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STRATEGI KAMPANYE PEMASARAN SOSIAL
SUSTAINABLISS THE FLAVOR BLISS DALAM MENGUBAH
PERILAKU KONSUMEN TERHADAP PENGOLAHAN
SAMPAH

Jessica Aman Salam

ABSTRAK

Kondisi sampah di Indonesia kian mengkhawatirkan. Tiap tahunnya, jumlah
penumpukan sampah di TPA semakin meningkat. Diperlukan penanganan segera
agar sampah-sampah dapat terkelola dengan baik dan tidak mencemari lingkungan.
Urgensi ini turut disadari oleh The Flavor Bliss lewat menyelenggarakan kampanye
Sustainabliss. Penelitian ini bertujuan untuk mengetahui strategi kampanye
pemasaran sosial Sustainabliss The Flavor Bliss dalam mengubah perilaku
konsumen terhadap pengolahan sampah. Penelitian dianalisis menggunakan Teori
Disonansi Kognitif, Konsep Social Marketing, Perubahan Perilaku, Pengolahan
Sampah, dan Model Perencanaan Social Marketing Planning Primer dari Lee &
Kotler. Penelitian ini menggunakan pendekatan kualitatif deskriptif dengan
paradigma post-positivisme. Metode penelitian yang dipilih adalah studi kasus di
mana data diperoleh melalui wawancara, observasi, dan studi dokumentasi. Hasil
penelitian menunjukan bahwa kampanye Sustainabliss dilaksanakan melalui
special event & kampanye sosial media. Sebagian besar perencanaan kampanye
Sustainabliss sudah mengikuti kesepuluh tahapan model SMPP, akan tetapi ada
beberapa langkah yang perlu dibuat lebih rinci serta ditambahkan, agar hasil dari
kampanye sesuai dengan yang diharapkan.

Kata kunci: Pemasaran Sosial, Pengolahan Sampah, Perubahan Perilaku,
Sustainabliss
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SUSTAINABLISS: THE FLAVOR BLISS SOCIAL
MARKETING CAMPAIGN STRATEGY IN CHANGING
CONSUMER BEHAVIOR TOWARD WASTE PROCESSING

Jessica Aman Salam

ABSTRACT

The condition of waste in Indonesia is increasingly worrying. Every year, the
amount of waste accumulated in landfills increases. Immediate handling is needed
so that the waste can be managed well and does not pollute the environment. The
Flavor Bliss also realized this urgency by organizing the Sustainabliss campaign.
This research aims to determine the strategy of the Sustainabliss The Flavor Bliss
social marketing campaign in changing consumer behavior towards waste
processing. The research was analyzed using Cognitive Dissonance Theory, Social
Marketing Concepts, Behavior Change, Waste Management, and the Primary
Social Marketing Planning Model from Lee & Kotler. This research uses a
descriptive qualitative approach with a post-positivism paradigm. The research
method chosen is a case study where data is obtained through interviews,
observation, and documentation studies. The research results show that the
Sustainabliss campaign was implemented through special events & social media
campaigns. Most of the Sustainabliss campaign planning has followed the ten
stages of the SMPP model, however, several steps need to be made more detailed
and added, so that the results of the campaign are as expected.

Keywords: Behavior Change, Social Marketing, Sustainabliss, Waste Management
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