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ABSTRAK

Sektor Usaha Mikro, Kecil, dan Menengah (UMKM) kuliner memiliki kontribusi besar
terhadap perekonomian, namun sering terkendala transformasi digital seperti yang dialami
kanal YouTube @DapurBundaKeysha. Meskipun memiliki pengikut yang luas, kanal ini
mengalami penurunan penayangan eckstrem dan tingkat keterlibatan hanya 0,15%.
Penelitian ini bertujuan merancang strategi Public Relations (PR) dan optimalisasi media
sosial guna meningkatkan views serta mereaktivasi audiens pasif. Metode penelitian
menggunakan empat fase strategis PR menurut Ronald D. Smith. Pada Fase Riset Formatif,
dilakukan audit YouTube Analytics, wawancara mendalam, dan analisis kompetitor untuk
memetakan hambatan komunikasi. Pada Fase Strategi, dirancang rencana strategis
komunikasi yang menetapkan jadwal publikasi konsisten dan pemetaan tiga pilar konten
(edukasi, komersial, wawasan). Pada Fase Taktik, diimplementasikan produksi tiga konten
video baru dengan pembaruan format tutorial, teknik storytelling, copywriting, pendekatan
humanis, serta optimalisasi visual dapur dan thumbnail kolase. Pada Fase Riset Evaluatif,
dilakukan pengukuran ilmiah berbasis data pasca-publikasi untuk menilai efektivitas
program. Hasil riset evaluatif menunjukkan strategi ini berhasil melampaui target Key
Performance Indicators (KPI). Ketiga video baru secara kumulatif mendulang 5.191 views
dengan rata-rata 1.730 views per video, mengumpulkan 83,4 jam watch time, serta
mencetak impression Click-Through Rate (CTR) rata-rata sebesar 27,17%. Penelitian ini
menyimpulkan bahwa sinergi kualitas produksi audio-visual, konsistensi pilar konten,
ketepatan waktu distribusi, dan optimalisasi metadata merupakan instrumen krusial dalam
memperluas jangkauan audiens secara organik dan berkelanjutan.

Kata Kunci: Strategi Public Relations, Peningkatan Views, YouTube, UMKM Kuliner
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ABSTRACT

The culinary Micro, Small and Medium Enterprises (MSME) sector has a large
contribution to the economy, but is often hampered by digital transformation, as
experienced by the YouTube channel @DapurBundaKeysha. Despite having a wide
following, the channel experienced an extreme drop in views and an engagement rate of
just 0.15%. This research aims to design a Public Relations (PR) strategy and optimize
social media to increase views and reactivate passive audiences. The research method uses
four strategic phases of PR according to Ronald D. Smith. In the Formative Research Phase,
a YouTube Analytics audit, in-depth interviews, and competitor analysis were conducted
to map communication barriers. In the Strategy Phase, a communications strategic plan is
designed that establishes a consistent publication schedule and mapping of three content
pillars (educational, commercial, insightful). In the Tactics Phase, the production of three
new video contents was implemented with updated tutorial formats, storytelling techniques,
copywriting, a humanist approach, as well as optimization of kitchen visuals and collage
thumbnails. In the Evaluative Research Phase, scientific measurements based on post-
publication data are carried out to assess the effectiveness of the program. The results of
evaluative research show that this strategy has succeeded in exceeding the Key
Performance Indicators (KPI) target. The three new videos cumulatively gained 5,191
views with an average of 1,730 views per video, collecting 83.4 hours of watch time, and
scoring an average Click-Through Rate (CTR) impression of 27.17%. This research
concludes that the synergy of audio-visual production quality, consistency of content
pillars, timeliness of distribution, and optimization of metadata are crucial instruments in
expanding audience reach organically and sustainably.

Keywords: Public Relations Strategy, Increasing Views, YouTube, Culinary MSMEs
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