience to active customers

(conversion rate), and feedback from

active customers. In addition, the study

also found that one of the main
challenges in digital marketing is
maintaining the relevance of content
amidst fierce competition. In addition,
this study also found that one of the
main challenges in digital marketing is
keeping the content created relevant to
the needs and interests of the audience,
especially amidst increasingly fierce
competition. To overcome these
challenges, it is necessary to utilize
paid advertising and optimize the use
of social media which will be the main
strategy to help increase the
effectiveness of digital marketing at PT

KB Valbury Securities.

Discussion

This discussion aims to analyze
and explain the research results in
depth by linking them to relevant
theoretical foundations so that they can
answer questions based on the data
that has been obtained.

1. The Effectiveness of Digital
Marketing Strategies in Increasing
Customer Engagement.

From the interview results, it
can be concluded that the digital
marketing strategy at KB Valbury
Securities can be assessed from
various indicators, such as the
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number of likes, comments, shares,
views, and direct interactions with
the audience through messages or
discussions on social media. This
finding is in line with the digital
marketing theory put forward by
Kotler et al. (2021), which states that
digital marketing aims to build
broader and more personal
interactions with customers
through various digital platforms.
In addition to engagement rate,
conversion rate is also a key
indicator in assessing the success of
a digital marketing strategy.
According to Chaffey & Ellis-
Chadwick (2022), an effective
digital marketing strategy does not
only focus on engagement that can
be converted into real actions, such
as new account registrations or
financial transactions. In the case
that occurred within the KB
Valbury Securities company, the
level of success of the digital
marketing strategy can be seen
from the increase in the number of
new customers obtained through
digital platforms. The importance
of customer engagement in digital
marketing is also supported by the
theory put forward by Zhafira &
Afista (2023), which states that
customer engagement is not just an
ordinary interaction, but also
reflects the emotional relationship
between customers and the
company. High customer
engagement can increase their
loyalty and trust in the company.
This is also in accordance with
research conducted by Taruli,
Chan. & Tresna (2020), which
highlights how gamification and
interactive content on social media
can significantly increase customer

engagement. Therefore, in an effort
to increase customer engagement,
KB Valbury Sekuritas needs to
consider a more interesting and
interactive content strategy, such as
the use of short educational videos
or live sessions to improve
communication with the audience.

Digital marketing plays an
important role in increasing brand
awareness and building a strong
corporate image. Effective digital
branding can be seen from how
many new customers know and
connect with the KB Valbury
Securities company, and how this
branding can drive customer
investment decisions. Cahyono &
Laksana (2023) emphasize that a
good digital branding strategy
must include information
accessibility, interactivity, and
trust, all of which can be built
through effective digital marketing.
Thus, the results of the research
conducted by  this  author
strengthen the theory that digital
marketing not only functions as a
tool to increase company visibility,
but also as a means to build long-
term relationships with customers
through ongoing interactions and
strong branding strategies. To
increase its effectiveness, KB
Valbury Securities can further
optimize its digital marketing
strategy by ensuring that the
content uploaded is relevant to the
target audience and is able to create
meaningful engagement.
Challenges in Optimizing Digital
Marketing at KB  Valbury
Securities.

From the interview results, it
can be concluded that there are
several main challenges faced by
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the company, these challenges
include content relevance, level of
audience engagement, innovation
in marketing content, and limited
human and technical resources in
implementing digital marketing
strategies. When you want to
maintain content relevance to
remain attractive to the audience
amidst fierce competition. Content
that is less specific to local
audiences often does not get the
expected response. This is in line
with the opinion of Salonen et al.
(2024), which states that effective
social media marketing must adapt
content to the needs of the audience
at each stage of the customer
journey. Therefore, KB Valbury
Securities needs to conduct more in-
depth research on the needs and
preferences of their audience to
create more personal and relevant
content. In addition, increasing
initial audience engagement is also
an important challenge. If content
fails to grab the audience's attention
in the first few seconds, they are
unlikely to continue interacting
further. Research by Artmucu et al.
(2023), which shows that a
successful  social = media-based
marketing strategy relies heavily on
content interactivity. Therefore, KB
Valbury Securities needs to apply a
more creative approach in creating
content, such as using an interesting
short video format, utilizing social
media trends, and storytelling
techniques that can build emotional
connections with the audience.
Another challenge is
innovation and creativity in digital
marketing. Given the large number
of competitors who also use social
media for marketing, KB Valbury

Securities must continue to
innovate in order to remain
competitive. Nardo & Prasetiyo
(2022) highlighted that creativity in
digital marketing can be a major
differentiation factor, especially in
attracting customers in the digital
era full of information. One strategy
that can be implemented is to adopt
an interactive marketing approach,
where the audience can engage
directly with the content, such as
through polls, question and answer
sessions (Q&A), or gamification
similar to the “shopee tanam”
feature which has been proven to
increase customer engagement
(Taruli, Chan, & Tresna, 2020).
Limited human and technical
resources are also a challenge in
marketing for KB  Valbury
Securities. Not all branches have a
competent digital marketing team
to implement the strategies that
have been designed. This is in
accordance with research by
Dwivedi et al. (2021), which states
that one of the main obstacles in
digital marketing is the lack of
workers who have expertise in
digital marketing. To overcome
these challenges, KB Valbury
Securities can increase  the
effectiveness of their digital
marketing and maximize the
potential of social media as a tool to
strengthen branding and customer
engagement.
Social Media Optimization and
Paid Advertising Strategies for
Digital Marketing

From the interview results, it
can be concluded that consistency
in uploading content is the main
factor in building a strong digital
presence. Content that is uploaded
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regularly can  increase  the
opportunity for interaction with the
audience and maintain their
engagement. This is in accordance
with the theory put forward by
Cahyono & Laksana (2023), which
states that effective digital branding
must be supported by interactivity
and consistency in conveying
information. Therefore, KB Valbury
Sekuritas needs to have a planned
content schedule to stay relevant
and not lose its audience. In
addition to consistency, utilizing
social media trends is also an
important strategy in increasing
content reach. Content that follows
trends such as the use of popular
music, challenges, viral concept
caraousals, or popular video
concepts can have a greater chance
of getting the audience's attention.
This is supported by research by
Nardo & Prasetiyo (2022), which
shows that the use of attractive
visual elements combined with
relevant information in social
media advertising can significantly
increase the effectiveness of digital
marketing. The wuse of paid
advertising is also one of the main
strategies in digital marketing at KB
Valbury Sekuritas. Several sources
stated that paid advertising has
been used to increase content reach,
attract new audiences, and reach
people who have not followed the
company's social media accounts,
but paid advertising has only been
used for Instagram social media,
not TikTok social media, so its
utilization has not been maximized.
This finding is in line with research
by Dwidevi et al. (2021), which
highlights that paid advertising
allows companies to target specific

audiences  based on  their
demographics,  location, and
interests. By maximizing the use of
the Instagram Ads and TikTok Ads
features carried out by the author
together with the company's digital
marketing team, KB Valbury
Sekuritas can reach potential
customers more effectively. Based
on interviews with several sources,
it is known that the utilization of
paid advertising is still not optimal
in all KB Valbury Sekuritas
branches, resulting in limited
content reach.

The use of digital events
such as webinars or investment
classes was also mentioned in the
interview because this can be a
strategy to increase customer
engagement and the number of
social media followers. This
strategy utilizes webinar
participants to follow KB Valbury
Sekuritas' social media accounts
when they want to register for a
webinar, so that the company can
increase the number of audiences
who engage directly with their
brand. This strategy is in line with
the theory of Zhafira & Afista
(2023), which emphasizes that
interactive customer experiences
can strengthen customer
engagement and build long-term
relationships with the company. By
implementing this strategy, KB
Valbury Sekuritas can further
maximize social media and paid
advertising to increase the
effectiveness  of its  digital
marketing. The use of innovative
technology and strategies can help
companies expand their market
reach, increase brand awareness,
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and build closer engagement with
customers.
CONCLUSION
This study confirms that digital
marketing plays an important role in
building branding and increasing
customer engagement. With the right
strategy, KB Valbury Securities will be
able to more effectively utilize social
media and various digital platforms to
strengthen brand image and attract
more potential customers. However, to
achieve  maximum  results, the
company needs to face existing
challenges with more targeted and

sustainable digital marketing
innovation and strategies.
Suggestion

Based on the conclusions that
the author has conveyed above, here
are some suggestions from the author
that can be implemented by KB
Valbury Securities to increase the
effectiveness of its digital marketing
strategy:

1. Companies need to optimize digital
content that is more interactive and
relevant to the target audience.
Interesting and educational content
can help increase customer
engagement and strengthen brand
image. Utilizing social media
features such as live streaming,
polls, and Q&A sessions can be an
effective strategy to increase
customer engagement more
actively.

2. Consistency in content creation and
publication must continue to be
improved so that the audience
continues to get relevant and
interesting information. The KB
Valbury Sekuritas digital marketing
team can create a more structured
upload  schedule and take
advantage of social media trends so

that content is not left behind and
remains interesting to the audience.
Creativity in presenting content,
such as the use of storytelling or
interesting visualizations, can also
help increase the appeal of the
company's digital marketing.
Companies are advised to develop
a digital marketing team to be even
better. Given that digital marketing
requires special skills, KB Valbury
Sekuritas can hold internal training
for the marketing team or recruit
experts who have experience in
managing  digital = marketing
strategies. With a more skilled
team, the implementation of digital
marketing strategies can run more
effectively and provide more
optimal results.

The use of paid advertising needs to
be optimized to expand marketing
reach. By using features such as
Instagram Ads and TikTok Ads,
companies can reach a wider and
more targeted audience. In
addition, evaluation of the
effectiveness of paid advertising
needs to be carried out periodically
to ensure that the strategies
implemented have a significant
impact on increasing customer
engagement and sales conversions.
KB Valbury Sekuritas needs to
improve synergy between the
central and branch marketing teams
so that digital marketing strategies
can be applied evenly throughout
the company's operational areas.
Decentralization of digital
marketing strategies can help
branches adjust their marketing
campaigns to local market needs, so
that marketing effectiveness can
increase overall.
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6. Companies can hold webinars
regularly and are given a target for
the number of participants, this
strategy is effective in attracting the
attention of potential customers.
Companies can also require
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