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ANALISIS RESEPSI KONSUMEN GEN Z TERKAIT KONTEN 
DE-INFLUENCING FASHION @FAARSYAZZ DI TIKTOK 

 (Ammara Ghania Aqila Humayra) 
 

ABSTRAK 
 
Strategi pemasaran fashion menggunakan influencer berlebih akibat dorongan isu 
fast fashion menimbulkan dampak overconsumption. Kini, influencer mulai 
menyuarakan perlawanan untuk mendorong pembelian yang lebih bertanggung 
jawab dengan membuat konten de-influencing, salah satunya @faarsyazz. Tren 
konten de-influencing ramai ditonton oleh kalangan Generasi Z perempuan sebagai 
target utama dari kebanyakan merek fashion Indonesia. Tujuan Penelitian ini adalah 
untuk memahami bagaimana pemaknaan konsumen Generasi Z perempuan yang 
beragam terhadap konten de-influencing fashion milik @faarsyazz di TikTok. 
Penelitian ini menggunakan pendekatan kualitatif eksploratif yang dianalisis 
dengan teori resepsi milik Stuart Hall (2018) menggunakan teknik wawancara. 
Keenam informan mengemukakan bahwa pemaknaan mereka terbagi dalam posisi 
dominant-hegemonic, negotiated dan oppositional. Informan dengan posisi 
dominant-hegemonic menerima keseluruhan pesan karena kesesuaian nilai dan 
pengalaman pribadi. Mereka yang berada pada posisi negotiated menyetujui 
sebagian pesan, tetapi menyesuaikannya dengan preferensi gaya, nilai keagamaan, 
lingkungan ekonomi, dan pandangan mengenai konstruksi sosial. Sementara itu, 
posisi oppositional muncul karena informan menolak implementasi pesan pada 
kehidupan pribadi akibat faktor gaya hidup, kebutuhan personal, serta ketertarikan 
terhadap tren dan fashion items tertentu. Hasil penelitian menunjukkan bahwa 
konten de-influencing fashion mampu membangun kesadaran sebagian besar 
informan terkait isu keberlanjutan dan mendorong perubahan perilaku konsumsi 
yang lebih selektif. 
 

Kata kunci: de-influencing, fast fashion, influencer marketing, konsumsi berlebih, 
media sosial 
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RECEPTION ANALYSIS OF GEN Z CONSUMERS REGARDING 
@FAARSYAZZ'S DE-INFLUENCING FASHION CONTENT ON 

TIKTOK 
(Ammara Ghania Aqila Humayra) 

 
ABSTRACT 

 
The prevalence of influencer-driven marketing strategies within the context of the 
fast fashion paradigm has been a catalyst for overconsumption. Contemporary 
social media influencers have initiated a discourse against this tren, promoting 
more conscientious purchasing through the medium of de-influencing content, a 
notable example being @faarsyazz. The practice of de-influencing content has 
gained significant popularity among Generation Z women, who constitute the 
primary target demographic for the majority of Indonesian fashion brands. This 
study seeks to examine how Generation Z women interpret the diverse meanings of 
the fashion de-influencing content disseminated on TikTok by @faarsyazz. This 
study employs an exploratory qualitative approach, analyzed using Stuart Hall's 
(2018) reception theory through interview techniques. According to the six 
informants, the interpretations were classified as dominant-hegemonic, negotiated, 
and oppositional. Informants in the dominant-hegemonic position accepted the 
entire message due to alignment with personal values and experiences. Those in the 
negotiated position expressed agreement with part of the message but adapted it to 
personal style preferences, religious values, economic environment, and views on 
social construction. Conversely, an oppositional stance surfaced as informants 
repudiated the integration of messages within their personal lives, citing lifestyle 
factors, individual necessities, and a interest in specific trens and fashion items as 
the underlying causes. The findings of the research suggest that the practice of de-
influencing fashion content has the potential to enhance awareness among a 
significant proportion of informants concerning sustainability issues and to 
promote more selective consumption patterns. 
 

Keywords: de-influencing, fast fashion, influencer marketing, overconsumption, 
social media 
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