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PERSEPSI GEN Z SURABAYA TERHADAP IKLAN KAMPANYE 

PRABOWO-GIBRAN “MAKAN SIANG DAN SUSU GRATIS” DI MEDIA 

SOSIAL TIKTOK 

 

Kalya Rachel Rosita 

20043010259 

ABSTRAK 

Menjelang pemilu tahun 2024, setiap calon presiden dan wakil presiden 

memiliki kesempatan untuk meningkatkan citra salah satunya pasangan Prabowo-

Gibran yang membuat iklan kampanye “Makan Siang dan Susu Gratis” yang 

kontroversial di media sosial TikTok. Penelitian ini bertujuan untuk 

mendeskripsikan persepsi Generasi Z di Kota Surabaya terhadap iklan kampanye 

tersebut. Penelitian ini menggunakan metode penelitian kualitatif deskriptif. Data 

primer diperoleh melalui wawancara mendalam dengan informan yang merupakan 

bagian dari Generasi Z di Kota Surabaya. Sementara itu, data sekunder 

dikumpulkan dari buku, jurnal, serta sumber internet yang relevan. Analisis data 

dilakukan dengan menggunakan teori persepsi DeVito yang mencakup lima tahapan 

dalam pembentukan persepsi yaitu stimulus, organisasi, interpretasi dan evaluasi 

informasi, memori dan recall (mengingat kembali). Hasil penelitian  ini 

menemukan bahwa persepsi Generasi Z Kota Surabaya terhadap iklan kampanye 

“Makan Siang dan Susu Gratis” sangat bervaritif dilihat dari kelima tahap 

pembentukan persepsi Devito. Persepsi ini dipengaruhi oleh penggunaan teknologi 

AI dan media sosial TikTok yang dianggap inovatif dan relevan dalam pembuatan 

serta penyebaran iklan kampanye tersebut, dimana konten kampanye ini 

menyinggung isu-isu lokal yakni gizi anak sehingga mampu menarik perhatian 

Generasi Z. Namun, Generasi Z menginginkan informasi lebih detail tentang 

program-program lain, bukan hanya berfokus   pada program kan siang dan susu 

gratis saja. Hal ini agar memperkaya wawasan masyarakat terkait program kerja 

dari pasangan Prabowo-Gibran. 

Kata kunci : Persepsi, Generasi Z, Iklan Kampanye, TikTok. 
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PERCEPTION OF GEN Z SURABAYA ON THE CAMPAIGN AD 

PRABOWO-GIBRAN “MAKAN SIANG DAN SUSU GRATIS” ON SOCIAL 

MEDIA TIKTOK 

ABSTRACT 

Leading up to the 2024 elections, each presidential and vice-presidential 

candidate has the opportunity to enhance their image, including the Prabowo-

Gibran pair who created the controversial “Free Lunch and Milk” campaign ad on 

the social media platform TikTok. This research aims to describe the perception of 

Generation Z in Surabaya City towards the campaign advertisement. This research 

aims to describe the perception of Generation Z in Surabaya City towards the 

campaign advertisement. This research uses a descriptive qualitative research 

method. Primary data were obtained through in-depth interviews with informants 

who are part of Generation Z in the city of Surabaya. Meanwhile, secondary data 

were collected from books, journals, and relevant internet sources. Data analysis 

was conducted using DeVito’s perception theory, which includes five stages in the 

formation of perception: stimulus, organization, interpretation and evalution of 

information, memory, and recall.  The results of this study found that the perception 

of Generation Z in Surabaya City towards the “Free Lunch and Milk” campaign 

advertisement is highly varied when viewed from the stages of perception formation 

according to Devito. This perception is influenced by the use of AI technology and 

the TikTok social media platform, which are considered innovative and relevant in 

the creation and dissemination of the campaign ads. The campaign content touches 

on local issues such as child nutrition, thereby attracting the attention of 

Generation Z. However, Generation Z desire more detailed information about other 

programs, not just focusing on the midday meal and free milk programs. This is to 

enrich the public’s understanding of the work programs of the Prabowo-Gibran 

pair. 

Keywords : Perception, Generation Z, Campaign Advertisement, TikTok
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