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NIM: 17410062 

ABSTRACT 

 
Nowdays, instant noodles have become one of the most popular instant foods. However, 

Covid-19 pandemic has directly changed consumer behavior in the country, including 

consumers of instant food products. In Covid-19 pandemic situation, consumers are 

more often at home and making consumers basic needs and priorities change. Even in 

2020, sales of instant food have increased, one of which is instant food, namely instant 

noodles. However, Supermi as one of the instant foods also continues to adapt and 

create strategies to be implemented in maintaining the sustainability of its brand. 

 

In this final project, the authors focus on Supermi products during the new normal 

Covid-19 pandemic. During Covid-19 pandemic many people experienced difficulties 

and many food items also experienced an increase, therefore the authors were 

interested in designing a Supermi campaign with the theme “#SupermiforSuperYou” 

Supermi will always be there for great people who still survive in the future pandemic 

until new normal. It is hoped that Supermi can provide education and inspiration to 

the cpmmunity through the #SupermiforSuperYou campaign, because Supermi will 

always be there to meet and accompany people’s needs. 

 

 

Keywords : Campaign, Instant noodles, Supermi, Always there 
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ABSTRAK 

 

Saat ini mi instan sudah menjadi salah satu makanan instan yang paling banyak 

digemari. Akan tetapi, adanya pendemi Covid-19 secara langsung mengubah perilaku 

konsumen di tanah air, tidak terkecuali konsumen produk-produk makanan instan. 

Pada situasi pandemi Covid-19 konsumen lebih sering berada dirumah dan membuat 

kebutuhan pokok dan prioritas konsumen berubuah. Bahkan pada 2020 penjualan 

makanan isntan naik, salah satunya makanan instan yang mengalami kenaikan yaitu mi 

instan. Namun begitu, Supermi sebagai salah satu makanan instan juga terus berusaha 

beradaptasi dan membuat strategi untuk diterapkan dalam menjaga kelangsungan 

brand-nya. 

 

Pada Tugas Akhir ini, penulis focus pada produk Supermi selama masa new normal  

pandemi Covid-19. Pada masa pandemi Covid-19 banyak masyarakat yang mengalami 

kesulitan dan banyak juga bahan makanan yang mengalami kenaikan, oleh karena itu 

penulis tertarik merancang kampanye Supermi dengan tema “#SupermiforSuperYou” 

yaitu Supermi akan selalu ada untuk orang-orang hebat yang tetap bertahan dimasa 

pandemi Covid-19 sampai new normal. Diharapkan Supermi dapat memberikan 

edukasi dan inspirasi kepada masyarakat melalui kampanye #SupermiforSuperYou, 

karena Supermi akan selalu ada untuk memenuhi dan menemani masyarakat.  

 

 

Kata Kunci : Kampanye, Mi istan, Supermi, Selalu ada 
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