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ABSTRAK 

 

Perkembangan media sosial telah mengubah lanskap kerja kreatif, terutama 
bagi Konten Kreator (content creator) lifestyle di Indonesia. Di balik peluang 
ekonomi digital yang terus tumbuh, fenomena eksploitasi kerja digital menjadi 
tantangan nyata. Para kreator tidak hanya berhadapan dengan tekanan algoritma 
dan tuntutan agensi, tetapi juga sistem kompensasi yang tidak proporsional dengan 
beban kerja. Nilai kreativitas personal sering kali dikompromikan demi memenuhi 
standar komersial, menandakan adanya relasi kuasa yang timpang antara kreator, 
agensi, dan platform. Penelitian ini bertujuan untuk memahami bagaimana konten 
kreator lifestyle memaknai praktik kerja digital yang mengandung elemen koersi, 
apropriasi, dan alienasi, serta bagaimana mereka merespons tekanan tersebut. 

Penelitian ini menggunakan pendekatan kualitatif dengan metode 
fenomenologi kritis. Data dikumpulkan melalui wawancara mendalam terhadap 
lima kreator aktif di Instagram dan TikTok, serta satu triangulator dari pihak agensi. 
Analisis data dilakukan menggunakan model Miles dan Huberman. Hasil penelitian 
menunjukkan bahwa bentuk eksploitasi terjadi dalam tiga dimensi yaitu 
ketergantungan terhadap algoritma, ketidakseimbangan pembagian keuntungan, 
dan lemahnya posisi tawar kreator dalam kerja sama komersial. Para kreator merasa 
kehilangan kendali kreatif dan menerima kompensasi di bawah standar. Meski 
demikian, mereka merespons dengan strategi adaptif untuk mempertahankan 
eksistensi. Hasil ini memperkuat pentingnya perlindungan terhadap pekerja digital 
dalam ekosistem ekonomi kreatif. 
 
Kata kunci: eksploitasi digital, konten kreator, sosial media, agensi digital, 
fenomenologi kritis. 
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ABSTRACT 

 

 
The development of social media transformed the creative work landscape, 
particularly for lifestyle content creators in Indonesia. Despite the growing 
opportunities in the digital economy, the phenomenon of digital labor exploitation 
presented a real challenge. Creators faced not only algorithmic pressure and 
agency demands, but also a compensation system that was disproportionate to their 
workload. Personal creativity was often compromised to meet commercial 
standards, indicating an unequal power relationship between creators, agencies, 
and platforms. This study aimed to understand how lifestyle content creators 
interpreted digital work practices that contained elements of coercion, 
appropriation, and alienation, and how they responded to these pressures. 
This study used a qualitative approach with critical phenomenology. Data were 
collected through in-depth interviews with five active creators on Instagram and 
TikTok, as well as one triangulator from a digital agency. Data analysis was 
conducted using the Miles and Huberman model. The results showed that 
exploitation occurred in three dimensions: dependence on algorithms, unequal 
profit sharing, and weak bargaining power of creators in commercial partnerships. 
Creators felt a loss of creative control and received substandard compensation. 
Nevertheless, they responded with adaptive strategies to maintain their existence. 
These findings reinforced the importance of protecting digital workers in the 
creative economy ecosystem. 
 
Keywords: digital exploitation, content creators, social media, digital agencies, 
critical phenomenology. 
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