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KAMPANYE SLOW BEAUTY PADA SKINCARE (STUDI NETNOGRAFI 

KONSUMEN PRODUK SKINCARE DI KALANGAN MEMBER FEMALE 

DAILY APP) 

SHERINA SHADEWI SITUMEANG 

 

ABSTRAK 

Penelitian ini bertujuan untuk mengetahui bagaimana bentuk kampanye slow beauty pada 

skincare di kalangan member Female Daily melalui penggunaan teori interaksi simbolis, 

teori computer mediated communication (cmc), dan teori media baru. Metode penelitian 

ini menggunakan netnografi dan pendekatan kualitatif deskriptif. Teknik pengambilan 

sampel dilakukan dengan purposive sampling. Data dikumpulkan melalui observasi online 

dalam Female Daily Talk “Eco Friendly Product” dan melakukan wawancara mendalam. 

Peneliti menggunakan tiga tahapan analisis data menurut Miles & Huberman, yaitu reduksi 

data, penyajian data, dan penarikan/ verifikasi dengan triangulasi data. Hasil penelitian ini 

menunjukkan bahwa kampanye slow beauty menurut para anggota skincare FD Talk “Eco 

Friendly Product” ialah menggabungkan kepedulian terhadap lingkungan dengan 

kebutuhan individu, menciptakan gerakan kecantikan yang holistik dan berdampak positif 

bagi komunitas dan lingkungan secara berkelanjutan Setiap topik unggahan mengenai 

produk ramah lingkungan melalui ruang diskusi FD Talk “Eco Friendly Product” sebagian 

besar juga dapat dimaknai sebagai simbol dan bagian dari identitas anggota sebagai 

pengikut kecantikan lambat (slow beauty). Adapun gerakan kampanye slow beauty yang 

direpresentasikan ialah, seperti tindakan meminimalisir konsumsi produk, menggunakan 

produk perawatan sampai habis sebelum menggantinya, memilih produk dari merek 

kecantikan yang mendukung keberlanjutan, menghindari rasa takut ketinggalan dalam 

konsumsi produk, menggunakan produk yang ramah lingkungan dan memiliki banyak 

fungsi, serta memperhatikan efikasi produksi produk kecantikan lokal yang inklusif. 

Kata Kunci: kecantikan lambat, skincare, ramah lingkungan, keberlanjutan, kampanye 
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SLOW BEAUTY CAMPAIGN IN SKINCARE (A NETNOGRAPHIC 

STUDY OF SKINCARE PRODUCT CONSUMERS AMONG FEMALE 

DAILY APP MEMBERS) 

SHERINA SHADEWI SITUMEANG 

 

ABSTRACT 

This research aims to explore the implementation of slow beauty campaigns in 

skincare among Female Daily members through the utilization of symbolic 

interactionism, computer-mediated communication (CMC) theory, and new media 

theory. The research methodology employs netnography and a descriptive 

qualitative approach. Purposive sampling is used for participant selection. Data is 

gathered through online observation within the Female Daily Talk "Eco Friendly 

Product" forum and conducting in-depth interviews. The data analysis follows three 

stages as outlined by Miles & Huberman: data reduction, data display, and 

conclusion drawing/verification through data triangulation. The results of this study 

indicate that the slow beauty campaign, according to the skincare members of FD 

Talk "Eco Friendly Product," combines environmental awareness with individual 

needs, creating a holistic beauty movement that positively impacts both the 

community and the environment sustainably. Each topic posted about eco-friendly 

products in the FD Talk "Eco Friendly Product" discussion space can mostly be 

interpreted as symbols and part of the members' identity as followers of slow 

beauty. The representations of the slow beauty campaign include actions such as 

minimizing product consumption, using products until they are finished before 

replacing them, choosing products from beauty brands that support sustainability, 

avoiding the fear of missing out on product consumption, using eco-friendly and 

multi-functional products, and paying attention to the efficacy of locally inclusive 

beauty product production. 

Keywords: slow beauty; skincare; eco-friendly; sustainability, campaign  


