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ABSTRAK

Perkembangan industri kedai kopi di Kota Semarang mendorong semakin
ketatnya persaingan dalam menarik perhatian konsumen. Kedai Kopi Hide and Seek
sebagai slow bar coffee memiliki keunggulan berupa menu specialty coffee, namun
keunggulan tersebut belum didukung oleh brand awareness yang memadai.
Permasalahan tersebut terlihat dari hasil survei pra produksi terhadap 100 responden, di
mana hanya 6% responden yang menghubungkan konsep slow bar dengan specialty
coffee, sedangkan 95% responden belum pernah memesan specialty coffee. Kondisi
tersebut juga dipengaruhi oleh pengelolaan Instagram @letsgohideandseek yang belum
optimal, terutama dari aspek perencanaan, konsistensi, dan penyampaian konten edukatif.
Tugas Akhir ini bertujuan untuk membangun brand awareness terhadap Kedai Kopi Hide
and Seek melalui pengenalan dan penyampaian informasi mengenai menu specialty
coffee melalui produksi konten video Instagram reels, sekaligus meningkatkan
engagement rate akun @letsgohideandseek. Metode yang digunakan meliputi tahap pra
produksi, produksi, dan pasca produksi dengan menghasilkan 10 konten video reels yang
terdiri atas konten edukatif/informatif, entertainment, meme/hiburan, product highlight,
dan kultur lokal. Evaluasi dilakukan melalui survei pra dan pasca produksi terhadap 100
responden serta analisis engagement rate berdasarkan Instagram Insights. Hasil
menunjukkan adanya peningkatan brand awareness dari 6% pada survei pra produksi
menjadi 86,5% pada pasca-survei atau meningkat sebesar 80,5 poin persentase. Hasil
evaluasi juga menunjukkan peningkatan engagement rate dari 0,23% menjadi 0,64%,
melampaui target awal sebesar 0,30%. Meskipun hasil analisis regresi linear sederhana
menunjukkan bahwa kontribusi konten reels terhadap brand awareness belum signifikan
secara statistik, dengan nilai signifikansi sebesar 0,202, hasil evaluasi deskriptif
menunjukkan adanya peningkatan pengenalan terhadap Kedai Kopi Hide and Seek dan
menu specialty coffee, serta peningkatan engagement rate. Dengan demikian, produksi
konten video Instagram reels yang terencana, edukatif, informatif, dan konsisten dapat
menjadi salah satu strategi komunikasi digital untuk memperkenalkan menu specialty
coffee Kedai Kopi Hide and Seek kepada target audiens.

Kata kunci: Brand Awareness, Instagram Reels, Specialty Coffee, Slow Bar Coffee, Engagement
Rate
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ABSTRACT

The growth of the coffee shop industry in Semarang has intensified competition in
attracting consumer attention. Hide and Seek Coffee Shop, a hidden gem slow bar coffee,
offers specialty coffee as its distinctive product; however, this advantage has not been
supported by sufficient brand awareness. A pre-production survey involving 100
respondents showed that only 6% of respondents associated the slow bar concept with
specialty coffee, while 95% had never ordered specialty coffee. This condition was also
influenced by the suboptimal management of the Instagram account @letsgohideandseek,
particularly in terms of content planning, consistency, and educational content delivery.
This Final Project aims to build brand awareness of Hide and Seek Coffee Shop's
specialty coffee menu through the production of Instagram Reels video content while
increasing the engagement rate of the @letsgohideandseek account. The method
consisted of pre-production, production, and post-production stages, resulting in 10
Instagram Reels videos comprising educational, informative, entertainment,
meme/entertainment, product highlight, and local culture content. The evaluation was
conducted through pre- and post-production surveys involving 100 respondents and an
analysis of the engagement rate based on Instagram Insights. The results showed an
increase in brand awareness from 6% in the pre-survey to 86.5% in the post-survey,
representing an increase of 80.5 percentage points. The evaluation also showed an
increase in the engagement rate from 0.23% to 0.64%, exceeding the initial target of
0.30%. Although the statistical analysis did not demonstrate a strong significant effect,
the practical results indicate that Reels content contributed positively to building brand
awareness and increasing engagement rate. Therefore, planned, educational,
informative, and consistent Instagram Reels content can serve as a digital communication
strategy to introduce Hide and Seek Coffee Shop's specialty coffee menu to its target
audience.

Keywords: Brand Awareness, Instagram Reels, Specialty Coffee, Slow Bar Coffee,
Engagement Rate
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