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ABSTRAK

Rendahnya tingkat Engagement pada akun Instagram UMKM Donat Kentang
Semarang ditunjukkan melalui minimnya interaksi audiens seperti tombol suka,
komentar, bagikan, dan simpan, meskipun Instagram memiliki potensi besar
sebagai media pemasaran digital. Permasalahan ini disebabkan oleh belum
optimalnya strategi konten, penggunaan format konten yang masih didominasi foto
statis, serta kurangnya pemanfaatan fitur Instagram seperti Reels. Berdasarkan hasil
observasi dan pra-survei, diketahui bahwa mayoritas audiens lebih tertarik pada
konten video pendek yang bersifat informatif, menghibur, dan mengikuti tren,
sehingga diperlukan inovasi dalam bentuk produksi konten audiovisual. Tugas
akhir ini bertujuan untuk menganalisis kondisi Engagement serta merancang dan
mengimplementasikan strategi konten berupa video Instagram Reels untuk
meningkatkan interaksi audiens. Metode yang digunakan adalah kualitatif
deskriptif dengan teknik pengumpulan data melalui observasi, wawancara,
dokumentasi, dan kuesioner. Strategi konten diterapkan melalui produksi dan
publikasi 11 video Reels dengan konsep konten promosi, edukasi, hiburan, behind
the scene, testimoni pelanggan, serta FAQ atau tanya jawab produk. Konten disusun
menggunakan pendekatan informatif atau edukatif, entertainment, dan interaktif
serta mengacu pada Standard Sequence Guide (SSG) sebagai pedoman dalam
penyusunan alur setiap video. Hasil tugas akhir menunjukkan bahwa Engagement
rate akun Instagram meningkat dari 0,32% sebelum implementasi menjadi 2,88%
setelah implementasi, atau mengalami peningkatan sebesar 2,56 poin persentase.
Peningkatan tersebut menunjukkan adanya perubahan tingkat keterlibatan audiens
setelah penerapan strategi konten video Reels. Dengan demikian, strategi konten
audiovisual berbasis Reels dapat digunakan untuk meningkatkan Engagement dan
mendukung optimalisasi pemasaran digital UMKM Donat Kentang Semarang.

Kata kunci: Engagement, Instagram, UMKM, Video Reels, Strategi Konten



ABSTRACT

The low level of Engagement on the Instagram account of UMKM Donat Kentang
Semarang is indicated by the limited audience interactions, such as likes,
comments, shares, and saves, despite Instagram's significant potential as a digital
marketing platform. This issue is caused by the suboptimal content strategy, the
dominance of static photo content, and the limited utilization of Instagram features
such as Reels. Based on the results of observations and a preliminary survey, it was
found that the majority of the audience preferred short-form video content that was
informative, entertaining, and relevant to current trends, indicating the need for
innovation through audiovisual content production. This final project aims to
analyze the existing Engagement level and to design and implement a content
strategy using Instagram Reels videos to increase audience interaction. The method
used was descriptive qualitative, with data collected through observation,
interviews, documentation, and questionnaires. The content strategy was
implemented through the production and publication of 11 Reels videos featuring
promotional, educational, entertainment, behind-the-scenes, customer testimonial,
and FAQ or product guestion-and-answer content. The content was developed
using informative or educational, entertainment, and interactive approaches and
referred to the Standard Sequence Guide (SSG) as a guideline for structuring each
video's flow. The results of the final project showed that the Engagement rate of the
Instagram account increased from 0.32% before implementation to 2.88% after
implementation, representing an increase of 2.56 percentage points. This increase
indicates a change in the level of audience engagement following the
implementation of the Reels video content strategy. Therefore, an audiovisual
content strategy based on Reels can be used to increase Engagement and support
the optimization of digital marketing for UMKM Donat Kentang Semarang.

Keywords: Engagement, Instagram, UMKM, Reels Videos, Content Strategy
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