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PERSEPSI GENERASI Z TERHADAP BRAND MYKONOS DALAM 
LIVE STREAMING “MARAPTHON: THE LAST TALE” PADA AKUN 

YOUTUBE @ybrap 

Rania Putri Humaira 
 
 

ABSTRAK 

Berdasarkan penelitian dalam tugas akhir berjudul Persepsi Generasi Z terhadap 
Promosi Brand Mykonos dalam Live Streaming “Marapthon: The Last Tale” 
pada Akun YouTube @ybrap, penelitian ini bertujuan untuk memahami dan 
menganalisis persepsi Generasi Z terhadap kehadiran dan aktivitas promosi 
Mykonos, khususnya produk Inception Extrait de Parfum, dalam segmen 
“MARAPTHON – THE LAST TALE DAY 21 Pt.3” pada 28 Februari 2026. 
Penelitian menggunakan pendekatan kualitatif dengan metode studi kasus. Data 
diperoleh melalui wawancara mendalam terhadap lima informan Generasi Z, 
observasi rekaman siaran, dan dokumentasi, dengan pemilihan informan 
menggunakan teknik purposive sampling. Analisis penelitian menggunakan 
Marketing Mix 4P yang meliputi product, price, place, dan promotion, serta 
empat indikator persepsi, yaitu perhatian, interpretasi, pengalaman, dan penilaian. 
Hasil penelitian menunjukkan bahwa promosi Mykonos berhasil menarik 
perhatian audiens melalui elemen visual dan kemunculan brand yang terintegrasi 
dengan alur siaran. Mayoritas informan menginterpretasikan kehadiran Mykonos 
sebagai kolaborasi organik yang sesuai dengan karakter komunitas AAAClan. 
Pengalaman audiens dan ikatan parasosial terhadap kreator turut memperkuat 
penerimaan terhadap brand. Pada tahap penilaian, seluruh informan menunjukkan 
perubahan persepsi yang lebih positif terhadap Mykonos, bahkan beberapa 
terdorong melakukan pembelian impulsif. Dengan demikian, persepsi Generasi Z 
terhadap promosi Mykonos dalam Marapthon secara keseluruhan bersifat positif, 
meskipun tetap terdapat pandangan kritis terhadap efektivitas media dan 
mekanisme promosi yang digunakan. 

Kata kunci: Persepsi, Generasi Z, Mykonos, Live Streaming, Marketing Mix 4P, 
Brand Integration. 
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GENERATION Z’S PERCEPTION OF THE MYKONOS BRAND IN THE 
“MARAPTHON: THE LAST TALE” LIVE STREAMING ON THE 

@ybrap YOUTUBE CHANNEL 

Rania Putri Humaira 

 

ABSTRACT 

Based on the research entitled “Generation Z’s Perception of Mykonos Brand 
Promotion in the Live Streaming ‘Marapthon: The Last Tale’ on the YouTube 
Account @ybrap,” this study aims to understand and analyze Generation Z’s 
perception of Mykonos brand presence and promotional activities, particularly the 
Inception Extrait de Parfum product, in the “MARAPTHON – THE LAST TALE 
DAY 21 Pt.3” segment broadcast on February 28, 2026. The study employs a 
qualitative approach using a case study method. Data were collected through 
in-depth interviews with five Generation Z informants, observation of the live 
streaming recording, and documentation, with informants selected through 
purposive sampling. The analysis applies the 4P Marketing Mix, consisting of 
product, price, place, and promotion, along with four perception indicators: 
attention, interpretation, experience, and evaluation. The findings indicate that 
Mykonos’s promotional activities successfully attracted audience attention 
through visual elements and brand appearances integrated into the livestream 
content. Most informants interpreted Mykonos’s presence as an organic 
collaboration that aligned with the characteristics of the AAAClan community. 
Audience experiences and parasocial relationships with the creator also 
strengthened acceptance of the brand. In the evaluation stage, all informants 
demonstrated a more positive perception of Mykonos, with some even being 
encouraged to make impulsive purchases. Overall, Generation Z’s perception of 
Mykonos’s promotion in Marapthon was positive, although critical perspectives 
regarding the effectiveness of the media and promotional mechanisms remained. 

Keywords: Perception, Generation Z, Mykonos, Live Streaming, Marketing Mix 
4P, Brand Integration. 
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