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ANALISIS PERSEPSI KHALAYAK MELALUI KONTEN 

“DISCOVER THE UNSEEN POWER” (STUDI KASUS 

INSTAGRAM @MAKEOVERID) 

ABSTRAK 

Persepsi merupakan proses individu dalam menerima, mengolah, dan menafsirkan 

rangsangan dari lingkungan yang memungkinkannya memahami suatu fenomena. 

Penelitian ini mengkaji persepsi khalayak terhadap konten kampanye “Discover 

the Unseen Power” di Instagram @makeoverid dengan metode kualitatif dan 

pendekatan studi kasus. Hasil penelitian menunjukkan bahwa konten ini berhasil 

menarik perhatian khalayak melalui tiga tahapan persepsi Deddy Mulyana: 

sensasi, atensi, dan interpretasi. Persepsi ini terbentuk melalui visual dan audio 

yang memukau, mendorong audiens untuk lebih percaya diri dan menghargai 

keberagaman. Selain itu, konten ini secara tegas menentang dan mematahkan 

standar kecantikan tradisional di Indonesia, memperkuat narasi kecantikan yang 

lebih inklusif. Konten kampanye ini juga memenuhi lima dimensi konten menurut 

Moritz: original, update, relevant, simple, dan call to action. Inovasi dalam 

storytelling dan visual, serta relevansi dengan isu-isu sosial terkini, membuat 

konten ini efektif menjangkau target audiens. Pesan yang disampaikan secara jelas 

dan sederhana, ditambah dengan call to action yang persuasif, berhasil mendorong 

partisipasi aktif sekaligus memperkuat inklusivitas dalam pesan yang dibawa.  

 

Kata Kunci: Persepsi Khalayak, Instagram, Dimensi Konten, Standar Kecantikan 
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AUDIENCE PERCEPTION ANALYSIS THROUGH THE 

CONTENT OF “DISCOVER THE UNSEEN POWER” (CASE 

STUDY OF INSTAGRAM @makeoverid) 

ABSTRACT 

Perception is the process by which individuals receive, process, and interpret 

stimuli from their environment, enabling them to understand a phenomenon. This 

study examines audience perceptions of the “Discover the Unseen Power” 

campaign content on Instagram @makeoverid using qualitative methods with a 

case study approach. The findings indicate that this content successfully captured 

the audience's attention through Deddy Mulyana's three stages of perception: 

sensation, attention, and interpretation. This perception was shaped by 

captivating visuals and audio, encouraging the audience to be more confident and 

appreciative of diversity. Additionally, the content explicitly challenges and breaks 

down traditional beauty standards in Indonesia, reinforcing a more inclusive 

beauty narrative. The campaign content also meets Moritz's five content 

dimensions: original, updated, relevant, simple, and call to action. Innovations in 

storytelling and visuals, along with relevance to current social issues, make this 

content effective in reaching its target audience. The message, delivered clearly 

and simply, along with a persuasive call to action, successfully drives active 

participation while reinforcing inclusivity in its conveyed message. 

 

Keywords: Audience Perceptions, Instagram, Content Dimensions, Beauty 

Standards 
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