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ANALISIS RESEPSI KHALAYAK GEN Z PADA KAMPANYE “OH MY
GOOD! IT’S INDOMIE” DI AKUN INSTAGRAM @INDOMIE

Diandra Risty

ABSTRAK

Perkembangan media sosial sebagai ruang komunikasi pemasaran mendorong
perusahaan untuk merancang strategi marketing public relations melalui kampanye
yang adaptif terhadap karakter khalayak, khususnya Generasi Z yang dikenal aktif
dan kritis dalam memaknai pesan media. Indomie sebagai merek mi instan lokal
yang telah menembus pasar global meluncurkan kampanye “Oh My Good! It’s
Indomie” di Instagram dengan menggandeng Newjeans sebagai bagian dari strategi
marketing public relations. Kampanye tersebut menghasilkan keterlibatan khalayak
yang memunculkan beragam sudut pandang dalam memaknai pesan yang
disampaikan, sehingga mendorong peneliti untuk mengkajinya melalui perspektif
analisis resepsi khalayak. Penelitian ini bertujuan untuk mendeskripsikan
bagaimana resepsi khalayak Generasi Z terhadap kampanye “Oh My Good! It’s
Indomie” yang ditayangkan melalui akun Instagram @indomie. Objek penelitian
ini adalah konten kampanye “Oh My Good! It’s Indomie” yang disebarluaskan
melalui akun Instagram @Indomie, dengan subjek penelitian berupa khalayak
Generasi Z yang telah terpapar kampanye tersebut. Penelitian ini didasarkan pada
kajian teoritis encoding—decoding Stuart Hall dengan konsep Marketing Public
Relations, konsep kampanye, nilai-nilai anak muda. Penelitian ini menggunakan
paradigma konstruktivis dengan pendekatan kualitatif deskriptif. Metode analisis
data yang digunakan adalah analisis resepsi Stuart Hall dengan mengelompokkan
pemaknaan informan ke dalam tiga posisi, yaitu dominant hegemonic, negotiated
reading, dan oppositional reading. Teknik pengumpulan data dilakukan melalui
wawancara mendalam terhadap delapan informan Generasi Z. Hasil penelitian
menunjukkan bahwa mayoritas informan berada pada posisi dominant hegemonic,
di mana pesan kampanye dimaknai sejalan dengan tujuan Indomie untuk
membangun citra merek yang positif, global, serta merepresentasikan nilai-nilai
anak muda yang idealisme, kemandirian, kolektivitas, dan inovatif. Ditemukan pula
posisi negotiated dan oppositional, terutama terkait pemilihan figur brand
ambassador dan pertimbangan identitas merek nasional. Kesimpulannya,
kampanye “Oh My Good! It’s Indomie” diterima secara dominan oleh khalayak
Generasi Z, meskipun tetap memunculkan ruang negosiasi dan oposisi.

Kata Kunci: Analisis Resepsi, Generasi Z, Kampanye "Oh My Good! It's
Indomie", Marketing Public Relations, Instagram
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Reception Analysis of Generation Z Audiences Toward the ""Oh My Good! Its's
Indomie'" Campaign on Instagram Account @indomie

Diandra Risty

ABSTRACT

The development of social media as a space for marketing communication has
encouraged companies to design marketing public relations strategies through
campaigns that are adaptive to audience characteristics, particularly Generation
Z, who are known to be active and critical in interpreting media messages. Indomie,
a local instant noodle brand that has successfully entered the global market,
launched the “Oh My Good! It's Indomie” campaign on Instagram by collaborating
with NewJeans as part of its marketing public relations strategy. The campaign
generated audience engagement that produced diverse perspectives in interpreting
the conveyed messages, thereby motivating the researcher to examine it through the
perspective of audience reception analysis. This study aims to describe how
Generation Z audiences receive the “Oh My Good! It’s Indomie” campaign
broadcast through the @indomie Instagram account. The object of this research is
the “Oh My Good! It’s Indomie” campaign content disseminated through the
@Indomie Instagram account, with the research subjects being Generation Z
audiences who have been exposed to the campaign. This research is grounded in
the theoretical framework of Stuart Halls encoding—decoding, along with the
concepts of Marketing Public Relations, campaigns, and youth values. The study
employs a constructivist paradigm with a descriptive qualitative approach. The
data analysis method used is Stuart Halls reception analysis by categorizing
informants’ interpretations into three positions: dominant hegemonic, negotiated
reading, and oppositional reading. Data collection was conducted through in-depth
interviews with eight Generation Z informants. The results show that the majority
of informants are positioned in the dominant hegemonic reading, in which the
campaign messages are interpreted in line with Indomies objectives to build a
positive and global brand image while representing youth values of idealism,
independence, collectivity, and innovation. Negotiated and oppositional positions
were also identified, particularly regarding the selection of the brand ambassador
and considerations of national brand identity. In conclusion, the “Oh My Good! It's
Indomie” campaign is dominantly received by Generation Z audiences, although it
continues to generate spaces for negotiation and opposition.

Keywords: Reception Analysis, Generation Z, “Oh My Good! It’s Indomie”
Campaign, Marketing Public Relations, Instagram.
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