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ABSTRAK 
 

 

 

Desa Wisata Lerep merupakan salah satu destinasi wisata yang memiliki potensi 

besar untuk menarik minat wisatawan melalui media sosial. Namun, ditemukan 

masalah rendahnya engagement rate pada akun Instagram Desa Wisata Lerep, yaitu 

sebesar 0,44%, yang disebabkan oleh tidak adanya jadwal posting yang konsisten. 

Penelitian ini bertujuan untuk merumuskan strategi public relations guna 

meningkatkan engagement rate Instagram Desa Wisata Lerep. Metode penelitian 

melibatkan empat tahap: fact finding dan defining the problem, planning dan 

programming, actions and communications, serta evaluations. Hasil penelitian 

menunjukkan bahwa implementasi strategi public relations ini berhasil 

meningkatkan engagement rate dalam waktu satu bulan. 

 

Kata Kunci: Strategi Public relations, Engagement Rate, Instagram, Desa Wisata 

Lerep, Pariwisata Lokal 
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ABSTRACT 
 

 

Lerep Tourism Village is a tourist destination with significant potential to attract 

visitors through social media. However, it faces the problem of a low engagement 

rate on its Instagram account, currently at 0.44%, due to the absence of a consistent 

posting schedule. This study aims to develop a public relations strategy to enhance 

the engagement rate of Desa Wisata Lerep's Instagram. The research method 

follows four stages: fact finding and defining the problem, planning and 

programming, actions and communications, and evaluations. The results 

demonstrate that the implementation of this public relations strategy was successful 

in increasing the engagement rate over one month. 

 

Keywords: Public relations Strategy, Engagement Rate, Instagram, Desa Wisata 

Lerep, Local Tourism 
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