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ABSTRACT

The high level of stressamong Generation Z workers is a phenomenon that is often
caused by various pressures obtained from the workplace. Feelings of stress are
often a factor in someone not implementing a healthy lifestyle in their daily lives.
This study aims to promote exercise after work hours by implementing the AISAS
method through the Instagram platform aimed at Generation Z workers as its
audience. The research method used in this study is a qualitative method where
researchers conducted aliterature review and also in-depth interviews with 5 (five)
people who are experienced in their respective fields. The results of the study show
that exercise after work hours can reduce stress levels and a so help keep the body
physically and mentally healthy, especially if done consistently. These findings are
expected to have a positive impact on workers and companies to jointly maintain
their health for a better life.

Keywords. Post-Office-Hours Exercise, AISAS methodology, youth, energetic,
quirky digital campaign.



ACKNOWLEDGEMENT

Expressionsof gratitude are extended to Allah SWT for Hisgrace and mercy
in granting the opportunity to complete the thesis final report. The author would
also like to acknowledge the individual s who provided support and assistancein the
process of creating the thesis report and its outcome.

1. My mother, father, sisters, and al of the family relatives who always
support the author from the very beginning until she finishing this
thesisfinal project.

2. Mr. Rinddi and Maam Siska, the author's thesis advisors,
who always ready to offer guidance and support when the author is
feeling low and confused.

3. All of my friends who always cheer me up, motivate me and who
believed that | could complete this thesis.

4. Theinterviewee and users who have been willing to give their time

for interviews and testing for the smooth running of this project.

The author used al her abilities to complete the thesis, acknowledging its
imperfections, and appreciates future research to fill its gaps. She hopes this project
benefits readers and upcoming research, and thanks all stakeholders for their
valuable contributions.

Bekasi, 13 January 2025

Haniffah Miftahul Jannah



TABLE OF CONTENT

STATEMENT OF ORIGINALITY ..ooiiiiii s i
PANEL OF EXAMINER APPROVAL ......ooiiiiic e iv
SCIENTIFIC PUBLICATION APPROVAL ..o Vv

Designing an Instagram Campaign to Raise the Awareness of Post-Office-Hours
Exercise to Reduce Work-Related Stress Among Generation Z Employees Using
the AISAS Methodology. Case Study: PT. United Tractors Pandu Engineering... vi

TURNITIN PLAGIARISM RESULT ..o vii

GPTZERO ARTIFICIAL INTELLIGENCE BASED ANTI-PLAGIATION

CONTENT CHECK RESULT .....oiiiiie et viii
ABSTRACT e r e ne e n e nne e nane e iX
ACKNOWLEDGEMENT ...t X
TABLE OF CONTENT ...ttt st s Xl
LIST OF TABLES...... oottt s XV
LIST OF FIGURES........c ettt XVI
(O 0= o (= o USSP TP TP 1
1.1 BACKGIOUNG ...ttt 1
1.2. Specific Problem Identified...........ocoieieiinineee e 5
1.3. Target USer Profil@......ccccieeiececicsie et 5
1.3.1 Geographic SegmeNtation ............cccevveereeeeeeieenieee e e see e 5
1.3.2 DemographiC SegmMentation...........ccccveeeeieeeesieeiee e 6
1.3.3 Psychographic Segmentation ............ccooeeeereenienieneeseseesee e 6

1.4. ProjeCt ODJECLIVES .......cceeiiiriieiesieeiee ettt 6
CREPLEL T .ttt b e 7
2.1. Case Study: PT. United Tractors Pandu ENgineering.........ccoceeeveeerereennn. 7
2.1.1 COMPANY OVEIVIEW ......eeveereeiieeireeiesieesteeeesseesseesseseesseessssseessessssssesssens 7
2.1.2Vision, Mission, and Core ValUES............cccocerereeneneineneeeesee e 8

Xi



2.1. 3 PrOOUCES AN SOIVICES .t e e e e e e e e e e e e e e e e nnnnens 9

2.1. 4 Relevance to the SIUAY ........ccccoeiererere e 10
P O 0 o o I 10
2.2.1 Theory of Campaign .........ccccveveeieeieeie e 10
2.2.2TYpe Of CamPaIGN .....coiieieeierieerieeie et sae e sneeneas 11
2.2.3 Type of Mediain CampPaign.........ccceverererereeeeeeresee e 13
2.2.4Digital CampPaign .....cccceeieerieeie e e 14
2.2.5 Type of Digital Campaign.........ccceeveeieieese e 15
2.2.6 The Process of Creating aDigital Campaign........cccccvveereeinneenenene 17
PG T = 5 = S Lo o T 19
2.3.1 TheOry Of PerSUBSION..........cocuiieriiieriesiesiesiese e 19
2.3.2ViSUal RNELOTIC.......ocuiiiiieieieeieee e 20
2.4. BaSiC DESIGN TNEOIY ....cveeiieee ettt 22
2.4.1 Typography Theory in Digital Campaign .........ccccceeevieeveeiieceeseee, 22
2.4.2 Color Theory in Digital Campaign .........cccceeeereenerreneeneeee e 25
P o £ TS 31
2.5.1 Psychological Perspective of EXEICISe........ccovvvvveerierierine e 31
2.5.2 BENEFITS Of EXEICISE ..c.veiviieieiiiieiesie ettt 32
2.5.3 TYPE Of EXEICISE.....eciiceeecteee ettt sttt e 33
2.5.4 PosSt-OffiCe-HOUIS EXEICISE .....covveeieeiesieesieee e 35
2.6. WOrk-Related SIFESS......c.eeiiieiesieeieeie ettt 35
2.6.1 Causes of Work-Related SIreSS.........oovvererenieieiesesiesie e 36
2.6.2 Effects of WOrk-Related SIreSS........ocvvvvenirerieieiee e 36
2.7. GENEIALION Z ...ttt bbb 37
2.7.1 CharaCteriStCS. .. coieeieeiesieeite ettt st 37
O W =< | = 39
R TN BSTANCY \V/ 1= 170 e (o] oo 1V 40
2.9. PreVioUS SHUAY ......cceeieeieeie e see et ste et see e s e nns 41
2.9.1 Let's#GetHealthy (#/7 1Z 156)" Weibo Campaign.........ccceeeeeneene. 41
2.9.2 Gerakan Masyarakat Hidup Sehat (GERMAS) .........cccccevveveveevieennene. 42

Xii



2.10. ThEOretiCal FramMEWOTK ... ... e e e e e e nnnns 44

CREPLEE T e b e et 45
3.1. Design Research Method ...........cooeiiiiiiniseceeee s 45
3.1.1 QualitativVe RESBAICN ......cceeieeiecieeee e 45
3.2, Chart FIOW ... 46
3.3. Scope and Limitation .........c.ccceeiieieiee et 46
R N DT = Y @] = oi (o] o [PPSR 47
4.1 LItErature REVIEW........ocviieiiiiieieee et 47
3.4.2 IN-AEPth INEEIVIBW ... e a7
3.5, DAAANAIYSIS ..ottt 51
3.5.1 Interview Insights with General Practitioner ...........ccccccevvevveieeveennene. 51
3.5.2 Interview Insights with Campaign Specialist........ccccooevvveeveccieveennene, 52
3.5.3 Interview Insights with Generation Z Employees...........cccceeeeevreennene. 53
3.6. RESEACH OULCOME ..ottt 54
CREPLEN TV bbbt 56
4.1. Proposed Design SOIULION ........cceiieiiierise e 56
4.1.1 M@IN OULCOIME......c.eeieeerieeieeriesieeeesreesteeeesseessesnessseessesseesseensessesssesnseans 56
4.1.2 SUPPOItiNG OULCOME ......ecuveereeieeiesieesieeeesreesteseesseesseeseesseesseeseesseeseens 57
4.2. Significance Of ProOJECL.......ccccveiicie et 57
4.2.1 ECONOMICEl VAIUE.......coueiiiieieee et 57
4.2.2 NON-ECONOMIC VAIUE........c.eeeeieiicie ettt 57
4.3. DESIGN EXECULION .....ceeieieeiecieesieeie st e st sne e 58
VG T o = 7= = o IS 58
4.3.2 DESIGN PrOCESS.......ceiuieitieieetiesteeite st e steeae s ste e sre e s e e eesreenneeeesreene e 63
4.3.3 DESIGN OULCOIME......ouiiiieiiiatiesieeiesiee e ee et se e sre e b sreeee e e sre e e e 68
4.4, FinanCial StalemMeNt.........ccocviieiieie e 95
4.5, USEN TESHING.....eeueeueeieiestesiesie sttt e ettt sbe e e e bbb b se e 95
4.5.1 USEr TESHING SESSION ...ttt s 96
4.5.2 User TESHING ANAIYSE ...c.oooieeeeeiecee ettt 98

Xiii



5.1, CONCIUSION ...ttt st eb e 102
5.2. RECOMMENAALION. ...ttt 103
5.3. Limitations and FUtUre Plan ..o 103
REFERENGE ... 104
APPENDIX .. e 108

Xiv



LIST OF TABLES

Table 1.1 DemographiCc SEgMENtalion..........cccveeereeiesieese e e eee e 6
Table 1.2 Psychographic Segmentation............ccceevveieieeneece e 6
Table 1.1 Type Of CamPaign........ccccoieieiierieeieniese et 11
Table 1.2 Type of Mediain CampPaigi ........c.ccoerererenirieeeeee s 13
Table 11.3 Type of Digital CampPaign .......ccccceeveerieeeereeie e ese e esee e 15
Table [1.4 COlor SChEME ..o s 28
Tabhle 1.5 TYPE OF EXEICISE ... .eiiieeeiieeeieeie sttt 33
Table 11.6 Effects of Work-Related SIreSS........ooovveereeievieseee e 37
Table 11.7 SWOT Analysis Table of “Let’'s #GetHeathy” Campaign................... 42
Table11.8 SWOT Analysis Table of GERMAS. .........cccoeivieneineseeee e 43
Table 1.1 INterviewee SProfile ... 48
Table 111.2 Question List for General Practitioner .........cccocevveveeeeneeieseeseeene 48
Table 111.3 Question List for Campaign EXpPert ........ccoecvveeveevesceese e, 49
Table 111.4 Question List for Generation Z EmpIOYees...........cccceeceevveveveesieennene, 50
Table 1V.1 Proposed Design SOIULION ........ccceverienienieeie e 56
Table V.3 Main OUtCOME DESION.......cceiiriiiirierierie st 68
Table V.7 Financial SEatement ..........ccoveveiiine e 95
Table IV.8 User TESE Profile......ccvieieeieeeese s 96
Table IV.9 Pre-QUESLION ........oocuiiiiecciee ettt 96
Table 1V.10 Observation Session MeasuremMeNt..........cceovveereereseeseeseeseeseeeneenns 97
Table [V.11 INterview QUESLION........ccceciviieree ittt sre e e e nnee s 97

XV



LIST OF FIGURES

Figurell.1 PT. United Tractors Pandu Engineering LOgo ........cccovcveveeceeneenieseenes 7
Figure 1.2 UTPE SUbSIAiarieS LOQJO. ......cccueieeiecie et 7
FIQUre 1.3 PATRIA VAIUE ...t 8
Figure11.4 Several UnitSof UTPE........cooiieeeee e 9
Figure 11.5 Parts Product of UTPE.........cccoi e 9
Figure 1.6 The Process of Creating aDigital Campaign..........cccceeeveereeiieeeenen. 17
Figure 11.7 RNEtOriC Trangle........cooi i 21
FIQUIE 11.8 TYPEFACE.......coeiee et 22
FIQUre IO HIErarChy .........ocouieeeceee ettt 23
FIQUrE 11.10 CONLIESE ......ccveeieceeecieecie ettt ettt sre e neeneeneenneas 23
FIQUrE 1111 CONSISIENCY ...eouveiveeieeieeee ettt sttt sreesae e ssee e 24
FIgure 1112 AlIGNMENT......ccoieeeee e 24
Figure 113 WhItESPDACE........eceerieeieceeseesieeee et eee st et esreesneeaesneennens 25
Figure 11.14 Color TREOIY .....oceeciecie ettt ettt neenne s 26
Figure 11.15 Color WRNEEL ..ot 27
Figure 11.16 AISAS MethodoIOgy ........ccceiuerierieriinenieneseeeeee e 41
FigureI1.17 Let’s#GetHealthy Campaign..........ccceeeeveeiieiiesieesecce e 42
FIQUrE I1.18 GERMAS ...ttt en s 43
Figure 11.19 Theoretical Framework ... 44
Figure L Chart FIOW ........coooiiiiiecee e 46
Figure IV.1 MoodDOard...........c.ooeeiiiieeiiese et 58
Figure IV.2 TYPOGIrapRY .....cc.ecveiieiiecee ettt ae et sre e reeneeneenneas 58
Figure IV.3 Color PalEtLe. ..........cceoiiiriiiiesieeeee et 59
Figure 1V.4 Content Planning..........ccoeeeeenenerene e 60
Figure IV.5 Campaign Phase.........cccueueieeieeieneese e seesse e sre e ssee e esesneennens 61
Figure IV.6 Campaign TIMEINE.........cccoeeieieceece e 62
Figure IV.9 Logo SKEICH .......ooeiieece e 63
FIQUre 1V.10 LOQO DIaft.......ccciiiriirieriieieeeese st 64
Figure IV.1L LOgo FiNal .....cc.ociecieeiece ettt 64
Figure IV.12 Logo MEANING........ccieeieiieieeeieseesteeeesree e eeeseesreeee e e sneesesneenaens 65

XVi



Figure 1V.13 Content LaYOUL...........ccevrieriererieresiesiese e 66

Figure V.14 Water BOLEIE .......ccooeiieieeeeee e 92
FIQUIE IV. L5 T-Shilt ..ottt nne s 93
Figure 1V.16 SPOIt TOWE ......cc.eoieieiece et 93
FIQUrE IV.17 TOLE BaQ .....eeeeeeeieieeie ettt 94
FIgure V.18 K&YChaIN ..o 9

XVii



	TURNITIN PLAGIARISM RESULT
	GPTZERO ARTIFICIAL INTELLIGENCE BASED ANTI-PLAGIATION CONTENT CHECK RESULT
	ABSTRACT
	ACKNOWLEDGEMENT
	TABLE OF CONTENT
	LIST OF TABLES
	LIST OF FIGURES

