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ABSTRACT

A healthy lifestyle s the simplest and most appropriate stvle to do. One thing you
can do is do gymnastics. However, currently, gvmnastics is still largely ignored by
some people, especially women. Based own a swvey conducted m August 2022 of
3,300 conswmers in several countries, There are 39% gf péople who do not exercize
regulariy. The survey revealed that 30% experienced an excess weight gain of 3 to
3 kilograms, while another 18% experienced a weight gain of G to 10 kilograms
over 12 month period. The problem that can be identified is the lack of public
awareness about healthy lifestvies that they can adept through evercize. Thiz
qualitative. research will examine how te design a healthy lifestvie campaign
through social media thar can be implemented through gymunastics to increase
people’sinterest in exercizing using the AISAS model so that people are more aware
af the benefits and are interested in participating in gymnastics. The result was the
success of designing g social media campaign about an piformative heaithy lifestvie
fo create awareness of heaithy Hving with gymnasties and make them niore
interested in gwm:aaﬂc: The results from users show that the campaign succeeded
in increasing their Inferest in gummastics occasionally and making thewr Irves
healthier because they realized that gymnastics can provide many benefits for their
bodies, to ackhieve success n desig?ﬁr:g an Diformative social media campaign to
create awareness about a healthy lifestyle through exercise depends on 3 things.
AISAS implementation, repeatable messaging, and a good first impression.

Keywords: Givmnastics, Campaign, AISAS, Social media, Facebook
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