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PENERIMAAN FOLLOWERS MENGENAI BRAND IMAGE ZAAFER 

DALAM MEDIA SOSIAL TIKTOK @ZAAFERINDONESIA 

ACHMAD WIBI DERMAWAN 

 

 
ABSTRAK 

 
Penelitian ini dilakukan karena Zaafer Indonesia merupakan brand fashion 

muslim yang menonjol dan memiliki strategi branding yang kuat serta berbeda 

melalui media sosial TikTok. Tujuan penelitian ini untuk mengetahui dan 

menjelaskan resepsi followers terhadap brand image Zaafer Indonesia dalam akun 

media sosial TikTok @zaaferindonesia. Penelitian ini menggunakan pendekatan 

kualitatif deskriptif dengan paradigma konstruktivis. Metode pengumpulan data 

dilakukan melalui wawancara mendalam terhadap delapan informan yang 

merupakan followers akun TikTok @zaaferindonesia, serta didukung oleh 

observasi konten TikTok dan dokumentasi pendukung. Analisis data dilakukan 

dengan menggunakan teori encoding–decoding Stuart Hall untuk melihat posisi 

penerimaan khalayak. Hasil penelitian menunjukkan bahwa penerimaan followers 

mengenai brand image Zaafer Indonesia bersifat polisemik. Mayoritas informan 

berada pada posisi dominant-hegemonic, di mana mereka menerima makna brand 

image Zaafer sebagai fashion muslim yang modern, elegan, premium, dan relevan 

dengan gaya hidup anak muda sebagaimana yang dikodekan melalui konten 

TikTok. Sementara itu, sebagian informan berada pada posisi negotiated, yaitu 

menerima pesan utama brand namun melakukan penilaian tambahan berdasarkan 

pengalaman personal, konteks sosial, harga produk, serta representasi visual yang 

ditampilkan. Tidak ditemukan posisi oppositional dalam penelitian ini. Penelitian 

ini menunjukkan bahwa followers berperan sebagai khalayak aktif dalam 

memaknai brand image Zaafer Indonesia. Media sosial TikTok terbukti menjadi 

medium yang efektif dalam membangun pengenalan, reputasi, afinitas, dan domain 

brand image, meskipun penerimaan khalayak tetap dipengaruhi oleh latar belakang 

pengalaman dan nilai sosial masing-masing individu. 

 

 

Kata Kunci: Resepsi Khalayak, Brand Image, Fashion Muslim, TikTok, Zaafer 

Indonesia 
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FOLLOWERS RECEPTION OF ZAAFER’S BRAND IMAGE ON THE 

TIKTOK SOCIAL MEDIA PLATFORM @ZAAFERINDONESIA 

ACHMAD WIBI DERMAWAN 

 

 

ABSTRACT 

 

This study was conducted because Zaafer Indonesia is a prominent Muslim 

fashion brand with a strong and distinctive branding strategy implemented through 

the TikTok social media platform. The purpose of this study is to examine and 

explain followers’ reception of Zaafer Indonesia’s brand image on the TikTok 

account @zaaferindonesia. This research employs a descriptive qualitative 

approach with a constructivist paradigm. Data were collected through in-depth 

interviews with eight informants who are followers of the TikTok account 

@zaaferindonesia, supported by observations of TikTok content and relevant 

documentation. Data analysis was conducted using Stuart Hall’s encoding–

decoding theory to identify audience reception positions. The findings indicate that 

followers’ reception of Zaafer Indonesia’s brand image is polysemic. The majority 

of informants occupy the dominant-hegemonic position, in which they accept the 

brand image of Zaafer as a modern, elegant, premium Muslim fashion brand that 

is relevant to youth lifestyle, as encoded through TikTok content. Meanwhile, some 

informants are positioned in the negotiated position, accepting the core brand 

message while making additional evaluations based on personal experiences, 

social context, product pricing, and visual representation. No oppositional position 

was identified in this study. This research demonstrates that followers act as active 

audiences in interpreting Zaafer Indonesia’s brand image. TikTok has proven to be 

an effective medium for building brand recognition, reputation, affinity, and 

domain, although audience reception remains influenced by individual experiences 

and social values. 

   

 

Keyword: Audience Reception, Brand Image, Muslim Fashion, TikTok, Zaafer 

Indonesia 

 

 

 

 

 

 

 

 

 

 

 

http://lib.mercubuana.ac.id 
Menteng



 

x 

 

DAFTAR ISI 

 

HALAMAN SAMPUL ......................................................................................0 

HALAMAN JUDUL .........................................................................................i 

HALAMAN PERNYATAAN SENDIRI .........................................................ii 

HALAMAN SURAT KETERANGAN HASIL UJI TURNITIN..................iii 

HALAMAN PENGESAHAN ...........................................................................iv 

KATA PENGANTAR .......................................................................................v 

HALAMAN PERNYATAAN PERSETUJUAN PUBLIKASI ILMIAH DI 

REPOSITORI UMB .........................................................................................vii 

ABSTRAK .........................................................................................................viii 

ABSTRACT ........................................................................................................ix 

DAFTAR ISI ......................................................................................................x 

DAFTAR GAMBAR .........................................................................................xiii 

DAFTAR TABEL..............................................................................................xiv 

BAB I PENDAHULUAN ..................................................................................1 

1.1 Latar Belakang Penelitian ........................................................................1 

1.2 Fokus Penelitian  ......................................................................................8 

1.3 Tujuan Penelitian ......................................................................................8 

1.4 Manfaat Penelitian ....................................................................................8 

1.4.1 Manfaat Akademis .........................................................................8 

1.4.2 Manfaat Praktis ..............................................................................9 

BAB II TINJAUAN PUSTAKA .......................................................................10 

2.1 Penelitian Terdahulu.................................................................................10 

2.2 Kajian Teoritis ..........................................................................................19 

2.2.1 Komunikasi ....................................................................................19 

2.2.2 Komunikasi Pemasaran ..................................................................21 

2.2.3 New Media .....................................................................................22 

2.2.4 Media Sosial ..................................................................................24 

2.2.5 Tiktok .............................................................................................27 

2.2.6 Citra Merek ....................................................................................29 

http://lib.mercubuana.ac.id 
Menteng



 

xi 

 

2.2.7 Analisis Resepsi .............................................................................32 

2.2.8 Encoding  dan decoding  Stuart Hall .............................................33 

2.2.9.  Khalayak Aktif ..............................................................................35 

BAB III METODOLOGI PENELITIAN .......................................................38 

3.1 Paradigma Penelitian ................................................................................38 

3.2 Metode Penelitian  ....................................................................................39 

3.3 Subjek Penelitian ......................................................................................39 

3.4 Teknik Pengumpulan Data .......................................................................42 

3.4.1 Data Primer ....................................................................................42 

3.4.2 Data Sekunder ................................................................................43 

3.5 Teknik Analisis Data ................................................................................43 

3.6 Teknik Pemeriksaan Keabsahan Data ......................................................44 

BAB IV HASIL PENELITIAN DAN PEMBAHASAN .................................46 

4.1 Gambaran Umum Objek Penelitian .........................................................46 

4.1.1 Profil Akun Tiktok @zaaferindonesia ...........................................46 

4.1.2 Profil Merek Zaafer Indonesia .......................................................47 

4.1.3 Produk Zaafer Indonesia ................................................................48 

4.1.4 Profil Informan ..............................................................................50 

4.2 Hasil Penelitian.........................................................................................52 

4.2.1 Resepsi Followers Terhadap Recognition (Pengakuan) Brand Image 

Zaafer Indonesia ............................................................................53 

4.2.2 Resepsi Followers Terhadap Reputation (Reputasi) Brand Image 

Indonesia ........................................................................................65 

4.2.3 Resepsi Followers Terhadap Afinitas (Afinity) Brand Image 

Indonesia ........................................................................................74 

4.2.4 Resepsi Followers Terhadap Domain Brand Image Indonesia ......89 

4.3 Pembahasan ..............................................................................................104 

BAB V KESIMPULAN DAN SARAN ............................................................108 

5.1 Kesimpulan ...............................................................................................108 

5.2 Saran .........................................................................................................109 

5.2.1 Saran Akademis .............................................................................109 

http://lib.mercubuana.ac.id 
Menteng



 

xii 

 

5.2.1 Saran Praktis ..................................................................................110 

DAFTAR PUSTAKA ........................................................................................112 

LAMPIRAN 1 PADUAN WAWANCARA INFORMAN .............................116 

LAMPIRAN 2 TRANSKRIP WAWANCARA ..............................................118 

LAMPIRAN 3 DOKUMENTASI WAWANCARA .......................................141 

LAMPIRAN 4 CV .............................................................................................142 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

http://lib.mercubuana.ac.id 
Menteng



 

xiii 

 

 

DAFTAR GAMBAR 

 

Gambar 1.1 Akun Tiktok @zafeerindonesia.......................................................... 2 

Gambar 1.2 Konten Ramadhan pada Tiktok @zaaferindonesia ............................ 3 

Gambar 1.3 Konten Bukber pada Tiktok @zaaferindonesia ................................. 4 

Gambar 1.4 Pengguna Tiktok Terbanyak di dunia ................................................ 6 

Gambar 4.1 Akun Tiktok @zaaferindonesia......................................................... 46 

Gambar 4.2 Logo Merek Zaafer Indonesia ........................................................... 47 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

http://lib.mercubuana.ac.id 
Menteng



 

xiv 

 

 

DAFTAR TABEL 

Tabel 1.1 Kompetitor Zaafer Indonesia ................................................................. 4 

Tabel 2.1 Penelitian Terdahulu ............................................................................. 12 

Tabel 3.1 Data Informan ....................................................................................... 41 

Tabel 4.1 Resepsi Followers terhadap Recognition (Pengakuan) Brand Image 

Zaafer Indonesia .................................................................................................... 62 

Tabel 4.2 Resepsi Followers terhadap Reputation (Reputasi) Brand Image Zaafer 

Indonesia ............................................................................................................... 72 

Tabel 4. 3 Resepsi Followers terhadap afinitas (afinnity) Brand Image Zaafer 

Indonesia ............................................................................................................... 87 

Tabel 4.4 Resepsi Followers terhadap domain Brand Image Zaafer Indonesia .... 101 

 

 

 

 

 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

http://lib.mercubuana.ac.id 
Menteng




