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PERANCANGAN KAMPANYE SOSIAL MENINGKATKAN
KESADARAN BAHAYA KONSUMSI KOPI BERLEBIH

UNTUK PEKERJA SIF MALAM

(Anandya Prameswari Wibisono)

ABSTRAK

Konsumsi kopi bagi masyarakat Indonesia sudah dijadikan gaya hidup dan berakar
dari budaya Indonesia dari dahulu. Para pekerja sif malam merupakan subjek yang
seringkali mengonsumsi kopi berlebih di karenakan keharusan dalam menjaga
produktifitas dan melawan rasa kantuk di malam hari yang seharusnya waktu
dimana tubuh beristirahat. Toleransi terhadap kafein dapat berefek kepada caffeine
withdrawl yang dimana efek samping ketika individu berhenti mengonsumsi kopi.
Dengan itu, toleransi terhadap kafein yang tinggi dapat berpengaruh terhadap
kualitas tubuh dan juga kinerja di hari berikutnya, membuat para pekerja sif malam
berpotensi bergantung pada kafein untuk menjalankan aktifitas harian. Kesadaran
mengenai konsumsi dengan batasan yang baik adalah hal yang penting agar para
pekerja terhindar dari efek negatif kafein. Perancangan kampanye sosial akan
menggunakan metode dari buku Robin Landa ‘Graphic Design Solutions’ (2011)
dalam memecahkan studi kasus hingga perancangan strategi kampanye sosial
dengan lima fase yakni material gathering dengan melakukan study case riset
melalui penelitian, berita yang ada, serta jurnal, analysis discovery yakni
melakukan wawancara kepada audiens dan ekspert serta mengumpulkan responden
untuk kuesioner, conceptual design yaitu brainstorming karya visual, design
development dengan melakukan bimbingan spesialis serta market validation.
Kemudian diakhiri dengan tahapan terakhir yaitu implementation dari hasil desain.

Kata kunci: Perancangan, Kampanye Sosial, Pekerja, Kopi
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SOCIAL CAMPAIGN TO RAISE AWARENESS
OF EXCESSIVE COFFEE CONSUMPTION

FOR NIGHT SHIFT WORKERS

(Anandya Prameswari Wibisono)

ABSTRACT (English)

Coffee consumption for Indonesian people has become a lifestyle rooted in
Indonesian culture. Night shift workers are subjects who often consume excessive
coffee due to the need to maintain productivity and encounter sleepiness at night
when the body should be resting. Tolerance to caffeine can affect caffeine
withdrawal, which is a side effect that occurs when an individual stops consuming
coffee. With that, high tolerance to caffeine can affect body quality and
performance the next day, making night shift workers potentially dependent on
caffeine to carry out daily activities. Awareness of consumption with good limits is
important so that workers avoid the negative effects of caffeine. The design for
social campaign will use the method from Robin Landa's book 'Graphic Design
Solutions' (2011) in solving case studies to designing social campaign strategies
with five phases, namely material gathering stage was carried out through case
study research by reviewing existing literature, news sources, and academic
journals, and was followed by analysis and discovery phase, which involved
conducting interviews with target audiences and experts, as well as gathering data
through questionnaires distributed to selected respondents, the conceptual design
phase involved brainstorming to generate visual ideas, design development was
supported by expert consultations and market validation. Lastly, the final stage of
the process was the implementation of the design outcomes.

Keywords: Designing, Social Campaign, Workers, Coffeee
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