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ABSTRAK 

 

Dheasya Rahmaunisa Sabami NRP.1423014119. Tingkat 

Pengetahuan Konsumen Surabaya Mengenai Pesan Kampanye The 

Body Shop ForeverAgainst Animal Testing 

Penelitian ini dilakukan untuk mengetahui seberapa tinggi 

tingkat pengetahuan konsumen Surabaya mengenai pesan 

kampanye The Body Shop Forever Against Animal Testing melalui 

media poster dan sosial media. Kampanye The Body Shop Forever 

Against Animal Testing merupakan program melawan uji coba 

hewan dalam industri kosmetik karena hal tersebut, peneliti tertarik 

untuk mengetahui tingkat pengetahuan konsumen Surabaya 

mengenai pesan kampanye The Body Shop Forever Against Animal 

Testing melalui media poster dan sosial media. Teori yang 

digunakan adalah model komunikasi Laswell, dan kampanye PR. 

Dimana peneliti melihat efek berupa efek kognitif atau pengetahuan 

akan pesan kampanye The Body Shop Forever Against Animal 

Testing. Penelitian ini menggunakan pendekatan kuantitatif dengan 

jenis pendekatan deskriptif. Teknik penarikan sampel yang 

digunakan adalah nonprobability sampling yaitu quota sampling. 

Metode pengumpulan data menggunakan kuesioner. Hasil 

penelitian tingkat pengetahuan konsumen The Body Shop Surabaya 

mengenai kampanye Forever Against Animal Testing cenderung 

rendah.  

  

Kata Kunci: Tingkat Pengetahuan, Pesan Kampanye The 

Body Shop Forever Against Animal Testing, Model komunikasi 

Laswell, Kampanye PR 
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    ABSTRACT 

 

Dheasya Rahmaunisa Sabami NRP.1423014119. Level Knowledge 

Of Surabaya Consumers Regarding Campaign The Body Shop 

Forever Against Animal Testing 

This research was conducted to find out how high the level 

of knowledge of the Surabaya consumers regarding the campaign 

message about The Surabaya Body Shop Forever Against Animal 

Testing through the posters and social media. The Body Shop 

Forever Campaign Against Animal Testing is a program against 

animal testing in the cosmetics industry. Because of this,the 

researcher was interested for knowing more about the level of 

knowledge of the surabaya consumer about the message for this 

campaign. The theory used of communication Lasswell and PR 

campaign. Where the researcher see the effects in the form of a 

cognitive effect or the knowledge of the campaign message The 

Body shop Forever Against Animal Testing. 

 

Key word: level knowledge, message The Body Shop 

Forever Against Animal Testing campaign, communication theory 

by Laswell and PR Campaign 

 

 

 

 

 

 


