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ABSTRAK

Media sosial telah mengubah lanskap praktik keberagamaan Generasi Z
(Gen Z) dari ruang privat menjadi performatif, salah satunya melalui fenomena
flexing ibadah demi mengejar validasi digital. Iklan Telkomsel Ramadan 2026
berjudul “Tombol Hati Banyak Perkaranya” hadir sebagai bentuk narasi storytelling
satir yang mengkritik budaya digital tersebut. Penelitian ini bertujuan untuk
mengetahui dan menganalisis bagaimana resepsi khalayak aktif Gen Z terhadap
representasi fenomena flexing ibadah dalam tayangan iklan tersebut.

Penelitian ini menggunakan pendekatan kualitatif dengan metode studi
resepsi model encoding-decoding dari Stuart Hall. Penentuan subjek dilakukan
melalui teknik purposive sampling yang mencakup 8 informan Gen Z yang dipecah
ke dalam empat sub-kategori heterogen: Gen Z Umum, Konten Kreator Religi,
Praktisi Agama (Ustaz), dan Gen Z Non-Muslim. Pengumpulan data dilakukan
melalui wawancara mendalam (in-depth interview) dan dokumentasi visual.

Hasil penelitian menunjukkan bahwa proses pemaknaan kedelapan
informan tidak bersifat kaku, melainkan tersebar secara dinamis ke dalam dua ranah
pembacaan utama yang dipengaruhi secara ketat oleh latar belakang sosial (Field
of Experience) dan teologis (Frame of Reference). Informan dari sub-kategori Gen
Z Umum menempati Posisi Dominan-Hegemonik, mereka menyepakati secara
penuh pesan satir iklan sebagai cerminan realitas rusaknya keikhlasan batin akibat
kecanduan metrik digital (likes, views, engagement). Sementara itu, mayoritas
informan dari sub-kategori Gen Z Kreator Religi, Gen Z Pemuka Agama, Gen Z
Umum dan Gen Z Non-Muslim menempati Posisi Negosiasi. Mereka menerima
pesan moral iklan mengenai esensi keikhlasan dan ketulusan dalam beribadah,
namun mereka melakukan penolakan terhadap bias generalisasi media yang
menyudutkan Gen Z sebagai generasi yang palsu dan minim empati. Melalui posisi
negosiasi ini, informan merumuskan batas etis konten ibadah berdasarkan, ibadah
ritual-privat (mahdhah) dinilai tidak etis untuk dipublikasikan, sedangkan aktivitas
ibadah sosial (ghairu mahdhah) sah dipublikasikan sebagai syiar modern. Sebagai
temuan unik, penelitian ini mengonfirmasi dekonstruksi teori motivasi Abraham
Maslow (Esteem Needs) ke arah fase Validation-full yang dapat diatasi melalui
resolusi teologis menuju tahap Meaningful yang selaras dengan konsep keikhlasan
kitab Ihya Ulumuddin karya Imam Al-Ghazali.

Kata Kunci: Analisis Resepsi, Generasi Z, Flexing Ibadah, Iklan Telkomsel,
Encoding-Decoding.
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ABSTRACT

Social media has transformed the religious practices of Generation Z (Gen
Z) from a private sphere into a performative stage, notably through the
phenomenon of religious flexing to pursue digital validation. Telkomsel's Ramadan
2026 commercial titled “Tombol Hati Banyak Perkaranya” serves as a satirical
storytelling narrative criticizing this digital culture. This study aims to discover and
analyze how the active Gen Z audience recepts the representation of religious
flexing portrayed in the commercial.

This study employs a qualitative approach utilizing Stuart Hall’s reception
analysis model of encoding-decoding. Subject selection was conducted through a
purposive sampling technique involving 8 Gen Z informants categorized into four
heterogeneous sub-groups: General Gen Z, Religious Content Creators, Religious
Practitioners (Ustaz), and Non-Muslim Gen Z. Data collection was performed via
in-depth interviews and visual documentation.

The results indicate that the decoding process among the eight informants
iIs dynamic rather than rigid, fragmenting into two primary reading positions
significantly influenced by their social backgrounds (Field of Experience) and
theological frameworks (Frame of Reference). Informants from the General Gen Z
category occupy the Dominant-Hegemonic Position; they fully accept the
commercial’s satirical message as an accurate reflection of compromised spiritual
sincerity caused by an addiction to digital metrics (likes, views, engagement).
Meanwhile, the majority of informants from the Religious Content Creator,
Religious Practitioner, General Gen Z, and Non-Muslim Gen Z sub-groups occupy
the Negotiated Position. They accept the commercial's moral message regarding
the essence of sincerity and genuineness in worship, yet they reject the media's
generalization that stereotypes Gen Z as fake and lacking empathy. Through this
negotiated stance, informants formulate digital ethical boundaries: private-ritual
worship (mahdhah) is deemed unethical for publication, while social-religious
activities (ghairu mahdhah) are legitimate for publication as modern Islamic
propagation (syiar). As a unique finding, this study confirms the deconstruction of
Abraham Maslow’s motivation theory (Esteem Needs) into a Validation-full phase,
which can be spiritually resolved by transitioning toward a Meaningful phase that
aligns with the concept of sincerity in Imam Al-Ghazali’s Ihya Ulumuddin.

Keywords: Reception Analysis, Generation Z, Religious Flexing, Telkomsel
Commercial, Encoding-Decoding.
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