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PERANCANGAN KAMPANYE SOSIAL MENGENAI

PENERAPAN SKIN MINIMALISM BAGI PEREMPUAN

(Brigita Beatrice Bonggo)

ABSTRAK

Penggunaan skincare telah menjadi bagian dari rutinitas para perempuan saat ini.
Dewasa ini, para perempuan sendiri saat ini memiliki rutinitas skincare yang cukup
kompleks. Faktanya, penggunaan skincare berlebihan dapat menyebabkan
timbulnya masalah kulit. Terdapat alternatif rutinitas skincare lainnya yang dapat
diterapkan, salah satunya yakni adalah skin minimalism. Skin minimalism
merupakan konsep perawatan kulit yang menekankan penggunaan produk skincare
seperlunya. Namun, paparan informasi dari internet seringkali masih memengaruhi
pola pikir masyarakat untuk menerapkan rutinitas skincare yang kompleks.
Penelitian ini menggunakan metode perancangan six phases menurut Robin Landa.
Target dari perancangan ini adalah perempuan berusia 20-24 tahun. Adapun
penelitian dilakukan dengan pendekatan kualitatif dan metode action research,
dengan teknik pengumpulan data berupa wawancara, FGD, dan kuesioner serta
dilengkapi dengan model perubahan perilaku menggunakan teori AISAS oleh
Sugiyama dan Andree. Berdasarkan hasil penelitian, rutinitas skin minimalism
sendiri sebenarnya sudah hadir sejak lama, namun masih kalah berpengaruh dengan
konten promosi produk skincare. Oleh karena itu, perancangan kampanye sosial
diperlukan sebagai salah satu upaya untuk mendorong para perempuan menerapkan
rutinitas skincare yang minimalis dan terfokus pada kebutuhan kulit. Melalui
perancangan kampanye sosial ini, terbukti bahwa para perempuan mulai tertarik
untuk menerapkan rutinitas skin minimalism.

Kata kunci: Skincare, Skin Minimalism, Kampanye Sosial
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DESIGNING A SOCIAL CAMPAIGN ON APPLYING

SKIN MINIMALISM ROUTINE FOR WOMEN

(Brigita Beatrice Bonggo)

ABSTRACT (English)

The use of skincare has become a part of every women's routine today. Nowadays,
every women have a skincare routine that is quite complex. In fact, excessive use of
skincare could cause skin problems. There are other alternatives of skincare
routines that could be applied, one of them is skin minimalism. Skin minimalism is
a skincare concept which emphasizes on using skincare products as needed.
However, the exposure of information from the internet still influences people’s
mindset in applying a complex skincare routine. This study uses the six phases
design method suggested by Robin Landa. The target of this campaign is women
aged 20-24 years. The research was conducted using qualitative approach and
action research method, with data collection techniques in forms of interviews,
FGD, and questionnaire, which is also supported by the use of AISAS theory by
Sugiyama and Andree to plan a behavioral change model. Based on the result, the
skin minimalism routine itself has already been around for some time, but is still
less influential due to the rise of promotional contents of skincare products.
Therefore, designing a social campaign is needed as an effort to encourage women
in applying a minimalist skincare routine, which mainly focuses on the skin’s needs.
Through this social campaign, it is proven that women began to show interest in
adopting a skin minimalism routine.

Keywords: Skincare, Skin Minimalism, Social Campaign
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