














Re-Zine-Cle



Re/Zine/Cle
Re-Zine-Cle is a zine-making workshop 
using a reflective method to understand a 
community's current and future 
neighborhood, and to be use as co-design 
method. Using recycled materials, 
participants and Berimajinaria challenge 
assumptions through sustainable action.





Kampung Storytelling: 
A Speculative Co-Design

A co-design workshop in Cipadu, 
Indonesia, an urban village who faces 
socio-ecological challenges. This 
workshop is using reflective drawing to 
enable the residents to speculate the 
future of their preferred 
neighbourhood.



Kampung 2050: 
A Universe of Possibilities

An intervention that is made as the 
continuation of the co-design 
workshop, to retell their story using 
speculative narrative. This project 
aim to generate conversation and 
more collaboration with the 
experts to validate the citizens 
dream in achieving their 
sustainable neighbourhood.















More informed about mental health, more resilient, able to provide a support system, show greater empathy, actively contribute and share 
knowledge about mental health. Enhancing well-being and positive emotions, leading to a happier, more empowered, and meaningful life.

Brand Impact

Brand Promise

Semua #PantasBahagia

For a Mentally Healthy and Happy Indonesia from Sabang to Merauke. 
BECAUSE every individual is valuable, deserves happiness, and deserves to be empowered.

Brand Message

Communication Pillar
Empowerment Advocacy Guidance & Support

The Guide

Brand Persona



A Healthy Mind

A better conflict 
resolution

Sehat Jiwa as a 
guide

Good relationship makes 
everyone happy

🧠🧘

🤝😊 🤔

󰳓

BIG IDEA

Sehat Jiwa as The 
Guide for Everyone

https://emojipedia.org/brain/


Visual Moodboard

As The Guide, Sehat Jiwa embodies confidence and earns people’s trust, making its positive and 

happy energy easy to spread. This visual route uses dominant blue tones, bold shapes to reflect 

confidence, and clean negative space layouts to support clear typography.





































61,4%
Ingin menjaga 
kesehatan agar 
tetap sehat dan 

produktif

29,6%
Belum menjaga 
kesehatan karena 
kurangnya 
informasi dan 
waktu 
berolahraga

85%
Ingin tetap sehat agar 
tetap produktif

100%
Kesehatan adalah 
investasi

TINGGINYA TINGKAT KESADARAN
AKAN KESEHATAN

90,5%
Memiliki BPJS

52,4%
Memiliki Askes dari 
Kantor

71,5%
Belum memiliki 
karena berbagai 

alasan***

88% sadar 
pentingnya 
asuransi 
kesehatan 
swasta, namun 28,5%

Sudah 
memiliki

TINGGINYA PELUANG 
MEMASARKAN ASURANSI 

KESEHATAN

Kesadaran Kesehatan Asuransi Kesehatan













Research shows that habits can form in just 21 days—but 

during the pandemic, maintaining a regular exercise 

routine became a challenge for many.

Started off with a manifesto video to bring 

awareness of the campaign.

Campaign Video #21DaysWorkoutChallenge - Activation

To address this, we collaborated with #PertemananSehat, a 

Jakarta-based sports community, to launch a 21−day online workout 

challenge for the audiences of @astralifeid and @pertemanansehat.

http://www.youtube.com/watch?v=uqbznif7VZ4
http://www.youtube.com/watch?v=-HdBPJfeTMg


Vaccination CSR

To encourage healthy actions during the 

pandemic, Astra Life launched a CSR campaign 

focused on accelerating COVID-19 

vaccinations for the elderly, in support of the 

government's national program. 

The initiative began with a double donation 

campaign in partnership with Kitabisa and 

collaborated with Kill Covid-19 as the facilitator 

for administering Sinovac vaccinations.



Social Media



Impact & Achievement

Result

12.67%
Cost Efficiency
From initial expected cost

334%
Impression Achieved
73,528,297 achieved throughout 
the campaign

1st Winner External Communication Initiatives 
Astra Communication Aair Award







In a highly competitive fever relief market, KoolFever 

needs to craft a story that resonates more deeply 

with its core audience which is parents, especially 

mothers, who make careful decisions when 

choosing medical products for their children.

According to Top Brand 
Indonesia 2025

Research & Analysis

Fever in children often triggers anxiety among mothers, 
yet they continue to show up and care for their lile ones 
with strength and composure.

That’s why having reliable first aid support becomes 
essential to conquer this situation.



Target Audience

Mothers and parents who are 
decision makers in the family.

󰏙 Indonesian, mostly living in 
urban to suburban area.

monthly to weekly grocery 

at the grocery store or 

e-commerce.

🛒Shopping behaviour:

Full-time parents who are not 

working, working from home to 

working from offices.

💼 Occupation:







Creative Output

Video manifesto, video cutdowns, jingle, and social media content are the creative 

outputs to support the communication message.

http://www.youtube.com/watch?v=_l-FZyWJxoI


Impact

There is a significant search peak after the video 
campaign was released in December 2023, and 
the keyword ‘KoolFever’ is competitive 
throughout the year when it is compared by its 
main competitor.

 It is proven the effectiveness of the new 

communication and the campaign 

ecosystem to boost brand recall 

throughout the year.





Medium

Research Collaboration with ACE-YS

*Click the links to see

https://medium.com/@sashasafarina
https://www.linkedin.com/posts/ace-ys_ace-ys-creative-catalyst-2024-insights-report-activity-7305175952551002113-JZW3?utm_source=share&utm_medium=member_desktop&rcm=ACoAACMqlyUB9H2VmJYmEoSirWMeyXaFmCrwkOw



