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PERANCANGAN CAUSE ADVERTISING CAMPAIGN ECORASA

(Edlyn Louisa Wijaya)
ABSTRAK

Sampah plastik merupakan masalah sosial yang mendesak. Indonesia menghasilkan
69,9 juta ton sampah pada tahun 2023, dengan 18,71% di antaranya berasal dari
plastik. Lebih dari 60% dihasilkan dari plastik sekali pakai, seperti plastik kemasan,
botol minuman, dan sedotan. Rendahnya kepedulian masyarakat terhadap
pengelolaan sampah menunjukkan adanya kesenjangan antara kesadaran dan
perilaku dalam menjaga lingkungan. PT Harapan Infiniti Mulia menghadirkan
Ecorasa sebagai kemasan ramah lingkungan berbasis teknologi Oxium yang mampu
mempercepat proses penguraian plastik. Namun, efektivitas solusi ini bergantung
pada pemahaman dan penerimaan masyarakat. Oleh karena itu, penelitian ini
mengusulkan perancangan cause advertising campaign untuk meningkatkan
kesadaran terhadap permasalahan limbah plastik sekaligus memperkuat citra brand
Ecorasa. Metode penelitian yang digunakan adalah pendekatan kualitatif dan
kuantitatif melalui kuesioner untuk mengumpulkan data persepsi serta awareness
audiens, juga wawancara untuk memahami pandangan narasumber terkait isu ini.
Dengan strategi komunikasi yang tepat, diharapkan Ecorasa dapat mendorong
perubahan perilaku konsumsi plastik di masyarakat sekaligus memperkuat
posisinya sebagai brand berkelanjutan yang peduli terhadap lingkungan.

Kata kunci: Sampah Plastik, Kemasan Biodegradable, Industri F&B, Ecorasa,
Cause Advertising
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CAUSE ADVERTISING CAMPAIGN DESIGN OF ECORASA

(Edlyn Louisa Wijaya)

ABSTRACT (English)

Plastic waste is an urgent social issue. Indonesia generated 69.9 million tons of
waste in 2023, with 18.71% of it coming from plastic. More than 60% of this plastic
originated from single-use items such as plastic packaging, beverage bottles, and
straws. The low level of public concern for waste management indicates a gap
between awareness and behavior in protecting the environment. PT Harapan
Infiniti Mulia introduced Ecorasa as an eco-friendly packaging solution using
Oxium technology, which accelerates the degradation process of plastic. However,
the effectiveness of this solution depends on public understanding and acceptance.
Therefore, this study proposes the design of a cause advertising campaign to raise
awareness of plastic waste issues while strengthening Ecorasa’s brand image. The
research methodology applied is a combination of qualitative and quantitative
approaches, using questionnaires to collect data on audience perception and
awareness, and interviews to capture insights from relevant stakeholders. With an
appropriate communication strategy, Ecorasa is expected to encourage behavioral
changes in plastic consumption within society while reinforcing its position as a
sustainable brand that cares for the environment.

Keywords: Plastic Waste, Biodegradable Packaging, F&B Industry, Ecorasa,
Cause Advertising

ix
Perancangan Cause Advertising..., Edlyn Louisa Wijaya, Universitas Multimedia Nusantara



DAFTAR ISI

HALAMAN JUDUL ..ottt ettt 1
HALAMAN PERNYATAAN TIDAK PLAGIAT ..ot i
HALAMAN PERNYATAAN PENGGUNAAN BANTUAN AI ..................... il
HALAMAN PENGESAHAN ..ottt v
HALAMAN PERSETUJUAN PUBLIKASI KARYA ILMIAH....................... v
KATA PENGANTAR ..ottt sttt vi
ABSTRAK ...ttt ettt et sttt st viii
ABSTRACT (ERGLISR) ..............c..oooeeeeiieieeeeeie ettt X
DAFTAR IST ..ottt ettt ettt st ebe e X
DAFTAR TABEL ......ooiiiiiiiiiiie ettt sttt st Xiii
DAFTAR GAMBAR .....cccoooiiiiiiiiiie et Xiv
DAFTAR LAMPIRAN ...ttt sttt sttt XX
BAB I PENDAHULUAN .....oocoiiiiiiiiitiienieee ettt st saeens 1
1.1 Latar Belakang..............c..cccoooiiiiiiiiiiieeeeeeeeeeee e 1
1.2 Rumusan Masalah ..., 3
1.3 Batasan Masalah ..., 3
1.4 Tujuan Tugas AKhir...........coccoiiiiiiniee e 4
1.5 Manfaat Tugas AKRIr .............cccoooiiiiiiiiniieeeeeen 4
BAB II TINJAUAN PUSTAKA .....c..ooiiiiiiiiiiteeeeeeeete et 6
2.1 KAMPANYE......oooiiiiiiiiiiiiiieiee ettt et 6
2.1.1 Jenis Kampanye...........ccccoeviiiiniiiiniiiinieeeiee e 6
2.1.2 Kampanye IKIan.................cooooiiii e 8
2.1.3 Consumer Behaviour Model AISAS .............ccccooevvvvviinnnnenn. 13
2.1.4 Customer Journey & Touchpoint........................cccoecuueenn.... 15
2.1.5 Customer Persond.....................ccccceceeveenouienienueneeneeeneenans 16
2.1.6 Customer INSIRL....................cccoevveeemiiiieniiiieiieeeieeeieeeaen 16
20T Media ... 17
2.1.8 Media Planning & Media Buying ...................ccccoeeveuueennen.. 19
22 APE DIFECHNG ...ttt et 20
23 BFANA...........coooeiiiiiiiiiee e 20
2.3.1 Brand AWAreness ..................ccccocueeeeeeveinuieiienieneeneeeeeene 21

X

Perancangan Cause Advertising..., Edlyn Louisa Wijaya, Universitas Multimedia Nusantara



232 Brand Image ...................ccccooovvveevieeeeiiieniiiieiieeeiee e 22

2.4 Desain Komunikasi Visual ..., 24
2.4.1 Prinsip Desain ............ccccooiiiiiiiiiniiiieen 24
242 TIipografi.......coocooiiiiiiiiiieeeee e 29
2:4.3 WANIA ..ot 32
2,44 Layout & GFid ................coooueeeeieieaiiiaeiieeieeeieeeieeeie e 40
2.4.5 COPYWITHING ...t 45
2.4.6 Metafora ............cooeiiiiiiiiiii e 47
2.4. 7T Fotografi ............cooiiiiiiiiiiiieeeeeee e 48
2.4.8Video@rafi...........ccccoeviiiiiiiiiiiieeceee e 60
2.4.9 Digital IMAGING ...............ccccoeevveeeeiiieaiiieeiieeeiieeeiieeeiee e 61
2,410 Tone of Voice..............ooceeeeeeeeeieeeeiieeiiieeeieeeieeeeeeeieens 61

2.5 Penelitian yang Relevan ..................ccocccoiiiiiniiiiniiiiieeees 62

BAB III METODOLOGI PERANCANGAN .....cccccociiiiiiiniiienieneeieeienieene 67

3.1 Subjek Perancangan ...............ccccooviiiieniiiieniiennieeeeceeee e 67

3.2 Metode dan Prosedur Perancangan...................ccccccoevveennennnnnn. 68

3.3 Teknik dan Prosedur Perancangan ...................ccccccevvveeniinnnnenn. 70
3.3.1 WaWANCATA....co.eiiiiiiiiiiiiececeeeee et 70
332 KUESIOMEY ..o 74
3.3.3 Studi EKSIiSting ..........ccccooviiiiiiiiiiieeeceeeeee e 81
3.3.4 Studi Referensi............ccccoooiiiiiiiiiiiiiiciccceee 81

BAB IV HASIL DAN PEMBAHASAN PERANCANGAN.......cccceceviiiene 82

4.1 Hasil Perancangan ................cocccooviiiiiiiiiiniiieieeee e 82
BT OVEFVICW ...t 82
B2 SIALEGY ... 122
QA TACAS ...t 142
QL4 DESIGR ...ttt 146
415 Production ......................ooooeeeeeeeeeiiieeiiieeiieeseieeseee e 154
4.1.6 Implementation .......................cccooeeueeeeeeenieeeniieeniieenieeennes 218
4.1.7 Kesimpulan Perancangan ...............cccccoeeeeviieeniieenineenne. 218

4.2 Pembahasan Perancangan ................cccccoeciiiniiiiiiiennieenieee, 219
4.2.1 Analisa Market Validation .........................cocuvveveuveeneuecn... 220

xi

Perancangan Cause Advertising..., Edlyn Louisa Wijaya, Universitas Multimedia Nusantara



4.2.2 Analisa Perancangan ................ccoccceevvvieniieeniieeniieenieeee 229

4.2.3 BUAGEHING ..........coceeeeeeieiiieeieeeeeeee et 264

BAB V PENUTUP .....oooiiiiiiiiieeeeee ettt 266

5.1 KeSImpulan..........c.oocoooiiiiiiiiiiiie e 266

5.2 SATAM .ot 267

DAFTAR PUSTAKA ...ttt ettt ettt et XX1

LAMPTIRAN ..ottt e st e e st e et e s bt e st e e sbeeesbeeesaneeenas XXV
xii

Perancangan Cause Advertising..., Edlyn Louisa Wijaya, Universitas Multimedia Nusantara



DAFTAR TABEL

Tabel 2.1 Penelitian yang Relevan ...........ccoocveviiiiiiiiiiniieiecieeecceeeee e 62
Tabel 3.1 Pertanyaan Kuesioner Bagian 1 Data Diri.........cccceveevenienenienienennne. 75
Tabel 3.2 Pertanyaan Kuesioner Bagian 2 Kepedulian Terhadap Isu Plastik ....... 76
Tabel 3.3 Pertanyaan Kuesioner Bagian 3 Perilaku Konsumsi Plastik ................. 77
Tabel 3.4 Pertanyaan Kuesioner Bagian 4 Awareness Tentang Ecorasa............... 79
Tabel 3.5 Pertanyaan Kuesioner Bagian 4A Sudah Mengetahui Ecorasa............. 79
Tabel 3.6 Pertanyaan Kuesioner Bagian 4B Belum Mengetahui Ecorasa............. 80
Tabel 4.1 Data Jawaban Kuesioner Bagian 1 Data Diri ..........ccccceevvienieniiennennne. 90
Tabel 4.2 Data Jawaban Kuesioner Bagian 2 Kepedulian Terhadap Isu Plastik...91
Tabel 4.3 Data Jawaban Kuesioner Bagian 3 Perilaku Konsumsi Plastik............. 93
Tabel 4.4 Data Jawaban Kuesioner Bagian 4 Awareness Tentang Ecorasa.......... 96
Tabel 4.5 Data Jawaban Kuesioner Bagian 4A Sudah Mengetahui Ecorasa......... 96
Tabel 4.6 Data Jawaban Kuesioner Bagian 4B Belum Mengetahui Ecorasa......... 98
Tabel 4.7 SWOT ECOTASA ...cc..eeuviiiiiiiieiiieieiieciteieeie sttt 101
Tabel 4.8 Analisa KOMPELItOT.........ccceeriiiiiiiiiieiieeie ettt 103
Tabel 4.9 Analisa SWOT FOOpaK.......cccoeiiiiiiiiiiiniieiieeieceeeeeee e 109
Tabel 4.10 Analisa SWOT AVANT...cc.ccouiriiriiiiiiniieniiienieseeie e 113
Tabel 4.11 Insight Brand dan AUdIiens .............ccccooeveeviieniieenienieeieeieeee e 122
Tabel 4.12 Segmentasi AUAIENS..........cccueeriierieeiieenieeriieeieeiieeieeiee e esieesereeeees 123
Tabel 4.13 Creative BEIef........ccoucuiecieeceeiieeieecieeeie et 128
Tabel 4.14 Strategi dan Taktik Pesan ...........ccccooceeviiiiiniininiiniccceee 134
Tabel 4.15 Campaign SCENATIO ..........ccueeceeeeieeciiieiieiieeieeeeee e 136
Tabel 4.16 Skematika Visual Campaign Scenario ..............cccecovevveeeceveneennnnnen. 138
Tabel 4.17 Media Timeline Bulan Pertama Hingga Ketiga...........cc.ccceevvernnennnee. 138
Tabel 4.18 Media Timeline Bulan Ketiga Hingga Keenam...............c.ccceeeunnneee. 140
Tabel 4.19 Script KOL ....c..cooiiiiiiiieeieeicee ettt 212
Tabel 4.20 Media Budgeting Produksi Cetak ............ccoevviiiiiiiiiiniiniieieeieeee, 264
Tabel 4.21 Media Budgeting Jasa Desain............cccceevveeiieiiincieenienieeiieeveeee. 265
Xiii

Perancangan Cause Advertising..., Edlyn Louisa Wijaya, Universitas Multimedia Nusantara



DAFTAR GAMBAR

Gambar 2.1 Contoh Product Oriented Campaigns .............ccccceeeeeevceeecereneenceeannn 7
Gambar 2.2 Contoh Candidate-Oriented Campaigns ..............cccccceeeveecerereeecueennen. 7
Gambar 2.3 Contoh Ideologically or Cause-Oriented Campaigns ......................... 8
Gambar 2.4 Contoh Public Service AAVertiSing .............cccoccoveveeecevesieeeceraneaeneenen 9
Gambar 2.5 Contoh Cause advertiSing..............ccccoueevueeieeeceeeiienieeieeneesieeneeenns 10
Gambar 2.6 Contoh Commercial AdVertiSing..............ccccueeeueevvevceeecveeneeeieenneennn, 10
Gambar 2.7 Contoh Penggunaan Taktik Pesan Lecture ............ccccocvevevenvenncnne. 12
Gambar 2.8 Contoh Penggunaan Taktik Pesan Drama.............ccccocevevenncnnenne. 12
Gambar 2.9 Contoh Penggunaan Taktik Pesan Participation ............................... 13
Gambar 2.10 Skema Alur Consumer Behavior Menurut AISAS.......................... 14
Gambar 2.11 Alur CuUStoOmer JOUFNEY ...........cooecueeeueeeeeeiieeeieeiiiesie e sae e 15
Gambar 2.12 Contoh Penggunaan Media ATL ........cccooviieiiieiiienieeiieieeeeee 18
Gambar 2.13 Contoh Penggunaan Media BTL ........ccccoooiiiiiiiiieniiiiieicciceee 18
Gambar 2.14 Contoh Penggunaan Media TTL.........ccccoecieriieiienieiiieieeieeee 19
Gambar 2.15 Piramida Brand Awareness AaKer .............cccccceevveneeeciieneenieeneenne, 21
Gambar 2.16 Contoh Prinsip Format Pada Instagram................cccoccovvvnvennnnnee. 25
Gambar 2.17 Contoh Prinsip Desain Balance ................cccocoueeceeneeeciieneeecinaneanne, 25
Gambar 2.18 Contoh Prinsip Desain Hirarki...........coceverviiiiniiiiniiniiienieeene, 26
Gambar 2.19 Contoh Prinsip Desain RAVIAM ...........ccceeceeeveeeceieiieiieeieeieeeee 26
Gambar 2.20 Contoh Prinsip Desain URity .........cccceeeeeevuienieeiiienieeieeeeeeieeieeen 27
Gambar 2.21 Aturan Dalam Persepsi Visual.........cccocoevviiieiiiniienieciieiecieeee 27
Gambar 2.22 HUIUE Serif ......ooviiiiiieeiee ettt 29
Gambar 2.23 HUruf Sans Serif .........ccoucieeieiiiiiieiieeie ettt 30
Gambar 2.24 HUIUE SCIDE ...oooueeeiiieieeiieee ettt 30
Gambar 2.25 HUruf Decorative ...........cccovcevievieniiiiieniiiiiientesieeeenieee e 31
Gambar 2.26 Temperatur Warna ............ccceeevueerieeiienieeiienieeieeseeeereesieesveeseeenns 32
Gambar 2.27 Elemen Warna..........ccccooveereriiinieneeieiienieeie sttt 33
Gambar 2.28 Penggunaan Warna Merah Pada Iklan.............cccccooeniiniiiinennnnne. 34
Gambar 2.29 Penggunaan Warna Kuning Pada Iklan ............cc.cocceeiniiininnnne. 34
Gambar 2.30 Penggunaan Warna Oranye Pada Iklan............cccccoceniininninnnnnne. 35
Gambar 2.31 Penggunaan Warna Hijau Pada Iklan ...........c.ccocoiinininnininnnne. 35
Gambar 2.32 Penggunaan Warna Biru Pada Iklan .............cccooeeiiniininnininnne. 36
Gambar 2.33 Penggunaan Warna Ungu Pada Iklan ...........cccoocoeviniininiininnnne. 36
Gambar 2.34 Penggunaan Warna Merah Muda Pada Iklan...........c..ccccoceninnennne. 37
Gambar 2.35 Penggunaan Warna Coklat Pada Iklan..........cccccoceeviniininnnnnnennnn. 38
Gambar 2.36 Penggunaan Warna Abu-abu Pada Iklan ............ccccooviniiininnnnn. 38
Gambar 2.37 Penggunaan Warna Putih Pada Iklan............cccooceeviniinnininnne. 39
Gambar 2.38 Penggunaan Warna Hitam Pada Iklan ..........c..ccocooininiininnnnnne. 39
Gambar 2.39 EIemen GFid..........ccccocoevieniiiiiiiiieieiieieee et 41
Gambar 2.40 Single-Column GFId .............ccccoueeeeieeienieeiieeieecieeee et 42
Gambar 2.41 Two-Colummn GFid ............ccccocoevoeeviiciiiiieniiiiieeeeeeese e 43
Xiv

Perancangan Cause Advertising..., Edlyn Louisa Wijaya, Universitas Multimedia Nusantara



Gambar 2.42 MultiCOIUMIL GFIA ... eeeeeeeeeeeeeeeeeeeeenenas 43

Gambar 2.43 Modular Column GFid ..............cccccoeveeieniiniiiiinieiinieneeeseeeeees 44
Gambar 2.44 Hierarchical GFid ...............ccccooeieeiinieniiiiiienteieeeeseee e 44
Gambar 2.45 High Angle PhotOgraphy .............cccccoeveueeiieiieeiiesieeieeeee e 49
Gambar 2.46 Low Angle PROtOZIAPRY ..........c.coccueeeuieiiieiieiieeiieee et 49
Gambar 2.47 Eye Level PROtOZFAPAY ..........ccoovueecuiaeieeiiieiieeieeee et 50
Gambar 2.48 Bird Eye View Photography.............cccccceeeeeeeeeecvenieeciieneeeieeneeenns 50
Gambar 2.49 Frog View PhotoGraphy ..........cccecueeceeeeeeciiecieeiiiesieeeeeee e 51
Gambar 2.50 Nature PhotOZIAPRY ...........c.cccovevciieciiiieeiieiieeieeeie et 51
Gambar 2.51 Human PROIOZIAPAY ..............ccouevceeeciaiiiaiieeieeieeeie e 52
Gambar 2.52 Journalism PhotO@raphy..............cccccouevcueeieesceeiienieeiieeieeieeeeeens 53
Gambar 2.53 Architecture PROtOZFAPAY ..........cccccccueeveeaiieeiieiiieeieeeeeeeeeeieeen, 53
Gambar 2.54 Still Life Photography .............ccccceeeeeeceieieeiieeiiesieeieeeee e 54
Gambar 2.55 Fine Art PROIOGIADNY ..........oooeeeeveieiiaiiieiiieeieeiiee et 54
Gambar 2.56 Aerial PROtOZIAPRY.............c..coceivceieciaiiieiieeieeiieee et 55
Gambar 2.57 Underwater PROIOZIAPRY ...........cccoccueveeeiieiiieiieieeiieeeeeie e 55
Gambar 2.58 Macro PROIOZIAPHY ...........c.oeceeeeeeiiiasiiaiiieeieeciieee e 56
Gambar 2.59 POint Of INLETesSt.........cc.ccceeecueeiiieieeiiiesieeie et 56
Gambar 2.60 Depth Of Field ...........ccoocuevouieiiiiiieiieiieeieeseeieeee e 57
Gambar 2.61 BaCKGIrOUNd ................c.oocueeciieiiiiiieiieeieecie et 58
GAMDAL 2.62 COLOF ..ottt e 58
GAMDAL 2,03 PAIIEFN ..ottt sttt 59
GaAMDBAL 2.64 FFAMING «...ooenveeieeiieeie ettt ettt ettt saaeesee e 59
Gambar 2.65 Horizontal & Vertical ..............ccceeveveeneeviniinieiinieneeeseeseeee 60
Gambar 3.1 RUMUS SIOVIR ......ooeivuiiiiiiiiiiieiieeceeeee s 75
Gambar 4.1 Wawancara dengan Fakhri Ramadhan................cccoeceeiiiiniininnnnne 83
Gambar 4.2 Wawancara dengan Andre Chandra............c.ccccooeviienieiiienieniieienne 86
Gambar 4.3 Wawancara dengan Fendi Sanfalie.............c.cocoeeiieniiiiiniiniee 88
Gambar 4.4 L0g0 ECOTASA .....cc.eeiuiieiieiiieiieiteieeee ettt et 101
Gambar 4.5 Logo Brand FOOPaK ..........cccecvieriieiiiiiiieiieeieeeecie e 107
Gambar 4.6 Konten Instagram FOOPAK ..............ccccooevvueevieciiencieiieniiesieeeeeen 107
Gambar 4.7 Website Brand FOOPaK ..........cccocciiiiiiiiiiiieiie et 108
Gambar 4.8 LOg0 Brand AVARNI ..............c..cccueveueeeiieiieiieeieeeieeeie e 111
Gambar 4.9 Copywriting InStagram AVANi.............cc.ccoeeeeeeeceeeceeseeniieenienreenenes 112
Gambar 4.10 Copywriting Website AVani ............ccccoecvveeieeeieecieeiieniieeieeveeene 112
Gambar 4.11 Ajakan Cuci Tangan Lifebuoy..........ccceoveviiiiieniiienieniieieeeeee, 115
Gambar 4.12 Desain Visual C Untuk Cuci Tangan...........ccccceecveevieniienieenneenen. 116
Gambar 4.13 Kampanye Lifebuoy Melalui Youtube............ccocevveveneinennnnnens 116
Gambar 4.14 10.000 Langkah Bersama Anlene..........ccccoocevveevieneenieniiencnnennens 117
Gambar 4.15 Warna Kampanye Anlene..........cccceeeveeviieniieiienieenienieeeeeve e 118
Gambar 4.16 Postingan Hashtag Instagram Kampanye Anlene......................... 118
Gambar 4.17 Tokopedia Selalu Ada, Selalu Bisa..........ccocevveriiniiieniieniiicne 120
Gambar 4.18 Konten Kampanye Youtube Tokopedia...........cccceevieniienuiennennnen. 120
XV

Perancangan Cause Advertising..., Edlyn Louisa Wijaya, Universitas Multimedia Nusantara



Gambar 4.19 Postingan Konten Instagram Tokopedia ..........cccoevveviieniennennnen. 121

Gambar 4.20 Customer Persona Perempuan.............ccceeveeeuieeieeneenieenieenreenenns 126
Gambar 4.21 Customer Persona LaKi-1aKi..........cccccoeoviiviiiiiiiniinniiniicieeeee, 127
Gambar 4.22 Alur Consumer Journey & ToUCAPOINLS ...........cccuveveeecereceeaaraanen. 142
Gambar 4.23 Proses Mindmapping Cause Advertising Campaign ..................... 143
Gambar 4.24 Moodboard Layout dan Visual ............ccccoeevieviiiniiienieniieieeieee, 144
Gambar 4.25 Moodboard Warna...............ccceecereeneeienienieienieseee et 144
Gambar 4.26 TIPOGIafl ....ocouviiiieiieiiiecie ettt e 145
Gambar 4.27 Alternatif Campaign Hashtag...............ccocceeeveeceeeieencinenianneenenn. 146
Gambar 4.28 Sketsa Alternatif Key Visual Awal ..........cccoeeveviiiiiiniienieieenen. 147
Gambar 4.29 Sketsa Key Visual Final ...........cccooeiviiiiiiniieiiiniieieeeeeeeeen 148
Gambar 4.30 Aset FOto Key ViSUAL .........ccuevueeoiiaiiiiieeiiecieeeeeeee e 148
Gambar 4.31 Proses Penghapusan Background Botol Kemasan......................... 149
Gambar 4.32 Proses Editing Botol Kemasan.............ccccoeeveeviinciinnieniieniecieee. 150
Gambar 4.33 Proses Editing Botol Menjadi Transparan ............ccccceecveeveennnennne. 150
Gambar 4.34 Proses Digital Imaging 11 Botol ............ccoceeviiniiiniiiniieieeee, 151
Gambar 4.35 Proses Finishing Botol Kemasan.............cccoeeeeviienieniienienneenen. 151
Gambar 4.36 Multicolumn Grid Pada Key Visual ...........c.ccccoeeuveveenceveneennnnnnn. 152
Gambar 4.37 Penggunaan Multicolumn Grid Pada Key Visual........................... 153
Gambar 4.38 Hasil Perancangan Key Visual ............cccocoeveeeeeecienienciienienneennnn. 153
Gambar 4.39 Storyboard Untuk Story Ads dan Tiktok Ads ......................c.......... 155
Gambar 4.40 Thumbnail Untuk Story Ads Instagram ...................ccccveeeeeenenne.. 157
Gambar 4.41 Storyboard Youtube AdS ..............ccoccveveeioieciaeiiiiieeiieeieeeeee 158
Gambar 4.42 Klip Video Youtube AdS ..............cccoocuvevienciieciiiiieiieeiieeieeeeenn 158
Gambar 4.43 Record Voice OVer .............ccceecevoeenieeiinieniiiesieneeieeee e 159
Gambar 4.44 Guide VIAEO ..........cocuevieiiiniiiiiiinteiceieetee ettt 159
Gambar 4.45 Proses Pengeditan Scene 1 Kata "Plastik" ...........ccccoeoeniininninnns 160
Gambar 4.46 Proses Pengeditan Scene 1 Kata "Ada Di Sekitar Kita" ................ 160
Gambar 4.47 Proses Pengeditan Scene 1 Kata "Setiap Hari"...........ccoceveeninnens 161
Gambar 4.48 Proses Pengeditan Scene 2 ...........cccoocvevieiiieiiiiciienienieeieeeeeen 161
Gambar 4.49 Proses Pengeditan Subtitle Scene 2............ccoeeveeeceeeveenceieneenneannen. 162
Gambar 4.50 Proses Pengeditan Scene 3 ..........cccoovvieiieiiieiiieniieieeeeeeee e 162
Gambar 4.51 Proses Pengeditan Scene 4 ..........ccccoocvvevieiiieiiiniieenieeieeeeeeeeen 163
Gambar 4.52 Proses Pengeditan Scene S..........ccccovvvevieiiieiiincieiieeieeeeeeeenn 163
Gambar 4.53 Proses Pengeditan Lanjutan Teks Scene S........ccccoovevvviinvnnnnnens 164
Gambar 4.54 Proses Pengeditan Scene 6..........cccoccveiienieeiiencieinieeieeeeeeeeen 164
Gambar 4.55 Proses Pengeditan Scene 7 ..........cccovcvvevieniieciiencieenieeieeeeeeeenn 165
Gambar 4.56 Proses Pengeditan Scene §...........cccoocvvevieniieiiiniiieiieeieeeeeeeeen 165
Gambar 4.57 Proses Pengeditan Subtitle Lanjutan Scene §.............cccoeeueeeunennne. 166
Gambar 4.58 Proses Pengeditan Scene 9..........ccccoecvveviiniieciinciieiieeieeeeeeeeen 166
Gambar 4.59 Lanjutan Proses Pengeditan Scene 9............ccccevevvvvienciieniennennen. 167
Gambar 4.60 Thumbnail Untuk Youtube AdS ............cccocuevevvenoiiniininiineisennns 167
Gambar 4.61 Aset Foto Untuk Feeds AdS .........cccouevimininniiniiiniiiiiicnieenns 168
Xvi

Perancangan Cause Advertising..., Edlyn Louisa Wijaya, Universitas Multimedia Nusantara



Gambar 4.62 Proses Color Grading Langit Untuk Feeds Ads .............cc..cu........ 168

Gambar 4.63 Proses Digital Imaging Tumpukan Sampah .............cccccoeeienenee. 169
Gambar 4.64 Proses Digital Imaging Sampah .............ccccceevieviiienieniiienieeieeen. 169
Gambar 4.65 Proses Finishing Color Grading Scene Rumah............................. 170
Gambar 4.66 Pengaturan Blending Mode Scene Rumah .................cccooevennnnee. 170
Gambar 4.67 Grid Instagram Feeds AdS ............cccoueevemvvecieeceeiieeiiesieeveeene 171
Gambar 4.68 Hasil Akhir Desain Feeds AdS ...........ccccuuenervenoiinieniniieneienns 172
Gambar 4.69 Aset Untuk Instagram Feeds Attention & Interest ........................ 172
Gambar 4.70 Content Pillar Feeds Instagram Attention & Interest.................... 173
Gambar 4.71 Grid Feeds Instagram Attention & Interest................ccoeeuveeunenns... 173
Gambar 4.72 Penggunaan Grid Feeds Instagram Attention & Interest .............. 174

Gambar 4.73 Hasil Akhir Desain Feeds Attention & Interest Baris Pertama...... 174
Gambar 4.74 Hasil Akhir Desain Feeds Attention & Interest Baris Kedua ........ 175

Gambar 4.75 Aset Untuk Instagram Story Attention & Interest ......................... 175
Gambar 4.76 Content Pillar Story Instagram Attention & Interest..................... 176
Gambar 4.77 Grid Story Instagram Attention & Interest..............ceccuveeueeeenennne.. 176

Gambar 4.78 Penggunaan Grid Story Attention & Interest 3 Konten Pertama...177
Gambar 4.79 Penggunaan Grid Story Attention & Interest 3 Konten Lainnya ...177
Gambar 4.80 Hasil Akhir Desain Story Instagram Tahap Attention & Interest..178

Gambar 4.81 Aset Foto Untuk Billboard.............ccccoeeviiniiieiiiniiiieiieeeeeeee, 179
Gambar 4.82 Aset Foto Mangkuk PlastiK............ccccoevieniieniiniiiiienieeceeee, 179
Gambar 4.83 Proses Editing Mangkuk Plastik..............ccccooviiniinniiniiinieieeen. 180
Gambar 4.84 Scene Rumah Landscape ...............cccoeeveeevecieeceesiieniiesieeieeenn 180
Gambar 4.85 Proses Final Touch Mangkuk Plastik ...........ccccoecveriiniiiniennnnnen. 181
Gambar 4.86 Grid Billboard dan Penggunaannya.............ccccceeeveenieniienieennennen. 181
Gambar 4.87 Hasil Akhir Desain Billboard..............cccooeviieiiiniiinniiniicieeee, 182
Gambar 4.88 Aset FOto Untuk GO-SCreer ............cccueevveevieecuieeiieiiieeieeiieeveeenes 183
Gambar 4.89 Proses Editing Gelas Plastik ..........cc.ccoovieiiiieiinniiiinieniieceeeee, 183
Gambar 4.90 Proses Menggambar Langit ...........cccceevieniieiienieeniieniieieeieeeen 184
Gambar 4.91 Proses Digital Imaging Tanah .............ccccoceeviiiiienieniieieeeeen. 184
Gambar 4.92 Proses Digital Imaging Pohon .............ccccoeevveviiniiinnieniieieeieeee, 185
Gambar 4.93 Proses Final Touch Gelas Plastik ............ccccoeeeeviiiiiiniiiinieee, 185
Gambar 4.94 Grid Go-screen dan Penggunaannya............ccccoeeveevveniienieenneenen. 186
Gambar 4.95 Hasil Akhir Desain GO-SCreen .............ccoeveueeceeeceeieeniiesiienreenenn. 186
Gambar 4.96 Grid Wall Branding Interior KRL ...........ccoooviiiiiiniiiniiieiee, 188
Gambar 4.97 Hasil Akhir Desain Wall Branding Interior KRL ......................... 188
Gambar 4.98 Aset Foto Untuk Peron Stasiun KRL...........cccoeviiiiiiniienieiee. 189
Gambar 4.99 Digital Imaging Tempat Makan Plastik & Scene .............cccc... 190
Gambar 4.100 Grid Peron Stasiun KRL..........ccccoeviiiiiiiniiiieieeeeeeeeeen 190
Gambar 4.101 Hasil Akhir Desain Peron Stasiun KRL.........c.ccoooiiniiiinnnnnnen. 191
Gambar 4.102 Grid Poster Back Seat Interior Bus TJ........ccccoeoviviiiniiinieniennen. 191
Gambar 4.103 Hasil Akhir Desain Poster Back Seat Interior Bus TJ.................. 192
Gambar 4.104 Grid Platform Screen Doors Halte Bus TJ.......c.ccooviiiinnnnnnn. 193
Xvii

Perancangan Cause Advertising..., Edlyn Louisa Wijaya, Universitas Multimedia Nusantara



Gambar 4.105 Hasil Akhir Desain Platform Screen Doors Halte Bus TJ........... 193

Gambar 4.106 Aset Untuk Instagram Feeds Search .................cccoouvcuveveeennnnnnn.. 194
Gambar 4.107 Content Pillar Feeds Instagram Search ................ccccceeueeuen... 195
Gambar 4.108 Grid Feeds Instagram Search...............ccouccceecceeiveencveneenneannn 195
Gambar 4.109 Tampilan Keseluruhan Feeds Tahap Search ............ccccccvceeveenen. 196
Gambar 4.110 Aset Untuk Instagram Story Search ..............cccoveveevceveveeencnnanen. 197
Gambar 4.111 Content Pillar Story Instagram Search..................cccccceeeeeuenne.. 197
Gambar 4.112 Grid Story Instagram SeArch ...................ccccceecveeceeeceveneenneannnn. 198
Gambar 4.113 Hasil Akhir Desain Story Instagram Tahap Search..................... 198
Gambar 4.114 GFid MiCTOSTIE. .........c.cccueveeviiiiiiisiiiieeeeieee et 199
Gambar 4.115 Low Fidelity MIFCOSIte...........c.cccueecueeieeeiieaiieeieeeieeieeeieeeveeenes 199
Gambar 4.116 Aset UNtuk MiCrosite..........cccocevieviiieniiininiieiiinieeieeeseeee s 200
Gambar 4.117 Bagian Homepage MiCrOSite...............coeuveeeceeecueeieeairarieenreennes 200
Gambar 4.118 Bagian About The Campaign Microsite...............cceeceveeeeeeveane.. 201
Gambar 4.119 Bagian How To Join The Campaign Microsite............................ 201
Gambar 4.120 Bagian About Ecorasa MiCroSite.............ccoueeveeeeueeseenceeeneeenneannnn. 202
Gambar 4.121 Bagian Contact dan Footer Microsite............cc.ccuocvueecueeveeenveane.. 202
Gambar 4.122 Penggunaan Multicolumn Grid Microsite.................ccccevceeveenene. 203
Gambar 4.123 Hasil Akhir Desain Mircosite Kampanye..............cccccceevveeennennne. 204
Gambar 4.124 Penggunaan Grid Template Stiker "Add Yours"..............c......... 205
Gambar 4.125 Hasil Akhir Template Stiker "Add Yours"............cccccveeueeeenennne.. 206
Gambar 4.126 Visualisasi Template Stiker "Add Yours" .........ccccocovcvevvennnnnnen. 206
Gambar 4.127 Contoh Visualisasi Story Instagram KOL ...........cccccvevvvennennen. 207
Gambar 4.128 Aset Untuk Instagram Feeds Tahap Action...............cccceeeunenne... 208
Gambar 4.129 Content Pillar Feeds Instagram Tahap Action ............................ 208
Gambar 4.130 Grid Feeds Instagram Tahap ACtion..............cccoeevveeeceveveeenneanen. 209
Gambar 4.131 Hasil Akhir Desain Feeds Instagram Tahap Action .................... 209
Gambar 4.132 Content Pillar Story Instagram Tahap Action ............................. 210
Gambar 4.133 Grid Story Instagram Tahap ACtion.............ccccccceevceeeceveceenneanen. 211
Gambar 4.134 Hasil Akhir Desain Story Instagram Tahap Action ..................... 211
Gambar 4.135 Grid Cover Reels Instagram Tahap Action.............c.ccceeeeeunennn... 213
Gambar 4.136 Hasil Akhir Cover Reels Instagram Tahap Action ...................... 214
Gambar 4.137 Contoh Visualisasi Reels Instagram Tahap Action...................... 214
Gambar 4.138 Content Pillar Feeds Instagram Tahap Share ............................. 215
Gambar 4.139 Grid Feeds Instagram Tahap Share.............cccccveveevciveneencnnnnen. 216
Gambar 4.140 Hasil Akhir Desain Feeds Instagram Tahap Share ..................... 216
Gambar 4.141 Content Pillar Story Instagram Tahap Share ...................cc......... 217
Gambar 4.142 Grid Story Instagram Tahap Share.............ccccoeeveveencveneennnnnnn. 217
Gambar 4.143 Hasil Akhir Desain Story Instagram Tahap Share ...................... 218
Gambar 4.144 In-Depth Interview Bersama Stela Hany ..........c.ccccoeveiieiennennen. 221
Gambar 4.145 In-Depth Interview Bersama Tamara Shelomitha....................... 223
Gambar 4.146 In-Depth Interview Bersama Vishaka.........ccccocevveiinininncnnns 223
Gambar 4.147 In-Depth Interview Bersama Vanlei Valerian............coccceceeveennnene 227
XVviii

Perancangan Cause Advertising..., Edlyn Louisa Wijaya, Universitas Multimedia Nusantara



Gambar 4.148 Desain Instagram Feeds Tahap Attention & Interest .................. 230

Gambar 4.149 Instagram Feeds Mockup Tahap Attention & Interest................. 231
Gambar 4.150 Desain Instagram Story Tahap Attention & Interest.................... 232
Gambar 4.151 Instagram Story Mockup Tahap Attention & Interest.................. 233
Gambar 4.152 Desain Thumbnail Instagram Story Ads & Tiktok Ads ................ 234
Gambar 4.153 Instagram Story Ads Mockup Tahap Attention & Interest........... 235
Gambar 4.154 Instagram Story Ads Mockup Tahap Attention & Interest........... 235
Gambar 4.155 Desain Thumbnail Yotuube Ads Tahap Attention & Interest ....... 236
Gambar 4.156 Youtube Ads Mockup Tahap Attention & Interest........................ 237
Gambar 4.157 Desain Instagram Feeds Ads Tahap Attention & Interest ........... 238
Gambar 4.158 Instagram Feeds Ads Mockup Tahap Attention & Interest.......... 239
Gambar 4.159 Desain Billboard Tahap Attention & Interest .............................. 240
Gambar 4.160 Mockup Billboard Tahap Attention & Interest............................. 241
Gambar 4.161 Desain Go-screen Tahap Attention & Interest............................. 242
Gambar 4.162 Mockup Go-screen Tahap Attention & Interest........................... 243
Gambar 4.163 Desain Wall Branding KRL Tahap Attention & Interest............. 244
Gambar 4.164 Mockup Wall Branding KRL Tahap Attention & Interest ........... 244

Gambar 4.165 Desain Banner Peron Stasiun KRL Tahap Attention & Interest..245
Gambar 4.166 Mockup Banner Peron Stasiun KRL Tahap Attention & Interest 246
Gambar 4.167 Desain Poster Back Seat Ads Bus TJ Tahap Attention & Interest247
Gambar 4.168 Mockup Back Seat Ads Bus TJ Tahap Attention & Interest......... 247
Gambar 4.169 Desain Platform Doors Halte TJ Tahap Attention & Interest......248
Gambar 4.170 Mockup Platform Doors Halte TJ] Tahap Attention & Interest....249

Gambar 4.171 Desain Instagram Feeds Tahap Search ............cccccoevceveveennnnnnen. 250
Gambar 4.172 Mockup Instagram Feeds Tahap Search...............cccecveevennenne.. 250
Gambar 4.173 Desain Instagram Story Tahap Search ............cccevevcevevvennennen. 251
Gambar 4.174 Mockup Instagram Story Tahap Search.............cccccceecevevueeennnnne.. 252
Gambar 4.175 Desain Microsite Story Tahap Search............c.cocevceevceveveeennnnnnen. 252
Gambar 4.176 Mockup Microsite Tahap Search ................cccevveveeeciveneennnannen. 253
Gambar 4.177 Desain Template Sticker "Add Yours" Tahap Action................... 254
Gambar 4.178 Mockup Template Sticker "Add Yours" Tahap Action................. 255
Gambar 4.179 Desain Instagram Feeds Tahap Action.............ccccoevceveveennennne.. 256
Gambar 4.180 Mockup Instagram Feeds Tahap Action ..............ccceeceveveeeenennne. 256
Gambar 4.181 Desain Instagram Story Tahap ACtion ...........ccccevvevceveveeeneanen. 257
Gambar 4.182 Mockup Instagram Story Tahap Action ............cccccevceveveeenennnen. 258
Gambar 4.183 Desain Cover Reels Tahap ACtion............ccccceeecvevceeeceveneennnannen. 259
Gambar 4.184 Mockup Cover Reels Tahap ACtion............ccceecuveveeeceveveeenneannn. 260
Gambar 4.185 Desain Instagram Feeds Tahap Share.............cccocvvevcevevvennnnnnen. 261
Gambar 4.186 Mockup Instagram Feeds Tahap Share ..............ccccoecevevvennennne.. 262
Gambar 4.187 Desain Instagram Story Tahap Share ............ccccooevveeecevenvennennen. 263
Gambar 4.188 Mockup Instagram Story Tahap Share ............ccceveevceveveennnnnnen. 263
XiX

Perancangan Cause Advertising..., Edlyn Louisa Wijaya, Universitas Multimedia Nusantara



DAFTAR LAMPIRAN

Lampiran Hasil Persentase TUrnitin ..........ccoecvevieeiienieeiiienieeieeee e XXV
Lampiran Form Bimbingan .............ccccoeviieiiiiiiiiiieiieeiiesee e XXVii
Lampiran Non-Disclosure AGreement ................cceecueeceeeeceeeseesieeenieenieeeneenneens XXXl
Lampiran COnSERt FOFM .........coccueecueeiieeiieiieeieeeiee e eiee e enieeeteeieeseseeeees XXX11l
Lampiran Hasil KUESIONET ..........cceeiiiiiieiiieiiesieeiieee et XXX1X
Lampiran Transkrip WawancCara .........cocceeeieriieniienieeniienieeieesie e eiee e e xlvii
Lampiran DoKumentasi........ccceceerieeriienieeiiienie et evee e Ixxxviii
XX

Perancangan Cause Advertising..., Edlyn Louisa Wijaya, Universitas Multimedia Nusantara



