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ABSTRACT

Bad breath problems are experienced by £50% of Indonesian women and more than
90% of cases originate from the oral cavity. This condition causes a decrease in confidence,
anxiety, and obstacles in social interaction. The findings of the questionnaire conducted by the
researcher showed that 80% of respondents were worried about their bad breath, 85% had
problems with the mouth area, and 64.3% doubted the safety of mouth spray even though
Kavela had BPOM and halal certification. In addition, 74% of respondents have never even
known about Kavela products, indicating a lack of exposure and visual irregularity on the

brand's social media.

Through a campaign design approach based on commercial campaign theory and visual
communication design concepts, this design develops educational message strategies related to
the causes of bad breath, the safety of Kavela's active ingredients such as xylitol and sucralose,
and the benefits of mouth spray as a fast, practical, and safe solution. The research methodology
includes observations, interviews with Kavela CMO and dentists, questionnaires, as well as
TWOS analysis, consumer insight, and consumer journey to formulate communication

strategies relevant to the target audience.

The design result is in the form of a digital campaign "Sparkle on, Speak on" with
Instagram main media, video campaigns, ambient media, and event merchandise kits. This
campaign aims to increase awareness, strengthen brand image, build education about mouth
spray safety, and encourage increased audience confidence in face-to-face interactions. With
more consistent, informative, and strategic visuals, this campaign is expected to increase public

acceptance of mouth spray and strengthen Kavela's position in the oral care product market.

Keywords: Campaigns; Mouth Spray; Confidence
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