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PERANCANGAN BRAND ACTIVATION UNTUK
MEMPROMOSIKAN KEGIATAN YOUTH COMMUNITY

POWER ROOM GBI SLCC
(Jevon Tjuang)

ABSTRAK

Power Room adalah sebuah komunitas Kekristen yang melayani generasi muda,
yang didirikan di Gading Serpong. Tangerang Selatan, pada tahun 2018 di bawah
gereja induk, GBI SLCC,. Awalnya bernama Ignite, komunitas ini berfokus pada
pengembangan rohani bagi generasi muda melalui kelompok sel. Pada Agustus
tahun 2024, Ignite berganti nama menjadi Power Room dengan visi baru dan kini
mengadakan kebaktian mingguan untuk generasi muda. Namun berdasarkan hasil
penelitian yang dilakukan oleh penulis, tingkat awareness dan engagement peserta
masih rendah. Oleh karena itu, perancangan brand activation dibutuhkan sebagai
sarana promosi kegiatan Power Room agar lebih menarik dan relevan bagi target
audiens. Metode “Advertising by Design” oleh Robin Landa akan digunakan untuk
perancangan, dan penulis mendapatkan bantuan melalui bimbingan spesialis oleh
dosen spesialis pada media yang akan dibuat. Pengumpulan data akan dilakukan
dengan menggunakan metodologi penelitian mixed-method dengan teknik
wawancara, focus group discussion (FGD), kuesioner, studi eksisting, dan studi
referensi, dan hasil perancangan akan diuji kembali melalui market validation.
Hasil perancangan menghasilkan konsep brand activation dengan media utama
berupa booth, serta maskot, unggahan sosial media, graphic standard manual
(GSM), dan merchandise sebagai media sekunder atau pendukung. Melalui market
validation, media yang telah dirancang dapat dinilai efektif dan sudah sesuai
dengan visi brand Power Room. Perancangan ini diharapkan dapat menjadi acuan
bagi perancangan promosi ataupun brand activation komunitas keagamaan
kedepannya.

Kata kunci: Brand Activation, Komunitas Kekristen, Promosi Kegiatan
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DESIGNING POWER ROOM GBI SLCC’S YOUTH
COMMUNITY ACTIVITIES PROMOTION THROUGH

BRAND ACTIVATION
(Jevon Tjuang)

ABSTRACT (English)

Power Room is a Christian community serving young generation. Founded in
Gading Serpong, South Tangerang, in 2018 under the parent church, GBI SLCC.
Initially branded as Ignite, this community focused on spiritual development for
young people through cell groups. In August 2024, Ignite changed its name to
Power Room with a new vision and now holds weekly services for the younger
generation. However, based on the results of research conducted by the author, the
level of awareness and engagement of participants is still low. Therefore, brand
activation design is needed as a means of promoting Power Room activities to make
them more attractive and relevant to the target audience. Robin Landa's
“Advertising by Design” method will be used for the design, and the author will
receive assistance through specialist guidance from a lecturer specializing in the
media to be created. Data collection will be conducted using a mixed-method
research methodology with techniques such as interviews, focus group discussions
(FGD), questionnaires, existing studies, and reference studies, and the design
results will be review through market validation. The design results produced a
brand activation concept with the main media being booths, as well as mascots,
social media posts, graphic standard manuals (GSM), and merchandise as
secondary or supporting media. Through market validation, the designed media
can be assessed as effective and in line with the Power Room brand vision. This
design is expected to serve as a reference for future promotional or brand activation
designs for religious communities.

Keywords: Activity Promotion, Brand Activation, Christian Community
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