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ABSTRACT 

 

This design project focuses on developing social media content as part of the Integrated 

Marketing Communication (IMC) strategy for Sentra Wisata Kuliner Kota Rasa Surabaya. The 

background of this project is based on the ineffective use of social media in building audience 

awareness, engagement, and visiting interest. Based on observations and questionnaires, the 

existing content was considered inconsistent, lacking strong visual identity, and unable to 

attract the target audience optimally. 

 

The method used in this project is the Sprint method developed by Jake Knapp, consisting 

of five stages: understanding problems, exploring ideas, determining concepts, creating 

prototypes, and validating designs. The content strategy was arranged using the customer path 

5A approach (aware, appeal, ask, act, advocate) to create more directed and effective marketing 

communication. The content was designed in various formats such as feed designs, 

photography, and videos for Instagram and TikTok, supported by promotional media including 

posters, vertical banners, menu books, photobooths, photo props, and neon boxes. 

 

The final result of this project is an integrated and visually consistent social media content 

concept that is expected to improve digital promotional effectiveness, strengthen brand 

identity, and increase public interest in visiting Sentra Wisata Kuliner Kota Rasa Surabaya. 

 

Keyword : Integrated Marketing Communication (IMC), Social Media Content, , Culinary 

Tourism Center, Instagram, TikTok, Customer Path 5A. 
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ABSTRAK 

 

Perancangan ini berfokus pada pengembangan konten media sosial sebagai bagian 

dari strategi Integrated Marketing Communication (IMC) untuk Sentra Wisata Kuliner Kota 

Rasa Surabaya. Latar belakang perancangan didasarkan pada kurang optimalnya 

pemanfaatan media sosial dalam membangun awareness, engagement, dan minat kunjung 

audiens. Berdasarkan hasil observasi dan kuesioner, konten yang digunakan masih kurang 

konsisten, kurang memiliki identitas visual yang kuat, serta belum mampu menarik perhatian 

target audiens secara maksimal. 

 

Metode yang digunakan dalam perancangan ini adalah metode Sprint oleh Jake Knapp 

yang terdiri dari lima tahapan, yaitu memahami masalah, mengeksplorasi ide, menentukan 

konsep, membuat prototipe, dan melakukan validasi desain. Strategi konten disusun 

berdasarkan pendekatan customer path 5A (aware, appeal, ask, act, advocate) agar 

komunikasi pemasaran lebih terarah dan efektif. Konten dirancang dalam berbagai format 

seperti desain feed, fotografi, dan video untuk media sosial Instagram dan TikTok, serta 

didukung media pendukung seperti poster, vertical banner, buku menu, photobooth, photo 

props, dan neon box. 

 

Hasil akhir dari perancangan ini berupa konsep konten media sosial yang terintegrasi 

dan konsisten secara visual, sehingga diharapkan mampu meningkatkan efektivitas promosi 

digital, memperkuat identitas brand, serta meningkatkan minat kunjung masyarakat terhadap 

Sentra Wisata Kuliner Kota Rasa Surabaya. 

 

Kata Kunci : Integrated Marketing Communication (IMC), Konten Media Sosial, Sentra 

Wisata Kuliner, Instagram, TikTok, Customer Path 5A. 

  



vii 

 

FOREWORD 

 

By praising and thanking the presence of Allah SWT for all His graces, gifts, and guidance, 

so that the design entitled "Social Media Content for Integrated Marketing Communication 

(IMC) of the Culinary Tourism Center Kota Rasa Surabaya" can be completed properly, on 

time, and as much as possible. This design was made as an effort to help increase awareness, 

engagement, and interest in visiting the Culinary Tourism Center of Kota Rasa Surabaya 

through a more targeted and attractive digital promotion strategy. With this design, it is hoped 

that the social media of the City of Rasa Surabaya can be used optimally as a means of effective 

marketing communication. 

 

The author realizes that in this design process many parties have provided assistance, 

support, and contributions until this design can be completed. Therefore, the author would like 

to express his deepest gratitude to: 

 

1. Allah SWT and the Prophet Muhammad SAW 

2. Both parents (father and mother) of the writer, as well as the family who have been the main 

pillars of material support, moral support that never breaks, and who always give prayers, 

and enthusiasm during the design process. Hopefully this work can make you proud. 

3. My first supervisor was Mr. Bayu Setiawan, S. Sn., M. Sn. who have patiently provided 

direction, knowledge, motivation, and spent time and energy in guiding the author during 

the design process until the completion of this work.. 

4. Mas Angga, and Mas Pras as the manager of the Culinary Tourism Center of Kota Rasa 

Surabaya who have helped provide information and support this design process. 

5. Lecturers of the Visual Communication Design Study Program who have provided 

knowledge, experience, and motivation during the lecture period. 

6. The Crew of Kota Rasa Surabaya (Mbak Laila, Mbak Dijah, Mas Danis, Mas Amar), 

Content Talents (Vika, and Utami), Respondents, Resource Persons, and all parties who 

have assisted in the process of data collection, observation, and content creation in this 

design. 

7. The DKV 2022 brothers who have jointly undergone the lecture process and supported each 

other during the process of working on the final project. 
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8. Various other parties who cannot be named one by one have helped during the design 

process. 

 

The author realizes that in this design there are still various shortcomings and 

imperfections. Therefore, constructive criticism and suggestions are highly expected to be 

material for evaluation and development in the future. Finally, the author hopes that this design 

can provide benefits and be one of the efforts to improve digital promotion and the image of 

the Culinary Tourism Center of Kota Rasa Surabaya to the wider community. 

 

 

Surabaya, May 12, 2025 

 

 

 

 

Satria Hammas Arroisi 
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