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ABSTRAK 

 

Penelitianl ini bertujuanl untuk mengetahuil persepsi para pengikut (lfollowers) akunl 

Instagram @wiralagabae l terhadap unggahanl yang berkaitanl dengan konsepl 

sustainable lfashion. Dalam konteks pertumbuhan kesadaran l lingkungan danl 

konsumsi fesyen yangl bertanggung jawab, medial sosial menjadil salah satu saranal 

strategis dalaml menyampaikan pesanl keberlanjutan kepadal khalayak, khususnya 

generasi muda. Penelitian l ini menggunakanl pendekatan kualitatifl dengan metodel 

deskriptif. Datal dikumpulkan melaluil wawancara mendalaml dengan sejumlah 

followersl aktif akun @wiralagabae dan dianalisis menggunakan teori persepsi 

dalam komunikasi serta konsep green consumer behavior. Hasill penelitian 

menunjukkanl bahwa mayoritasl followers memilikil persepsi positifl terhadap 

konten sustainablel fashion yangl diunggah olehl akun tersebut. Merekal menilai 

bahwa @wiralagabae mampu mengemas pesan keberlanjutan secara kreatif, 

relevan, dan mudah dipahami. Namun, ditemukan pula bahwa tingkat pemahaman 

dan penerimaan terhadap praktik sustainable fashion dipengaruhi oleh latar 

belakang pengetahuan individu, nilai konsumsi pribadi, dan intensitas interaksi 

dengan konten. Penelitian ini menyimpulkan bahwa persepsi followers terhadap 

unggahan sustainable fashion sangat bergantung pada kualitas penyampaian pesan, 

kredibilitas akun, serta keterlibatan audiens dalam isu keberlanjutan itu sendiri. 

 

Kata kunci: persepsi, Instagram, sustainable fashion, media sosial, komunikasi 

keberlanjutan 
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ABSTRACT 

 

Thisl study aimsl to explore thel perceptions ofl followers of thel Instagram accountl 

@wiralagabae regarding posts related to sustainable fashion. Inl the contextl of 

increasingl environmental awarenessl and thel push toward responsible fashion 

consumption, social media serves as a strategic platform for disseminating 

sustainability messages, particularly to younger audiences. This l research adoptsl a 

qualitativel descriptive lapproach. Datal were collectedl through lin-depthl interviews 

withl active followers of @wiralagabae and analyzed using perception theory in 

communication along with the concept of green consumer behavior. The findings 

indicate that most followers perceive the sustainable fashion content positively, 

viewing @wiralagabae as successful in presenting sustainability messages in a 

creative, relevant, and accessible manner. However, the level of understanding and 

acceptance of sustainable fashion practices is influenced by individual knowledge 

backgrounds, personal consumption values, and the frequency of engagement with 

the content. The study concludes that followers’ perceptions of sustainable fashion 

posts are largely shaped by the l quality ofl message delivery, thel credibility ofl the 

account, andl the audience’s involvement with sustainability issues. 

 

Keywords: perception, Instagram, sustainable fashion, social media, sustainability 

communication 
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