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PERANCANGAN PRODUCT PROFILE BRAND NEVADA MEN
(PT MATAHARI DEPARTMENT STORE TBK) UNTUK
MENINGKATKAN PRODUCT AWARENESS GEN Z

Rafael Putra Hulu

ABSTRAK

Persaingan industri ritel fashion di Indonesia menuntut brand memiliki strategi
komunikasi pemasaran yang relevan dengan karakter Generasi Z. Nevada Men
sebagai private label PT Matahari Department Store Tbk masih menghadapi
permasalahan rendahnya product awareness di kalangan Gen Z, meskipun telah
menghadirkan produk yang mengikuti tren fashion terkini. Proyek berbasis karya
ini bertujuan merancang product profile sebagai media komunikasi visual untuk
mendukung penyampaian informasi produk sekaligus meningkatkan product
awareness Nevada Men. Perancangan karya ini berlandaskan pada konsep
integrated media communication (Belch, 2018), komunikasi visual (Soewardikoen,
2021), serta konsep AIDA dalam copywriting (Kotler & Amstrong, 2016). Proses
perancangan mengacu pada model produksi video Owens (2017) yang meliputi
tahap pre-production, production, dan post-production, dengan pendekatan
Integrated Media Communication. Karya diwujudkan dalam bentuk video product
profile untuk Instagram dan YouTube serta didukung oleh marketing collateral
berupa poster, flyer, dan point of purchase display. Hasil perancangan berupa tiga
video berdurasi satu menit, satu video berdurasi empat menit, serta materi visual
pendukung yang telah dipublikasikan melalui akun resmi perusahaan. Kesimpulan
menunjukkan bahwa product profile yang dikemas secara visual dan terintegrasi
mampu mendukung peningkatan product awareness serta memperkuat komunikasi
produk Nevada Men di kalangan Generasi Z.

Kata kunci: Product Profile, Nevada Men, Product Awareness, Generasi Z,
Komunikasi Visual
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DESIGNING THE PRODUCT PROFILE OF THE NEVADA MEN
BRAND (PT MATAHARI DEPARTMENT STORE TBK) TO
INCREASE PRODUCT AWARENESS
AMONG GENERATION Z

Rafael Putra Hulu

ABSTRACT

The increasing competition in Indonesia’s fashion retail industry requires brands
to implement marketing communication strategies that are relevant to the
characteristics of Generation Z. Nevada Men, as a private label of PT Matahari
Department Store Tbk, continues to face the challenge of low product awareness
among Gen Z, despite offering products that follow current fashion trends. This
practice-based research aims to design a product profile as a visual communication
medium to support product information delivery and enhance product awareness
of Nevada Men. The design is grounded in the concepts of integrated media
communication (Belch, 2018), visual communication (Soewardikoen, 2021), and
the AIDA concept in copywriting (Kotler & Armstrong, 2016). The production
process refers to the video production model by Owens (2017), which consists of
pre-production, production, and post-production stages, using an Integrated Media
Communication approach. The work is realized in the form of product profile
videos for Instagram and YouTube, supported by marketing collateral such as
posters, flyers, and point-of-purchase displays. The results include three one-
minute videos, one four-minute video, and supporting visual materials that have
been published through the company’s official accounts. The conclusion indicates
that visually driven and integrated product profiles can effectively support the
enhancement of product awareness and strengthen Nevada Men’s product
communication among Generation Z.

Keywords: Product Profile, Nevada Men, Product Awareness, Generation Z,
Visual Communication
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