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PERANCANGAN KAMPANYE PROMOSI INTERAKTIF 

PROGRAM RUNIVERSITY OLEH INDORUNNERS UNTUK 

PEMULA MARATON JABODETABEK 

(Andrea Batari) 

ABSTRAK 

Tren olahraga lari jarak jauh sedang berkembang setelah pandemi, salah 
satunya adalah maraton. Namun, cabang olahraga maraton berbeda dengan 
cabang lari jarak jauh lainnya, dengan niat yang kuat serta persiapan yang 
lama. Komunitas seperti IndoRunners memiliki peran dalam menambah 
ilmu, relasi, serta partisipasi. Salah satu kontribusi IndoRunners dalam 
meningkatkan semangat berlari berupa adanya program pelatihan maraton, 
yaitu Runiversity. Namun, lonjakan komunitas lari di Indonesia, kurangnya 
eksposur program Runiversity yang terkait dengan IndoRunners Jakarta, 
serta rasa tidak percaya diri pada pelari di luar komunitas, mempersulit 
Runiversity untuk berkembang. Perancangan berikut berfokus dalam 
membuat kampanye promosi interaktif Runiversity, dengan media utama 
berupa campaign-based microsite berbentuk mobile, yang disesuaikan 
dengan pemula maraton Jabodetabek muda. Metode penelitian yang 
digunakan berupa mixed methods, dengan metodologi perancangan 
mengacu kepada teori five-phase model of design process dari Robin Landa. 
Kampanye berjalan dengan ide besar “The Sparkling Excursion” dengan 
tujuan untuk memersepsikan maraton dan persiapannya sebagai hal yang 
menyenangkan, dengan Runiversity sebagai komunitas yang sesuai untuk 
latihan para pemula maraton muda.  
 

 
Kata kunci: Kampanye Promosi, IndoRunners Runiversity. Lari Maraton. 
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DESIGN OF THE INTERACTIVE PROMOTIONAL CAMPAIGN 

OF RUNIVERSITY PROGRAM FROM INDORUNNERS FOR 

MARATHON AMATEURS IN JABODETABEK 

 (Andrea Batari) 

ABSTRACT (English) 

The rise of long-distance running sport trend is evident after the end of 
pandemic, one of which is the marathon. However, marathon as a sport is 
different from other long-distance running categories, with strong 
motivation and long-term preparation. Communities, such as Indorunners, 
have a role in increasing the knowledge, relation, and participation of its 
members. One of its contribution in increasing running enthusiasm is the 
special marathon training program called Runiversity. However, the surge 
in running communities in Indonesia, lack of exposure to Runiversity 
programs related to IndoRunners Jakarta, and lack of confidence among 
runners outside the community make it difficult for Runiversity to grow. The 
following design focuses on creating an interactive promotional campaign 
for Runiversity, with mobile campaign-based microsite as the primary 
media, that is tailored to the younger marathon amateurs in Jabodetabek. 
The research method used is mixed methods, with the design methodology 
referred to Robin Landa's “five-phase model of design process theory”. The 
campaign runs on the big idea of “The Sparkling Excursion” with the aim 
of perceiving the fun activities of marathon running, with Runiversity as the 
most suitable community for young marathon beginners to train.  
 

 
Keywords: Promotional Campaign, IndoRunners Runiversity, Marathon. 
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