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STRATEGI KOMUNIKASI BERASA DALAM EMPLOYER BRANDING 

(ANALISIS KONTEN YOUTUBE PROGRAM “RUMAH KEDUA” NUTRIFOOD) 

 
NAUFAL ALFARES 

 

 

ABSTRAK 

 
 

Penelitian ini berfokus pada narasi-narasi di setiap konten video program “rumah 

kedua” Nutrifood pada kanal Youtube terkait strategi komunikasi berasa dalam 

employer brand. Penelitian ini menggunakan metode Analisis Isi Kualitatif dengan 

pendekatan Direct Content Analysis (Analisis isi Terarah), penelitian ini 

mengamati, menyelidiki dan menganalisa teks-teks digital terkait aspek Keberasaan 

Indrawi, Keberasaan Emosional. Keberasaan Rasional, Keberasaan Relevansional. 

Keberasaan Benefisial. Keberasaan Sosial dalam narasi konten video digital “rumah 

kedua” Nutrifood pada media sosial youtube serta percakapan netizen atau 

tanggapannya. Nutrifood berhasil melakukan employer branding dengan berusaha 

memberasakan komunikasinya melalui narasi-narasi konten digital youtube melalui 

program “Rumah Kedua”. Strategi Komunikasi Berasa dalam employer branding 

yang dilakukan Nutrifood bisa ditiru oleh perusahaan-perusahaan lain untuk 

menarik perhatian calon kandidat-kandidat hebat diluar sana agar dapat bergabung 

kedalam perusahaan. 

 
Kata kunci: Keberasaan Indrawi, Keberasaan Emosional, Keberasaan Rasional, 

Keberasaan Relevansonal, Keberasaan Benefisial, Keberasaan Sosial, Analisis Isi 

Terarah, Wijaya’s Komunikasi Berasa 
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STRATEGY KOMUNIKASI BERASA IN EMPLOYER BRANDING 

(ANALYSIS KONTEN YOUTUBE PROGRAM “RUMAH KEDUA” NUTRIFOOD) 

 
NAUFAL ALFARES 

 

 

ABSTRAK 

 
 

This study focuses on the narratives in each video content of Nutrifood's “second 

home” program on the Youtube channel related to the taste communication strategy 

in the employer brand. This study uses the Qualitative Content Analysis method 

with a Direct Content Analysis approach. This research observes, investigates and 

analyzes digital texts related to aspects of Sensory Feelings, Emotional Feelings. 

Rational Feelings, Relevant Feelings. Beneficial Feelings. Social Feelings in the 

narrative of Nutrifood's "second home" digital video content on YouTube social 

media as well as netizen conversations or their responses. Nutrifood has succeeded 

in carrying out employer branding by trying to feel its communication through 

YouTube digital content narratives through the “Second House” program. 

Nutrifood's Flavored Communication Strategy in Employer Branding can be 

imitated by other companies to attract the attention of great candidates out there to 

join the company.. 

 
Kata kunci: Sensitive Feelings, Emotional Feelings, Rational Feelings, Relevant 

Feelings, Beneficial Feelings, Social Feelings, Direct Content Analysis, Wijaya's 

Experientially-Meaningful Communication. 
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