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INTISARI 

 

 Perkembangan teknologi informasi mendorong perubahan dalam strategi 

promosi, termasuk pemanfaatan media digital seperti video iklan. UMKM Abon 

Kinasih, yang bergerak di bidang pengolahan daging di Temanggung, menghadapi 

tantangan dalam menjangkau konsumen karena lokasi yang terpencil dan promosi 

yang masih terbatas pada media sosial dan metode tradisional. Penelitian ini 

bertujuan untuk merancang video iklan berbasis multimedia dengan teknik live 

shoot dan motion graphic sebagai media promosi untuk meningkatkan daya beli 

konsumen. Proses perancangan dilakukan melalui tahapan pra-produksi, produksi, 

dan pasca-produksi dengan memperhatikan aspek naskah, desain visual, dan 

strategi penyampaian pesan. Hasil penelitian menunjukkan bahwa meskipun video 

telah diproduksi secara teknis dengan baik, efektivitas terhadap peningkatan 

penjualan belum optimal. Hal ini dipengaruhi oleh kurangnya penyesuaian konten 

dengan target audiens serta strategi distribusi yang belum maksimal. Dengan 

demikian, diperlukan evaluasi lanjutan terhadap strategi promosi agar video iklan 

dapat memberikan dampak yang lebih signifikan. 

 

Kata kunci: video iklan, multimedia, motion graphic, live shoot, promosi 

UMKM 
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ABSTRACT 

 

 The development of information technology has significantly influenced 

promotional strategies, including the use of digital media such as video 

advertisements. Abon Kinasih, a small business (UMKM) located in Temanggung 

that specializes in meat processing, faces challenges in reaching consumers due to 

its remote location and limited promotional methods, relying mostly on social 

media and traditional word-of-mouth. This study aims to design a multimedia-

based promotional video using live shoot and motion graphic techniques to 

increase consumer purchasing interest. The design process follows pre-production, 

production, and post-production stages, focusing on scriptwriting, visual design, 

and message delivery strategy. The research findings indicate that although the 

video was technically well-produced, its effectiveness in boosting sales has not been 

optimal. This was influenced by a lack of alignment between the content and the 

target audience, as well as underdeveloped distribution strategies. Therefore, 

further evaluation of promotional strategies is needed to ensure that video 

advertisements can deliver more significant impact. 

 

Keywords: advertising video, multimedia, motion graphic, live shoot, UMKM 

promotion 

 

 

 

 

 

 


