


Since 2016, YK has
,, I into a
€iio.

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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( Who we are )




Winda Yong

Founder
15+ years of communication
& branding experiences

Bachelor degree from
Tarumanegara University

YK PA

’
A
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Steven A. Kurniawan
Founder

10+ years of management consulting
experiences

Bachelor degree from
Curtin University
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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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W‘\m the p/am meels pressure,

YK stays fu”y present
ﬁ”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
connected to purpose.

We create.

Campaigns, identities, and experiences
that feel cohesive and true.

We make it happen.

Because ideas are only as good as
how they land in the real world.
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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 g !
A

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

EVENT MANAGEMENT & EXPERIENCE

360 Marketing (Events & Social Media) f
Exhibition & Production

N
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COMMUNICATION & BRANDING

_SOCIALL)
MANAGEMENT

Digital Campaign
& KOL Management

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




. * Bringing 13 community nano to micro creators and 2 dedicated

~

Communications & Branding — KOL & Media Management

N

JungodJam 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 JungoJam could break the
metaand 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

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

(www.yongkurniawan.




Communications & Branding — KOL & Media Management A

As aresult, we won players' hearts with a game, made really 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 & % b | berita-official

@ AKUDAV 04/04/25,13.29 “ -
nah jdi jungojam ada event yg bru ‘(e st
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Our moderators handled —

oh iya eventnya jga ada hadiahnya

f GNEKO 04/04/25,13.30

& Wah mantap
° 2 04/04/25,13.30
apatuuuu

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

ada jungo ace dally Communlty — 1
) ) bt ® enian i e emen ok maintenance & reports. We crafted and
We collaborated with MiawAug, ’ e vi Our top KOL content - T ‘T i
the most subscribed Indonesian Fan_?f_;ﬁg?;;sv\;geeoo ?ﬁﬁ:;iﬁ:g:(’p from F::ahrezaos It KOL & community Content & event mepdc?ztggs?gr?\?vlith
gaming YouTuber (24.2M) reached T7TM views! creators interaction announcement caption.
COmmunlty Bulldmg through Content & leestream Media Blitz Events That Kept Players Grinding

JUNEOIAM|BUILDINGE,
[CHALLENGE]IS/HERE]]

- Y » - S,
Y R

Livestreamed roleplay events of Our ;coptclc;mmurr:itg They build the hype and One of our 15 events: Participants of the events,
; our community creators. content. ltreache kept players talking. JungoJam Building they built these in just one
(www.yongkurmawan.conD 9M v|ews! Challenge y Week! J




Communications & Branding — KOL & Media Management

Our Star Collaborators, at a Glance: Creative Community Posts

17 KOLs 10 Medias We Brought to Life:

@ JungoJam @ Jungngm
1Apr- @ 30 Apr -
NO KOL name S UbSIFOHS Celebrate Eid in JungoJam with a rewarding 4 Tantangan spesial buat kamu yang ngaku

1 Kodok Palsu 377K

KOL Name Subs/Folls
MiawAug 24,2M

Jungoers, Eid is just around the corner! Let's Coba perhatiin gambar ini baik-baik... Ada
create a festive celebration in JungoWorld satu item ikonik dari JungoJam yang

with your friends! Whether it's a night market, dtersembunyi di sini. Kira-kira kamu bisa
a virtual Eid party, or a special Eid-themed
quest, you can make it happen in JungoJam!

—

nemu nggak? +»

AKUDAV 6,0M

Tapi hati-hati, ini bukan item sembarangan!

¥ 20 of the most creative event makers will . = ™
Hanya pemain yang rajin keliling JungoTown

win a Razer Gold Bonus Voucher + an

2 Gamerystation 282K

. dan ngulik isi bangunan-bangunan di
Fa_n n y Tja nd ra 3 3 M exclusive GIFT CODE as a reward! dalamnya yang bakal langsung ngeh sama
, 4 How to join: benda ini. &=
1 1 1. Create and host an Eid-themed ti
3 Ve n ICC I 0 Sto 248 K JunrecaJ:rin ostan & emed eventin Coba jawab di kolom komentar:
— g

Fah rezaOS 2,4M 2. Share images/videos and tell the story of % Apanamaitem-nya?
your event in the Discord channel #jungo-eid- % Biasanya bisa kamu temuin di mana?
fest % Kalau kamu sering dapet, biasanya

dipakai buat apa?

Bangboy Gaming 13M 4 Yuee Game 223K

» submit your special event here: https://

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

Show your creativity and celebrate Eid with
the JungoJam community!

Less Sugar 13M
KeiKei 12M

OO o0e

5 The Lazy Monday 134K

JunGejoly
ONLY TRUE JUNBOERS
CAN ANSWER THIS! g
&q 1
= ’7

-

-

Enonoms 1,IM

Ghaly 835K
Shasyaalala 777K
Daniel Bieje 584K

Ol |NJlo|lo|[~A]|[W]|DMN

15 Community Leaders

(@)

—
—

; = oo
No KOL name Subs/Folls Count g in | JUNGOERS ¢ .., 20000re0 v

JUNGEO ACE VIDEOC ver?

\®)

Arayobo 480K 1 Cimel 168K
Agmal Hong 420K
Rashif Gaming 441K
Teguh Sugianto 137K
Riel Berto 234K

17 Arthesuri 92K

w

2 Boozlee 143K

IN

3 YasyfiKun 140K

al

4 Zanhoof 94K

()

CePLCOLORO00CRO0C000C

QOO0 OO

5 Jill 91K We created and posted these on

Discord & Facebook, JungoJam's
(www.yongkumiawan.conD 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 DCVTI'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

(www.yongkurniawan.conD

Safety is a must,
not a maybe

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

*s|
yarat dan kerenruan berlaky




Communications & Branding — Social Media Management

As aresult, DCVI's social media didn’t just exist — we transformed it.
The campaign 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

[

Partisipasi kalian dalam

#CariNamaBaru sangat berarti, Terima kasih! TRU CKS o F
CHAMPIZNS

MINING EDITION

3
CLICK!!
FOTO UNIT TRUK MERCEDES-BENZ
DI MINING INDONESIA 2024
BISA DAPET HADIAH

'Yuk, upload foto Mercedes-Benz Axor atau Arocs yang kamu
temui di booth DCVI di Mining Indonesia 2024,

spirasi Nama |
FMBTruckers Sejati

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

| ABLIND SPOT 4 |

POSISIMU TIDAK TERLIHAT?

OLEH PENGEMUDI TRUK |
SEGERA MENJAUH

Official Merchandise
Untuk 3 orang pem

CEK POST INI BUAT TAHU
LETAK POSISINYA, AGAR PERJALANAN
JADI LEBIH AMAN

Kira-kira apa lagi ya nama yang ok buat #MBTruckers sejati?
Coba deh tulis di kolom komentar!

o)
) ' ) 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.

(www.yongkurniawan.conD




Communications & Branding — Social Media Management

Digital Campaign Performances That Made An Impact

@ GAIKINDO Indonesia
International Commercial 1,5M Reach across all platforms 96K Total engagement

Vehicle Expo (GIICOMVE

SkoLs TMedia 4 communities

B,

No Name Type Followers
1 Disa Angelien KOL 656K 0
2 JKTGO Media ™ ©
3 Busdotid Community 44K @,

148K Reach across all platforms +1K New followers

1 koLs 2 Communities
No Name Type Followers
1 Fikri Arfandia KOL 21K @)
5 2  Anaktambang Community 149K @
3 Seputartambang Community 51K @

(www.yongkurniawan.conD
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[

Celebrating Indonesia 79th
Independence Day at DCVI

AT
THE WHEEL
OF CHANGE

Meet the who drive
commercial vehicles industry forward

| "TD’CW

k| Brown Bag

B

Mastering Financial
Planning & Investment

trengthening Bonds, Inspiring Teams

We turned DCVI's
transformation journey
into a story worth
following.

vaw.yongkurniawan.conD




Communications & Branding — Social Media Management

o kit Mitre 024)
' \§’ Educating with Heart, Caring with Purpose

\ 4

Rumah Sakit Mitra Keluarga (2021-2024)

We built Mitra Keluarga's image as a healthcare
known as trustworthy, caring, and approachable.

The Challenge

Mitra Keluarga aimed to be the trusted, top-of-mind source for clear,

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

$ i

@ Mitra
Keluarga

NANG SAAT
STRUASI
H GA SIH?

alangan untuk tidak berolahraga.
‘erenang saat me! asi, namun
ng banyak, sebai ihi




Communications & Branding — Social Media Management

As aresult, 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.

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

100K followers (58,3%)

56M 1.8M
Total Total

reach engagement

Relatable Education Content Informative Branch Content
P, ez, P . .

.......

BANGUN HIDUP SEHAT NASI MINYAK, MITRA KELUARGA MITRA KELUARGA
TANPA GANGGUAN GINJAL ENAK TAPI "PENUH DOSA"!
BERSAMA MITRA KELUARGA SLAWI PAMULANG
ool Pec 10 30nuari 2023 T [

Per 2 Januari 2023

Telepon : (0283) 4565999

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

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

vaw.yongkurniawan.con'D

Facebook
>2,1M reach (+456)
+36K page likes (+3,3%)

Content Collaborations

=

DR Reaction

IH JOROK!
. _ NIMBUN BARANG BEKAS
WASPADAI HOARDING DISORDER

BAHAYA PRE-EKLAMSIA
PADA IBU HAMIL

A et
[ =) .

We launched DR Reaction
segment that remains
active tothis day.

With Realfood for DR With @JKTGo on Sleep
Reaction content Clinic hit 1.2M views.



Communications & Branding — Social Media Management

Mitra
Keluarga

SELAMAT
HARI IBU

Kesehatanmu berharga dan
akan selalu kujaga, agar
engkau dapat mengiringi
setiap langkahku.

A
3 J \\ Mitra

b d Keluarga
SELAMAT HARI RAYA

IMLEK 2573

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

v

vaw.yongkurniawan.com ’

Mitra o Mitra
Keluarga Infernational

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

DIABETES

BUKAN CUMA SALAH “SI MANIS"

Mitra ditra
Keluarga Keluarga

SELAMAT
TAHUN BARU

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

#QUIZMIKA

e OANR \’ o [R/AID

Ada hadiah (I{-Br{ [JH D11

Untuk 5 orang pemenang!

Periode Quiz:
5-16 Desember 2022

Keluarga word

We made health education
gentle, understandable for all.

Mitra
Keluarga

CARI *"“
ERSEMBUNY|I

7’ Selamat Hari Natal
25 Desember 2022

7%
-g’ :
@ Sslide untuk ikutan quiznya 8

i\(((illlllgnga Rllllllrgxga
MITOS ATAU FAKTA |
PRIA YANG KESERINGAN
MASTURBASI BERISIKO
k= IMPOTENSI?

MOOD NAIK-TURUN
‘

SAAT HAID




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

Campaigh 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 (BBI) 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.

. GERNAS BBI |

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
* Atactical format mix — from Reels to carousels to stories —
a posting rhythm that stayed on-brand for BNI, while tapping into social trends

CORAK=CORAK
(ALBAR

MDA

PERPADUAN CORAK 3 BUDAYA

The challenge was cultural.
The work was creative.
C— The thinking was strategic.
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\ As aresult, 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.

OOTD PAKE
PAKAIAN
SULAWESI

| GERNAS BBl |

a0 X \'{_CU'? nv/ '(( iy ¢

(www.yongkurniawan.conD




Social Media Management — Vispring

2025 Interior Design Trends
by Vispring

Timeless Elegance . Sustainable Materials
Descin yang memadukan Gunakan material ramah

elermen moderm dan klask tetap

menjadi fren utama

Palet wama netral seperti beige dan
mocha dapat memberikan kesan
elegan yang menenangkan

e
=

Do Pocket Springs Mean

at Prestige Gala A Better Mattres:

20th Anniversary

VISPRING
_ X
PASSION JEWEERY

[ntimate Luncheon Gathering

|

(www.yongkurniawan.conD




Social Media Management — BNI Emerald

Y BNI

EMERALD

75BNI

EMERALD EMERALD

Investment vs Risk
Know Yourself,
Know Your Investments

Sekarang ini investasi sudah
trending sekali ya ga sih?

Kira-kira investasi apa s
yang cocok buat anak

[\ plikasi pada Konten KV — Envuring Emerald Futu

an informasi yang i peneral, dengan suasana

Barfolars memberi
slbagan BN Emeraid tetapi dsngan tons copywrifing yang sesusi

Design

Cagtion:
Ivestasi memili banyak jens produkmya. Dari
yang rendah rsiko sampal yang sangat bnggi Uniuk
. 530gal pEAng Utk ANA memanami produk
investasi mana yang sesual dengan Anca.

N BNI

EMERALD

B Emerald siap membarikan solusi dengan Sur
ekan profi risiko imvestasi_ Dengan
‘mengetanui prat rsika, Anca dapat Iebih mudan
mengntukan produk investas yang tepat untuk

Anda.

Investasi

Investing is One Click Away
HRIVESTING Put Your Money to Work Early, Simple & Easy
is now Simple!

(Cari tahu profil rsiko di s ibnimyest !

#TakingCaraofY ouSeamiessly #investaSmpleah|
SEnsuringEmsraidFuturs

»‘ TRCORI

ENSURING ll
EMERALD FUTURE

Sting is now s Dalam upaya memberikan informasi dan
Zasy audiensnya, digital campaig
L?:)l;(z)‘iESIA
~eMasi umum mengensi Investasi barsama BNI Emerald. -

Find Our Style

~ WNVESTING
is now Simple!

G20

S D =S¥ E
= 24

TIMELINE CAMPAGN

Mature Intelligent Ladies of the Newcomer . :
- L Investor White Collar Future Club < #ta kmgcareOfyo useamles... '
® ® ® : i
- Berfokus untuk Dengan target audiens Me: i ibu fokus anak
® L] ® target para Kar ;g:vadan Sl ﬁé”a‘eﬁez‘kx’f‘ﬁ;‘&é“" kuliah berusia 18-22,
A © @ ® entrepraneur profesional, konten niegjﬁ?a%a Koriten-kontan akan 500+ posts
e ® dengan tujuan yang disediakan Iebih Sat farget BeriGkLE pada
® ® memanfaatkan berfokus pada eksekusian £romas! produk
S z - — produk dan layanan Kedntungan yang dalam campaign ini. nvestasi yang low
® e BNI Emerald. didapat dari BNI ek
Reramccat L ® s Emerald.™™ E.1 My Typical
@ @ B.1 Creates Our Investment D.1 The Newbis BNI S0 Tow 0 poctsieach wesk
= ® ® Own Benefit C.1 Hardwork Pay OF E.2 Caring for Emerald
Toee ® ® B.2 Special for You c2 Fﬁann’mgbu Othars D.2 Fun Investing
Fisore Top Recent Reels

(www.yongkurniawan.conD

& vxcoriis.
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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.




Creative Execution Pillar

digital compaign Ini dibagi meniadi 5 dengan fokus yang berbeds, yaitu

» e ' '

BESTIE BESTIE LING HEPl
HEPI RAKYAT

=

BISA TRANSAKSI Keren KAN
SEMUA (BTS) (Keseharian Anak SULTAN (885) PREN (PHP)
Sultan) (THR)
pilar inf akan fokus B buian hanya ecling menjads o
pach pengeunsan Memperhauao, memilid produk dan salah saty kegiatan et L
produk dan s kemudahan yang layanan untuk paling berarti G mengsnallayanan
S @berikan oleh produk  beriRANSARS, tetai o ki BN 46 yang dapat
m:x:rnmh hidup dan [2yanan BN mareka juga menadi Karena ity, pilar ini {DACpRIRrE: PengE:
tallan kacens bisa mambuat RANS Solusifinan memosriatian 8N hubungan scsial
dilakukan kaganoun, masy Sosae sudiens.
dmanapun dan oleh hal ini!
siapapun mececonek  dpar %
e mereka, bahkan T RANS.
untuk kedutuhan
anal-anak mereia
saharchan E T
7 G DIGITAL MARKETING TIMELINE AUG 202, .o 2024
Webseries
#Buk k smamer mwen ses oam  wovn [
Meneruskan kolaborasi BNI X RANS , webseries akan haau dengan tetap
mengimplementasikan umbrelia compaign utama dic dan mengajak m us
pred Highlight Webseries
Menceritskan Beni, karyswan berumur 27 tahun Sast
imgianniys membe: rumah ool selangkeh isci. bba-Uos is ]
i PHI hanys karena boss bdek suks dengannya. Tenty Bent g Nagita's
sedih, HI"WH i8 tidsk menyerah Sebegei pekens yang Carpool Exspor Comer:
Gon periaksionts. s sl mests Kefrmye celem - Updste
Derbege: bidans hinas manies: sksports sukses karens & B Closet
Garuaa
sutan
WO Tourinng o
BayaRAN Benan  Kesongin
s Suan  Keonieng
™
l Enterpre Ngelokal RANSuKs
! o BTS (Bisa Transaksi Semua) e s
PROGRAM KEYPOINTS
o
Program Description:
NI sukses meniadi salah saty bank pilihan masy: . X wdah ral ity
Giperiihatkan dalam program ini. Merangkul RAN sevagai st konten didalamnya skan memperiinatkan
2 . _ produk BI-Fi
P Bl sl R et b ot
o o o u.x,..“.k. o R SR BB
W

sebagainya.
Core Content Format BNI's Product

Concept Ideas:
— ks S
- Youtube - video - 91 Mobile Banking 3 LS
oot cagzinsian QR Top Up Tapessh
& Cwatet)
- Lo

ENTERTAINMENT

anaportay umum L33t men
830 Mobie Sanking

‘Sehagai Sultan BN, selama 1 hai Rt & ke - Youtube s
n;\\d;lu:a\(hnnurn.r\(guﬂw\ru’u Feur ONI Mobiie + instagram + Instagram polling - (Top Up E-Wallet,
Banting Fast, QRIS)

- Youtube « Video + BNI Mobile Banking

ang skan mesiadt

af s mecgudnias pertmbons/anys Joush deogas
et

Who wants tobe 3
Sultan BN

7 meconsuumng



/ a ) Scope Campaign akan menyasar pada 3 target key persona audiens yaitu:
Powered by BNI \
A

Make Export Easier

ERTAL K ¥oT - o A

&« #xporabybni

KEY MESSAGE: Y «  Eksportir mapan yang +  UMKM berorientasi Ekspor *  UMKM yang menjadi
mempuyai tingkat penjualan + Pemanfaatan platform digital pendukung bagi paraeksportir
H XporaSahabatEksporm yang tingg 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 #EksporMudah! International yang luas yang rendah hingga sedang ekspor tetapi mampu
hab i #EksporMudah + Nominal penjualan & (hiperlokal) mendukung eksportir

= volume yang tinggi
Sebagai sahabat ekspor, Xpora memberikan berbagai layanan
untuk seluruh pelaku usaha ekspor. Hal ini dilakukan me |
yang dukungan menyeluruh untuk membawa [ LOUREER
+ Akses permodalan

+ Transaksi dalam dan luar negeri

+ Jaringan & pemasaran produk

« Peningkatan kapabilitas pelaku usaha ekspor

)' YKCONSULTING

‘and is not to be rearoduced (orinted and other without explicit agreem Xuigwon &

Selain ian aktivitas buk i grand launching 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

i i ikan solusi dan
pengembangkan usaha seluruh nasabah Xpora.
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SBNI bnid6

123 like

bni46 Instagram is a popular photo and video sharing

social networking service owned by Meta Platforms.
more

View all 404 comments

oK

Click for play Click for play



Let’s Dive into Branding

Xpora by BNI
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Market Research, Digital Strategy and Blueprint — Realfood

fitwithrealfoodid

(www.yongkurniawan.coer

' - - Uvry ) 5'! I - < i ] 3 - B P 5
f’}!'ﬁ L!'r. !\Vr Il m »' Y k VEAD
REALFOOD AS A WAY OF LIFE

~ROGRAM

REALFOOD, REAL

FITWITH

CREATE THEREAL STRONGER WITH

YOUTH REALFOOD COMMUNITY PARTNER
.

o Health is Fun
Program akan becgerak ke Program akan bergerak ke Program akan bergerak ke
arah budsya anak muda arah pembuktian dan argh diskus terkalt Program Description:
yang dinamis, Instant, fun, pemanfaatan produk kesehatan yang dangiat
sorta cerdas, namun ringan Realtood dari isu yang sedarg

Concept ieas:
PROGRAM . Concept o Oescrption Torget Audence: Core Comtent Format Ohemet
11 Heath s Fun 2.1. Realfood in S P R L
12 Mahal ity Reiatif Cotaboration = S —
1.3 Chik Out 2.2 Health is 3 Movss et e & MAi— e

== i et i g At Vs Yo

e o oo g G
e Youlube
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Digital Strategy, Blueprint and Execution — Mercedes Benz Indonesia

FEATURE

HIGHLIGHTS Trucks

“HYOU Can-hes

Reliable & efficient
performan

comecs frust
dan OM 473 LA Struktur kabin yang

Marcades Powershift3: Laghgio o)

transisi ctomatis urituk

performa yang e Sasis 9mm dari bahan
high tensile SCA00MC
. B untuk membawa
Kapasitas pendingin tinggi bun;;&u b:::belax
didesain untuk temperatur Selamat Hori Batik Nasional
har sampai 50 devajt o bt oy
Fitur fitur proteksl:

Arocs 4045 AK (6x6)

adlator, knalpot,
lampu depen, tangki
bahan bakar

Hemat konsumsi bshan
bakar sampai 9%

Temukan Bedanya!
Find the Differences

PERUTUP MATA

BARANG WA
SAAT BERPERGI

<

@ 4 %2 290 090 08 0

Eranrnones

DIGITAL MATRIX MAP

L % weck post

1 Content: poest & Sematic ros-
et
: . [t
1 Wordeg: e dorma - DulyPosl  Duiy Post el Wi — DalyPost  DayPost  Dady Post DIGITAL MEDIA BUSINESS
TR, SR 00 v, 0T TRATE: ACTRVITY MEASUREMENT INE
o GOAL ORJECTIVE i &Y Asu BUsMESS
4 Picnare size
5 Moo nemi tarmal + Create Awareness  Ewpose taget audience | Posts, promations 2 -
P BPREmCN + Audience Growth  to brand ecetent fboasts) e i
Gimes Chanel Socel Meda
Generate engagement of
" ~ + Brand Layalty = = ey - #of angagersens, types | Poaithe mentic
@ o ENGAGEMENT B e ::::ﬂ»:;;eml 'L, redporiet, quit of e = ouptoenar ioyalt
rgla Ny /
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@_ ‘o I I I [N . Cgromer Growth | bramd offers outreach o influencey LNk clicks toad pabenbions]
1 ' ' T 1 1 1 Activate cust Pasts, outreach to
s i A i A OLLOWER GROWTH [T e et ol followers Top of Mind Awareness
2. Promate Accant |

3 Colsboton . * + * * * X x

]

B - : * IERENENEY
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Digital Strategy, Blueprint and Execution — Mercedes Benz Indonesia

vaw.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

N EEENENAELE — as it shows

the level of familiarity
and closeness between
the audience and the brand.

In which case, DCVI’s channels

gEWERsignificantly higher rates
than its competitorsBS(elip¥s

that there is real connection to

the brand and content.

Hinoid

Avg Likes: 182
Engagement Rate: 3%
Avg. Comments: 2
Post frequency: 1-2
post/week

UNITED TRACTORS

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

mercedesbenzid_trucks  Foliowing
93 posts 1,510 89 following

Mercedes-Benz Trucks Indonesia
Nev
Fac

Avg Likes: 205

Engagement Rate: 15%

Avg. Comments: 6

Post frequency: 3-5 post/week

mercedesbenzid.bus edterofie {3
110 posts 4,448 35 following

Mercedes-Benz Bus Indonesia
New responsibility for dat.

Facebook is responsible fi sing 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%
Avg. Comments: 5

Post frequency: 10-20
post/week

Mitsubishifuso.id =
Avg Likes: 349 @
Engagement Rate: 2% —
Avg. Comments: 6

Post frequency: 2-4

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...

al Impact, Global Solutions

Real Impact menegaskan komitmen BNI 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 masyarakat. layanan perbankan yang optimal.

ALIGNMENT GLOBAL
CORPORATE STRATEGY
Membantu seluruh ekosistem perusahaan lebih

SUSTAINABILLITY DRIVEN
BUSINESS

a
BNI Communication Strategy 2024

NBNI

Terdapat 5 pillar komunikasi strategi yang dapat mendukung umbrella strafegy yang telah ditentukan.

Umbrella Strategy "
Real Impact, Global Solutions

Strategic Comprehensive Transformational N N N Collab, connect,
Communication Pillars ( banking ecosystem banking Global solutions Sustainable banking cohsbrat

+ Menekankan integrasi dan  + Berfokus memperlihatkan  + Meningkatkan keterlibatan  + Upaya keberlanjutan dan  + Program untuk seluruh
sinergi antara berbagai inovasi dan evolusi produk dan kontribusi BNI di yang BNI terus

Focus Pillar

'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.

layanan dan entitas di bawah
naungan BN, termasuk anak *
perusahaan dan mitra bisnis.

dan layanan

panggung global.
+ Strategi komunikasi ini
membentuk narasi yang

terapkan melalui
programnya.
« Memperlihatkan penerapan

+ Meningkatkan kolaborasi,
koneksi, dan mendukung
perayaan, dari skala nasional

INCREASING SYNERGY
& COLLABORATION

Memperluas wadah kolaborasi dan sinergi antara
BNI de_ngan subsidiaries serta pihak _ekmmal

FOSTER INNOVATION
CULTURE

Incvasi sebagal bagian dari budaya kerja BNI.
Menciptakan produk dan layanan terbaik yang

mﬁna kerja mm::r::: N mentransformasi kehidupan masyarakat.
Alternative umbrella strategy: Membangun K j B B Semakin Global, Banking Elevated
PT BANK NEGARA INDONESIA (PERSERO) TBK

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

G ot I o2 I o3 I ad

+ Tahun Baru 2024
Eksternal + Pemil
+ World Water Forum 2024

+ Hari Raya Idul Fitr - HUTRI + coP29
+ Indanesia Open 2024 + Paris Olympics + KTT G20 Brazil 2024
+ Hari Raya Natal

Memanfaatkan momen Tahun Mengintegrasikan komunikasi Menyelaraskan komunikasi 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. intemasional. Beberapa ke-78. Di tengah tahun yang sibuk,  untuk highlighting psncapalan.
Komunikasi fokus kepada inovasi, momentum seperti Idul Fitri dapat audiens akan menantikan Selain itu, komunikasi dapat
pertumbuhan, dan dedikasi BNI diintegrasikan dengan layanan besar seperti  diarahkan lebih emosional dan
dengan optimisme baru. utama, untuk mendukung kegiatan  HUT RI dan Paris Olympics. soft selling untuk membangun
mudik. angagement 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 Mobile * HUT BNI ke-78 + Peluncuran Mobile Banking Hi
+ RUPS Banking Baru « BNI Loud Fest Bank & Sea Limited
+ BNI Expo 2024 = Peluncuran BNIDirect Baru + Pembukaan Representative .

BNl Investor Daily Summit
Office BNI Sidney & Los 024
Angeles

Strategi Komunikasi 2025

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

PT BANK NEGARA INDO

(www.yongkurniawan.comj

ESIA (PERSERD) TBK PAGE 48

+ Memperkuat hubungan dan menggambarkan peran BNI ESG di dalam model bisnis, hingga intemasional.
mengoptimalkan potensi sebagai pelaku utama dalam budaya kerja dan seluruh lini + Merayakan hari besar
kolaborasilsinergi antarg menyediakan solusi operasi. bersama BNI.
dan entitas lain_ perbankan yang bersifat

. g global.

o dengan anak + Memperkuat citra BNI

perusahaan untuk publikasi sebagai bank intemasional
campaigns yang proaktif.

+ Sinergi dengan anak * Kolaborasi KLN dengan + BNI Hi-Movers Social + BNI-Republika Go Global
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

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

Stakeholders termasuk BOD, BOC, BNI Hi-Movers, dan
Anak Perusahaan.

A

BNI

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 artikel (paid dan
non paid)

Social Media Rangers Kolaborasi bersama KOL (Macro, Mid, Micro Infiuencer) untuk
. kebijakan yang untuk BNI membuat konten seputar BNI.
Hi-Movers dalam berkontribusi akiif di media sosial. + Konten soft-selling.
+ Membuat sistem rewards. + Optimalisasi distribusi secara terintegrasi dan sistematik.
Group Wide Collaboration Mengoptimalkan Ads di social media BNI.
+ Berkolaborasi dengan channel yang dimiliki oleh + Traditional media (TV, Radio, dil.)
Corporate Division, Wilayah, Kantor Cabang T ] + Online media platforms (Publikasi online)
. kebijakan yang untuk anak a + Social media advertising

perusahaan dan komunitas.

Technical & Corporate Oriented Soft-Selling
+ Pelaporan peristiwa yang bersifat penting dan aktual + Publikasi bersifat timeless atau tidak terikat waktu.
(terbaru) + Membuat kontent seputar:
* Membuat publikasi seputar: * Human-centered stories.
« Event * Creator-oriented.

+ Pencapaian & pengharaan
+ Kolaborasi dengan stakeholder.
+ Tone & Manner direct dan factual.
+ Platform: News, Website, Email, Pertemuan Rutin,
Video Conference

+ Relatable content.

+ Tone & mannerlebih ringan dan kreatif,

+ Platform: News, Social Media, Website, Email, SMS, WA
Blast, Aplikasi e-Sinergi, Aplikasi BNI Mobile Banking,
Aplikasi BNIDirect

BK PAGE 42



Digital Strategy, Blueprint and Execution — Pertamina

(www.yongkumiawan.coer

Quality Management
Socialization through
Comicall/Story-telling
Concept (Bilingual)

QUICK WIN

PROGRAM

DIAGNOSTIC,
BLUEPRINT &
STRATEGY

INFORMATION MANAGEMENT

COMMUNICATIONS

(PHASE 1)

v | Jun | su

INFORMATION MANAGEMENT

(PHASE 2)

Quick Win Program
(Thematic Campalgn)

mmuni
Strategy

+ Detailed communications strategy
+ Concept: develop program symbol & thematic design characteristics
+ Finalize communications channels & mediums

+ Monthly communications strategy and implementation.
+ Periodic communications analysis and evaluation.

-
Ll ——

QMS DI PIEP

S AT PIEP

QUALITY MANAGHWINT SFSTIN
SUSIESS CAPGTES MPRCVEVENS NOGEAN

GUALITY MAMAGEMENT STSTEM
SIS CAMBLTIES PVCMINENT PROCRAM

Program Channels (TBD):

* Poster, flyer, banner

+ Email broadcast

» Desktop wallpaper

* Articles

* Monthly updates

» Socialization events

+ Seminars, Trainings,
knowledge sharings and
workshops

* Ambient channels

- gtc
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COMMUNICATION & BRANDING

~ INTEGRATED
[ \BRANDING

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

every touchpoint.

4‘! ‘ '




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 brandisn’t just alogo — 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 iﬁ\
noticed — it gets understood, I’“ _
trusted, and remembered. S \! ;

(www.yongkumiawan.conD




Communications & Branding — Integrated Branding 7|

BNl D
 GoGreen

Trash bin—
Use mel

BNI Berbagi | BNI een | Kampoeng BNI

\ :wa.yongkumiawan.conD




Communications & Branding — Integrated Branding 7|
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i Center
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s Learning
Center

Let's Dive into Branding | /#
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Chicago Popcorn

Damn | Love Indonesia
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Popping happiness




Communications & Branding — Integrated Branding 7|

Let’s Dive into Branding AW

Merchandise , 7 .S
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COMMUNICATION & BRANDING

o PUBLICATION

Turning numbers and narratives
into well-designed reports —
annual, sustainability,

or performance —

clear, engaging, and on-brand.




Publications — Annual Report | Sustainability Report | Performance Report 7/

STATE-OWNED ENTERPRISE & PRIVATE SECTOR COMPANY
Where Data Becomes

Visually Proof of Performance

Turning complex reports into clean, credible pages — p
balancing info, design, and brand consistency W/
from cover to back page. /%
&L
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 . y ¥ -
We help shape all that data into pages that flow well, look polished, and S Y i T
build trust. % 1

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

(www.yongkumiawan.conD




Publications — Annual Report | Sustainability Report | Performance Report 7/

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

SUMN:z.
Ox

asdp

ENDLESS EXCELLENCE

LIMITLESS GROWTH

o PROFIL
PERUSAHAAN

COMPANY PROFILE

UNITED IN RESPONSIBILITY Esg&., STRATEGIZING
DRIVING SUSTAINABLE PSTREAM INNOVATION

CHANGE g FOR GROWTH

LAPORAN KEBERLANJUTAN
SUSTAINABILITY REPORT

(www.yongkumiawan.con'D




Annual Report & Performance Report — Pertamina PDC | UTC

PT Patra Drilling Contractor
Annual Reports 2021

PENCAPAIAN
PENTING 2021

\MPORTANT ACHIEVEMENTS N 209,

-
& PERTAMINA

IDR 48.5 4,

ioN
Total charg, )

in2020 ?4'34? HOURS spppy
IDR 32.6 a0 s 4
102 ProJECTS

‘l 2. STUDIES

PT Patra Drilling Contractor
Annual Reports 2019

~
o

Mﬂ "Pd
AN ‘}r‘"
Jorirt o

PT Upstream Technical Center
Performance Report 2021

(www.yongkurniawan.conD




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

PT Pertamina (Persero)
Monthly Bulletin

NUOUS OPTIMIZATION FOR
US‘A\NABLE GRO'

conyy
S

Upstream Directorate of PT Pertamina (Persero)
Performance Reports 2019

< JEC

eye§i9ht,

Saat Tahun Bary, \!!|
Saatnya Mata Baru

ANNUAL 3 AN ﬁ-'UAL v FLACS & Berbagai Pilihan

Lensa Premium JEC

REPORT REPORT =
2018 2018

Menjaga Retina “
Menggapai Masa Depan

[ty res

Pertamina Internasional EP and Subsidiaries JEC Eye Hospitls

(www.yongkurniawan.c 0
Annual Reports 2018 Monthly Bulletin




Catalogue — Upstream Directorate | Mercedes Benz Indonesia

Mercedes-Benz

Corporate Solutions

Mercedes-Benz

nothing

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

(www.yongkurniawan.conD
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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 7

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 )
Terus Melaju, Gapai Prestasi.

meaningful is always the test. Selamat Hari Kartini 2016

Our Role B
YK crafts concept-driven, adaptable key visuals o
and campaign assets that help brands connect C—

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

(www.yongkurniawan.conD




Communications & Branding — eMagazine 7

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

Cover-Edisi 01

= c
> KANG CILAN
&/ Z:mnug ke WARUNG

O/ wE | TERRALK WARNA46
| ~ Edisi 04

B o=
Y GUGEL MEPS

¥ A
—

i
|

e

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

(www.yongkurniawan.conD




Communications & Branding — Congratulations Ads

Creative direction that shapes campaigns, builds recall,

and keeps brands relevant.

= (= =1 7
— —— — e —
Mercedes Benz
Print Ads and
Social Media
\é LED OOH
J NeWSpaper
— Instagram

(www.yongkurniawan.coer




Communications & Branding — Advertising 7

Where concepts
turn into visuals
that work —
anywhere.

s

% B NI Scan here for details
% Print Ads and E- :-}EI
Social Media Ty '-hl'ﬁ
gL

[=]--

YK Portfolios
. {d

et Byl

(www.yong kurniawan.conD




Communications & Branding — Social Media Content

Concept-driven visuals that speak clearly.

Awas Terjebak Si Red Flag
alias Phishing

Gimana sih cara
mengenali si red flag?

ykconsulting.id

Scan here for details

SUMN .
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Communications & Branding — Calendar

( ecalendarbni.id/2024/home)
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E-calendar BNI 2024
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Calendar Meja 2024
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Communications & Branding — Calendar
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Communications & Branding — Calendar /
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Regular Agenda 2024
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Wall Calendar 2024

VIP Agenda 2024
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EVENT MANAGEMENT & EXPERIENCE

360 52 MARKETING

From events to
its social media
management.

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

and online.
g




MOBILE LEGENDS: BANG. BANG - LOCAL PROJECTS

No Project Services Timeline
1 Beyond the Clouds Booth at Impactnation End to End Event Production July 2023
2 Beyond the Clouds Booth at Gelar Jepang Ul End to End Event Production August 2023
3 Merchandise 7th Anniversary MLBB Merchandise Production September 2023
4 M5 Jersey Jersey Production November 2023
5 Watch Party M5 Vendor & Production Organizer November 2023
6 Market Research of Indonesia Education Calendar Market Research December 2023
7 MGL Booth at Bstation Anime Expo End to End Event Production January 2024
8 Merchandise MGL Kurafest Merchandise Production January 2024
9 All Star Branding Production Branding Production March 2024
10 MGL Kurafest 2024 End to End Event Production May 2024
1 8?;%%';;2%2 ?éfgg?y Arena Community End to End Event Production June 2024
12 MLBB Merchandise Production Batch 2 Merchandise Production November 2024
13 M6 Onground Activation End to End Event Organizer December 2024

(www.yongkurniawan.conD




Event Management & Experience — 360 Marketing 7|

~
\\/ Mobile Legends: Bang Bang Greation League (MGL) Kurafest 2024
;r

/

Connecting Surabaya MLBB Greation

/4 League's Creative Communities

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.

N e
Our Role — | YMOBILE l -
For a 2 days event, we desighed MGL Kurafest 2024 as a one stop creative T 5 W e B W
festival not only by gathering growd but feed the MGL creator ecosystem: ~ ~ | RLEMCEE[‘IL.? Kﬁ(

* 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.

(www.yongkurniawan.conD




Event Management & Experience — 360 Marketing Vs

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

M I

MOBILE | L18 AT
DaEeass | RURAFEST
Selamat untuk 20 Cosplayer yang sudah terpilih
untuk Coswalk di MGL KURAFEST 2024!

Guest Stars & Rerformers

MBS
&
K M

25-26 MAY 2024

lew.yongkurniawan.conD
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Event Management & Experience — 360 Marketing

We crafted a
memorable
experience
designed to live in
attendees' heart.

(www.yongkurniaw?nD



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:

* End to End Management

*  Content & Concept Development

*  Design 3d & Mockup

*  Managing Coordination with crew

*  Managing Pre-Event, Event & Post Event

*  Managing Broadcasting

*  Mediabuyer & management

*  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

(www.yongkurniawan.conD




360 Marketing — OPPO Smooth Cup Legend (Feb 2025)
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360 Marketing — OPPO Smooth Cup Legend (Feb 2025)

Makassar Bandung

Yogyakarta

(www.yongkurniawan.conD




360 Marketing (Digital Campaign) — C40 Cities & Pemerintah DKI Jakarta

0 Nearer thank you think!
#MelajuBersamalakarta

508G 4 ==H - BN A 64%m

Billboard/videotron

& #melajubersamajakarta :

100+ posts

Follow

di Jakarta?

See a few top posts each week

L = Top Recent Reels

What'’s Better?
#MelajuBersamalakarta

Billboard/videotron

WeaMAN
A\Y| sxonoms

e Integrated Transportation
#MelajuBersamalakarta

Billboard/videotron

[l @) <

(www.yongkurniawan.coer

Dokumentasi Event

II Il" Smeapubersomajaart

CAR FREE DAY

et e

\e & ° ¢ vJ

@mrtjakarta @iaklingkoindonesia

QI.HR total lkes ’ 471 totallkes
2 12 cuicommens | — [ T—

ot 10 b v i el withoutexpcic apreeme

@pt_transjakarta

’ 1.072 total likes
2 120 wtst commens

T vkconsuurnG

4 Main Ideas

#MelajuBersamalakarta
il 2 3 a4

GeneRAL NFORMATION WreGRATED ArroRDABLE cumate
Integrated e
Nearer than What's better? Transport Change starts
you think! ks with Us!
Memberikan informasi bahwa :
umum vs angkutan pribadi terintegrast. mengurang) emisi gas dan
Do e
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utput: 1. Master kv 1 Master KV itput:
(l’ l:"»wxv 2. Instagram Post 2. Instagram Post 1 Master
2 ttagram post 3 Bswnersieo 3. Motion Videa-We Are the 2. estagram Pt
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360 Marketing (Offline Event Production) — C40 Cities & Pemerintah DKI Jakarta

#melajubersamajakarta
138 posts

vaw.yongkurniawan.conD




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

ID Card Crew Souvenir: Tumblr

Melaju
Bersama

Jakarta

 The Future is
“Public Transport

(www.yongkurniawan.conD

Souvenir: Sticker

Melaju
Bersama
Jakarta

Souvenir:
Handsanitizer

Melaju
Bersama
Jakarta

The Future is Public Transport

66



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

10 500k++

Media Reach & Engagement

Scope of Work:

* Content & Concept Development
* End to End Event Organizing

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

(www.yongkurniawan.conD




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

4.900++ 1.5M 3 Cities 8 Venue

Surabava. Malan Kogu Space, Warkop Sippo, Warkop STK,
va, 8 Warkop Bening Plus, Kopisae, Kedai Tepi

Visitor Engagement : .
& Sidoarjo Teras, Bukit Delight & Critasena

Scope of Work: | =

* Endto End Management , i : ¢ ] rh

* Content & Concept Developent : ¥

* Design 3d & Mockup

* Managing Pre-Event, Event & Post Event

* Media buyer & management

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

- c e

| Su ra;baya




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

3D Design & Mockup Merchandise Production

\. E\IER

A mooNesin e
S | CHENER <THAN U /

(www.yongkurniawan.conD




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
**Estimation calculation includes margins of errors. Hashtag Post

‘MOBILE
LEGENDQ

BANG BANG

( . ) *Documentation of Impactnation: https://drive.google.com/drive/folders/1aP376vn4aDEwD PfWSvbLAXxOw3I6ALF27?usp=sharing
www.yongkurniawan.com




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
**Estimation calculation includes margins of errors. Hashtag Post

NMOBILE
\\¢\LECEND

°

\MOBILE
LEGENDS

R\ NIte

~-

" ) . i . . . Suenedrive |
(www.yongkurniawan.conD Documentation of GJUI: https://drive.google.com/drive/folders/1jahgQdDihroGZe AgEZsbvzn69UhAXDKR?usp=drive_link




Event Management — MLBB M5 Watch Party (Nov 2023)

6

Cities

/
- NONTON[BE!
4 (CHAR
= [a]DUKUNGITIM S
g\v “osle - 31, Magolang

N ONTON|BERSAMA)
M5{WORLD/CHAMPIONSHIP;
5 79 DUKUNGITIM'JAGOANMUY

Q Indomarst Pahizwan Seribu BSD - Jabodatabek

(www.yongkurniawan.conD




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

e

N

=

s

M Yuk scan QR di atas untuk ikutan kegiatan di booth

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

@ Gacha di Registration Desk yaa!

71 Photobooth 3 Mabar 5 Join MGL

Foto di photobooth, upload ke IG, Svsidonivsl Yuk daftar di Meja Registrasi
mention @mgl_id dengan daftar di registration dan jadi bagian dari

hashtag #MGLMLBBID! desk yoa keluarga MGL @
2 MGL Fanart & Quiz @

Gambar fanart salah satu Tunggu quiz seputar _\a

dari 3 karakter MGL di booth!
(Mmartis, Yin, Fanny)

(www.yongkurniawan.conD




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

LET'S GO SERU-SERUAN e
DI BOOTH MLEB MOBILE LEGENDS: BANG-BANG

sl FUN MATCH

\ T B8
Yuk kelarin misi dengan cara: - 2, k] . ' = S N g

ERPOLE ST'

. 2 S " 3 - 2 —_ d "'-vr-».-., -
5 9 d . = pou n B " s = L < b
‘pf IKUTAN FUN MATCH . -

« - d : ¥l - » & "‘ulv\lm, r
%~ BRAWL3VS3 L 3 2 o ; £ E = -,
Z<DIBOOTHYA S g - 23 = g N y | W =
= T b w w

(www.yongkurniawan.conD




EVENT MANAGEMENT & EXPERIENCE

EXHIBITION & P A
¢,2 PRODUCTION <i8 \

~ Spaces, stages, and moments AT~

that turn your message
into an experience.
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Event Management & Experience — Exhibition & Production 7|

Pop Mart Christmas Town 3

Where Collectibles Meet Christmas Fantasy K. |

We brought holiday magic to life — with playful installations,
joyfulinteractions, 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.

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.

( / c\ N
www.yongkurniawan.conD ! ‘ \ 4
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Event Management & Experience — Exhibition & Production

Good ideas start with listening —
and come to life in every corner

of the experience.
o
VA




Event Production (Photobooth & Gallery Photography)— BNI Loudfest

Bis i)
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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/

(www.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 /]

© 2025 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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