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ANALISIS MEANING TRANSFER PADA KAMPANYE "LUSHLIFE" GLAD2GLOW 

Nama Peneliti: Belvina Rheasita Siregar 

NIM: 1211003113 

ABSTRAK 

Campaign "Lushlife" Glad2Glow di TikTok menghadirkan fenomena menarik dalam 

praktik multiple celebrity endorsement, brand ini menggandeng tiga pemain serial Asmara Gen 

Z sekaligus untuk mempromosikan produknya. Namun, alih-alih membahas produk, audiens 

justru lebih dominan memperbincangkan figur endorser dan relasi antarpemain di kolom 

komentar, menandakan proses pemaknaan campaign ini bersifat multitafsir. Penelitian ini 

menelusuri proses meaning transfer pada campaign tersebut melalui multiple celebrity 

endorsement, menggunakan paradigma konstruktivis, pendekatan kualitatif, dan metode studi 

kasus. Penelitian ini menelaah bagaimana makna "Lushlife" melekat pada citra endorser, 

ditransfer melalui strategi konten campaign, lalu dimaknai oleh audiens Generasi Z dengan 

tingkat kedekatan berbeda terhadap endorser. Data diperoleh melalui observasi, wawancara 

kepada lima informan (tim internal Glad2Glow, tiga audiens Generasi Z dengan variasi 

kedekatan terhadap endorser, dan satu triangulator ahli komunikasi digital), serta dokumentasi. 

Hasil penelitian menunjukkan makna yang melekat pada endorser terbentuk dari kombinasi 

citra individual dan chemistry kolektif dari serial yang sama, kemudian berhasil ditransfer 

melalui konten yang seragam namun fleksibel. Meski demikian, penerimaan makna oleh 

audiens tidak seragam: pada audiens dekat dengan endorser, makna berlanjut hingga 

pengenalan produk; pada sebagian lainnya, makna berhenti pada relasi personal dengan 

endorser; sementara pada audiens yang berjarak, makna hanya meninggalkan jejak familiaritas 

brand. Temuan ini menegaskan bahwa proses transfer makna pada campaign digital berbasis 

multiple celebrity endorsement bersifat dinamis dan dipengaruhi kedekatan audiens dengan 

endorser. 

 

Kata Kunci: meaning transfer, celebrity endorsement, TikTok, Generasi Z, Glad2Glow 
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An Analysis of Meaning Transfer in Glad2Glow’s “Lushlife” Campaign 

Nama Peneliti: Belvina Rheasita Siregar 

NIM: 1211003113 

ABSTRACT 

Glad2Glow's "Lushlife" campaign on TikTok presents an interesting phenomenon in 

multiple celebrity endorsement practice, the brand enlisted three cast members of the Asmara 

Gen Z series to promote its products. However, instead of discussing the products, audiences 

predominantly discussed the endorsers and their on-screen relationships in the comment 

section, indicating that the meaning-making process of this campaign is multi-interpretive. This 

study explores the process of meaning transfer in the campaign through multiple celebrity 

endorsement, adopting a constructivist paradigm, a qualitative approach, and a case study 

method. This study examines how the meaning of "Lushlife" is embedded in the endorsers' 

images, transferred through the campaign's content strategy, and interpreted by Generation Z 

audiences with varying levels of proximity to the endorsers. Data were collected through 

observation, interviews with five informants (Glad2Glow's internal team, three Generation Z 

audience members with varying proximity to the endorsers, and one expert triangulator in 

digital communication), and documentation. The findings indicate that the meanings associated 

with the endorsers are formed through a combination of diverse individual images and 

collective chemistry derived from the same series, which are then transferred through a 

consistent yet flexible content strategy. However, meaning reception among audiences is not 

uniform: for those closely connected to the endorsers, meaning extends to product awareness; 

for others, it remains at the level of personal relationship with the endorsers; while among 

more distant audiences, meaning tends to terminate earlier, leaving only a sense of brand 

familiarity. These findings affirm that the meaning transfer process in digital campaigns 

employing multiple celebrity endorsement is dynamic and strongly influenced by audience 

proximity to the endorsers. 

 

Keywords: meaning transfer, celebrity endorsement, TikTok, Generation Z, Glad2Glow 
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