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ABSTRACT

The hair care industry in Indonesia has shown significant growth, driven by growing
public awareness of personal appearance and health. However, excessive use of chemical-based
products and hair styling trends often lead to various hair problems, such as hair loss, dryness,
and scalp damage. Therefore, educational and persuasive efforts are needed to encourage people
to switch to natural hair care products. This commercial campaign aims to promote Kemaiu
products as a practical solution for natural hair care while raising awareness among the target
audience about the importance of maintaining healthy hair naturally. The target audience is
women aged 20-25 who are active, care about their appearance, and are interested in a healthy
lifestyle.

The design method includes data analysis using a SWOT approach to identify strengths,
weaknesses, opportunities, and threats, as well as the application of the AISAS (Attention,
Interest, Search, Action, Share) communication model within the campaign strategy. The
creative concept is "Grow With Nature," which emphasizes the balance between traditional
natural care products and ease of use in the modern era. The media used in this campaign
include digital media such as social media, campaign videos, and supporting media such as
merchandise and hair care templates. The design results are expected to build awareness,
increase interest, and encourage behavioral changes in the audience towards choosing more

natural hair care products.

Keywords: Commercial Campaign, Hair Care, Natural, Kemaiu, Promotional Strategy
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