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ABSTRAK 

Program Studi Informasi dan Humas Universitas Diponegoro mengalami tantangan 

komunikasi pasca-restrukturisasi kurikulum berbasis Outcome-Based Education 

(OBE) yang menjadikan identitas prodi yang kini berfokus pada pengelolaan dan 

pelayanan informasi dalam lingkup kehumasan belum tersosialisasi secara 

menyeluruh kepada mahasiswa dan publik. Untuk mengatasi permasalahan ini, 

dilakukan produksi video company profile dengan pendekatan visual storytelling 

yang dirancang khusus untuk platform digital YouTube sebagai sarana strategis 

untuk memperkenalkan brand image baru sehingga meningkatkan tingkat 

pengetahuan mengenai Program Studi Informasi dan Humas. Proses produksi 

dilaksanakan melalui tiga tahapan terstruktur, yaitu pra produksi, produksi, dan 

pasca produksi sehingga keluaran berupa video company profile siap 

dipublikasikan di kanal resmi Sekolah Vokasi @vokasiundipofficial. Hasil evaluasi 

post-test terhadap 101 responden mahasiswa angkatan 2024 menunjukkan 

efektivitas media ini: 72,2% (73 responden) mengidentifikasi ruang lingkup prodi 

yang benar, 85,1% (86 responden) menangkap pesan utama mengenai penerapan 

OBE, dan 66,4% (67 responden) menilai visualisasi kegiatan belajar mengajar 

disajikan dengan jelas. Hal ini membuktikan bahwa format video company profile 

berbasis digital storytelling efektif dalam meningkatkan tingkat pengetahuan, 

memperjelas identitas prodi, dan memperkuat keterlibatan audiens sebagai bagian 

dari strategi branding yang komprehensif. 

Kata kunci: Video company profile, Brand Image, Branding, Outcome-Based 

Education, Program Studi Informasi dan Humas 
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ABSTRACT 

The Information and Public Relations Study Program at Diponegoro University 

faced a communication challenge following the curriculum restructuring toward 

Outcome-Based Education (OBE) because the programme’s updated identity, 

which focuses on the management and provision of information within the public 

relations domain, had not been fully disseminated to students and the public. To 

address this issue, a company-profile video employing visual storytelling was 

produced specifically for the digital platform YouTube as a strategic tool to 

communicate the new brand image and enhance public knowledge of the Study 

Program. The production process followed a structured three-phase workflow 

consisting of pre-production, production, and post-production, resulting in a video 

ready for publication on the Vocational College channel (@vokasiundipofficial). A 

post-test evaluation involving 101 respondents from the 2024 cohort demonstrated 

the effectiveness of this medium, with 72,2% (73 respondents) correctly identifying 

the programme’s scope, 85,1% (86 respondents) understanding the main message 

regarding OBE implementation, and 66,4% (67 respondents) stating that the video 

clearly visualised the teaching and learning activities. These findings indicate that 

a company-profile video based on digital storytelling is effective in increasing 

programme knowledge, clarifying the programme identity, and strengthening 

audience engagement as part of a comprehensive branding strategy. 

 

Keyword: Company profile video, Brand Image, Branding, Outcome-Based 

Education, Information and Public Relations Study Program 

 

 


