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RESEPSI KHALAYAK KONSUMEN TERHADAP KEMASAN 

CO-BRANDING CHITATO RASA INDOMIE GORENG 

Dita Kamilah 

  

ABSTRAK 

Penelitian ini dilatarbelakangi oleh sebuah unggahan tweet Axton Salim, 

seorang Direktur PT. Indofood di akun Twitter sosial media miliknya. 

Unggahan yang menampilkan sebuah gambar kemasan Chitato rasa 

Indomie Goreng dilengkapi sebuah caption yang bertuliskan ““New 

limited ed @indomie x @chitato out of factory for my bday. Teased much? 

:) Coming to a store near you real soon”. Unggahan tersebut mendapat 

tanggapan dari khalayak konsumen yang melihatnya, sehingga berita 

mengenai Chitato melakukan co-branding dengan Indomie Goreng viral 

dan hits menjadi bahan perbincangan di sosial media. Penelitian ini 

bertujuan untuk mengetahui resepsi dari khalayak konsumen terhadap 

produk Chitato rasa Indomie Goreng dan memahami wacana sosial dan 

media berperan dalam pemaknaan khalayak konsumen terhadap produk 

terbaru Chitato rasa Indomie Goreng. Menggunakan pendekatan studi 

resepsi dengan teknik pengumpulan data melalui FGD (Focus Group 

Discussion) dan penelusuran dokumen. Peneliti menemukan bahwa 

kejadian viral mengenai kemasan Chitato rasa Indomie Goreng di sosial 

media dimaknai sama oleh khalayak konsumen, sehingga mereka 

meresepsi secara dominant code. Dan dalam hal ini wacana media dan 

wacana sosial sangat berperan dalam mempengaruhi resepsi khalayak 

konsumen dalam memaknai pesan. 

 

Kata Kunci: Studi Resepsi, Khalayak Konsumen, Kemasan, Co-branding 

*Peminatan Komunikasi Pemasaran, Jurusan Ilmu Komunikasi, Fakultas 
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CONSUMER RECEPTION TOWARDS THE CO-BRANDING 

PACKAGING OF CHITATO'S INDOMIE GORENG VARIANT 

Dita Kamilah 

  

ABSTRACT 

It was triggered from a single post on twitter from Axton Salim, one of a 

Director on PT. Indofood. The posted picture was a package of Chitato in 

Indomie Goreng Flavor with added caption “New limited ed @indomie x 

@chitato out of factory for my bday. Teased much? :) Coming to a store 

near you real soon”. This post was tremendeously going viral on media 

and the co-branding between Chitato and Indomie became the most 

discussed topic on twitter and other social medias. The purpose of this 

research is to discover the consumer reception towards a brand new 

Chitato in Indomie Goreng variant, and also to comprehend the role of 

social and media discourses in influencing this consumer reception. FGD 

(Focus Group Discussion) and previous documents research were utilized 

as data collecting methods on this approaching reception study. The viral 

news about Chitato in Indomie Goreng variant was being noticed as a 

dominant code by the consumer reseption. Furthermore, it was shown that 

social and media discourses had a great influence towards the public 

consumer reception in interpreting message. 

 

Key words: Reception study, public consumer, packaging, Co-branding 
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