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ABSTRAK

Industri kuliner mendominasi ekonomi kreatif di Kota Semarang sebesar 81,93% pada tahun
2021, memicu maraknya tren kopi gerobak keliling (mobile coffee cart) seperti Kavi Coffee di
Banyumanik yang beroperasi sejak April 2025. Meskipun menawarkan produk ekonomis dan
modern, Kavi Coffee menghadapi penurunan drastis volume penjualan dari 823 cup (April)
menjadi 281 cup (Juli). Pra-survei terhadap 111 responden menunjukkan 64% masyarakat
belum mengetahui keberadaan merek ini dan 92,5% belum mengikuti akun Instagram resminya
akibat manajemen media sosial yang tidak terencana. Tugas akhir ini bertujuan merancang dan
mengimplementasikan strategi Public Relations digital melalui produksi konten feeds
Instagram berformat carousel guna meningkatkan brand awareness Kavi Coffee. Metode
pelaksanaan proyek berbasis kolaborasi bersama klien yang mencakup tahapan pra-produksi
(observasi, wawancara, kuesioner, konsep), produksi (fotografi produk), hingga pasca-
produksi (editing melalui Canva Pro). Visualisasi konten mengacu pada Standard Operating
Procedure (SOP) Desain Media Kavi Coffee dengan dimensi $1080 \times 1350$ piksel,
penggunaan warna korporat (biru tua, biru keabu-abuan, putih), serta tipografi tematik, yang
diatur menggunakan Standard Sequence Guide (SSG) untuk memproduksi 10 konten carousel.
Hasil implementasi sepanjang periode 28 April hingga 15 Mei 2026 pada waktu publikasi
puncak (best time to post) berhasil memperluas dwell time audiens secara organik. Evaluasi
melalui Instagram Insights dan triangulasi data pasca-survei menunjukkan pertumbuhan
interaksi (engagement rate), peningkatan performa akun, perluasan pengetahuan audiens
mengenai identitas merek, serta tercapainya target indikator keberhasilan brand awareness di

atas 60% dalam waktu satu minggu pasca-publikasi.

Kata Kunci: Public Relations Digital, Instagram Carousel, Brand Awareness, Kopi Keliling,

Kavi Coffee.



ABSTRACT

The culinary industry dominated the creative economy in Semarang City by §1.93% in 2021,
triggering the rise of mobile coffee cart trends such as Kavi Coffee in Banyumanik, which has
been operating since April 2025. Despite offering economical and modern products, Kavi
Coffee faced a drastic decline in sales volume from 823 cups in April to only 281 cups in July.
A pre-survey of 111 respondents revealed that 64% of the public was unaware of the brand's
existence and 92.5% did not follow its official Instagram account due to unplanned social
media management. This final project aims to design and implement a digital Public Relations
strategy through the production of Instagram feed content in a carousel format to increase
Kavi Coffee's brand awareness. The project implementation method was based on
collaboration with the client, encompassing pre-production (observation, interviews,
questionnaires, and conceptualization), production (product photography), and post-
production (editing via Canva Pro). The content visualization strictly adhered to the Kavi
Coffee Media Design Standard Operating Procedure (SOP) with dimensions of $1080 \times
13508 pixels, corporate colors (navy blue, greyish blue, and white), and thematic typography,
structured using a Standard Sequence Guide (SSG) to produce 10 interactive carousel
contents. The implementation results throughout the period of April 28 to May 15, 2026,
published during peak hours (best time to post), successfully extended audience dwell time
organically. Evaluation through Instagram Insights and post-survey data triangulation showed
a growth in engagement rate, enhanced account insight performance, broader audience
knowledge regarding the brand's identity, and the achievement of the success indicator target

with brand awareness rising above 60% within one week post-publication.

Keywords: Digital Public Relations, Instagram Carousel, Brand Awareness, Mobile Coffee,
Kavi Coffee.
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