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PERANCANGAN KAMPANYE PROMOSI PADA SOSIAL

MEDIA TOKO OBAT TRADISIONAL BAN SENG

(Philips Phang)

ABSTRAK

Obat tradisional masih menjadi alternatif pengobatan yang dipercaya oleh
masyarakat Indonesia karena dianggap lebih aman dan minim efek samping
dibandingkan obat sintetis. Kepercayaan ini tercermin dari keberlangsungan
sejumlah toko obat tradisional, salah satunya Toko Obat Ban Seng yang telah
berdiri sejak 1933 di kawasan Glodok, Jakarta Barat. Toko ini mempertahankan
resep turun-temurun dan didukung oleh sinshe berpengalaman selama lebih dari 45
tahun. Meski memiliki keunggulan dalam hal kualitas dan pelayanan, toko ini
menghadapi tantangan berupa rendahnya tingkat pengenalan di kalangan
masyarakat, khususnya generasi muda. Hasil kuesioner menunjukkan bahwa 66,2%
responden di wilayah Jabodetabek belum mengenal toko ini. Salah satu
penyebabnya adalah kurangnya pemanfaatan media sosial sebagai saluran promosi
yang efektif. Toko telah memiliki akun Instagram dan YouTube, namun belum
digunakan secara aktif dan konsisten. Padahal, generasi muda saat ini cenderung
mengakses informasi melalui platform digital seperti Instagram, TikTok, dan
YouTube. Berdasarkan permasalahan tersebut, perancangan media promosi yang
sesuai dengan karakteristik target audiens sangat diperlukan. Perancangan ini
diharapkan mampu meningkatkan visibilitas toko, menarik perhatian generasi
muda, dan mendukung keberlangsungan toko obat tradisional di era digital.

Kata kunci: Kampanye Promosi, Sosial Media, Obat Tradisional, Ban Seng
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DESIGNING PROMOTION CAMPAIGN ON SOCIAL

MEDIA TRADITIONAL MEDICINE STORE BAN SENG

(Philips Phang)

ABSTRACT (English)

Traditional medicine continues to be a trusted alternative treatment among
Indonesian society due to its perceived safety and fewer side effects compared to
synthetic drugs. This trust is reflected in the continued existence of several
traditional medicine stores, such as Toko Obat Ban Seng, which has been operating
since 1933 in the Glodok area of West Jakarta. The store maintains traditional
recipes and is supported by a Chinese herbal doctor (sinshe) with over 45 years of
experience. Despite its long history and strong reputation, the store is facing a
decline in visitors, especially among the younger generation. Based on a
questionnaire conducted in 20235, 66.2% of respondents in the Greater Jakarta area
were unaware of the store’s existence. One of the main causes is the lack of active
and consistent promotional efforts, particularly through social media platforms.
While the store owns Instagram and YouTube accounts, they are underutilized. This
is concerning, as younger audiences often rely on platforms such as Instagram,
TikTok, and YouTube for information. Given this issue, designing effective
promotional media tailored to the habits of the younger generation is essential. This
promotional effort is expected to increase public awareness, attract new visitors,
and ensure the sustainability of traditional medicine stores in the digital era.

Keywords: Promotional Campaign, Social Media, Traditional Medicine, Ban Seng
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