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ABSTRAK 

 

  Candi Gedong Songo merupakan salah satu potensi wisata daerah yang 

populer di Kabupaten Semarang. Sebuah komplek candi yang berada di kaki 

Gunung Ungaran tepatnya di Desa Candi, Kecamatan Bandungan yang berjarak 9 

Km dari Kota Ambarawa dan 12 Km dari Kota Ungaran. Meskipun begitu, di tahun 

2023 Candi Gedong Songo mengalami penurunan minat wisatawan, khususnya 

wisatawan lokal. Bahkan berdasarkan data terbaru Dinas Pariwisata Kabupaten 

Semarang, jumlah wisatawan lokal di Candi Gedong Songo mengalami naik turun 

sepanjang tahun 2023. Melihat realitas penurunan kunjungan wisatawan di Candi 

Gedong Songo, maka penyebaran informasi pariwisata perlu ditingkatkan untuk 

menjangkau wisatawan lebih luas. Oleh karena itu, pembuatan karya bidang berupa 

video campaign bertujuan untuk meningkatkan awareness calon wisatawan pada 

objek wisata Candi Gedong Songo. Metode yang digunakan dalam penciptaan 

karya ini berdasarkan data dari studi pustaka, hasil wawancara dengan informan 

terkait dan data observasi untuk memperoleh sebuah data dalam sebuah penelitian 

yang menghasilkan analisis situasi. Proses pembuatan karya bidang melalui 

beberapa tahap, yakni pra produksi, produksi, dan pasca produksi yang kemudian 

menghasilkan 5 video campaign. Hasil pembuatan karya bidang menunjukkan 

bahwa minat wisatawan pada suatu objek wisata juga dipengaruhi dari kampanye 

digital berupa video yang di publikasikan melalui media sosial dan berdasarkan 

fenomena yang terjadi di kalangan masyarakat. 

 

Kata Kunci: Video Campaign, Candi Gedong Songo, Brand Awareness, Media 

Sosial, Fenomena 
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ABSTRACT 

 

  Gedong Songo Temple is one of the popular regional tourism potentials in 

Semarang Regency. A temple complex located at the foot of Mount Ungaran, 

precisely in Candi Village, Bandungan District, which is 9 kilometers  from 

Ambarawa City and 12 kilometers  from Ungaran City. However, in 2023 Gedong 

Songo Temple will experience a decline in tourist interest, especially local tourists. 

In fact, based on the latest data from the Semarang Regency Tourism Office, the 

number of local tourists at Gedong Songo Temple will experience ups and downs 

throughout 2023. Seeing the reality of the decline in tourist visits at Gedong Songo 

Temple, the dissemination of tourism information needs to be increased to reach 

tourists more widely. Therefore, the creation of a field work in the form of a video 

campaign aims to increase awareness of potential tourists at the Gedong Songo 

Temple tourist attraction. The method used in this research is based on data from 

literature studies, the results of interviews with related informants and observation 

data to obtain data in research that produces situation analysis. The process of 

making this project went through several stages, namely pre-production, 

production and post-production which then resulted in 5 video campaigns. The 

results of the project show that tourist interest in a tourist attraction is also 

influenced by digital campaigns in the form of videos published via social media 

and based on phenomena that occur among the community. 

 

Keywords: Video Campaign, Gedong Songo Temple, Brand Awareness, Social 

Media, Phenomenon



xii 

 

DAFTAR ISI 

 

HALAMAN JUDUL .................................................................................... i 

HALAMAN PERNYATAAN ORISINALITAS ........................................ ii 

HALAMAN PERSETUJUAN ................................................................... iii 

HALAMAN PENGESAHAN .................................................................... iv 

HALAMAN PERNYATAAN PERSETUJUAN PUBLIKASI ...................v 

TUGAS AKHIR UNTUK KEPENTINGAN AKADEMIS ........................v 

MOTTO DAN PERSEMBAHAN ............................................................. vi 

KATA PENGANTAR .............................................................................. vii 

UCAPAN TERIMA KASIH .................................................................... viii 

ABSTRAK ...................................................................................................x 

ABSTRACT ................................................................................................. xi 

DAFTAR ISI ............................................................................................. xii 

DAFTAR TABEL ......................................................................................xv 

DAFTAR GAMBAR ............................................................................... xvi 

DAFTAR LAMPIRAN ........................................................................... xvii 

BAB I PENDAHULUAN ............................................................................1 

1.1 Latar Belakang ...........................................................................1 

1.2 Rumusan Masalah ......................................................................7 

1.3 Tujuan  .......................................................................................8 

1.4 Manfaat ......................................................................................8 

1.5 Luaran ........................................................................................8 

BAB II TINJAUAN PUSTAKA ..................................................................9 

2.1 Kajian Penelitian Terdahulu .......................................................9 

2.2 Landasan Teori .........................................................................10 

 2.2.2 Video ...............................................................................12 



xiii 

 

 2.2.3 Brand Awareness ............................................................15 

 2.2.4 Youtube ...........................................................................17 

 2.2.5 Tiktok ..............................................................................18 

BAB III METODE .....................................................................................20 

3.1 Metode Penciptaan Karya ........................................................20 

3.2 Sumber Data Penelitian ............................................................20 

3.3 Tempat Penelitian .....................................................................20 

3.4 Segmentasi ...............................................................................20 

3.5 Konsep Karya Bidang ..............................................................21 

3.5.1  Klien Karya Bidang ........................................................21 

 3.5.2  Profil Candi Gedongsongo .............................................21 

3.6 Jenis Karya Bidang ..................................................................21 

3.7 Proses Produksi ........................................................................22 

 3.7.1 Pra Produksi ....................................................................22 

 3.7.2 Produksi ..........................................................................23 

 3.7.3 Pasca Produksi ................................................................26 

3.8 Standart Sequence Guide .........................................................33 

BAB IV HASIL DAN PEMBAHASAN ...................................................45 

4.1  Analisis Hasil Karya Bidang ...................................................45 

     4.1.1 Video Campaign “Mini  Vlog” di platform Youtube ........45 

     4.1.2  Video Campaign “what things you can do” di platform 

Tiktok .............................................................................................47 

     4.1.3   Video Campaign “Fakta Menarik” di platform Tiktok ...49 

     4.1.4   Video Campaign “Pose Foto” di platform Tiktok ...........50 

     4.1.5   Video Campaign “QnA bersama pengunjung” di platform 

Tiktok .............................................................................................52 

4.2  Pembahasan .............................................................................54 

4.3  Hambatan ................................................................................63 

4.4  Review Hasil Karya Bidang ....................................................64 

BAB V PENUTUP .....................................................................................67 



xiv 

 

5.1  Kesimpulan .............................................................................67 

5.2  Saran ........................................................................................68 

DAFTAR PUSTAKA ................................................................................69 

LAMPIRAN ...............................................................................................71 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



xv 

 

DAFTAR TABEL 

 
Table 1  Jumlah Wisatawan 3 Bulan Terakhir .........................................................2 
Table 2 Data Jangkauan Media Sosial Dinas Pariwisata Kabupaten Semarang ......5 
Table 3 Segmentasi Audiens Penelitian .................................................................20 
Table 4 Aplikasi Editing dan Kegunaan ................................................................22 
Table 5 Alat dan Kegunaa. .....................................................................................23 

Table 6 Standart Sequence Guide Video Campaign "Mini Vlog" .........................34 
Table 7Standart Sequence Guide Video Campaign "What things you can do" .....37 
Table 8 Standart Sequence Guide Video Campaign "Fakta Menarik" ..................38 

Table 9 Standart Sequence Guide Video Campaign "Pose Foto" ..........................40 
Table 10 Standart Sequence Guide Video Campaign "QnA Bersama Pengunjung"

 ................................................................................................................................42 
Table 11 Perubahan Video Campaign Mini Vlog ..................................................46 
Table 12 Perubahan Video Campaign What Things You Can Do.........................48 

Table 13 Perubahan Video Campaign Fakta Menarik ...........................................50 

Table 14 Perubahan Video Campaign "Pose Foto" ...............................................51 
Table 15 Perubahan Video Campaign QnA Bersama Pengunjung ........................53 

Table 16 Hasil Publikasi Konten di Media Sosial Tiktok ......................................55 
Table 17 Hasil Publikasi Konten di Media Sosial Youtube ...................................57 
Table 18 Tabel Hasil Jangkauan Video di Media Sosial .......................................58 

Table 19 Hasil Review Target Audiens .................................................................65 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



xvi 

 

DAFTAR GAMBAR 

 
Gambar 1. 1  Jumlah Wisatawan Lokal di Candi Gedong Songo 2023 ...................2 
Gambar 1. 2 Hasil Survei Profil Wisatawan Lokal ..................................................3 
Gambar 1. 3  Sumber Informasi Wisatawan ............................................................4 
Gambar 1. 4  Jenis Konten yang diminati ................................................................5 

Gambar 3. 1 Briefing Bersama Talent ................................................................... 24 

Gambar 3. 2 Proses Pengambilan Video ................................................................ 24 
Gambar 3. 3 Proses Upload Hasil Pengambilan Video.......................................... 25 
Gambar 3. 4 Proses Editing Video Menggunakan VN (Vlog Now) ...................... 29 
Gambar 3. 5 Menambahkan Voice Over dan Backsounds .................................... 30 

Gambar 3. 6 Ekspor Hasil Editing ......................................................................... 30 
Gambar 3. 7 Proses Editing Menggunakan Capcut ............................................... 31 
Gambar 3. 8 Exporting Hasil Editing ..................................................................... 32 

Gambar 4. 1 Video Campaign  Mini Vlog .............................................................45 

Gambar 4. 2 Video Campaign What Things You Can Do .....................................47 

Gambar 4. 3 Video Campaign Fakta Menarik .......................................................49 
Gambar 4. 4 Video Campaign Pose Foto ...............................................................50 

Gambar 4. 5 Video Campaign QnA Bersama Pengunjung ....................................52 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



xvii 

 

DAFTAR LAMPIRAN 

 
Lampiran 1. 1 Briefing Bersama Talent ................................................................. 71 
Lampiran 1. 2 Proses Pengambilan Foto Talent .................................................... 71 
Lampiran 1. 3 Proses Pengambilan Video ............................................................. 71 

Lampiran 1. 4 Surat Permohonan Izin Pelaksanaan Project .................................. 72 

 

 

 

 

 

 

 

 

 

 

 


