




Then, collect the data of samples and test of School 
Food Snack from Food and Drug Supervisory 
Agency (BPOM) and from Health Services of Ban-
dung. 

4. Result and Discussion 

The design of this campaign has a tagline that is 
"Now Nutritious, Tomorrow Has an Achievement". 
The purpose of the tagline is obtained from the 
analysis of benefits or advantages in providing a 
healthy provision, where the provision of these 
foods contains rich nutritional that can help the 
child's brain growth. It is known that by providing 
food intake and sufficient nutrients needed, can 
improve the ability of the brain. So, by providing 
some healthy snacks will help create a generation 
of smart kids as well. The researchers got the idea 
from the merging of the proverbial "What we eat, 
that's what determines you later" with the vision of 
the mission of product is to provide the best of na-
ture for a better future. Until finally from the anal-
ysis of the message, get the keyword "Generation" 
and "Healthy" which will be designed so get the 
title of the campaign is "Healthy Generation 
Lunchbox". 

 
 
 
 
 
 
 
 
 
 
Figure 1. Healthy Lunchbox Generation Logo 

 
The researchers undertake a design of a combi-

nation logo type, incorporated logo of text and 
icons or symbols that represent the identity of the 
logo. This campaign logo uses from the form of a 
lunch box, the use of star symbols, and the associ-
ated banner form or symbolizes a winner, title, and 
achievement. 

 
 
 

 
 
 
 
 
 
 
 
 
 

Figure 2. Healthy Lunchbox Festival Logo 

As for the event logo, the researchers combine 
elements of the box shape from the provisions, cut-
lery and spoon fork, as well as food icons. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 3. Healthy Lunchbox Festival Event 
Poster 

 
 
"Healthy Lunchbox Festival" Event is the main 

media that the researchers chose in the design cam-
paign. Implementation of the event at the City Hall 
of Bandung, November 12, which coincides with 
the national health day. In this event, it held a talk 
show, cooking demonstrations and competitions to 
create a healthy provision to provide an infor-
mation and attract the public interest in receiving 
knowledge about the provision of healthy and ideal 
and invite the audience to bring food to the child. 

 
Table 1.  Facet Model Effects Application on 

Media 
 

Communi-
cation 
Goals 

Consumer 
Response Media 

Perception Look/Hear 

Poster, Maga-
zine, Insta-

gram, Twitter, 
Billboard, 
Banners 

Emotion Feel Event 

Cognition Understand-
ing 

Poster, Event 

Association Connect 

Instagram, Fa-
cebook, Twit-
ter, Merchan-

dise 
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Persuasion Believe 
Poster, Maga-
zine, X-Banner 

Behavior Action Event 
 
Visual are using the flat style of design with the 

use of vector, the images using colours that do not 
wear the colour gradation, but only solid colour 
only. It is expected that visual styling like this 
makes it easier for parents to absorb information. 

The main colour used is composed of green and 
yellow. The green colour symbolizes nature, health, 
fresh and peaceful. As for the yellow colour sym-
bolizes cheerful, hopeful and optimistic. For sec-
ondary colour, using the orange colour, which 
symbolizes energetic, friendly, cheerful and 
friendly 

Layout used in visual design in media using lay-
out that is not symmetrical. Because to create a dy-
namic impression, but still structured with grid 
method to maintain the weight of the visual ele-
ments placed in the visual layout 

Typography has been adapted to the target audi-
ence for readability and interest. Thus, the charac-
ter of the letters used is sans serif and decorative. 
“Grota Sans Rd” will be used as body copy, while 
the decorative letter, “DK Pardesi” is used as a 
logo. 

5. Conclusion  

This paper was designed to educate parents of 
children in order to avoid unhealthy snacks, by 
providing them healthy and ideal food for their 
child. By using the event “Healthy Lunchbox Fes-
tival” as a primary medium and Healthy Genera-
tion Lunchbox as the campaign, the researchers ex-
pected target audience can follow the event and get 
a more complete information on child nutrition, 
and the provision of healthy for children. Eventu-
ally, the discussion of food provisions on healthy 
against unhealthy or haphazard snacks in children 
should be taken into account because it is interest-
ing study to investigate. 
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