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ABSTRAK 

 

PT Kawasan Berikat Nusantara atau PT KBN merupakan perusahaan yang bergerak 

di bidang kawasan industri, logistik, dan properti. Media sosial Instagram 

@KBN_ID digunakan sebagai sarana penyampaian informasi mengenai profil, 

produk, dan layanan perusahaan kepada khalayak yang lebih luas, khususnya calon 

tenant. Tugas akhir ini berfokus pada produksi video konten Instagram sebagai 

upaya meningkatkan brand awareness PT Kawasan Berikat Nusantara. Proses 

pembuatan karya dilakukan melalui tiga tahap, yaitu pra-produksi, produksi, dan 

pasca-produksi. Tahap pra-produksi meliputi observasi, pengumpulan data, 

perencanaan konsep, dan penyusunan indikator keberhasilan. Tahap produksi 

dilakukan melalui pengambilan gambar dan penyuntingan video. Selanjutnya, 

tahap pasca-produksi dilakukan dengan mempublikasikan video melalui Instagram 

@KBN_ID dan mengevaluasinya melalui data insight serta survei kepada calon 

tenant. Hasil projek menunjukkan bahwa video konten Instagram dapat membantu 

penyampaian informasi perusahaan dan memberikan kontribusi positif dalam 

meningkatkan brand awareness PT Kawasan Berikat Nusantara. 

Kata Kunci: Brand Awareness, Video Konten, Instagram, PT Kawasan 

Berikat Nusantara. 
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ABSTRACT 

 

PT Kawasan Berikat Nusantara, also known as PT KBN, is a company engaged in 

industrial estate, logistics, and property sectors. Instagram @KBN_ID is used as a 

medium to share information about the company’s profile, products, and services 

with a wider audience, especially prospective tenants. This final project focuses on 

producing Instagram video content as an effort to increase the brand awareness of 

PT Kawasan Berikat Nusantara. The production process was carried out through 

three stages: pre-production, production, and post-production. The pre-production 

stage included observation, data collection, concept planning, and the preparation 

of success indicators. The production stage involved video shooting and editing. 

Furthermore, the post-production stage was conducted by publishing the videos on 

Instagram @KBN_ID and evaluating them through insight data and surveys with 

prospective tenants. The result of this project shows that Instagram video content 

can help deliver company information and provide a positive contribution to 

increasing the brand awareness of PT Kawasan Berikat Nusantara. 

Keywords: Brand Awareness, Video Content, Instagram, PT Kawasan Berikat 

Nusantara. 
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