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PENGARUH PESAN KAMPANYE STOP SEXUAL VIOLENCE
THE BODY SHOP INDONESIA TERHADAP PERUBAHAN
SIKAP GENERASI Z

FERICH LIDWINO

ABSTRAK

Saat ini konsumen cenderung mendukung produk atau jasa dari organisasi yang
sejalan dengan nilai mereka. Banyak merek mulai bergerak dengan Brand
Activism melalui isu spesifik yang mampu mempengaruhi sikap. Seperti The
Body Shop Indonesia yang merupakan Brand Activist pertama yang berani
memperjuangkan nilai dan kepercayaannya kepada publik dengan kampanye Stop
Sexual Violence. Sikap masyarakat yang peduli akan isu kekerasan seksual
menjadi hal yang baik untuk mendukung menciptakan lingkungan aman bagi
perempuan dalam berekspresi. Peneliti menggunakan pendekatan kuantitatif pra-
eksperimental dengan one-group pretest-posttest design. Penelitian bertujuan
untuk mengetahui pengaruh pesan kampanye terhadap perubahan sikap, dengan
sampel penelitian generasi Z karena dianggap cukup peduli terhadap isu-isu sosial
serta mengetahui atau mengikuti perkembangan mengenai kampanye The Body
Shop Indonesia, dan tinggal di Indonesia. Penelitian akan menggunakan teknik
penarikan sampel non-probability sampling yaitu purposive sampling. Penelitian
menggunakan teori S-R, konsep pesan kampanye, dan konsep sikap. Analisis data
menggunakan uji normalitas, uji hipotesis, uji univariat, uji wilcoxon, dan uji
regresi linear berganda. Hasil penelitian, HO ditolak dan Ha diterima yang
membuat ada hubungan sebab akibat antar variabel yaitu pesan kampanye Stop
Sexual Violence berpengaruh besar terhadap perubahan sikap generasi Z sebesar
51,5 % selebihnya 48,5% dari variabel lain diluar penelitian ini dan terdapat
hubungan kuat antar variabel melalui uji korelasi sebesar 71,8%.

Kata kunci: Brand activism, Pesan kampanye, Perubahan sikap
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THE INFLUENCE OF THE STOP SEXUAL VIOLENCE
CAMPAIGN MESSAGES BY THE BODY SHOP INDONESIA ON
THE ATTITUDE CHANGE OF GENERATION Z

FERICH LIDWINO

ABSTRACT (English)

Currently, consumers tend to support products or services from organizations that
align with their values. Many brands are engaging in Brand Activism by
addressing specific issues that can influence attitudes. For instance, The Body
Shop Indonesia is a pioneering Brand Activist that boldly advocates its values and
beliefs to the public with the Stop Sexual Violence campaign. Public concern
about sexual violence is a positive factor in creating a safe environment for
women to express themselves. The researcher employs a quantitative pre-
experimental approach with a one-group pretest-posttest design. The study aims
to determine the impact of campaign messages on attitude change, focusing on
Generation Z as the sample, due to their significant concern for social issues and
familiarity with The Body Shop Indonesia’s campaign, residing in Indonesia. The
research uses non-probability sampling, specifically purposive sampling. The
study applies the S-R theory, campaign message concept, and attitude concept.
Data analysis includes normality test, hypothesis test, univariate test, Wilcoxon
test, and multiple linear regression analysis. The results indicate that HO is
rejected and Ha is accepted, demonstrating a causal relationship between the
variables; the Stop Sexual Violence campaign message influences attitude change
in Generation Z by 51.5%, with the remaining 48.5% influenced by other
variables outside this study. There is also a strong correlation between the
variables, with a correlation test result of 71.8%.

Keywords: Brand activism, Campaign messages, Attitude change
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