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ABSTRAK

Akun Instagram Yayasan Anantaka @anantaka.ct memiliki engagement rate yang
relatif rendah dibandingkan dengan akun Instagram Non Government Organization
(NGO) lain di Kota Semarang, yakni hanya sebesar 0,51%. Kondisi tersebut
menunjukkan bahwa diperlukan upaya untuk meningkatkan interaksi audiens,
khususnya melalui media sosial sebagai platform komunikasi sebuah organisasi.
Tujuan dari project tugas akhir ini yaitu untuk menerapkan strategi public relations
melalui produksi konten sebagai upaya meningkatkan engagement rate pada akun
Instagram @anantaka.ct. Metode pelaksanaan ini mengacu pada empat tahapan
kerja Public Relations menurut teori Cutlip & Center, yaitu fact finding and defining
the problem, planning and programming, action and communication, serta
evaluation. Strategi tersebut diwujudkan melalui pembuatan content mapping,
content pillar, content guideline, serta content calendar yang memuat rancangan
publikasi konten selama satu bulan. Hasil implementasi strategi tersebut dalam
waktu satu bulan menunjukkan adanya peningkatan engagement rate akun
Instagram Yayasan Anantaka dari 0,5% menjadi 1,4% yang mengalami kenaikan
sebesar 0,9%. Peningkatan ini sesuai dengan indikator keberhasilan yang ditetapkan
sekaligus membuktikan bahwa penerapan strategi public relations tersebut dapat
meningkatkan keterlibatan audiens pada platform Instagram @anantaka.ct.

Kata Kunci: Strategi Public Relations, Media Sosial, Instagram, Engagement Rate,
Non Government Organization (NGO).
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ABSTRACT

The Instagram account of Yayasan Anantaka @anantaka.ct has a relatively low
engagement rate compared to other Non-Governmental Organization (NGO)
Instagram accounts in Semarang City, which is only 0.51%. This condition
indicates the need for efforts to increase audience interaction, particularly through
social media as an organizational communication platform. The purpose of this
final project is to implement a public relations strategy through content production
as an effort to improve the engagement rate of the Instagram account @anantaka.ct.
The implementation method refers to the four stages of public relations work
according to Cutlip & Center’s theory, namely fact finding and defining the
problem, planning and programming, action and communication, and evaluation.
This strategy was carried out through the development of content mapping, content
pillars, content guidelines, and a content calendar that outlined the content
publication plan for one month. The results of implementing this strategy showed
an increase in the engagement rate of Yayasan Anantaka’s Instagram account from
0.5% to 1.4%, with a growth of 0.9%. This increase aligns with the predetermined
success indicators and demonstrates that the application of a public relations
strategy through content production can effectively enhance audience engagement
on the Instagram platform @anantaka.ct.

Keywords: Public Relations Strategy, Social Media, Instagram, Engagement Rate,
Non Government Organization (NGO).
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