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PERANCANGAN KAMPANYE SOSIAL  

MENGENAI BAHAYA KANDUNGAN MERKURI  

DALAM KOSMETIK 

 (Debby Gracia) 

ABSTRAK 

 

Di Indonesia, standar kecantikan sering menekankan warna kulit yang lebih putih 

sebagai warna ideal, yang membuatnya tidak realistis. Media sosial berperan 

penting dalam mendorong tren ini semakin jauh dengan mempromosikan produk 

kosmetik krim mengandung merkuri. Hal ini, mendorong sebagian wanita muda 

memakai merkuri untuk penampilan mereka, padahal merkuri sendiri mampu 

masuk ke aliran darah dan menyebabkan kerusakan pada ginjal, paru-paru sampai 

risiko kanker kulit. Namun rendahnya efektivitas media kampanye seperti hanya 

sebatas webinar sehingga belum tersampaikan dengan baik mengenai bahaya 

kandungan merkuri sehingga perubahan belum optimal. Penelitian menggunakan 

teori six phases oleh Robin Landa dan pengumpulan data dilakukan dengan 

pendekatan kualitatif melalui wawancara, kuesioner, observasi, dan focus group 

discussion dengan target perancangan kampanye adalah wanita muda berusia 21-

31 tahun. Hasil pencarian data ditemukan mayoritas target telah mengetahui bahaya 

merkuri namun tetap menggunakan karena harga murah, ulasan bagus di media 

sosial, dan rekomendasi. Karena itu, ditemukan solusi berupa kampanye sosial yang 

berfokus meningkatkan kesadaran tingkat bahaya merkuri kepada tubuh. 

Perancangan kampanye sosial menggunakan metode AISAS dengan media utama 

Tiktok dan media sekunder Instagram, microsite, gimmick, dan printed ads. Lalu, 

melalui hasil market validation, terbukti wanita muda tertarik dengan desain feeds 

dan menyukai konten Tiktok kampanye sosial.  

 

Kata kunci: Standar kecantikan, Merkuri, Wanita muda, Media sosial 
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DESIGNING A SOCIAL CAMPAIGN  

ON THE DANGERS OF MERCURY CONTENT  

IN COSMETICS 

 (Debby Gracia) 

 

ABSTRACT (English) 

 

In Indonesia, beauty standards often emphasize fairer skin as the ideal color, which 

makes it unrealistic. Social media plays an important role in further promoting this 

trend by promoting cosmetic creams containing mercury. This encourages some 

young women to use mercury for their appearance, even though mercury itself can 

enter the bloodstream and cause damage to the kidneys and lungs, as well as 

increase the risk of skin cancer. However, the low effectiveness of media 

campaigns, such as webinars, has meant that the dangers of mercury have not been 

adequately communicated, resulting in suboptimal change. The study used Robin 

Landa's six-phase theory and collected data using a qualitative approach through 

interviews, questionnaires, observations, and focus group discussions, targeting 

young women aged 21-31 years old. The data search results found that the majority 

of the target audience was aware of the dangers of mercury but continued to use it 

because of its low price, good reviews on social media, and recommendations. 

Therefore, a solution was found in the form of a social campaign focused on 

increasing awareness of the dangers of mercury to the body. The social campaign 

was designed using the AISAS method with TikTok as the main media and 

Instagram, microsites, gimmicks, and printed ads as secondary media. 

Furthermore, market validation results showed that young women were interested 

in the feed design and liked the TikTok content of the social campaign.  

 

Keywords: Beauty standards, Mercury, Young women, Social media 
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