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ABSTRAK

Sampah kain bersumber salah satunya dari industri pakaian merupakan penyumbang
kerusakan lingkungan yang disebabkan pergeseran makna akibat majunya teknologi dan tren
yang selalu up to date. Ciri dari fenomena ini mengacu pada fast fashion yang memiliki
karakter khas siklus produk pendek, mengikuti tren, dan harga terjangkau yang menyebabkan
hyper-consumption. Waste4Change menyebutkan bahwa Indonesia memproduksi 33 juta ton
pakaian setiap tahunnya serta menghasilkan pula limbah tekstil yang terbuang dan mengotori
lingkungan hampir satu juta ton. Kerusakan lingkungan seperti pencemaran air dan
penyumbang emisi karbon terbesar di dunia, menggunakan banyak bahan kimia, serta
eksploitasi buruh di negara berkembang. Fast fashion akan terus berkembang karena tren dan
populasi manusia yang bertambah, Surabaya merupakan salah satu wilayah yang berpotensi
terpapar fast fashion, maka dari itu diadakanlah kampanye edukasi Aksi Cegah Fast Fashion
dan dipromosikan menggunakan beberapa media yang diputuskan berdasarkan tabel strategi
AISAS instagram, ambient media, video experiment, booth penjualan, x-banner, botol
minuman, gantungan kunci, totebag, buku journaling, dan stiker. Menggunakan metode
penelitian kualitatif (wawancara, focus group discussion, observasi) dan kuantitatif
(kuesioner), kemudian dianalisis menggunakan analisis deskriptif, TOWS matriks, fishbone,
dan consumer insight untuk menjabarkan data dan big idea yang dimanfaatkan guna mendesain
media kampanye. Harapannya media kampanye ini mampu mempromosikan kegiatan
kampanye Aksi Cegah Fast Fashion dengan baik agar semakin banyak target audiens teredukasi
mengenai limbah pakaian serta turut mengajak audiens aktif berpartisipasi dalam

meminimalisir limbah pakaian.

Kata Kunci: Kampanye, Edukasi, Fast Fashion
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ABSTRACT

Fabric waste, one of which comes from the clothing industry, is a contributor to
environmental damage caused by a shift in meaning due to advances in technology and trends
that are always up to date. The characteristics of this phenomenon refer to fast fashion which
has the typical characteristics of short product cycles, following trends, and affordable prices
which cause hyper-consumption. Waste4Change states that Indonesia produces 33 million tons
of clothing every year and also produces nearly one million tons of textile waste that is wasted
and pollutes the environment. Environmental damage such as water pollution and the largest
contributor to carbon emissions in the world, using lots of chemicals, and exploitation of
workers in developing countries. Fast fashion will continue to develop due to trends and the
increasing human population. Surabaya is one of the areas that have the potential to be exposed
to fast fashion, therefore an educational campaign called Action to Prevent Fast Fashion was
held and promoted using several media which were decided based on the AISAS strategy table,
Instagram, ambient media, video experiments, sales booths, x-banners, drink bottles, key
chains, tote bags, journaling books and stickers. Using qualitative research methods
(interviews, focus group discussions, observations) and quantitative (questionnaires), then
analyzed using descriptive analysis, TOWS matrix, fishbone, and consumer insight to describe
the data and big ideas used to design campaign media. It is hoped that this campaign media
will be able to promote the Action to Prevent Fast Fashion campaign activities well so that
more and more target audiences are educated about clothing waste and also invite audiences

to actively participate in minimizing clothing waste.

Keywords: Campaign, Education, Fast Fashion
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