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ABSTRAK 

 

Perkembangan zaman menghadirkan berbagai tantangan dan peluang bagi merek-

merek mewah sehingga kini mereka menawarkan affordable luxury. Di Indonesia, 

menargetkan kelas menengah, khususnya Gen Z, dapat menjadi peluang yang 

besar bagi merek-merek mewah untuk dapat bertahan dan terus berkembang. 

Penelitian ini bertujuan untuk mengetahui makna affordable luxury dan alasan 

Gen Z mengonsumsi affordable luxury. Metode kualitatif dengan desain penelitian 

studi kasus dilakukan untuk menggali, mendeskripsikan, dan memahami 

fenomena secara mendalam. Data diperoleh melalui hasil wawancara dan 

observasi pada konsumen Gen Z kelas menengah dan kelas menengah atas di 

Jakarta. Hasil penelitian menunjukkan bahwa Gen Z di Jakarta memahami 

affordable luxury sebagai merek mewah yang berkualitas namun memiliki produk 

dengan harga yang terjangkau sehingga dapat diakses oleh kalangan menengah ke 

atas. Motivasi Gen Z dalam mengonsumsi affordable luxury sampai pada 

kebutuhan self-esteem selain itu juga dibentuk oleh eksposur media digital, 

khususnya melalui iklan dan endorsement di platform seperti TikTok. Keinginan 

untuk diterima dalam kelompok lebih menonjol pada kelas menengah 

dibandingkan kelas menengah atas. Gen Z adalah digital natives yang kritis dan 

selektif dalam melakukan pertimbangan antara nilai fungsional dan nilai 

emosionalnya. 

 

Kata kunci: Motivasi konsumen, konsumsi, affordable luxury, Gen Z, Jakarta 
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ABSTRACT 

 

The evolution of time presents various challenges and opportunities for luxury 

brands, leading them to offer affordable luxury. In Indonesia, targeting the middle 

class, especially Gen Z, presents a significant opportunity for luxury brands to 

sustain and grow. This study aims to understand the meaning of affordable luxury 

and the reasons why Gen Z consumes it. A qualitative research method with a case 

study design was employed to explore, describe, and deeply understand the 

phenomenon. Data were collected through interviews and observations of middle-

class and upper-middle-class Gen Z consumers in Jakarta. The findings indicate 

that Gen Z in Jakarta perceives affordable luxury as high-quality luxury brands 

that offer products at more accessible prices, making them attainable for the 

upper-middle class. Gen Z's motivation to consume affordable luxury is driven by 

self-esteem needs and influenced by exposure to digital media, particularly 

advertisements and endorsements on platforms like TikTok. The desire to be 

accepted within a group is more prominent among the middle class compared to 

the upper-middle class. As digital natives, Gen Z is critical and selective in 

weighing both functional and emotional value before making a purchase. 

 

Keywords: Consumer motivation, consumption, affordable luxury, Gen Z, Jakarta 
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