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ABSTRAK
Penelitian ini menganalisis strategi komunikasi promosi akun Instagram Cretivox dalam
menjangkau audiens Generasi Z dengan fokus pada daya tarik pesan dan gaya eksekusi.
Perkembangan media sosial, khususnya Instagram, telah mengubah cara brand berinteraksi
dengan audiens, di mana konten visual yang estetis, autentik, dan interaktif menjadi kunci
menarik perhatian pengguna muda. Generasi Z sebagai pengguna aktif media sosial cenderung
merespons brand yang menyajikan pesan relevan, kreatif, dan selaras dengan nilai serta gaya
hidup mereka. Metode yang digunakan adalah studi kasus dengan pendekatan deskriptif kualitatif
melalui observasi konten, dokumentasi, dan literatur pendukung. Hasil penelitian menunjukkan
bahwa Cretivox mengoptimalkan Daya Tarik Fisik, Daya Tarik Visual, dan Daya Tarik
Kepribadian untuk membangun citra brand. Daya Tarik Visual ditampilkan melalui konsistensi
warna, desain modern, dan kualitas produksi, sedangkan Daya Tarik Kepribadian diwujudkan
melalui gaya komunikasi santai, ramah, humoris, dan inklusif. Cretivox juga menerapkan
beragam gaya eksekusi seperti Animation, Slice-of-life, Testimonial, Authoritative,
Demonstration, Fantasy, Informative, dan Storytelling. Sinergi pesan dan eksekusi ini
menciptakan konten yang tidak hanya menarik secara visual, tetapi juga membangun koneksi
emosional, meningkatkan engagement, dan memperkuat brand awareness. Keberhasilan
Cretivox terletak pada integrasi konsisten antara pesan, daya tarik fisik dan kepribadian, serta
variasi eksekusi yang relevan. Strategi ini efektif menjangkau Gen Z, mempertahankan loyalitas,

dan menjadi model komunikasi promosi yang adaptif di era digital.

Kata kunci: Komunikasi promosi, Daya tarik pesan, Gaya eksekusi, Gen Z, Instagram, Cretivox
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ABSTRACT
This study analyzes the promotional communication strategy of the Cretivox Instagram account
in reaching Generation Z audiences, focusing on message appeal and execution style. The
development of social media, particularly Instagram, has transformed how brands interact with
their audiences, where visually appealing, authentic, and interactive content becomes key to
attracting young users’ attention. Generation Z, as active social media users, tends to respond
to brands that deliver relevant, creative messages aligned with their values and lifestyle. This
research employs a case study method with a descriptive qualitative approach through content
observation, documentation, and supporting literature. The findings show that Cretivox
optimizes Physical Appeal, Visual Appeal, and Personality Appeal to build brand image. Visual
Appeal is reflected through consistent color schemes, modern design, and high production
quality, while Personality Appeal is demonstrated through a casual, friendly, humorous, and
inclusive communication style. Cretivox also applies various execution styles such as Animation,
Slice-of-life, Testimonial, Authoritative, Demonstration, Fantasy, Informative, and Storytelling.
The synergy between message and execution creates content that is not only visually attractive
but also builds emotional connections, increases engagement, and strengthens brand awareness.
The success of Cretivox lies in the consistent integration of messages, physical and personality
appeal, and relevant execution variations. This strategy effectively reaches Generation Z,
maintains loyalty, and serves as a model for adaptive promotional communication in the digital

era.

Keywords: promotional communication, message appeal, execution style, Gen Z, Instagram,

Cretivox
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