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ABSTRACT 

This research aims to analyze the reception of childfree messages among 

Generation Z through the social media platform X. The childfree phenomenon is 

gaining increasing attention in modern society, especially among young people. 

Generation Z, known as the digital native generation, has communication and 

interaction patterns that are heavily influenced by social media. This research uses 

a qualitative approach with a phenomenological study to understand how messages 

about being childfree are received, interpreted, and perceived by Generation Z 

users of social media X. Data were collected through in-depth interviews with 11 

active Gen-Z users of social media X who were involved in the discussions. The 

research results show that the acceptance of childfree messages by Gen-Z on social 

media X is influenced by various factors, including awareness of social and 

environmental issues, as well as pressure or stigma from society regarding 

traditional family norms. Although most showed a positive and open attitude 

towards the childfree choice, some informants also expressed tension with more 

conservative social views, especially regarding expectations of women's roles as 

mothers. This research is expected to contribute to the understanding of the 

dynamics of social change among Generation Z and the implications of digital 

communication in altering perceptions of modern lifestyle choices such as being 

childfree. 

 

Keywords: Message Reception, Childfree, Generation Z, Social Media X 

 

ABSTRAK 

Penelitian ini bertujuan untuk menganalisis penerimaan pesan childfree di kalangan 

Generasi Z melalui platform media sosial X. Fenomena childfree semakin 

mendapat perhatian di masyarakat modern, khususnya di kalangan anak muda. 

Generasi Z, yang dikenal sebagai generasi digital native, memiliki pola komunikasi 

dan interaksi yang sangat dipengaruhi oleh media sosial. Penelitian ini 

menggunakan pendekatan kualitatif dengan studi fenomenologi untuk memahami 

bagaimana pesan-pesan mengenai childfree diterima, diinterpretasikan, dan 

dipersepsikan oleh Generasi Z pengguna media sosial X. Data dikumpulkan melalui 

wawancara mendalam dengan 11 Gen-Z pengguna aktif media sosial X yang 

terlibat dalam diskusi tersebut. Hasil penelitian menunjukkan bahwa penerimaan 

pesan childfree oleh Gen-Z di media sosial X dipengaruhi oleh berbagai faktor, 

termasuk kesadaran terhadap isu sosial dan lingkungan, serta adanya tekanan atau 

stigma dari masyarakat terkait norma keluarga tradisional. Meskipun sebagian 

besar menunjukkan sikap positif dan terbuka terhadap pilihan childfree, beberapa 

informan juga mengungkapkan adanya ketegangan dengan pandangan sosial yang 

lebih konservatif, terutama terkait ekspektasi terhadap peran perempuan sebagai 

ibu. Penelitian ini diharapkan dapat memberikan kontribusi terhadap pemahaman 

tentang dinamika perubahan sosial di kalangan Generasi Z serta implikasi 

komunikasi digital dalam mengubah persepsi terhadap pilihan hidup modern seperti 

childfree. 

 

Kata kunci: Penerimaan Pesan, Childfree, Generasi Z, Media Sosial X  
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