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ABSTRAK 

 

Pertumbuhan coffee shop di Yogyakarta yang pesat membuat kebutuhan promosi 

digital semakin kompetitif, khususnya melalui konten video singkat. Kampoeng 

Coffee Brew memiliki diferensiasi kuat berupa ambience pedesaan, suasana homey, 

dan penekanan pada manual brew serta kopi lokal. Berdasarkan observasi awal, 

konten video promosi masih terbatas dan belum sepenuhnya merepresentasikan 

kekuatan visual yang menjadi daya tarik. Permasalahan tersebut menbuat penulis 

tertarik membuatkan video promosi berdurasi 30 detik yang relevan bagi pengguna 

media sosial (Instagram) pada kalangan muda. Penulis sebagai editor menerapkan 

teknik editing dengan pendekatan storytelling melalui beberapa tahapan 

diantaranya cut-to-cut untuk menjaga ritme, transisi halus (fade/dissolve) untuk 

kontinuitas, color grading warm tone untuk membangun mood rustic, penguatan 

audio melalui mixing musik dan ambient sound, serta motion graphic untuk 

identitas brand. Hasil video menunjukkan strategi editing mampu memperkuat 

dramatiasi visual, menjaga perhatian audiens pada durasi pendek, dan 

mengomunikasikan identitas sebagai tempat ngopi yang natural, hangat, dan 

nyaman. Temuan ini menegaskan bahwa editing pada video promosi bukan sekadar 

tahap teknis, melainkan perangkat strategis komunikasi visual untuk membangun 

persepsi merek di media sosial 

 

Kata kunci: Teknik Editing, Editor, Video Promosi, Kampoeng Coffee Brew 
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ABSTRACT 

 

The rapid growth of coffee shops in Yogyakarta has made the need for digital 

promotion increasingly competitive, especially through short video content. 

Kampoeng Coffee Brew has a strong differentiation in the form of a rural ambiance, 

a homey atmosphere, and an emphasis on manual brew and local coffee. Based on 

initial observations, promotional video content is still limited and does not fully 

represent the visual power that is an attraction. This problem motivated the author 

to create a 30-second promotional video relevant to social media users (Instagram) 

especially among young people. The author, as editor, applied editing techniques 

with a storytelling approach through several stages including cut-to-cut to maintain 

rhythm, smooth transitions (fade/dissolve) for continuity, warm tone color grading 

to create a rustic mood, audio reinforcement through mixing music and ambient 

sound, and motion graphics for brand identity. The video results show that the 

editing strategy is able to strengthen visual drama, maintain audience attention in 

a short duration, and communicate the identity as a natural, warm, and comfortable 

coffee place. These findings confirm that editing in promotional videos is not just a 

technical stage, but a strategic visual communication tool for building brand 

perception on social media 

 

Keywords: Editing Techniques, Editor, Promotional Videos, Kampoeng Coffee 

Brew 
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