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ABSTRAK 

 

Warung Wasabi Semarang merupakan restoran Jepang yang mengusung konsep 

inklusif dengan memberikan kesempatan kerja kepada penyandang disabilitas. 

Namun, nilai inklusivitas tersebut belum tersampaikan secara optimal melalui 

media sosial sehingga tingkat brand awareness masih rendah. Karya bidang ini 

bertujuan untuk merancang dan mengimplementasikan strategi konten Instagram 

Reels berbasis inklusif guna meningkatkan brand awareness Warung Wasabi 

Semarang. Metode yang digunakan adalah karya bidang dengan tiga tahapan, yaitu 

pra-produksi, produksi, dan pasca-produksi. Tahap pra-produksi meliputi 

penyusunan tema konten, Standard Sequence Guide (SSG), Key Performance 

Indicator (KPI), serta perencanaan publikasi. Tahap produksi dilakukan melalui 

pembuatan dan publikasi sepuluh konten Instagram Reels, sedangkan tahap pasca-

produksi dilakukan melalui evaluasi engagement konten dan penyebaran kuesioner 

kepada 100 responden yang merupakan target audiens Warung Wasabi. Hasil 

implementasi menunjukkan bahwa seluruh KPI berhasil tercapai. Indikator brand 

recall mencapai 95%, brand recognition mencapai 95–97%, purchase mencapai 

90%, dan consumption mencapai 91%, sehingga seluruh capaian melampaui target 

yang telah ditetapkan. Selain itu, mayoritas responden memberikan persepsi positif 

terhadap komunikasi inklusif yang ditampilkan dalam konten Instagram Reels serta 

memiliki kesan positif terhadap Warung Wasabi. Berdasarkan hasil tersebut, dapat 

disimpulkan bahwa strategi konten Instagram Reels berbasis inklusif berhasil 

meningkatkan brand awareness sekaligus memperkuat identitas Warung Wasabi 

sebagai restoran Jepang yang mengusung nilai inklusivitas. 

Kata Kunci: brand awareness, Instagram Reels, komunikasi inklusif, Warung 

Wasabi.  
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ABSTRACT 

 

Warung Wasabi Semarang is a Japanese restaurant that promotes an inclusive 

concept by providing employment opportunities for people with disabilities. 

However, its inclusive values had not been effectively communicated through social 

media, resulting in low brand awareness. This final project aimed to design and 

implement an inclusive-based Instagram Reels content strategy to improve the 

brand awareness of Warung Wasabi Semarang. This project employed a practical 

project method consisting of three stages: pre-production, production, and post-

production. The pre-production stage included developing content themes, a 

Standard Sequence Guide (SSG), a content planner, Key Performance Indicators 

(KPIs), and a publication plan. The production stage involved creating and 

publishing ten Instagram Reels, while the post-production stage evaluated content 

engagement and distributed questionnaires to 100 respondents representing the 

target audience. The results showed that all KPIs were successfully achieved. 

Brand recall reached 95%, brand recognition reached 95–97%, purchase reached 

90%, and consumption reached 91%, exceeding the predetermined targets. In 

addition, most respondents expressed positive perceptions of the inclusive 

communication presented in the Instagram Reels and developed a positive 

impression of Warung Wasabi. In conclusion, the inclusive-based Instagram Reels 

content strategy successfully improved brand awareness while strengthening 

Warung Wasabi's identity as an inclusive Japanese restaurant. 

Keywords: brand awareness, Instagram Reels, inclusive communication, Warung 

Wasabi.  
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