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PERANCANGAN KAMPANYE SOSIAL UNTUK

MENGURANGI KONSUMSI KOPI SUSU KEKINIAN

(Nixon Christian Chandra)

ABSTRAK

Tren konsumsi kopi susu kekinian semakin berkembang di masyarakat Indonesia,
terkhusus kepada generasi muda karena berbagai hal seperti rasanya yang enak,
kedai kopi yang nyaman, pelayanan yang ramah, dan masih banyak lagi. Budaya
konsumerisme di masyarakat urban juga meningkatkan perkembangan tren ini
karena budaya minum kopi dianggap dapat meningkatkan status sosial. Namun,
dibalik kepopuleran minuman ini, kopi susu kekinian memberi beberapa dampak
negatif seperti kecanduan kafein, kandungan gula berlebih yang dapat
menyebabkan diabetes, dan lemak jenuh dari susu yang dapat menyebabkan
obesitas. Hal ini diperburuk karena kurangnya kesadaran masyarakat terhadap
dampak yang diberikan oleh konsumsi kopi susu kekinian berlebihan. Oleh karena
itu, penulis melakukan perancangan kampanye sosial untuk mengurangi kebiasaan
mengonsumsi  kopi susu kekinian berlebih dengan menggunakan metode
perancangan design thinking oleh Tim Brown dan teknik pengumpulan data
campuran dengan wawancara, focus group discussion, dan kuesioner. Dengan
perancangan ini, diharapkan dapat mengurangi kebiasaan minum kopi susu
kekinian secara berlebihan kepada generasi muda.

Kata kunci: Kampanye Sosial, Kopi Susu Kekinian, Gizi
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DESIGNING A SOCIAL CAMPAIGN TO REDUCE THE

CONSUMPTION OF CONTEMPORARY MILK COFFEE

(Nixon Christian Chandra)

ABSTRACT (English)

The trend of consuming contemporary milk coffee is growing in Indonesian
society, especially among the younger generation, due to various factors such
as its delicious taste, cozy coffee shops, friendly service, and more. The
culture of consumerism in urban communities has also contributed to the rise
of this trend, as drinking coffee is often perceived as a way to elevate social
status. However, despite its popularity, contemporary milk coffee poses
several negative impacts, such as caffeine addiction, excessive sugar content
that can lead to diabetes, and saturated fat from milk that may cause obesity.
This issue is further worsened by the lack of public awareness regarding the
negative effects of excessive consumption of contemporary milk coffee.
Therefore, the author has designed a social campaign to reduce the habit of
excessive consumption of contemporary milk coffee by applying the design
thinking method by Tim Brown and a mixed-method data collection approach
through interviews, focus group discussion, and questionnaire. This
campaign is expected to help reduce the excessive consumption of
contemporary milk coffee among the younger generation.

Keywords: Social Campaign, Milk Coffee, Nutrition
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