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ABSTRAK 

Maria Aquina Saraswati Putri. 1423020032. Pengaruh Pesan Kampanye 

#KerenTanpaNyampah terhadap Sikap Followers Instagram 

@thebodyshopindo.impact. 

Penelitian ini ingin mengetahui bagaimana The Body Shop Indonesia memengaruhi 

sikap followers Instagram @thebodyshopindo.impact. Penelitian ini berfokus pada 

pengaruh pesan kampanye #KerenTanpaNyampah terhadap sikap followers 

Instagram @thebodyshopindo.impact. Kampanye ini mengajak masyarakat untuk 

mengumpulkan  botol plastik bekas mereka di cabang The Body Shop setempat. 

Botol plastik yang digunakan The Body Shop menggunakan bahan yang dapat di 

daur ulang. The Body Shop juga mengajak masyarakat untuk membeli botol refill 

pada refill station di gerai The Body Shop. Penelitian ini bersifat eksplanatif dan 

menggunakan pendekatan kuantitatif. Pengumpulan data penelitian menggunakan 

survei daring melalui aplikasi google forms dengan menggunakan skala likert untuk 

penilaian dari responden. Penilaian followers The Body Shop Indonesia terhadap 

pesan kampanye #KerenTanpaNyampah pada Instagram 

@thebodyshopindo.impact positif. Uji hipotesis dari pesan kampanye 

#KerenTanpaNyampah berpengaruh signifikan terhadap sikap followers Instagram 

@thebodyshopindo.impact. Hasil dari penelitian ini menunjukkan bahwa pesan 

kampanye #KerenTanpaNyampah terhadap sikap followers Instagram 

@thebodyshopindo.impact memiliki kekuatan hubungan yang cukup berarti. 

Kata Kunci: pesan kampanye, sikap, The Body Shop Indonesia, followers 
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ABSTRACT 

Maria Aquina Saraswati Putri. 1423020032. Pengaruh Pesan Kampanye 

#KerenTanpaNyampah terhadap Sikap Followers Instagram 

@thebodyshopindo.impact. 

This research wants to find out how The Body Shop Indonesia influences the 

attitude of Instagram followers @thebodyshopindo.impact. This research focuses 

on the influence of the #KerenTanpaNyampah campaign message on the attitude of 

Instagram followers @thebodyshopindo.impact. This campaign invites people to 

collect their used plastic bottles at their local The Body Shop branch. The plastic 

bottles used by The Body Shop use recyclable materials. The Body Shop also 

invites people to buy refill bottles at refill stations at The Body Shop outlets. This 

research is explanatory and uses a quantitative approach. The research data 

collection used an online survey through the google forms application using a Likert 

scale for the assessment of the respondents. The Body Shop Indonesia followers' 

assessment of the #KerenTanpaNyampah on Instagram @thebodyshopindo.impact 

campaign message is positive. Hypothesis testing of the #KerenTanpaNyampah 

campaign message has a significant effect on the attitude of Instagram followers 

@thebodyshopindo.impact. The results of this study indicate that the 

#KerenTanpaNyampah campaign message on the attitude of Instagram followers 

@thebodyshopindo.impact has a significant relationship strength. 

Keywords: campaign message, attitude, The Body Shop Indonesia, followers 

 

 

 

 

 


