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under one roof — converging skills, crafting

) solutions, & making ideas happen.
ere

We are visual thinkers with analytical minds
— balancing creativity and logic to deliver

outcomes that matter for brands, audiences,
and businesses.
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Winda Yong

Founder

15+ years of communication
& branding experiences

Bachelor degree from
Tarumanegara University

Steven A. Kurniawan
Founder

10+ years of management consulting
experiences

Bachelor degree from
Curtin University

Ayu Amanda S.

Partner

8+ years of consulting experiences
Deep Expertise in HR advisory

MBA from Edinburgh University




Our Business
Units

We operate through
specialized business units,
each designed to supports
different kind of challenges
— with one shared goal:
real-impact.

COMMUNICATIONS & BRANDING

We craft clear, intentional messaging and visuals that
help brands speak consistently and connect
meaningfully — across every channel.

EVENT MANAGEMENT & EXPERIENCE
We design events that are more than just well-run —
they’re well-thought. From concept to execution, we
create brand moments that engage, align, and deliver
lasting impact.

MANAGEMENT CONSULTING

We work with leadership teams to identify key gaps
and design practical, scalable strategies. It's about

solving the right problems, with the right expertise.

CORPORATE TRAINING

We deliver engaging, insight-driven sessions that
empower teams with relevant tools — made to stick
and ready to apply.
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YK stays fu”y present.
/"u”y invested.

From the first spark to the last
detail — we care like it's ours.

We believe creativity isn’t just about
what looks good — it’s about what
works, and lasts.

We think.
Deep, analytical, and always N/
connected to purpose. l \\/

L W
We create. 7
Campaigns, identities, and experiences
that feel cohesive and true. 6 |

\

We make it happen.

Because ideas are only as good as v
how they land in the real world. Q’ =
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( YK Services )

YK’s creative team moves in two focus arenas —where brand presence
IS shaped, stories are told, and real engagement happens:

COMMUNICATIONS & BRANDING

Social Media Management (Digital Campaign & KOL)
Communications Strategy
Integrated Branding
Advertising
Publications
Web & App Development

EVENT MANAGEMENT & EXPERIENCE

360 Marketing (Events & Social Media)
Exhibition & Production
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EVENT MANAGEMENT & EXPERIENCE

360 32 MARKETING

From events to
its social media
management.

End-to-end ideas that keep
your audiences engaged on-site

and online.
P




360 Marketing — MLBB Golden Month (March 2026)

MLBB Golden Month — Road To Victory
Bringing MLBB Closer to Communities

During Ramadan

The Challenge

MLBB aimed to create meaningful community engagement during
Ramadan by connecting with audiences in everyday public spaces.
The challenge was to design a high-visibility activation that \ w NS , G B
combines community interaction, gaming experiences, and | AN 1 S0 ,} -
Ramadan moments across multiple cities. ‘ P | am—

GOLDEN " (&
MONTH

Our Role

We developed and executed MLBB Golden Month — Road To
Victory, a multi-city activation that brought MLBB directly to the
streets through mobile truck experiences, community gaming
activities, and Ramadan takjil distribution.

* End-to-end management

» Campaign concept & activation development

« Multi-city event coordination (Jakarta, Bandung, Surabaya)
» Showcase truck production & branding

* On-ground gaming activation & fun match management

« Community engagement & cosplayer activation

» Takjil distribution program management

» Social media engagement support



360 Marketing — MLBB Golden Month (March 2026)
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Event Management & Experience — 360 Marketing

-

\\/ Mobile Legends: Bang Bang Greation League (MGL) Kurafest 2024
¥ Connecting Surabaya MLBB Greation

//4 League's Creative Communities

4 We transformed fan passion into active participation,
uniting Surabaya's gaming and pop culture communities.

The Challenge

As a community, Moonton's MLBB Greation League (MGL) empowers
fanartists, writers, cosplayers, and animators. To grow this community;,
Moonton partnered with YK Consulting to engage large base of creative
students and Japanese pop culture fans through MGL Kurafest 2024.
The goal: turn passive attendees into active creators who would fuel
the future of MGL community.

For a 2 days event, we designed MGL Kurafest 2024 as a one stop creative = | o=
festival not only by gathering growd but feed the MGL creator ecosystem: i : q IB-ENCEEE“-? N

* Transforming a one-time event into a recruitment platform for creators.
* Empowering the community to gather, collaborate, network, and show talent.
* Bridging gaming and pop culture through authentic, shareable moments.
* Making Surabaya’s massive fanbase feel seen, heard, and activated.

vaw.yongkurniawan.conD




Event Management & Experience — 360 Marketing /

Bringing fandom to life through hold direction, collaborative energy,
and creator-first experiences.

uk 20 Cosplayer yang sudah terpilih
Coswalk di MGL KURAFEST 2024!

vaw.yongkurniawan.com




Event Management & Experience — 360 Marketing

We crafted a
memorable
experience

designed to live in
attendees' heart.
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360 Marketing (Production) — MLBB —GRAND TOURNAMENT MLBB GOES TO SCHOOL 2025 (Jan 2026) 7

10.000++ 1.5M 48 Team 36 Team Atrium

Tunjungan
Visitor Engagement Elementary School Junior High School Plaza 3

Scope of Work:

* Endto End Management

* Content & Concept Development

* Design 3d & Mockup

* Managing Pre-Event, Event & Post Event

* Media Buyer & Amplifier

* Activity Coordinator (Stampbook,
Photobooth, Doorprize, etc)

(www.yongkurniawan.conD




Travel Management — MLBB —WINNER & TEACHER MLBB GOES TO SCHOOL 2025 GOES TO M7 TRIP JAKARTA (Jan 2026) 7

Destinations 15t Winner 10 Teacher
M7, Seaworld, Monas, Elementary & Batch 1 TA
Museum Nasional, Kota Tua, Museum BI Junior High School
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Link Doc tation: Click Here

vaw.yongkurniawan.conD



https://drive.google.com/drive/folders/1kRZApAE7jEZ5I3cwYjEZg9XjVhDmwB0w

360 Marketing — OPPO Hyper Legend Cup 2026 (March 2026) 7I

Powering Competitive Mobile Gaming
with OPPO Reno15 Series

The Challenge

OPPO aimed to strengthen its presence in the mobile gaming ecosystem by
engaging university gamers and the broader MLBB community, while
showcasing the OPPO Renol5 Series as a reliable smartphone for
competitive gameplay.

Our Role

We led the development and execution of OPPO Hyper Legend Cup 2026,
from tournament concept development to on-ground event production.
» End-to-end management

Event concept development

Broadcast asset design

Social media design adaptation (based on OPPO master design)

Crew coordination and management

Player accommodation & travel coordination

(www.yongkurniawan.conD




360 Marketing — OPPO Hyper Legend Cup 2026 (March 2026) 7I

Turning
competitive
gameplay into a
high-energy
campus esports
experience.

vaw.yongkurniawan.conD




360 Marketing — OPPO Smooth Cup Legend (Feb 2025)

358 >2000 1.6 M 502K 8 Cities

Team registered Visitor Total Views Total Likes Surabaya, Medan, Bali,

Depok, Makassar, Bandung,
Yogyakarta, & Jakarta

Scope of Work:

* Endto End Management

e Content & Concept Development

*  Design 3d & Mockup

*  Managing Coordination with crew

* Managing Pre-Event, Event & Post Event

*  Managing Broadcasting

*  Media buyer & management

e Activity Coordinator (What Do You Know About Reno13 5G,
Fun Match, Photobooth, Cosplay Competition)

Tiktok
City X Youtube Total
Views Likes Engagement
Surabaya 58,100 43,000 536 189,000 5,187 295,823
Medan 71,500 79,200 1,070 90,600 3,163 245,533
Bali 61,900 40,000 643 169,000 3,815 275,358
Depok 62,700 49,500 665 87,300 3,435 203,600
Makassar 59,900 26,300 817 162,000 4,969 253,986
Bandung 46,800 18,900 359 51,653 3,274 120,986
Yogyakarta 65,000 66,000 727 123 3,306 135,156
Jakarta 56,200 59,200 599 85,200 5,048 206,247
Grand Final 163,700 120,000 1,993 127,000 31,103 443,796

Total 645,800 502,100 7,409 961,876 63,300 2,180,485



360 Marketing — OPPO Smooth Cup Legend (Feb 2025)
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360 Marketing — OPPO Smooth Cup Legend (Feb 2025)
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360 Marketing (Digital Campaign) — C40 Cities & Pemerintah DKI Jakarta

Link High Resoution:

@ Nearer thank you think!
#MelajuBersamalakarta

Billboard/videotron

<oy we 2%

di Jakarta?
Naik Transportasi Umum

Social Media Carousel Post

What’s Better?
#MelajuBersamalakarta

Billboard/videotron

o Integrated Transportation
#MelajuBersamalakarta

Billboard/videotron

500G 3 ==H - BoXN A5 64%m

& #melajubersamajakarta :

100+ posts

Follow

See a few top posts each week

Top Recent Reels
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Dokumentasi Event
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©pt_transjokarta @mrtjskorta @iaklinghoindonesia
,1.072 total likes ”Lusmmm , 471 total likes
2 120 st comments 2 12 wutcomments | — [ T—
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4 Main Ideas

#MelajuBersamalakarta
: ) 2 3 4
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you think! ¢ with Us!
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360 Marketing (Offline Event Production) — C40 Cities & Pemerintah DKI Jakarta

#melajubersamajakarta
138 posts




360 Marketing (Merchandise & Collaterals) — C40 Cities & Pemerintah DKI Jakarta

ID Card Crew

Souvenir: Tumblr Souvenir: Sticker

Melaju
Bersama
Jakarta

Melaju Souvenir:
Bersama
Jakarta

The Future is
P_Jb!k Transport
i

Handsanitizer

Melaju
Bersama
Jakarta

The Future is Public Transport

L
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360 Marketing (Media Buyer & Event) — POP MART x TLID

10 500k++

Media Reach & Engagement

Scope of Work:

* Content & Concept Development
* Endto End Event Organizing

* Pre-event & event management
* Media Buying & Organizer




360 Marketing (Production) — MLBB — M6 Onground Activation & Roadshow (Dec 2024)

4.900++ 1.5M 3 Cities 8 Venue

Visitor Engagement Surabaya, Malang Kogu Space, Warkop Sippo, Warkop STK,
& Sid . Warkop Bening Plus, Kopisae, Kedai Tepi
idoarjo Teras, Bukit Delight & Critasena

Scope of Work:

* Endto End Management

* Content & Concept Developent

* Design 3d & Mockup

* Managing Pre-Event, Event & Post Event

* Media buyer & management

» Activity Coordinator (Funmatch, M6
Watch Party & KOL Sharing Session)

Sidoarjo

Surabaya



360 Marketing (Production) — MLBB — M6 Onground Activation & Roadshow (Dec 2024)

3D Design & Mockup Merchandise Production
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360 Marketing (Digital Campaign & Event Production) — MLBB: Beyond The Clouds at Impactnation (July 2023)

6763-9150 1117 109 >200

Visitor Booth* Challenge Participants New MLBB User Beyond The Clouds
Hashtag Post

“M@BlLé
LEGEND

‘II’SNG BANG

*Estimation calculation includes margins of errors.



360 Marketing (Digital Campaign & Event Production) — MLBB: Beyond The Clouds at GJUI (August 2023)

7076-9574 2499 60 >400

Visitor Booth* Challenge Participants New MLBB User Beyond The Clouds
Hashtag Post

7
s

*Estimation calculation includes margins of errors.



Event Management — MLBB M5 Watch Party (Nov 2023)
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360 Marketing (Digital Campaign & Event Production) — MLBB MGL Booth at BSTATION ANIME EXPO (Jan 2024)

4628 902 28 >200

Visitor Booth** Challenge Participants New MGL #MGLMLBBID
Community Hashtag Post
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M Yuk scan QR di atas untuk ikutan kegiatan di booth

B Kalau udah isi, jangan lupa screenshot untuk kasih tau ke panitic
B Bebas ikut 2 activity di booth supaya bisa gacha hadiah

B Gacha di Registration Desk yaa!

7 Photobooth 3 Mabar 5 Join MGL

Foto di photobooth, upload ke IG, Svslidanivsl Yuk daftar di Meja Registrasi
mention @mgl_id dengan daftar di registration dan jadi bagian dari
hashtag #MGLMLBBID! desk yao keluarga MGL &

[\

2 MGL Fanart & Quiz e ‘ v Qﬂ

Gambar fanart salah satu Tunggu quiz seputar -\:D

dari 3 karakter MGLdi bootht * RS
(Martis, Yin, Fanny) “

Fastcrlon g
n\me Carnival 2023




360 Marketing (Digital Campaign & Event Production) — MLBB CH MSL Booth at Gopay Arena Community Championship — GACC (July 2024)

2.486 686 59 >600

Visitor Booth** Challenge Participants New CH&MSL #MLBBatGACC
Community Hashtag Post

gl

LET'S GO SERU-SERUAN . T S gl .
DI BOOTH MLBB MOBILE LEGENDS: BANG-BANG s .- < : ? o ‘ , ! ‘V ‘ a E "LBB
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Yuk kelarin misi dengan cara: | X 5 | 1 ‘ " ) ) s
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EVENT MANAGEMENT & EXPERIENCE

EXHIBITION &
¢.? PRODUCTION

~ Spaces, stages, and moments
that turn your message
into an experience.

£y




Event Management & Experience — Exhibition & Production A

Pop Mart Christmas Town ‘#‘
Where Collectibles Meet Christmas Fantasy K- |
We brought holiday magic to life — with playful installations, '
joyful interactions, and a collectible experience for all ages.

The Challenge

Pop Mart entrusted us to design a holiday experience that stayed loyal
to their collectible identity — while delivering the warmth, magic, and
cheer of Christmas.

Transform Labubu, a fan-favorite figure, into the face of the entire season. It
had to feel festive enough to connect with holiday shoppers, visual enough
to go viral, and branded enough to speak fluently in

Pop Mart’s visual language — all without diluting its iconic charm.

( (‘} p .

Our Role

To make that vision real, YK worked closely with Pop Mart’s team and local

partners — listening to what the brand needed and what the audience

would love. We studied Pop Mart’s signature look, feel, and fan culture to

reimagine it as a seasonal experience that still felt 100% collectible.

* A Christmas-themed space that stayed playful and brand-authentic

» Stand designs and activity zones that blended installations, fan
interactions, and shareable moments

* Details crafted to keep Pop Mart’s iconic charm alive— but dressed up
for the holiday season.

www.yongkurniawan.com [ ]
( yona > A3 A\




Event Management & Experience — Exhibition & Production

Good ideas start with listening —

and come to life in every corner

of the experience.




Event Production (Photobooth & Gallery Photography)— BNI Loudfest
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COMMUNICATION & BRANDING

_SOCIAL{)
MANAGEMENT

Digital Campaign
& KOL Management

Campaigns that connect,
content that sticks —
built for relevance, reach,
and rhythm.




Communications & Branding — KOL & Media Management

N

JungoJam of Nuverse Games, Bytedance
Soft Launch in SEA (Indonesia-focused)

When Strategy Meets Roleplay Gaming
More than just visibility, we built a creative community of players
through in-depth market research and creative execution.

The Challenge

Indonesian Roleplay gaming market were already loyal to previous
giants. But with this never-seen-before blend of both Roleplay and
world-building genre, YK Consulting knew JungoJdam could break the
meta and win them over. The goal: build a loyal players base hungry
to play, create, and grow as a community.

Our Role

We built a world where anyone could be anything.

Our #BeAnyoneDoAnything campaign grew a thriving JungoJam

Indonesian player base in just 2 months by:

» Partnering with 17 top KOLs to promote the launch

* Bringing 13 community nano to micro creators and 2 dedicated
\ moderators for JungoJam's Discord and Facebook community

» Prioritizing roleplay-heavy content and livestreams

*« Activating 15 events on JungoJam's community channels
» Driving hype with 10 media partner collabs and community seeding

lew.yongkurniawan.

~




Communications & Branding — KOL & Media Management A

As a result, we won players' hearts with a game, made real/ly just for them.

Through creator-made content that resonated with the audience's drive to imagine and create, we achieved impressive
content reach across platforms and pulled in new members to JungoJam's community channels.

42,8M views 433K engagements 42K community members 29 FYP content

#1 most active text channel on JungoJam's Discord (#jungo-chat-indonesian)
Big Names. Big Hype. We kept the community alive 24/7

& # jungo-chat-indonesian> Q & #8 b | berita-official

¢y JungoJam
Jungo Mod Novice — 3 @ uia

‘é; AKUDAV 04/04/25,13.29
yang seru banget nah jdi jungojam ada event yg bru

&, JungoJam Community Daily: Special
Edition - Creator Highlights & .. See more

\ dimulai, namanya jungo ace Amaia ©YON
4 oh iya eventnya jga ada hadiahnya | sekarang ada KAK SHASYAALALA
5 SRR T om BANG BOY ges e R —
fm | PSR Ref ONEKO' 04/04/25,13.30 & SF?0pmem QsiAx
I 3 [’ Wi i -

R S & ! o Kak Caca keliling JungoTown nyoba

et - T Wah mantap b .
=i I B

&~ shind

° 2y 04/04/25,1330
apatuuuu

@ AKUDAV 04/04/25,13.30
coba kalian cek di # @ | events disitu

ada jungo ace

Our moderators handled
: daily community
L@ i lips cait i o maintenance & reports.

RolePlay SeRu Bange

. . Komannya dan kasih Ukesnyaa! We crafted and
We collaborated with MiawAug, : ha Our top KOL content 3 ?
the most subscribed Indonesian Fan:_y Tﬁd rets \_/léieo t_)e(iar:\je #48 Top fromﬁ):ahrezaos_ It KOL & community Content & event posted social
gaming YouTuber (24,2M) rending video In indonesia reached TTM views! creators interaction announcement medh’é gggégnn with
Media Blitz Events That Kept Players Grinding

o
JUNEOIAM|BUILDING,
[CHALLENGE]ISIHERE]

s 1y

4 » - - !
AR

Livestreamed roleplay events of Our ’FOPtCIC;mmUk?itg They build the hype and One of our 15 events: Participants of the events,
. our community creators. content. It reache kept players talking. JungoJam Building they built these in just one
(www.yongkurnlawan.com O9M views! Challenge 4 week! :




Communications & Branding — KOL & Media Management

Our Star Collaborators, at a Glance:
17 KOLs

—

KOL Name
MiawAug

Subs/Folls

24,2M

AKUDAV

6.0M

10 Medias

1

Kodok Palsu

377K

m KOL name Subs/Folls

Fanny Tjandra

3.3M

2

Gamerystation

282K

Fahrezaos

24M

Veniccio_story

248K

Bangboy Gaming

1,3M

Less Sugar

1.3M

Yuee Game

223K

KeiKei

12M

Enonoms

1M

Ol N|ojlo|bM|]W]|DN

Ghaly

835K

o

Shasyaalala

77K

—
—

Daniel Bieje

584K

—
N

Arayobo

480K

™

Agmal Hong

420K

15 Community Leaders

The Lazy Monday

No KOL name

1

Cimel

134K

Subs/Folls Count

168K

Qe OO0

N

Rashif Gaming

441K

Boozlee

143K

(62}

Teguh Sugianto

137K

YasyfiKun

140K

»

Riel Berto

234K

17

Arthesuri

vaw.yongkurniawan.conD

92K

CCCLCOOOL00CR0C000C

Zanhoof

94K

Jill

91K

QO 0eC O

Creative Community Posts

We Brough
@ Jreen

Celebrate Eid in JungoJam with a rewarding
RP event!

Jungoers, Eid is just around the corner! Let's
create a festive celebration in JungoWorld
with your friends! Whether it's a night market,
a virtual Eid party, or a special Eid-themed
quest, you can make it happen in JungoJam!

¥ 20 of the most creative event makers will
win a Razer Gold Bonus Voucher + an
exclusive GIFT CODE as a reward!

4 How to join:

1. Create and host an Eid-themed event in
Jungodam

2. Share images/videos and tell the story of
your event in the Discord channel #jungc-eid-
fest

' Submit your special event here: https://
discord.gg/QDSTfUBUE

Show your creativity and celebrate Eid with
the JungoJam community!

t to Life:
@ s

(4 Tantangan spesial buat kamu yang ngaku
Jungoers sejati!

Coba perhatiin gambar ini baik-baik... Ada
satu item ikonik dari JungeJam yang
dtersembunyi di sini. Kira-kira kamu bisa
nemu nggak? =«

Tapi hati-hati, ini bukan item sembarangan!
Hanya pemain yang raijin keliling JungoTown
dan ngulik isi bangunan-bangunan di
dalamnya yang bakal langsung ngeh sama
benda ini. &=

Coba jawab di kolom komentar:
? Apanama item-nya?
? Biasanya bisa kamu temuin di mana?
? Kalau kamu sering dapet, biasanya
dipakai buat apa?

Jawaban paling jeli dan kreatif bakal langsung
kita notice di DC, jadi jangan ragu buat
tunjukin sisi detektif kamu ya, Jungoers!

JomGejay
ONLY TRUE JUNGOERS
CAN ANSWER THIS! ®
e
R~ w’ Vo | = =
L 2%

| JUNGOER: Y wave vou SUBMITTED voue

We created and

JUNGO ACE VIDEO ver?

posted these on

Discord & Facebook, JungoJam's
official community channels.



Communications & Branding — KOL & Media Management

We successfully fuelled
JungoJam passion for

storytelling, world-building,

and creativity.

vaw.yongkurniawan.conD
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Communications & Branding — Social Media Management

Daimler Truck Vehicles Indonesia

From Driver’s Seat to the
Digital Feed

A journey of digital transformation to
take the lead in Indonesia’s commercial
vehicle industry.

The Challenge

Making DCVI's product stand out in a crowded commercial vehicle
market while shifting perception of its trucks and buses to be
more approachable and relatable.

The goal: building positive sentiment to strengthen DCVI's
presence in the commercial vehicle Industry.

Our Role

To bring the #RoadToTransformation message to life, we rolled

out a digital strategy over 2 years of collaboration:

» Unified DCVI's social media channels with a refreshed tone
and visual

* Approached communities through relevant content, event
activation, and collabs

* Turned exhibitions into full-funnel digital campaigns with
lasting impact

» Collaborated with dealers, customers, and KOLs across different
audience segments to reach and engage a wider audience.

* Ran targeted ads to support every campaign to reach

vaw.yongkurniawan.conD

Safety is a must,
not a maybe

Konsultasikan dengan Body Building Advisory (BBA)
Mercedes-Benz CV untuk keamanan
dan kenyamanan berkendara

ES
yarat dan ketentuan berlaky




Communications & Branding — Social Media Management

As a result, DCVI's social media didn’t just exist — we transformed it.
The campaignh became a strategic brand asset that drove visibility, community loyalty, and
digital performance in a competitive market.

>1 5 M views Instagram Facebook Linkedin

across all platforms >7,5M total reach >9,5 total reach >168K total reach
+27K followers (+113.3%) +8,3K page likes (+44.7%) +13K followers (+75.4%)

>50 FYP contents

REVVED UP AND REVAMPED PUTTING COMMUNITY AT THE CENTER

TRUCKS OF
CHAMPIZNS

MINING EDITION
~

2
CLICK!!
I’:0T0 UNIT TRUK MERCEDES-BENZ
DI MINING INDONESIA 2024
BISA DAPET HADIAH

i
o Yuk, upload foto Mercedes-Benz Axor atau Arocs yang kamu
/‘3 Shindyyy26_ Ad2 3ja sih 1p kok bagus 232 © & 4 temui di booth DCVI di Mining Indonesia 2024.
-, R

spirasi Nama
#MBTruckers Sejati

Saking cintanya sama truk Mercedes-Benz
sampe dijadiin nama beneran loh!

2 Ken Arocs

_ e

POSISIMU TIDAK TERLIHAT |
OLEH PENGEMUDI TRUK |

SEGERA MENJAUH

3 Abdul Adbluelah

4 Rona Axorina

B Em .
. Dapatkan kesempatan memenangkan
beUmE 2 Official Merchandise

@ o iimn

Qv Al

CEK POST INI BUAT TAHU
LETAK POSISINYA, AGAR PERJALANAN n
JADI LEBIH AMAN
@09 Lied by puspitaafiyah and 126 others
Kira-kira apa lagi ya n-mt»ynng ok buat #MBTruckers sejati?
C:h:deh tulis di kolom komentar! @ ) < @
. ' . We created content that reflected Rewarded community activations for those
We rebuilt DCVI's brand voice to our niche audiences' world. who keep things moving.

resonate with real people.

vaw.yongkurniawan.conD




Communications & Branding — Social Media Management

Digital Campaign Performances That Made An Impact

GAIKINDO Indonesia

International Commercial 1,6M Reach across all platforms 96K Total engagement

Vehicle Expo (GIICOMVEC) 2024

%

SkoLs TMedia 4 communities

No Name Type Followers
1 Disa Angelien KOL 656K @)
2 JKTGO Media 4/ ©
3 Busdotid Community 44K &

148K Reach across all platforms +1K New followers

1KoLs 2 Communities
No Name Type Followers
1 FikriArfandia KOL 21Kk ©
2 2 Anaktambang Community 149K @
3 Seputartambang Community 51K @,

vaw.yongkurniawan.coer




Communications & Branding — Social Media Management /

AT
THE WHEEL
OF CHANGE

Meet the who drive
commercial vehicles industry forward

Celebrating Indonesia 79th
Independence Day at DCVI

Mastering Financial /

~ Planning & Investment

We turned DCVI’s
transformation journey
Into a story worth
following.

vaw.yongkurniawan.conD




Communications & Branding — Social Media Management

\ W/ Rumah Sakit Mitra Keluarga (2021-2024)

’ \;, Educating with Heart, Caring with Purpose
Y/ We built Mitra Keluarga's image as a healthcare
\ p{ known as trustworthy, caring, and approachable. e

N

The Challenge e

Mitra Keluarga aimed to be the trusted, top-of-mind source for clear, |+ 20 ="
meaningful health education. With 26 branches, they needed one
unified message and consistent visual branding.

The goal: deliver meaningful, accessible health education that
feels human, light, and easy for everyone and every branch.

Our Role

YK Consulting helped Mitra Keluarga find its heart and voice.

Over 3 years of partnership, we brought creative and strategic

solutions through the slogan "Life, Love, Laughter" by:

* Managing Mitra Keluarga's and its 26 branch social media
accounts

* Revamping visual, copy, and design tone to reflect a clear,
unified brand.

* Launching multiple campaigns: Sleep Clinic Tour with @JKTGo
and the engaging DR Reaction segment,

» Collaborating with Realfood and Timnas Indonesia

* Running targeted ads to amplify reach and impact

vaw.yongkurniawan.conD

>
- all

#’ Mitra
Keluarga

NANG SAAT
STRUASI
H GA SIH?

“erenang saat menstri namun
ng banyak, sebaikny:




Communications & Branding — Social Media Management

As a result, we gave the ease that everyone deserves: a conversation about health

that felt human, not clinical.
Through engaging content and close collaboration with doctors, we strengthened Mitra Keluarga's connection
with its audience as a reliable and caring healthcare partner.

5.6M

Total
reach

69 Misa
Kehiargs

BANGUN HIDUP SEHAT

TANPA GANGGUAN GINJAL
BERSAMA MITRA KELUARGA

Ppe— s
© o grgetton s Korsargs

Bright, welcoming visuals defined the
official Mitra Keluarga account content.

lew.yongkurniawan.conD

1.8M
Total
engagement

Relatable Education Content

NASI MINYAK,
ENAK TAPI “PENUH DOSA"!

Instagram
3,5M reach (536,6%)

100K followers (58,3%)

Informative Branch Content

Sisa Swn
MITRA KELUARGA MITRA KELUARGA

SLAWI PAMULANG

Tanges ar) “eletan dan

Per 2 Januari 2023

Content for 26 branches was designed with
consistent branding across all channels.

Facebook
>2,1M reach (+456)

+36K page likes (+3,3%)

DR Reaction

=

1H JOROK!
| NIMBUN BARANG BEKAS
WASPADAI HOARDING DISORDER

e

We launched DR Reaction
segment that remains
active to this day.

Content Collaborations

T Pin
BAHAYA PRE-EKLAMSIA
PADA IBU HAMIL

i
:z( d
-4
1
-
)

With Realfood for DR With @JKTGo on Sleep
Reaction content Clinic hit 1.2M views.
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We made health education
gentle, understandable for all.

Mitra
Keluarga

SELAMAT
HARI IBU

Kesehatanmu berharga dan
akan selalu kujaga, agar

e
(

engkau dapat mengiringi
setiap langkahku.

t \\ Mitra

h | Keluarga
SELAMAT HARI RAYA

IMLEK 2573

Nikmati kebersamaan dengan penuh sukacita dan harapan
agar keberuntungan selalu menyertai langkahmu

)

vaw.yongkurniawan.com

Mitra o

Keluarga Infemational

INTERNATIONAL
WOMEN'S DAY

Teruslah menjadi perempuan hebat yang selalu menebarkan
inspirasi dan tingkatkan pentingnya kesadaran akan gangguan

kesehatan pada wanita dengan selalu menjaga pola hidup sehat r—— .

Keluarga

SELAMAT

TAHUN BARU

Jadikan tahun baru sebagai langkah awal untuk memulai
hidup yang lebih sehat.

Mitra
Keluarga uo y

DIABETES

BUKAN CUMA SALAH “SI MANIS”

Mitra
Keluarga

#QUIZMIKA

Ada hadiah (-8 [ X1 [1]

Untuk 5 orang pemenang!

Periode Quiz:
5-16 Desember 2022

Mitra
Keluarga

Selamat Hari N Natal
25 Desember 2022

fesnnne

Mitra
Keluarga

MOOD NAIK-TURUN

SEPERTI ROLLER COASTER
SAAT HAID

U
(CARI
MERSEMBUNYI

ﬁ Mitra
Keluarga

MITOS ATAU FAKTA 1

PRIA YANG KESERINGAN
MASTURBASI BERISIKO

B

IMPOTENSI?

«




Communications & Branding — Social Media Management (Digital Campaign) 7

Campaign BNI x Bangga Buatan Indonesia

Rooted in Culture, Shared Through Content

A digital journey through Indonesia’s colors, cultures,
and craftsmanship

The Challenge

BNI was trusted to lead a special Bangga Buatan Indonesia (BBl) campaign
celebrating MSMEs in West Kalimantan and Sulawesi.

The goal: bring the richness of local culture to life through a relevant, rhythmic,
and nationally visible digital campaign.

CORAK-CORAK
KALBAR
TIDAYY

PERPADUAN CORAK 3 BUDAYA |

Our Role

To turn that vision into a strategy.
We built a 3-month digital plan that mapped out:
* The campaign’s narrative flow
» Themed content pillars based on people, craft, and culture
» A tactical format mix — from Reels to carousels to stories —
a posting rhythm that stayed on-brand for BNI, while tapping into social trends

The challenge was cultural.
The work was creative.
Cm——. The thinking was strategic.




Communications & Branding — Social Media Management (Digital Campaign) /)

N As a result, BNI didn’t just show support for local business — we activated it.
f ¢ The campaign created a consistent and emotionally resonant presence across digital channels, helping
« local makers take their stories beyond the region.

PARA PEJUANG
[UMKM SULAWESI i

OOTD PAKE
PAKAIAN
SULAWESI

| GERNAS BBI |

() '{ HaCGOR NOKALBAR.

vaw.yongkurniawan.conD




Content Production & KOL Management — MLBB 9t Anniversary (Aug-Oct 2025)

+100M >200K

Reach Total Engagement

Scope of Work:

BTS 1 Countdown 1 BTS 2 Countdown 2 BTS 3 Countdown 3 BTS 4 Blowing screen

Develop creative concepts for the campaign
Create content concepts for Mega & Hygiene
KOL activation

Define key messaging and content direction for
each KOL tier

Manage KOL coordination and content
alignment throughout the campaign

Produce campaign video content from pre-
production to final delivery

Develop content filler concepts to sustain
campaign visibility

2.7 Content Filler TikTok

Interaction BTS

vaw.yongkurniawan.conD

1. MLBB 9t Anniversary
6 Campaign & Production

KOL

WADUCHHH!?

Output Tiktok

Views 27,411,230

Likes 20,000

Comments 1,686

Share 1,606

Save 1,428

Engagement 24,720
total

Collab Post with Tiara Andini

BTS 6 Finger BTS 5 Bang Bang BTS 7 Tiara Play MLBB Trend Tiktok Tabole Bale Trend Tiktok Outfit Transition Trend
Interaction BTS Dance BTS & Do Quick Interview Dance (Casual to Cosplay Looks)

6. Mega

Main Video
Collab Post with Tiara Andini

KETEMU
IDOLSGAME?!!

Output
Views
Likes
Comments

Share

| | save

Mega KOL - Tiara Andini

KOL - Irene Suwandi

Tiktok

6,324,225

34,000

1169

415

2,468

Engagement total = 38,052

Date Post

7 Oktober 2025

LINK POST



Social Media Management — Vispring

2025 Interior Design Trends:
by Vispring =

Timeless Elegance " Sustainable Materials = Neutral Color Palettes l
Desain yang memadukan Gunakan material rary 3 Palet warna netral seperti beige dan

elernen modern dan Klaskk tetap . mocha dapat memberikan kesan

menjadi tren utoma. elegan yang menenangkan

,\‘lép.rm"“'.‘ e
at Prestige Gala e .
2o0th Anniversary |

VISPRING

INTRODUCING @YISPRING
HOMEMADE MATTRESS. ALONG WITH RANGES

3 ;
PASSION JEN€WEERY

Intimate Luncheon Gathering

|

vaw.yongkurniawan.coer




Social Media Management — BNI Emerald

= MBNI 75BNI YsBNI

EMERALD

MERALD EMERALD

Investment vs Risk
Know Yourself,
Know Your Investments

Sekarang ini investasi sudah
13 memilik trending sekali ya ga sih?

4 plikasi pudda Konten KV — Ensuring Emerald Futu:

Barfokus memberikan informasi yang dapat diterima secara general, konten yang digarap fetap dengan suzsana

Kira-kira investasi apa s|

i B8 Emarad o2 oangan o CopPING A 59 mongena yang cocok buat anak r

Headline

Al Investing is now simpiel | Caplion

Investasi memsiki banyak jenis produkmya. Dari
yang rendsh risikn sampsi yang sangat inggi Uniuk
i, sangal penfing uniuk Anda memahami produk
investasi mana yang sesuai dengan Anda.

Y BNI

EMERALD

BHI Emeraid siap membesikan sclusi dengan Bur
[ an

=y

o e : s G20 REERE  Investing is One Click Away
62 3 é Put Your Money to Work Early, Simple & Easy

~ WRWESTING
_ is now Simple! Cani tahu profilrisiko d [ips Ibnmyest il

#TakingCarealY ouSeamiesshy SimestaSmpleoN]
#EnsuingEmersidFuture.

\" mcowss

ENSURING 15
EMERALD FUTURE
1 g7

CSHNg IS now simpley

INDONESIA
2022

851 umum menaenai Investasi bersama BNI Emerald.
A AL VSRRl 2R

UNVESTING

is now Simple!

b A b b R e R b b b R A A R b e b b b b

LR AR SRR SRR

TIMELINE CAMPAGN

Mature Intelligent Ladies of the #taki :
. ‘ 4 akingcareofyouseamles...
2l e R RLE Investor White Collar Future < g y
] ® ] o
e Berfokus untuk Dengan target audiens
— L ® target para Karyawian dan
—— ® L] ® entrepraneur gr% sional, konten 500+ posts
@ ® dengan tujuan yang as %ét'l
P ® memanfaatkan berfokus 3
_ = : = BNI Emeraid. glaapglqa ari BNI
Moot 3 merald. E.1 My Typical sts each \
@ @ B.1 Creates Our Investment D.1 The Newbiz BNI See'a'few Top postsieach week
Latvatine L] ) Own Benefit C.1 Hardwork Pay Off E 2 Caring for Emerald
il @ ® B.2 Special for You C.2 Planning “Our Crhers D.2 Fun Investing
Fisoee Top Recent Reels
\" YRCONSUTING _— = _— _— _—

& wxeoriiii

vaw.yongkurniawan.conD
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COMMUNICATION & BRANDING

COMMUNICATION
{_\STRATEGY

Strategic thinking meets
expressive execution.

Clear, structured messaging
that helps brands speak
with purpose — and be heard.




e
Creative Execution Pillar

Dalam upaya mengaiak audiens untuk memakai BNI Mobile Banking ataupun produk lainnya. Pillar dalai
digital compaign ini dibagi meniadi 5 dengan fokus yang berbeda, yaitu:

s ' '
SESTIE BESTIE TUNJANGAN Kawan UMKMnya
HEPI RAKYAT RANS
(KUYS)

PREN (PH

(THR)

BISA TRANSAKS! Keren KAN
SEMUA (BTS) (Keseharian Anak SULTAN (BBS)
Sultan) . . o
8N bukan haoya hecling meniaci
y sah sat g perissian program yang
mengensi ayanan Gitargetnya untuk
meningkatian

aling berarti o
BNI 26 yang dapat
|

sitar i akan fokus
pac pengeunaan Mempecihitian
produk dan lavanan kemudahan yang v
Bt bsa eckan leh prodik ERANSaIKS, mas saxarang ki
e b dan yanan oN1 Karena iy, il n] ¥ s
permudah hidup 5 arend By potee hosongan 5o produk-produk
o 5 namesR antar audens e kepaca
dimanapun dan oleh menerus ¥ontan tersebut halini)
siavagun 3 ok e
untk kebutuhan
anakanak mereka
seharshar

DIGITAL MARKETING TIMELINE AUG 20.. .o 2024

sep2s oarn

sATIGY  AUG23

Nagha's

Hidup ity
Suit, tapi

Webseries
Menuusl{an kolaborasi BNI X RANS 3 akan haan dengan tetap
mengimplementasikan umbrelia compaign utama dic dan mengajak m
- Highlight Webseries
g w7 e et
impiannys membek rumah tngosl seisnoksh [sgi. tbe-tbe is
R s S i o,
sedih, namun is tidak menyersh. Sebsgei pekens ysng Otvpeck Ekspor
ambisius dan ionis. i mulsi ‘menntis kenmya delem .
B e e ek
e
n Cerital Moo Tourinng el
pr————
up ot s s Kemenen
s Suman  getanjat
“Ternyata €kipor 138 mudsh
har Beni, 27 tahun The Next
banget taoi suka sial Enterpre Ngelokal RANSuKa
e o BTS (Bisa Transaksi Semua)
3 e :
mIIAM KEYPOINTS
— NI

Ko s s st on

o BTS (Bisa Transaksi Semua)

Program Description:
kses menjadi pihan masy prode L
; Merangiul RAN sevaga: fluencer terbesar, konten E B
N, i 5, seperti pen G
Core Content Format BNI's Product =
T G
s t2aings mataoan yng i S s, & - Youtube - video + N Mobie Banking S
Mskanan AN o GEaniang ntuk renminst (@RS, Top Up Tapcash 2
Cuar Galsksi raniportayl umum $aat membeinya & - Waltet)
by R e iagrem * nstagram poling * (Top Up C-Walke, 8
Banting 1. QRIS) ENTERTAINMENT
v
\‘ 'YRCONSULIING
* vouube + Vieo = BN Mobile Banking

Rotti kan mengadakan periombasn/tarys pmwab deagas
Gan yang mensng skan menias

Who wants to be s
Sultan NI

' vrconsuume



/ Scope Campaign akan menyasar pada 3 target key persona audiens yaitu:
Powered by B N I '\

Make Export Easier

R T YET ToRan

EKSPORTIR PEMULA
. / BARU

& #xporabybni

KEY MESSAGE: b «  Eksportir mapan yang + UMKM berorientasi Ekspor + UMKM yang menjadi

mempuyal tingkat penjualan «  Pemanfaatan platform digital pendukung bagi para eksportir

H XporaSaha batEksporm- yang tinggi yang terbatas - Pemanfaatan platform digital
: +  Memanfaatkan platform digital «  Jaringan Domestik yang yang tidak moderat

yang tinggi sedang hingga besar + Jaringan Domestik terbatas
OPSI KEY MESSAGES: + Jaringan Domestik & + Nominal penjualan & volume + Tidak memiliki pengetahuan
#SahabatEksporMudah #EksporMudahXpo! International yang luas yang rendah hingga sedang ekspor tetapi mampu
#SahabatEksporBagiSemua #EksporMuda +  Nominal penjualan & (hiperlokal) mendukung eksportir

volume yang tinggi

Sebagai sahabat ekspor, Xpora memberikan berbagai layan:
untuk seluruh pelaku usaha ekspor. Hal ini dilakukan
yang y h untuk b IMKM
* Akses permodalan
+ Transaksi dalam dan luar negeri |-

% = |
«+ Jaringan & pemasaran produk — i
« Peningkatan kapabilitas pelaku usaha ekspor ‘N ¥ ¥

)' YKCONSULTING

The contents: sout explicit agreement from ¢

Selain ian aktivitas buk jelang grand ing Xpora,
digital activation plan ini dikembangkan untuk memberikan arah yang
jelas terhadap perjalanan Xpora sebagai sebuah brand agar seluruh
target audiens dapat lebih mengenal Xpora. Secara garis besar, tujuan
activation ini adalah untuk menjadikan Xpora Sahabat Ekspor yang
senantiasa menemani, memberikan solusi dan mendukung
pengembangkan usaha seluruh nasabah Xpora.




9:41
ﬂmmg’lwnl v

BN bnid6

iy & N X T \ ] INDONESIA
CL2y 2022

Qv

123 like

bni46 Instagram is a popular photo and video sharing
social networking service owned by Meta Platforms.
..more

View all 404 comments

Click for play Click for play



Let’s Dive into Branding

Xpora by BNI

-




Market Research, Digital Strategy and Blueprint — Realfood

fitwithrealfoodid

COMMUNICATION PILLAR

5T WITY \}

) &y \:':m_l__'t]
T 71 VU 1A L

REALFOOD, REAL FITWITH CREATE THEREAL STRONGER WITH

*ROGRAM (Y2 3@

YOUTH REALFOOD COMMUNITY PARTNER
o Health is Fun
Program akan bergerak ke Program akan bergerak ke Program akan bergerak ke
arah budsya anak muda arah pembuktian dan arah diskusl teckalt Program Description:

yang dinamis, Instan, fun,
sorta cerdas, namun ringan

pemanfaatan produk
Reattood

kesehatan yang dangkat
dari isu yang sedarg

PROGRAM - Tupthudos  CoreComtentFomet Ot
11 Heakth s Fun 2.1. Realfood in =t i
12 Mahal itu Relatif Collaboration . ~
13 Chik Out 2.2 Hoalth s 3 Mowys B ey t
B Yo
. e =
5 +
*

Fic NEW PERSPECTIVE OF

vaw.yongkurniawan.conD




Digital Strategy, Blueprint and Execution — Mercedes Benz Indonesia

(www.yongkurniawan.coer

Arocs 4045 AK (6x6)

BARANG W

1 Wording: wemi orrmul

UL PRCF
L As

2. Promote Acooeeq
1 Collabaration

4 Brent Sepport

&

AJIB
SAAT BERPERGIAN

FEATURE
HIGHLIGHTS

Relisble & efficient

porformance
dengan mesin OM 460 LA
dan OM 473 LA

{EURD 3)

Mercedes Powershift 3:
transimis chomatis untuk
parforma yang lebih baik

Kapasitas pendingin tinggi
didesain unluk tempeatur
huar sampai 50 derajat

Hemat konsumsi bahan
bakar sampai 9%*

GOVET! | GEVETY
ERGMD | ERONG

Struktur kabin yang
fobih kuat:

warm-forged. 4 lapisan
perindungan korosi

Sasis 9mm dari bahan
high tensile SC600MC
untuk membawa
berbagai beban berat

Fitur-fitur proteks!:
raciator, kneioot,
lampu depan, tangki
bahan bakr

CwlyPost  Dmiphost  teibwsd RIS Dubbot  Datyfun  Duiyrue

Selamat Hori Batik Nasional

W bt Sy

@ 04 % 290 090 0 0

DIGITAL MEDIA BUISINESS
GOAL OBJECTIVE

DIGITAL MATRIX MAP

Trucks
~lyou can

PERUTUR WATA

i ‘:.Q
P LN

camMiban

_ TRAVEL

-

MiNuM

Branrnones

STRATEGY ACTRAITY MEASUREMENT BUSINESS "

IMPRESSION TR AT

* Create Awarersess

Expose target audience | Posts, promations
(pecersts)

et R Imgressions, reach Top of Mind

Generate engagement of

ENGAGEMENT j::ﬁh::g“ :::;;:::;emlh Post, sesperes, quiz *wsmaw xmvrn;w
s fararabion oot LSS0 | posts, promations | Link licks Vesears/ traffic

oo e Al coreesoraes

OULOWER GROWTH [T m":'“:::““"' :D"’::’:‘"';“hw W of followers Top of Mind Awareness




Digital Strategy, Blueprint and Execution — Mercedes Benz Indonesia

lew.yongkurniawan.conD

Although number of followers
continue to be a key indicator,

it is often not the most important
factor. Upon closer study, the
success rate of influencing
followers can be measured by the
—as it shows
the level of familiarity

and closeness between

the audience and the brand.

In which case, DCVI’s channels

gEVEYsignificantly higher rates
than its competitorsiale)Wilyl:

that there is real connection to
the brand and content.

p— Hinoid o
- Avg Likes: 182 umren TRACTORS
Engagement Rate: 3%

Avg. Comments: 2
Post frequency: 1-2
post/week

Unitedtractorsofficial
Avg Likes: 1.454
Engagement Rate: 7%
Avg. Comments: 128
Post frequency: 1-2

mercedesbenzid_trucks  Following
93 posts 1'510 89 following

Mercedes-Benz Trucks Indonesia
Nev

of your data

ww! ID/home. html

Avg Likes: 205

Engagement Rate: 15%

Avg. Comments: 6

Post frequency: 3-5 post/week

mercedesbenzid.bus  edierofie {3
110 posts 4’448 35 following

Mercedes-Benz Bus Indonesia
New res sib

rom 1.11.19 Daimler Truck AG next to

acebook is onsible f of your data
www.mercedes-benz-bus.com/en_ID/home.html

Avg Likes: 810

Engagement Rate: 21%

Avg. Comments: 17

Post frequency: 3-5 post/week

Scaniabusindonesia
Avg Likes: 1.462
Engagement Rate: 2%

Mitsubishifuso.id
Avg Likes: 349
Engagement Rate: 2%

Avg. Comments: 6 Avg. Comments: 5
Post frequency: 2-4 Post frequency: 10-20
post/week post/week



Communication Blueprint & Strategy — BNI Corcomm

MBNI
Berdasarkan outcome message yang perlu disampaikan, strategi komunikasi yang selaras
dengan fokus bisnis BNI dibutuhkan untuk menghadapi dinamika di tahun 2024, melalui
umbrella communications strategy dan beberapa core objectives, yaitu...

Real Impact, Global Solutions

Real Impact menegaskan komitmen BN terhadap perubahan Global Solutions menggambarkan BNI sebagai solusi

konkret di Indonesia dan global melalui inovasi produk dan layanan yang finansial global dengan ekspansi internasional yang didukung oleh
memberikan dampak positif bagi layanan p yang optimal.
ALIGNMENT GLOBAL SUSTAINABILLITY DRIVEN
CORPORATE STRATEGY BUSINESS

‘Membantu seluruh ekosistem perusahaan lebih
'memahami dan in /ine dengan strategi bisnis BNI
yang sekarang juga fokus ke global.

Menggambarkan komitmen BNI sebagai bank yang
mendukung serta menjadi solusi permasalahan
keberlanjutan.

INCREASING SYNERGY

FOSTER INNOVATION

& COLLABORATION ETETIRE

Memperiuas wadah kolaborasi dan sinergi antara e N N .
R F gai bagian dari budaya kerja BNI.

BNI de bsid hak ek: 1l 0 L

-;Dmngan U '::;ﬁﬁhf'. sl sloma Menciptakan prc!dukqan layanan terbaik yang
pperforma kerja perusahaan

Alternative umbrella strategy. Berkembang Semakin Global, Banking Elevated

PT BANK NE

RA IND

... Aligned with internal & external mor
create engagement all throughout 2024

I ot N o2 N o3 I a4

+ Tahun Baru 2024 + Hari Raya Idul Fitri + HUTRI + COP29
Eksternal + Pemilu + Indonesia Open 2024 + Paris Olympics + KTT G20 Brazil 2024
+ World Water Forum 2024 *+ Hari Raya Natal
Memanfaatkan momen Tahun Mengir il likasi y d ikasi Dengan berakhirnya 2024,
Baru 2024 dan Pemilu Umum ‘dengan perayaan besar serta dengan perayaan besar nasional BNI dapat menggunakan berbagai

Indonesia sebagai platform untuk ekspansi bisnis BNI hingga dan internasional serta HUT BNI momentum dan perayaan besar
Rationale memperkuat citra BNI. internasional. Beberapa ke-78. Di tengah tahun yang sibuk,  untuk highlighting pencapaian.

Komunikasi fokus kepada inovasi, ~ momsntum seperti Idul Fitri dapat  audiens akan menantikan Selain itu, komunikasi dapat

pertumbuhan, dan dedikasi BNI diintegrasikan dengan layanan momentum perayaan besar seperti  diarahkan lebih emosional dan

dengan optimisme baru. utama, untuk mendukung kegiatan  HUT RI dan Paris Olympics. soft selling untuk membangun
mudik. engagement dengan audiens.
+ Public Expose Q4 2023 + Public Expose Q1 2024 + Public Expose Q2 2024 + Public Expose Q3 2024
Internal + Hasil AR BNI 2023 + Peluncuran BNI Mabile + HUT BNl ke-78 + Peluncuran Mobile Banking Hi
+ RUPS Banking Baru + BNI Loud Fest Bank & Sea Limited
+ BNI Expo 2024 + Peluncuran BNIDirect Baru + Pembukaan Representative .

BNI Investor Daily Summit
Office BNI Sidney & Los 24
Angeles

Strategi Komunikasi 2025

*Milestone bersifat indikatif dan dapat disesuaikan dengan realisasi kegiatan bisnis.

T BANK ARA INDONESIA (PE ) TBK PAGE 48

(www.yongkurniawan.cony

}BNI
BNI Communication Strategy 2024

Terdapat 5 pillar komunikasi strategi yang dapat mendukung umbreila strategy yang telah ditentukan.

Umbrella St
e Real Impact, Global Solutions

Strategic Comprehensive Transformational " . < Collab, connect,
Communication Pillars banking ecosystem banking Global solutions Sustainable banking ot

. * Menekankan integrasi dan * Berfokus i . i * Upaya keberlanjutan dan + Program untuk seluruh
Focus Pillar sinergi antara berbagai inovasi dan evolusi produk dan kontribusi BNI di sustainability yang BNl terus  stakeholder,
layanan dan entitas di bawah  dan layanan. panggung global terapkan melalui + Meningkatkan kolaborasi,
naungan BN, termasuk anak * Memperlihatkan nilai tambah « Strategi komunikasi ini programnya. koneksi, dan mendukung
perusahaan dan mitra bisnis. g membentuk narasi yang + Memperiihatkan penerapan perayaan, dari skala nasional
= Memperkuat hubungan dan ran menggambarkan peran BN| ESG di dalam model bisnis, hingga intemasional.
mengoptimalkan patensi al sebagai pelaku utama dalam  budaya kerja dan seluruh lini « Merayakan hari besar
kalaborasisinergi antarg pasitif menyediakan solusi operasi bersama BNI.
dan entitas lain, o BNI. perbankan yang bersifat
- ¥ global
f7 dengan anak + Memperkual citra BNI
perusahaan untuk publikasi sebagai bank intemasional
campaigns yang proaktif.
- Sinergi dengan anak ~ Kolaborasi KLN dengan + BNI Hi-Movers Social - BNI-Republika Go Glabal
perusahaan untuk Diaspora dan komunitas Media Performance - BNI-Tempo
kampanye publikasi. Indonesia. Quarterly Awards. Bilateral Forum
+ Launching Hibank Mobile ~ » Launching KLN Sydney + Tanam Pohon Bersama » Bisnis Indonesia UMKM
Banking. dan Los Angeles. BNI Hi-Movers. Festival
TBK PAGE 30
Divisi Corporate Secretary
YBNI

Strengthening & accelerating BNI’'s content engine...

202, stakeholders termasuk BOD, BOC, BNI Hi-Movers, dan
3" Anak Perusahaan.

Staeholder termasuk Kementerian BUMN, Nasabah, Investor,
Mitra Bisnis, Vendor, Bank Indonesia, OJK, dan lembaga
pemerintahan lainnya.
Increasing Published Press Release & Content
« Penambahan copywriter.
+ Centralized information gathering.

Bekerja sama dengan media untuk penulisan artike! (paid dan
non paid)

Social Media Rangers
. kebijakan yang if untuk BNI
Hi-Movers dalam berkontribusi aktif di media sosial.
+ Membuat sistem rewards.

Kolaborasi bersama KOL (Macro, Mid, Micro Influencer) untuk
membuat konten seputar BNI.

+ Konten soft-selling.

+ Optimalisasi distribusi secara terintegrasi dan sistematik

Group Wide Collaboration
+ Berkolaborasi dengan channel yang dimiliki oleh
Corporate Division, Wilayah, Kantor Cabang
. kebijakan yang if untuk anak
perusahaan dan komunitas.

Mengoptimalkan Ads di social media BNI.
+ Traditional media (TV, Radio, dll.)
« Online media platforms (Publikasi online)
* Social media advertising

a Technical & Corporate Oriented A softSelling
7= . Pelaporan peristwa yang bersifat penting dan akiual "j’ - Publikasi bersifat timeless atau tidak terikat waktu.
(terbaru) + Membuat kontent seputar:
+ Membuat publikasi seputar: + Human-cenlered stories.
Content - Event + Creator-oriented.
Examples + Pencapaian & pengharaan « Relatable content,

+ Kolaborasi dengan stakeholder « Tone & manner lebih ringan dan kreatif,

+ Tone & Manner direct dan factual. « Platform: News, Social Media, Website, Email, SMS, WA

+ Platform: News, Website, Email, Pertemuan Rutin, Blast, Aplikasi e-Sinergi, Aplikasi BNI Mobile Banking,
Video Conference Aplikasi BNIDirect

[ PAGE 42



Digital Strategy, Blueprint and Execution — Pertamina

1 QUICK WIN

PROGRAM

Quality Management
Socialization through | = L il o

ComicaliStory-telling |-~

Concept (Bilingual) i/ 5007
INFORMATION MANAGEMENT INFORMATION MANAGEMENT
A L
mar_| apr | mav | sun | su | Aue | ser | ocT | Wov s comilons
Quick Win Pr | | | I l | | i Tahap e
il In Frogram ‘ ‘ ‘ A ‘ * Al
[Th tie Cs [ . . "
e « Detailed communications strategy B
+ Concept: develop program symbol & thematic design characteristics " b G G e A A
+ Finalize communications channels & mediums b = o s
+ Monthly communications strategy and implementation. Tanag o1 g b G Al i A L
+ Periodic communications analysis and evaluation. Program Channels (TBD): Diagroca, Bhuspein, Disghl brogrem Bhagiont frogae
« Poster, flyer, banner n&’&.‘%’?ﬁ.‘.ﬂ. h'vﬂ'-"m: n:%.
_| e + Email broadcast A A i A Al A A AN r
+ Desktop wallpaper i ™ e fich g S P b Do g
: « Articles PN Thage Tty Tahag 84 Tamis  Tshegs  Taeglr  Tshem  Taelk
. * Monthly updates & a & & A & & & & & &
« Socialization events Tapet Toren o1 T o e e Mt Mot i M M e
* Seminars, Trainings, A A )
= Support Support Supgort Suppiont Supgiort Suppent Supgion Suspioet Supgiort Supgon Suppet
’“"‘I’:':dﬂ‘ sharings and Bite  Caked  CMafed e ama  aobd  aoed  addd  Gard Gded iabd iadspa
e workshops
= Ambient channels
= gic
4 PILAR QMS DI PIEP .
E 4 PILARS IMS AT PIEP
I ' T T -k
. S . et s A B 890t an e e
:\.:l (I —— " e -

p—
ZONTINUOUS IMPROVEMENT
1P IMPLEMENTATION

/4

/
7
/
74

7
T

QUALITY MANAGHWINT STSTIM
SIS CAPBGTES MPRCVEVENS MOGHAM
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COMMUNICATION & BRANDING

~ INTEGRATED
. \BRANDING

End-to end branding that
aligns look, feel, and
voice across

every touchpoint.

&£




Communications & Branding — Integrated Branding /]

Creating Logo & Brand Visual

Branding That Makes Sense — and Sticks
A digital journey through Indonesia’s colors, cultures,
and craftsmanship

The Challenge

A brand isn’'t just a logo — it's how you sound, look, and stay remembered.
Many companies struggle to keep their identity clear and cohesive across
teams, channels, and moments.

Our Role

YK helps shape brands from the inside out — from strategy and positioning to
visual identity and day-to-day tools.
We build brand systems that grow with you and stay true in every detail.

Good branding doesn't just get §\ b

noticed — it gets understood, y (&

trusted, and remembered. < ! f
\ el ¢

vaw.yongkurniawan.coer




Communications & Branding — Integrated Branding /]

Trash bin—
| Use me!

BNI Berbagi | BNI een | Kampoeng BNI

\ “(www.yongkurniawan.conD




Communications & Branding — Integrated Branding /]

&y

4 { » Lreurninrg
N Center
! / |

L;au;r'\ing
Center

Learning
Center

Let's Dive into Branding { #

Marbel |
Chicago Popcorn
Damn | Love Indonesia

’.‘

’

-

i

Poppi

w.yongkurniawai




Communications & Branding — Integrated Branding /]

Let's Dive into Branding A YA

Merchandise

=

2=
%g‘z
Xt

HSEXARANGINDOV

53
e\ =\

-

2

Jalan ke Tebet
‘ lewat Sunter
Top up e-Wallet

yuk pakai wondr

M5 Mobile Legend Jersey

waw.yongkurniawan.com




COMMUNICATION & BRANDING

~ PUBLICATION

&’/i Turning numbers and narratives

into well-designed reports —
annual, sustainability,

or performance —

clear, engaging, and on-brand.




Publications — Annual Report | Sustainability Report | Performance Report /

STATE-OWNED ENTERPRISE & PRIVATE SECTOR COMPANY
Where Data Becomes

Visually Proof of Performance

Turning complex reports into clean, credible pages —
balancing info, design, and brand consistency
from cover to back page.

The Challenge

Turning dense data, long tables, and corporate results into reports that
people actually read is never simple.

Most companies struggle to make big information clear, structured, and
visually on-brand — without losing the credibility the numbers demand.

Our Role

We help shape all that data into pages that flow well, look polished, and
build trust.

From layout and infographics to tone and visual rhythm — we make sure
every report is clear, credible, and worth sharing.

(www.yongkurniawan.conD




Publications — Annual Report | Sustainability Report | Performance Report

From annuals to sustainability, here’s how ‘ e
we design reports that do more than inform — - —
they make performance visible and credible.

AN | 2022 FANNUA REROF
FAN TAHUINAN | 2022 S
PT PATRA DRILLING CONTRACTOR

P o

vaw.yongkurniawan.conD

SUMN ;. .
Ox

asdp

ENDLESS EXCELLENCE

LIMITLESS GROWTH

o PROFIL
PERUSAHAAN

COMPANY PROFILE

2 P
= & -

UNITED IN RESPONSIBILITY w STRATEGIZING

DRIVING SUSTAINABLE JPSTREAM INNOVATION
CHANGE /A FOR GROWTH
e
. 3 y!
i1

2024

LAPORAN KEBERLANJUTAN e o
SUSTAINABILITY REPORT

T PERTAMINA INTERNASIONAL EXSPLORASI DAN PRODUKS!




Annual Report & Performance Report — Pertamina PDC | UTC

PT Patra Drilling Contractor
Annual Reports 2021

PENCAPAIAN
PENTING 2021 Roa.5 Tehon

\MPORTANT ACHIEVEMENTS IN 2 Rp2.5 Trillion

-
& PERTAMINA

IDR 48,5 g,

IoN

102 PROJECTS

12 STUDIES

PT Patra Drilling Contractor
Annual Reports 2019

PT Upstream Technical Center
Performance Report 2021

vaw.yongkurniawan.coer




Annual Report, Performance Report, Bulletin — Pertamina Persero | PIEP | Upstream Directorate | JEC Eye Hospitals

\ZATION FOR
JOUS OPTIM
CONT R TAINABLE GROWTH

Upstream Directorate of PT Pertamina (Persero)
Performance Reports 2019

REPORT
2018

[y ey

Pertamina Internasional EP and Subsidiaries

(www.yong kurniawan.co
Annual Reports 2018

ANNUAL

PT Pertamina (Persero)
Monthly Bulletin

< JEC

eyesight

Saat Tahun Bary,\\!|

a Bary

XNP‘UAL g FLACS & Berbagai Pilihary
REPORT ‘LJeZnsa Premium JEC
2018

=
JEC @ BEKAS! i)

“ﬁw-vl:'.m.ubm ®

=\
- A e
= l :.. ("

JEC Eye Hospitls
Monthly Bulletin

o
i !
m .



Catalogue — Upstream Directorate | Mercedes Benz Indonesia

Mercedes-Benz

Corporate Solutions

Upstream Directorate of PT Pertamina (Persero) Mercedes-Benz Indonesia
Technical Service Catalogue Corporate Solutions Catalogue

vaw.yongkurniawan.coer
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COMMUNICATION & BRANDING

_ DESIGN & \
ADVERTISING

Creative work that

doesn’t just look good —
it drives attention, clicks,
and action.




Communications & Branding — Advertising /

Design That Do More Than Look Good
Visuals that tell the right story, hit the right
audience, and stay true to the brand.

The Challenge -
Every brand needs visuals that do more than /

look good — they have to feel right, fit the

strategy, and answer what the client truly

needs.

Creating fresh key visuals that stay relevant and
9 y y Terus Melaju, Gapai Prestasi.

meaningful is always the test. Selamat Hari Kartini 2016

Our Role b
YK crafts concept-driven, adaptable key visuals
and campaign assets that help brands connect e —

— from big ideas down to production details.
We make sure every output is clear, consistent,
and made to work across channels.

(www.yongkurniawan.oonD




Communications & Branding — eMagazine g

Creative direction that shapes campaigns, builds recall,
and keeps brands relevant.

Cover-Edisi 01 Cover-Edisi 02 Cover-Edisi 03

8 KANG G“""gcuuc -
i WARNA46
L=
o S ,, Edisi 04
(=15 ‘ |
| :

16
46

DESember 2023

Cover-Edisi 04 Cover-Edisi 05 Cover-Edisi 06 A

(www.yongkurniawan.coer




Communications & Branding — Congratulations Ads

UM

" NEWSLETTER

Creative direction that shapes campaigns, builds recall,

and keeps brands relevant.
—
=

cting

Drive to life's pleasant surprises.

Happy Easter 2016

Mercedes Benz
Newspaper

Print Ads and
Socilal Media

LED OOH

RN
V 4 ||

vaw.yongkurniawan.conD

Instagram




Communications & Branding — Advertising /

Where concepts
turn into visuals
that work —

anywhere.

Scan here for details

BNI
Print Ads and
Socral Media

f
{d

YK Portfolios

(www.yongkurniawan.conD




Communications & Branding — Social Media Content

Concept-driven visuals that speak clearly.

Sumn=.. SSBNI
28 Oktober 2024

96 TAHUN

spMpanpeMRa

. MASTER

'~ THE COURT
_ LIKE

— ALDILA

o' SUTJIADI

@O® Liked By BNI46 and others

h Q B

vaw.yongkurniawan.coer

IJnatagram

ykconsulting.id

Scan here for details

YK Portfolios

oY R

@®® Liked By ykconsulting.id and others

A Q B e

Awas Terjebak Si Red Flag
alias Phishing

Gimana sih cara
mengenali si red flag?

SUMN 25z

A Pendidikan
Nasional

Setiap Hari

Pakai Kartu Debit BNI

Kerjain tugas ﬁ
Jjadi makin
ngegas.
oY

@O®® Liked By BNI46 and others

A Q B & 0o




Communications & Branding — Calendar

( ecalendarbni.id/2024/home)

@ BNI - Bank Negara Indonesia

E-calendar BNI 2024

e "ﬁ* ke o Y
\ 4
&mﬂ-ﬂ. Do Xew  fom -n-nm—u:o-/

(www.yongkurniawan.coer

Calendar Meja 2024



https://ecalendarbni.id/2024/home

Communications & Branding — Calendar

Kreasi Anak Bangsa en c/umia

JANUARI | 2024
Tz
8 9 i
15 16
2 23
2 30

FEBRUARI | 2024

vaw.yongkurniawan.conD




Communications & Branding — Calendar /

Regular Agenda 2024

TG RPN A

((reass frnak Bargea : I

VIP Agenda 2024

(www.yong kurniawan.oonD "\\
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Working with us feels like having a partner who'’s all in.

We’'ll bring the ideas, the energy,
and a sharp eye for the details.

ykconsulting.id
® Yong Kurniawan Akselera

@ support@yongkurniawan.com



https://www.instagram.com/ykconsulting.id/
https://www.linkedin.com/company/pt-yong-kurniawan-akselera/

vaw.yongkurniawan.conD

PT Yong Kurniawan Akselera

Communications & Branding | Event Management & Experience | Business & Management Consulting | Corporate Training

About Us

PT YKA is an advisory expert in communication, consulting and training
services. Through “hand-in-hand” partnership designed to incorporate client
insights and feedbacks, we emphasize on the importance of value in all of our
services, so as to produce real solutions that are targeted at driving the

highest impact.

Contact us /)

© PT Yong Kurniawan Akselera.

All Rights Reserved.

Gedung Centennial Tower Lt. 29 Unit D-F,
JI. Jend. Gatot Subroto Kav. 24-25

RT. 002 RW. 002, Kel. Karet Semanggi,
Kec. Setiabudi, Jakarta Selatan

This material has been prepared for general informational purposes only and is not intended to
be relied upon as professional advice related with legal or financial requirements. Please refer to
your advisors for specific advice.
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