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ABSTRAK

Universitas Islam “45” Bekasi

Program Studi IImu Komunikasi
Fakultas Komunikasi, Sastra, dan Bahasa
2026

Dinda Sakura Ali / 41182037220012

“Brand Awareness Uji Kelayakan Kosmetik di Kalangan Gen Z”
Di bawah bimbingan Ibu Siti Khadijah, M.Si

(19 Halaman Proposal + X Romawi), (9 Lampiran)

Penelitian ini membahas fenomena produk kosmetik viral di media sosial dan
bagaimana hal tersebut memengaruhi brand awareness serta pertimbangan uji kelayakan
di kalangan Generasi Z. Brand awareness dipahami sebagai kemampuan konsumen
mengenali dan mengingat merek dalam kategori produk tertentu, sedangkan uji kelayakan
merupakan penilaian menyeluruh terhadap suatu produk dari aspek pasar, teknis,
manajemen, hukum, dan keuangan untuk menentukan layak tidaknya produk dijalankan.
Generasi Z sebagai kelompok yang tumbuh di era digital memiliki pola konsumsi
informasi yang cepat, dipengaruhi tren konten, ulasan pengguna, serta intensitas eksposur
di platform digital. Penelitian ini menggunakan pendekatan kualitatif dengan metode
deskriptif, bertujuan menggali secara mendalam pengalaman, pandangan, dan pemaknaan
Generasi Z terhadap brand awareness dan uji kelayakan produk kosmetik viral. Data
dikumpulkan melalui observasi, wawancara, dan dokumentasi, kemudian dianalisis
secara induktif untuk memperoleh pemahaman holistik mengenai faktor-faktor yang
membentuk kesadaran merek, kepercayaan, serta pertimbangan kelayakan sebelum
melakukan keputusan pembelian. Hasil penelitian menunjukkan bahwa brand awareness
Gen Z terbentuk sangat cepat hingga mencapai tahap top of mind akibat intensitas paparan
algoritma TikTok, promosi influencer, dan harga murah. Namun, tingginya brand
awareness ini tidak berbanding lurus dengan kesadaran awal terhadap aspek keamanan
produk, di mana logo BPOM dan sertifikasi halal kerap diabaikan tanpa verifikasi
mandiri. Sikap kritis (critical consumerism) baru muncul setelah timbulnya kasus
penarikan produk oleh BPOM atau dampak medis yang dialami konsumen. Pengalaman
krisis tersebut menjadi titik balik yang mendorong Gen Z memaknai ulang kesadaran
merek, lebih skeptis terhadap promosi influencer, dan aktif melakukan uji kelayakan
mandiri melalui aplikasi BPOM Mobile sebelum bertransaksi.

Kata kunci: Brand awareness, Generasi Z, Produk kosmetik viral, Uji kelayakan.



ABSTRACK
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2026

Dinda Sakura Ali / 41182037220012

“Brand Awareness Uji Kelayakan Kosmetik di Kalangan Gen Z”
Under the guidance Mrs. Siti Khadijah, M.Si

(19 Proposal Pages + X Roman), (9 Attachment)

This study examines the phenomenon of viral cosmetic products on social media
and how it influences brand awareness and feasibility assessment considerations among
Generation Z. Brand awareness is understood as consumers’ ability to recognize and
recall a brand within a specific product category, while feasibility assessment refers to a
comprehensive evaluation of a product from market, technical, managerial, legal, and
financial aspects to determine whether it is viable to be implemented, postponed, or
discontinued. As a cohort raised in the digital era, Generation Z demonstrates fast
information consumption patterns shaped by content trends, user reviews, and the
intensity of exposure across digital platforms. This research employs a qualitative
approach with a descriptive method, aiming to explore in depth Generation Z's
experiences, viewpoints, and interpretations regarding brand awareness and the
feasibility of viral cosmetic products. Data were collected through observation,
interviews, and documentation, then analyzed inductively to gain a holistic understanding
of the factors that shape brand awareness, trust, and feasibility considerations prior to
purchase decisions. The results reveal that Gen Z's brand awareness is established rapidly,
reaching the top of mind stage due to intense exposure to TikTok algorithms, influencer
endorsements, and low prices. However, high brand awareness does not correlate with initial
safety awareness, as BPOM logos and halal certifications are often accepted passively without
independent verification. A shift toward critical consumerism only occurs following BPOM
product recalls or personal medical harm. These crisis experiences serve as a turning point,
prompting Gen Z to re-evaluate brand awareness, become more skeptical of influencer claims,
and actively perform independent feasibility checks via the BPOM Mobile app before making
purchases.

Keywords: Brand awareness, Feasibility assessment, Generation Z, Viral cosmetic
products.
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