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PERANCANGAN MEDIA PROMOSI UNTUK 

MAY’S SPACE CREATIVE COMPOUND 

(Muhammad Ghufransyah) 

ABSTRAK 
 

May’s Space Creative Compound merupakan creative hub yang berdiri sejak 2021 
di Cibubur, Kabupaten Bogor. Tempat ini menyediakan ruang kolaborasi bagi 
komunitas kreatif dan pelaku UMKM. Namun, aktivitas promosi yang minim dan 
identitas visual yang belum konsisten menyebabkan penurunan jumlah pengunjung. 
Tugas akhir ini bertujuan merancang strategi dan media promosi digital yang 
mampu meningkatkan daya tarik audiens usia 22–27 tahun di wilayah 
JABODETABEK. Penelitian menggunakan metode kualitatif melalui observasi, 
wawancara dengan pengelola, dan penyebaran kuesioner kepada 57 responden. 
Proses perancangan mengacu pada teori Six Phases of Creative Thinking Robin 
Landa, pada buku nya yakni Advertising by Design, yang meliputi orientasi, 
strategi, ide, desain, produksi, dan implementasi. Strategi promosi disusun dengan 
pendekatan PESO (Paid, Earned, Shared, Owned) untuk mengelompokkan dan 
mengoptimalkan media komunikasi. Hasil perancangan meliputi identitas visual 
baru dan konten promosi digital yang konsisten pada Instagram dan TikTok, 
dilengkapi konten dan key visual yang relevan dengan gaya hidup target audiens. 
Implementasi ini diharapkan meningkatkan kesadaran merek, memperkuat citra 
May’s Space Creative Compound sebagai ruang kreatif, serta mendorong loyalitas 
dan kunjungan pengunjung baru. 

 

Kata kunci: Desain Promosi, Compound, May’s Space Creative Compound 
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PROMOTIONAL MEDIA DESIGN 

 FOR MAY’S SPACE CREATIVE COMPOUND 

(Muhammad Ghufransyah) 

 

ABSTRACT (English) 
 

May’s Space Creative Compound is a creative hub established in 2021 in Cibubur, 
Bogor Regency. It provides collaborative spaces for creative communities and local 
micro, small, and medium enterprises (MSMEs). However, limited promotional 
activities and an inconsistent visual identity have led to a decline in visitor numbers. 
This final project aims to design a promotional strategy and digital media that can 
enhance the appeal of audiences aged 22–27 in the Greater Jakarta area 
(JABODETABEK). The study employs a qualitative method through direct 
observation, interviews with management, and questionnaires distributed to 57 
respondents. The design process refers to the Six Phases of Creative Thinking 
theory by Robin Landa, as presented in Advertising by Design, which includes 
overview, strategy, idea generation, design, production, and implementation. The 
promotional strategy is structured using the PESO approach (Paid, Earned, 
Shared, Owned) to categorize and optimize communication media. The results 
include a refreshed visual identity and consistent digital promotional content on 
Instagram and TikTok, featuring key visuals and materials aligned with the lifestyle 
of the target audience. This implementation is expected to increase brand 
awareness, strengthen May’s Space Creative Compound’s image as a creative hub, 
and encourage customer loyalty as well as attract new visitors.  

 

Keywords: Promotional Design, Compound, May’s Space Creative Compound 
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