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ABSTRAKSI

Tampil cantik merupakan tujuan yang diinginkan bagi setiap wanita
sehingga kerap kali berusaha mencoba berbagai cara, salah satunya dengan
melakukan perawatan kecantikan. Hal yang menjadi tujuan utama wanita adalah
kecantikan kulit. Berbagai metode perawatan pun beragam, baik dengan cara
tradisional maupun cara modern.

Salah satu cara untuk merawat tubuh adalah dengan menggunakan lulur.
Citra Lulur Scrub merupakan varian produk skin cleansing pertama dari brand
Citra yang menurut survey oleh Top Brand Award tahun 2013 hingga 2016,
produk Citra Lulur Scrub telah menduduki urutan tiga teratas golongan TOP
dalam kategori Lulur. Namun di tahun 2017, mengalami penurunan peringkat dan
presentase penjualan. Masyarakat masih kurang mengenali dan mengingat Citra
sebagai produk Lulur Scrub karena minimnya strategi pemasaran dibanding
produk Body Lotion, yang telah menjadi market leader di pasarannya. Diperlukan
perancangan visual advertising campaign yang bertujuan untuk membangun
brand awareness akan Citra Lulur Scrub yang tepat sasaran bagi target
audiensnya.

Kata kunci : (advertising campaign, Citra Lulur Scrub, perawatan kulit, alami)
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ABSTRACT

Being beautiful is a desireable goals for every woman, so they try various
ways, one of them is doing beauty treatments. The main purpose is to have a
beautiful skin. Many various methods of treatment have been done, neither
traditional nor modern treatments.

One of those various body treatments is by using Lulur. Citra Lulur Scrub
is the first skin cleansing product by Citra, which was according to Top Brand
Award 2013 until 2016, had been in the third place for Top Lulur category. But in
the year 2017, the ratings and percentage of sales was decreased. People still do
not recognize and recall Lulur Scrub as one of Citra’s good quality product
because of the lack of marketing strategy compared to their Body Lotion product,
which already has become market leader in its market since the beginning. A
visual advertising campaign is required that aims to build brand awareness of
Lulur Scrub that is positioned rightly for their target audiences.

Keywords: (advertising campaign, Citra Lulur Scrub, skin care, natural)
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