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	A. Unity
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	Proportions are used to make the design in the layout match. Proportions such as large-small, high-low, and others are adjusted to the needs in the design.
	D. Rhythm
	In making a layout, rhythm is formed from design elements that are arranged repeatedly to form a certain pattern. In design, rhythm can be in the form of repetition (consistent repetition) and variation.
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	>17 years     : 14 respondents (16.9%)
	3. Education
	Junior High School   : 47 respondents (56.6%)
	Senior High School   : 36 respondents (43.4%)
	4. Knowledge of Body Shaming
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	A. Once    :45 respondents (54.2 %)
	B. Never    :19 respondents (22.9%)
	C. Often    :19 respondents (22.9%)
	8. What you do when you got a Body Shaming action
	The following is the level of teenagers in their social environment or group of friends who have been exposed to body shaming behaviour and what they will do:
	A. Doing Self-Defence  :23 respondents (27.7%)
	B. Silence and Self-Reflection :38 respondents (45.8%)
	C. Does not matter  :22 respondents (26.5%)
	9. Assessment of how important body appearance is in the phenomenon of Body Shaming
	The following is the level of how important the appearance of a teenager's body in a social environment or group of friends about the phenomenon of body shaming that occurs, with the first level around 83.1%, or 69 people agreeing with the importance ...
	The results of the researcher's questionnaire show that many early and middle-aged teenagers are already aware of body shaming, and that some of them do not support it. Many of them are aware of what body shaming is, yet nevertheless engage in it, and...
	3.4.2 Interview Data Analysis
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	3.5.1 Similar Campaigns Matrix Analysis

	The matrix is made up of two columns and rows that include information and concepts of various dimensions, which are then juxtaposed to provide a baseline for performing analysis (Widiatmoko, Didit 2013).
	The Self Love Campaign was compared to the Self Acceptance Campaign in a similar campaign study. The comparison across the matrix table produced the following results:
	Based on the comparison matrix, it can be concluded that the two campaigns carried out different strategies in conveying their messages. The Selfie Talk Dove campaign focuses more on the media campaign, while the Love Myself Campaign focuses on the ex...
	3.5.2 SWOT Analysis Similar Campaigns

	This analysis is used to find out the strengths, weaknesses, opportunities and threats that existed in the previous campaign by using a matrix so that the design of the next campaign can be better.
	Based on the comparison matrix, it can be concluded that the BTS x UNICEF Love Myself campaign has advantages and better opportunities in organizing its campaign. It can be seen from the advantages of their campaign that focuses on the audience and it...
	3.5.3 Campaign Design SWOT Analysis

	After analysing similar campaigns, the design of the campaign that will be made can develop advantages and opportunities and minimize weaknesses and threats. Based on the author's analysis, the SWOT campaigns to be carried out are as follows:
	Source: Sihombing, 2022
	After analyzing the campaign design, it can be concluded that the weakness of the campaign is the limited permission from their respective parents, therefore the media used must be able to reach many places, and the strategy used also focuses on shari...
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	4.1 The Message of Campaign
	4.1.1 Concept of Message
	The basic objective of an advertising or campaign (Belch & Belch, 2017) is to communicate a message that must be successful and on target, so that the audience does not misunderstand the intended meaning.
	The search for messages or what to say will be developed based on observations and interviews with the target audience, as well as the campaign's AOI and SWOT analysis, as well as audience insights and campaign advantages. Until the core message of th...
	Based on interviews and questionnaires that have been conducted on teenagers aged 12 to 18 years, it is found that the desires and needs of teenagers when they face and become victims of body shaming actions in their social environment. Their desire i...
	4.1.2 The Design of Message

	Insight of youth is then collaborated with the benefits and USP of the campaign, then the message will be conveyed:
	Source: Sihombing, 2022
	This is based on the psychological way to deal with body shaming actions, namely by responding but using positive sentences, not saying rude things and also mocking back. As a perpetrator, people must also be aware of what is said to be offensive or n...
	In conveying messages in advertisements, it is necessary to have a tagline that serves as a reminder (Kasali, 1992). The tagline that was created is "All Appearances Have Color " the purpose of the tagline is to remind the audience that people must re...
	4.2 Message Campaign Strategy
	4.2.1 The Concept of Visual Media
	The big idea is the next step after message creation. Big idea design is the main thing to do in designing a campaign called "Sempurna". At this stage, all concepts will be packaged properly to create a unified form of creative strategy where the form...
	The selection of guest stars will also be chosen who represent the anti-body shaming movement and also so as not to bore the target audience. The guest stars here will also aim to invite visitors to commit after this event is over and beyond to form a...
	At the event, winners will be drawn who have participated in the previously held find words quiz game, where the prize will be a voucher for an overnight stay at KTM Resort. There will be a partner stand at the event and there will also be a photo boo...
	4.2.2 The Design of Visual Media

	1. Problem
	Body shaming is a phenomenon that includes one form of bullying, because body shaming is an act as a criticism of one's appearance. The impact of experiencing body shaming is low self-confidence, feeling ashamed, angry, irritable and even experiencing...
	2. Why do we advertise?
	To help the audience change their way of thinking to respond to body shaming actions and influence them to spread positivity to prevent intentional or unintentional body shaming actions and love themselves more.
	3. Who are we talking to?
	A. Demographics
	4. Insight
	The target audience sometimes doesn’t know what they are saying it can hurt others even if they are just joking. As victims, they don’t know how to respond. This issue is considered quite important because if left unchecked it will cause an even great...
	The following are the details of the stages of the media, their timing and placement through the facet model of effect.
	Source: Sihombing, 2022
	4.1.2.3 Timeline
	Based on the media strategy that has been described, the media
	timeline created is as follows:
	1. Main Media
	The main media that will be used during this event is Talk show. The main media that will be used during the event is in the form of a talk show. Talk show ideas that will be made will be outside. At the main entrance of this talk show, there will be ...
	2. Supporting Media
	Supporting media were chosen so that this campaign can be conveyed to the audience and ensure their awareness of this campaign, in the form of:
	1. Digital Ads
	Through social media to inform this campaign (post Instagram), and educate the audience about social anxiety with an emotional approach (through digital posters, digital billboards, twitter threads)
	2. Videos
	Through video, information will be given emotionally. The video will be displayed on Youtube and Instagram media.
	3. Print Media
	Print media will be placed in mall, schools, roads and hangout places such as cafes and coffee shops. With the existing print media, the information that the audience receives can be more tangible, such as posters, billboards and brochures. The use of...
	4. Merchandise
	As a symbolic connection to the audience for this campaign and collaboration with Nivea brand.
	1. Visual Idea
	A. Visual Reference
	The visual style is modern visuals, with photography and illustrations. The layout is made symmetrical, but with a combination of asymmetrical visual assets so that it is not stiff. With the right typography placement makes it simple, neat and clean. ...
	Source: Pinterest, 2020
	Source: Pinterest, 2020
	B. Typography
	Typography that has been used by other campaigns also uses capital and clear fonts. However, some campaigns use fonts that are not clear on their posters and make it difficult to read up close or far away. It is better to use a bold and capital font s...
	 Sunborn Fonts
	Sunborn Fonts are all capitalized. This font was chosen because of its bold and modern characteristics and not too stiff.
	Source: Mahardika, Angga. 2018
	 Chewy Fonts
	This font has characteristics that are more playful but clear to read, this font suits the target audience because it gives a pleasant and not stiff impression.
	C. Color
	The color used is also mostly blue. because it matches the color tone of Nivea which is the partnership of this campaign. And also the earlier campaigns used mostly neutral colors and not too dark and it worked for their campaigns.  The colors that wi...
	 Red: Red has different contextual associations and in branding can convey a visible message. Red has the ability to rev desire. Red is a bold, energetic, and vibrant color that symbolizes strength, confidence and strength.
	 Orange: Combining the warmth of red and the optimism of yellow, orange communicates activity and energy.
	 Green: The meaning of green according to the first psychology is that it can calm and make your emotions more balanced. Green also turns out to increase motivation. Because as you know, green is generally used to indicate something safe. It's no won...
	 Blue: The meaning of the color blue symbolizes trust and loyalty. Blue has a calming and relaxing effect on the soul. The meaning of the color blue gives peace and makes you feel confident and secure.
	Source: Sihombing, 2022
	4.3 The Results of Designing
	4.3.1 Campaign Logo

	The logo is used in visual media to be used as identification for the "Sempurna" campaign. The object of the human palm icon is stacked and numerous, symbolizing social interaction. This human palm icon is also colored like a rainbow because, as the c...
	4.3.2 Perception

	1. Print and Digital Posters
	The first of several efforts designed to spread perceptions in the form of awareness is a series of posters. The poster was created using a slice-of-life style, where the issues or conflicts that viewers encounter on a daily basis are related to their...
	2. Billboard
	This campaign also issued outdoor advertising which will be placed on billboards. The advertorial itself tells about people's views on body shaming and positive thoughts aimed at giving perceptions to the audience. Why use billboards, so that the targ...
	3. Thread Twitter
	To get a perception, the strategy of creating a twitter thread through twitter influencers was chosen because information on twitter tends to be more trusted than Instagram. The thread that will be written is about Body Shaming which causes self-confi...
	4.3.3 Cognition and Emotion

	1. Instagram
	At this stage, information will focus on the causes of body shaming actions. The posts that will be displayed are in the form of information about the dangers of body shaming, as well as the characteristics if exposed to body shaming acts experienced ...
	Source: Sihombing, 2022
	2. Video
	The video will be shown on YouTube and the story will be shown using a slice of life and imagery approach that uses social media to associate insecurity that occurs within oneself, but looks for victims to make oneself look better and not feel insecur...
	3. Brochure
	After understanding body shaming and trying to anticipate as little body shaming as possible, the audience will be directed to info about the main event in the brochure. The brochures that will be distributed in schools, malls and coffee shops contain...
	Source: Sihombing, 2022
	4.3.4 Persuasion

	1. Find Words and Tag Friends Contest
	Starting from the first week the perception poster was distributed and also approached the main event, to persuade the audience, games in the form of find words in the form of an Instagram story were used to invite the audience to make a contest of fi...
	Source: Sihombing, 2022
	2. Main Event Poster
	The main event poster invites the audience to attend a talk show that will be held at KTM Resort. This poster also contains information about contests on Instagram as well as information about upcoming events. There are two types of main event posters...
	.
	Source: Sihombing, 2022
	4.3.5 Association

	1. Merchandise
	The merchandise created is also related to the audience such as notebooks, stickers, tumbler bottles, tote bags and hotel vouchers. Hotel voucher merchandise is only available for audiences who have been selected as winners of find words and how many ...
	Source: Sihombing, 2022
	2. Instagram Filter
	To be interactive, messages are also conveyed through ambient on Instagram media in the form of filters. The filter made is that with positive words.
	Source: Sihombing, 2022
	4.3.6 Behaviour

	1. Talk show Event
	The main event that will be made is a Talk Show. In this talk show, we will be told about body shaming education, how to respond, love ourselves and how to limit ourselves in order to create and spread positivity in our environment. So, after particip...
	Source: Sihombing, 2022
	2. Photobooth
	Photo booth is a continuous medium after the event is held. The photo booth serves as a medium to help the audience remember the campaign All Appeareances Have Color is called Sempurna, by sharing on social media they are expected to have a broad impa...

	CHAPTER V
	CONCLUSIONS AND RECOMMENDATIONS
	5.1 Conclusion
	Based on the results of research analysis and design of visual media campaigns from the problem of body shaming actions, the author can draw a conclusion that the way to design a social campaign reducing body shaming actions on teenagers in Batam with...
	Then, after finding the target, start the design session, the first is to design the concept of communication using emotional strategies. Second, designing creative concepts, including verbal strategies using taglines, and visual strategies in which t...
	5.2 Limitation and Suggestions
	5.2.1 Limitation

	This study focuses on Body Shaming Actions that occur in adolescents in Batam City. The target audience of this research is only focused on teenagers in Batam City, so it does not include teenagers from outside Batam City. For the same research that w...
	In this research will also spend a lot of time and also costs that must be incurred. The event that will be held is not in which school environment, maybe for some target audiences it is difficult to get permission to take part in the event. For the s...
	5.2.2 Suggestions

	With this campaign design, it is hoped that the public will become more aware of body shaming and its main causes. The author also hopes that this campaign design can be a reference and inspiration for preventing body shaming through a visual communic...
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