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RESEPSI FOLLOWERS INSTAGRAM @WARDABEAUTY PADA 

KONTEN KAMPANYE #TERUSKANLANGKAHBAIKMU 

BERSAMA PUTRI TANJUNG TENTANG CITRA BRAND 

 

AZZAHRA PUTRI MALIK 

ABSTRAK 
 

Penelitian ini bertujuan untuk menganalisis resepsi followers Instagram 

@wardahbeauty terhadap konten kampanye digital #TeruskanLangkahBaikmu 

bersama Putri Tanjung serta keterkaitannya dengan pembentukan citra brand 

Wardah. Variabel utama dalam penelitian ini adalah resepsi audiens terhadap 

pesan kampanye dan citra brand Wardah, di mana resepsi audiens dipahami 

melalui teori encoding–decoding Stuart Hall yang membagi posisi penerimaan 

audiens ke dalam tiga kategori, yaitu hegemonik dominan, negosiasi, dan oposisi, 

sedangkan citra brand dianalisis berdasarkan indikator strength of brand 

associations, favorability of brand associations, dan uniqueness of brand 

associations. Penelitian ini menggunakan paradigma konstruktivisme dengan 

pendekatan kualitatif deskriptif. Jumlah informan dalam penelitian ini adalah 13 

orang followers Instagram @wardahbeauty yang telah menonton dan memahami 

konten kampanye #TeruskanLangkahBaikmu bersama Putri Tanjung. Teknik 

pengambilan sampel yang digunakan adalah purposive sampling dengan kriteria 

informan aktif mengikuti akun @wardahbeauty dan memiliki ketertarikan 

terhadap isu pemberdayaan perempuan. Teknik pengumpulan data dilakukan 

melalui wawancara mendalam, observasi konten kampanye, dan studi literatur, 

sedangkan teknik analisis data menggunakan analisis resepsi dengan model 

encoding–decoding Stuart Hall. Keabsahan data diuji melalui triangulasi sumber. 

Hasil penelitian menunjukkan bahwa resepsi audiens terhadap pesan kampanye 

bersifat beragam. Pada pesan “Perempuan Punya Pilihan”, mayoritas informan 

berada pada posisi negosiasi, sedangkan pada pesan ajakan bagi perempuan yang 

memiliki privilege untuk membuka akses bagi perempuan lain, sebagian besar 

informan berada pada posisi hegemonik dominan. Secara keseluruhan, kampanye 

#TeruskanLangkahBaikmu dimaknai secara positif dan mampu memperkuat citra 

Wardah sebagai brand kosmetik halal yang peduli terhadap pemberdayaan 

perempuan dan isu sosial, meskipun terdapat perbedaan pemaknaan yang 

dipengaruhi oleh latar belakang sosial informan. 

 

Kata kunci: Analisis Resepsi, Encoding–Decoding, Kampanye Digital, Citra 

Brand. 
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RECEPTION OF @WARDAHBEAUTY INSTAGRAM FOLLOWERS 

ON THE #TERUSKANLANGKAHBAIKMU CAMPAIGN CONTENT 

FEATURING PUTRI TANJUNG REGARDING BRAND IMAGE 

 

AZZAHRA PUTRI MALIK 

ABSTRACT 
 

This study aims to analyze the reception of @wardahbeauty Instagram followers 

toward the #TeruskanLangkahBaikmu digital campaign featuring Putri Tanjung 

and its relation to the formation of Wardah’s brand image. The main variables 

examined in this study are audience reception toward campaign messages and 

Wardah’s brand image, where audience reception is analyzed using Stuart Hall’s 

encoding–decoding theory, which categorizes audience positions into dominant-

hegemonic, negotiated, and oppositional readings, while brand image is 

interpreted through the indicators of strength of brand associations, favorability 

of brand associations, and uniqueness of brand associations. This research 

adopts a constructivist paradigm with a qualitative descriptive approach. The 

sample consists of 13 followers of the @wardahbeauty Instagram account who 

have watched and understood the #TeruskanLangkahBaikmu campaign content. 

The sampling technique used is purposive sampling, with criteria including active 

followers of @wardahbeauty and individuals who show interest in women’s 

empowerment issues. Data were collected through in-depth interviews, content 

observation, and literature review, while data analysis was conducted using 

reception analysis based on Stuart Hall’s encoding–decoding model. Data 

validity was ensured through source triangulation. The findings reveal that 

audience reception toward the campaign messages varies across different 

positions. The message emphasizing that “Women Have Choices” was 

predominantly received in a negotiated position, in which informants generally 

accepted the message but adjusted its meaning according to their social realities. 

Meanwhile, the message encouraging women with social privilege to open access 

and opportunities for other women was mostly received in a dominant-hegemonic 

position. Overall, the #TeruskanLangkahBaikmu campaign is interpreted 

positively and is considered effective in strengthening Wardah’s image as a halal 

cosmetic brand that is socially responsible and supportive of women’s 

empowerment, although differences in interpretation remain influenced by the 

diverse social backgrounds of the audience. 

Keywords: Reception Analysis, Encoding-Decoding, Digital Campaign, Brand 

Image. 
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