DAFTAR ISI

LEMBAR JUDUL. ...ttt i
LEMBAR PENGESAHAN.......ooii ettt i
LEMBAR PERNYATAAN. .. .ottt sraee e ii
ABSTRAK e e arae e v
ABSTRAC ...ttt sttt bttt r ettt e ne et e %
KATA PENGANTAR ...ttt e et aee e vi
DY I o ] S iX
DAFTAR TABEL ...ttt e e Xiil
DAFTAR GAMBAR ...ttt nnae e Xiv
BAB | PendahulUuan ..........cooiiiiiiiiie e 1
1.1. Latar BelaKang........cooveieiieie e 5

1.2 Permasalahan

1.2.1 Identifikasi Masalah.............cccccooiiiiiniii 3

1.2.2 Rumusan Masalah...........ccocoeoiiiiiiiie e 3

1.3 RUANG LINGKUP.....eiiiiiiiiiiiie et 4
1.4 Tujuan PeranCanQan............ccoveiueeeeieesieeeeseesieeeessee e eeesreesseeeesneennas 4
1.5 Manfaat Perancangan...........cccocveiueiiie et 5
1.6 Metode Pengumpulan Data dan Analisis...........cccocevvvriiervnieseennnn, 5
1.7.1 Metode Yang Digunakan............ccccccovvveviiieiiieiecie e 5

1.7.2 Metode ANALISIS.........ccooiiiiiiiieiee e 6

1.7 Kerangka PeranCangan...........ccoueeierenenie et 8
1.8 Rencana Penelitian...........ccocooiiiiiiiiiiieee s 9
1.9 Pembabakan...........cccoooiiiiiiiiic s 11
BAB 11 Dasar PEMIKIFAN........ccooiiiiiiiiiieiee e 12
2.1 KAMPANYE......oiiiiiiiiiiii e 12
2.1.1 Pengertian Kampanye..........cccoovirineieienene s 12

2.1.2 Jenis KamPanye........ccceiieienienieniesie e sie e sieeeens 12

2.1.3 Model Kampanye.........ccceoerienienenin e 13



2.1.4 Aspek-aspek perencanaan Kampanye...........ccccoceevvenenne. 14

2.2 KOMUNIKAST MASSA........cviiiiiiiiiiiieieiesie e 16
2.2.1 Pengertian Komunikasi Massa............ccocvverininienininennenn. 16

2.2.2 Fungsi Komunikasi Massa............cccceeveivereiieesieenesienneas 16
2.2.3 MEAIA. ...ttt 17

2.2 4 NEW MEAIA.......cueiviiciiriiiieise e 18

2.2.5 Media SOSIal.........cccoviiiiiiiee 18

2.3 AAVEITISING....ceeitiiiiiieiieieie e 19
2.3.1 Pengertian AdVertising.......c.ccccoevvveevveiesicie e 19

2.3.2 Jenis-Jenis AAVErtiSING.......ccovververeieeieeneneene e e 19

2.3.3 The Effects of ADVErtiSiNg........cccooeiiiinenininiiiseeiee 21

2.3.4 AOI (Acticity, Opinion, INterest)..........cccocvevvevevieereenenne. 23

2.3.5 Kelompok Media Periklanan..............cccocoevviveieiiennennn. 24

2.4 Desain Komunikasi Visual............ccoeiiniiiiniiccc e 25
2.4.1 COPYWIIEING....uiiiiiiieeiecie et 25

242 WAIMMNQ.......coiiiiieiee e 26

2.4.3 LAYOUL.......coiiiiiiieeee e 28

2.4.4 TIPOGIATi....cciiiiiiiiieieee e 29

25 MP-ASH .o e 31
2.5.1 Panduan Frekuensi Pemberian MP-ASI..............ccoco...... 33
2.5.2 Jenis Makanan MP-ASI.........cccccoiiiiiiniieene e 34

2.6 ODbesitas Pada Bayi.........ccocvviiiiiiiiiieiseseseee e 36
2.6.1 Definisi dan Penyebab ObesSitas............ccocevereieniiininnne. 36

2.7 BLW (Baby-Led Weaning)........ccocuveeerene e 37
2.7.1 Perbedaan BLW dengan Spoon-Feeding............cc.c...... 39

2.7.2 Manfaat yang didapat dari BLW..........c.ccccccevcvviveinennne 41



BAB |11 Data dan Analisis Masalah ... 45

3.1 Data Pemberi ProyekK.........ccocoeiieiiiie e 45
3.1.1 Kementerian Kesehatan Republik Indonesia................... 45
3. 1.2 ViSi AN MiSi.....ccoviiiieiiinieiciseeese s 46
3. L3 NIQI-NITAL v 47
3.1.4 Struktur OrganiSasi..........cccerereririnieieieie e 48
B.LE TUJUAN. ..t 48
3.2 Komunitas Cerita BLW...........ccccoiiiiiiiieeec e, 49
3.3 Data Obesitas pada Bayi..........cccccvereieeiieiesienese e 50
3.3.1 Faktor Penyebab Obesitas pada Bayi.............cccccecererienne. 52
3.4 Data Target Sasaran...........cccevviieiiiiiiieiie e 53
3.5 Data Kampanye SEJENIS. ......ccuiiriiiriieiiiisie e 56
3.5.1 Kampanye Milna “1% bite day”....ccececocovevvevciiiiciiieennnne. 57
3.5.2 Pekan Asi Sedunia 2014..........ccoceiieneneneneeeeseeeeens 59
3.6 Data EMPITIK.......ccoiiiiiec et 60
3.6.1 Data Hasil ODServasi...........ccccovvviiiiiiieiiiei e, 60
3.6.2 Data WawWanCara...........ccourverieriinienie e 61
3.6.2.1 Wawancara dengan Dokter Anak..................... 60
3.6.2.2 Wawancara dengan
Komunitas “Cerita BLW”......cccccoecvrvercrnresnaee.. 62
3.6.2.2 Wawancara dengan Target Audience............... 63
37 ANALISIS. ... 64
3.7.1. Metode Analisis Kampanye Sejenis.................... 64
BAB IV Konsep Dan Hasil Perancangan...........cccccoceveviiiiininicnenene e 68
4.1 KoNnsep PeranCangan..........c.cccovrrieereeiieenieesiee e 68
4.1.1 Tujuan KomuniKasi.........cccoerireninieieieeic e 68
4.1.2 Pendekatan KomuniKasi..........ccoceoveieniiinenencncnencnn 68
4.1.3 Strategi PeSan..........ccccviiiiiiii i 69
4.1.4 Strategi Kreatif.........ccccoeoviiiiiiecece e 70
4.1.4.1 Visual Khalayak Sasara serta Indikator......... 72

Xi



4.1.4.2 Creative Brief......oooooeooi 72

4.1.5 Strategi Utama.........cccceerriiiiiie e 73

4.1.5.1 Media Utama.........ccceoererinenenineneseeeenee e, 74

4.1.5.2 Media Pendukung.........cccccccevveveiieneein e, 75

4.1.6 Strategi Visual..........ccoeiiiiiieeniiesiesee e 77

4.1.6.1 Konsep Visual.........ccocooviiiiiiieniiencsc, 77

4.1.6.2 Gaya Visual.........cccccoevevveneiiiieese e 78

4.2 Hasil Perancangan...........ccccooviieieeieiie e 79

4.2.1 LOgOo KamPaNYE......cccvecverieiiiieniienie s 80

4.2.2 AMbBient Media.........cccevviiiiieiieiese e 80

A.2.3 EVENT...oiiiiie e 81

4.2.4 POSTEr EVENT......ooiiiiiiiiiieeeeee e 82

4.2.5 Sosial Media Post Viral............ccocevveniiiniiniccic e, 82

A.2.6 POSTEE ...ttt 84

4.2.7 WEDSITE......cuviieiiiie et 85

4.2.8WODIEK ..ot 85

4.2.9 MerchandiSe.........ccooovieeieiieseese e 86

BAB IV Konsep Dan Hasil Perancangan.............ccoccoovviviiiniinenenc e 88
5.1 KESIMPUIAN. ..ot 88

5.2 Saran atau ReKOmMendasi..........cccocoveeiiieiiiniieeeee e 88
DAFTAR PUSTAKA . ..ottt e e 89
LAMPIRAN . .ottt sttt ne st benne s 91

Xii



