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ABSTRAK 

 

Kitchenano merupakan usaha mikro yang bergerak di bidang kuliner, khususnya  

kimbab sushi, yang membutuhkan strategi promosi digital yang lebih efektif untuk 

meningkatkan promosi dan penjualan. Salah satu strategi yang diterapkan adalah 

produksi konten video promosi melalui platform TikTok, yang menjadi bagian dari 

upaya digital marketing public relations (PR). 

Sebanyak delapan konten video promosi berhasil diproduksi dan dipublikasikan 

dengan tema yang bervariasi, termasuk testimoni pelanggan, rekomendasi menu 

unggulan, serta edukasi tentang harga dan keunggulan produk. Setelah konten 

tersebut diunggah, akun TikTok @kitchenano memiliki peningkatan engagement 

rate sebesar 25,52%, kenaikan rata-rata jumlah tayangan video sebesar 32%, dan 

pertumbuhan followers sebesar 18%. Konten dengan tema edukasi produk 

menunjukkan tingkat interaksi yang paling tinggi, yang dipantau dari peningkatan 

jumlah suka, komentar, dan bagikan oleh penonton. Selain itu, berdasarkan ulasan 

dari klien, terdapat peningkatan jumlah kunjungan konsumen baik secara langsung 

ke lokasi maupun melalui pesanan daring, yang mengindikasikan bahwa konten 

TikTok berperan positif dalam meningkatkan penjualan. Hal ini menunjukkan 

bahwa strategi digital marketing PR melalui produksi konten di TikTok efektif 

dalam memperluas jangkauan audiens, meningkatkan tingkat keterlibatan 

(engagement), serta memperkuat citra merek Kitchenano di tengah persaingan yang 

semakin ketat di industri kuliner. 

 

Kata kunci: Digital Marketing PR, TikTok, Promosi Digital, Engagement Rate 
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ABSTRACT 

Kitchenano is a micro-enterprise in the culinary sector, specializing in kimbab 

sushi, which requires a more effective digital promotion strategy to enhance its 

promotion and sales. One of the strategies implemented is the production of 

promotional video content through the TikTok platform, which is part of the digital 

marketing public relations (PR) efforts. 

A total of eight promotional video contents were successfully produced and 

published with various themes, including customer testimonials, recommended 

signature menu items, and education on pricing and product advantages. After 

these contents were uploaded, the TikTok account @kitchenano saw an increase in 

engagement rate by 25.52%, an average rise in video views by 32%, and a follower 

growth of 18%. The product education-themed content recorded the highest 

interaction levels, as observed from the increase in likes, comments, and shares by 

viewers. Additionally, based on client feedback, there was an increase in customer 

visits both to the physical location and through online orders, indicating that TikTok 

content contributed positively to sales growth. These findings show that the digital 

marketing PR strategy through TikTok content production is effective in expanding 

audience reach, increasing engagement, and strengthening Kitchenano's brand 

image amidst the intensifying competition in the culinary industry. 

 

Keywords: Digital Marketing PR, TikTok, Digital Promotion, Engagement Rate 


