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ABSTRAK

Ananda Tiyas Safina NIM 04040522109, 2026, Makna Visual dan
Representasi Gaya Hidup Gen Z dalam Iklan “Spageti Wow Jaman
Now versi Fadil Jaidi”

Penelitian ini mengkaji makna visual dan representasi gaya hidup
Generasi Z dalam iklan Spageti Wow Jaman Now versi Fadil Jaidi.
Penelitian menggunakan pendekatan kualitatif dengan jenis penelitian
analisis teks media. Metode yang diterapkan adalah semiotika Charles
Sanders Peirce melalui tiga komponen triadik representamen, objek,
dan interpretan yang dipadukan dengan teori representasi Stuart Hall
mencakup pendekatan reflektif, intensional, dan konstruksional.
Objek penelitian adalah dua belas scene visual iklan yang dipilih
secara purposif berdasarkan representativitas dan kejenuhan data.
Hasil penelitian menunjukkan bahwa makna visual iklan dibangun
melalui kombinasi ikon, indeks, dan simbol yang bekerja secara
sinergis. Setiap tanda visual merujuk pada realitas yang diakui Gen Z
kebosanan terhadap rutinitas, budaya konsumsi visual makanan di
media sosial, identitas hibrida lokal-global, serta kebutuhan akan
variasi dan aksesibilitas produk. Pada tataran interpretan, iklan
mengkonstruksi Spageti Wow Jaman Now sebagai artefak kultural
yang merepresentasikan nilai anti-monoton, ekspresivitas digital, dan
konsumsi. cerdas. Dari perspektif representasi Hall, iklan ini bekerja
secara multidimensional secara reflektif memantulkan tealitas sosial
Gen Z; secara intensional membangun pesan melalui strategi pain-
point marketing, pemilihan Fadil Jaidi sebagai endorser berbasis efek
parasosial, dan penggunaan kosakata emosional generasi serta secara
konstruksional membentuk norma identitas generasi dengan
menormalisasi makanan instan sebagai smart consumption dan
menciptakan rasa in-group kultural. Penelitian ini menyimpulkan
bahwa iklan Spageti Wow Jaman Now tidak sekadar menjual produk,
melainkan berpartisipasi aktif dalam proses konstruksi identitas dan
gaya hidup Generasi Z Indonesia.

Kata Kunci: Semiotika Peirce, Representasi, Gaya Hidup Gen Z,
Iklan, Stuart Hall
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ABSTRACT

Ananda Tiyas Safina NIM 04040522109, 2026, Visual Meaning and
Representation of Gen Z Lifestyle in the Advertisement "Spageti Wow
Jaman Now, Fadil Jaidi Version"

This study examines the visual meaning and lifestyle representation of
Generation Z in Fadil Jaidi's Spaghetti Wow Jaman Now
advertisement. The study uses a qualitative approach with media text
analysis. The method applied is Charles Sanders Peirce's semiotics
through three triadic components of representamen, object, and
interpretant combined “with Stuart Hall's representation theory
including reflective, intentional, and constructional approaches. The
research objects are twelve visual scenes of the advertisement selected
purposively based on representativity and data saturation. The results
show that the visual meaning of the advertisement is constructed
through a combination of icons, indexes, and symbols that work
synergistically. Each visual sign refers to the reality recognized by Gen
Z: boredom with routine, the culture of visual consumption of food on
social media, local-global hybrid identity, and the need for variety and
product accessibility. At the interpretative level, the advertisement
constructs Spaghetti Wow Jaman Now as a cultural artifact that
represents anti-monotony values, digital expressivity, and smart
consumption. . From _Hall's  representational perspective,  this
advertisement. works multidimensionally, reflectively reflecting the
social reality of Gen Z, intentionally building messages through pain-
point marketing strategies, selecting Fadil Jaidi as an endorser based
on parasocial effects, and using emotional vocabulary of the
generation as well as constructing generational identity norms by
normalizing instant food as smart consumption and creating a sense
of cultural in-group. This study concludes that the Spaghetti Wow
Jaman Now advertisement does not just sell products, but actively
participates in the process of constructing the identity and lifestyle of
Generation Z Indonesia.

Keywords: Peirce Semiotics, Representation, Gen Z Lifestyle,
Advertisement, Stuart Hall
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