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ANALISIS PENDEKATAN PESAN EMOSIONAL DAN RASIONAL 

PADA KONTEN INSTAGRAM RATA.ID DALAM MENINGKATKAN 

CUSTOMER ENGAGEMENT 

Laras Dwi Sasmita 

 

ABSTRAK 

 

Perubahan gaya hidup dan meningkatnya perhatian terhadap penampilan 

mendorong masyarakat untuk lebih memperhatikan estetika senyum dan kesehatan 

gigi. Keinginan untuk tampil lebih percaya diri dengan gigi yang lebih rapi turut 

mendorong munculnya alternatif perawatan selain behel konvensional, salah 

satunya melalui penggunaan aligner yang transparan dan dapat dilepas-pasang. 

Fenomena ini dimanfaatkan oleh merek kesehatan seperti Rata.id melalui strategi 

komunikasi pemasaran digital di Instagram. Penelitian ini bertujuan menganalisis 

pendekatan pesan emosional (emotional appeals) dan rasional (rational appeals) 

pada konten Instagram @rata.id serta tanggapan konsumen terhadap customer 

engagement pada dimensi kognitif, afektif, dan perilaku. Menggunakan pendekatan 

kualitatif deskriptif melalui studi kasus, data dikumpulkan melalui wawancara 

mendalam dengan tiga informan internal dan tiga konsumen, observasi konten, serta 

studi pustaka. Analisis data menggunakan model interaktif Miles & Huberman. 

Hasil penelitian menunjukkan pendekatan rasional diwujudkan melalui informasi 

faktual, penonjolan atribut produk (aligner transparan dan lepas-pasang), manfaat 

fungsional, dan alasan logis. Pendekatan emosional dibangun melalui pesan yang 

memberi rasa nyaman, gaya komunikasi hangat, pemanfaatan rasa takut ringan yang 

terkontrol, serta peningkatan rasa percaya diri melalui patient journey. Kombinasi 

kedua pendekatan secara sinergis berhasil mendukung customer engagement 

konsumen, mulai dari tahap kognitif (pemahaman informasi), afektif (kepercayaan 

dan empati), hingga perilaku (like, comment, share, save, serta keputusan 

penggunaan produk). 

 

Kata Kunci: Emotional Appeals, Rational Appeals, Content Marketing, 

Instagram, Customer Engagement, Rata.id. 
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ANALYSIS OF EMOTIONAL AND RATIONAL MESSAGE APPEALS ON 

RATA.ID INSTAGRAM CONTENT IN ENHANCING CUSTOMER 

ENGAGEMENT 

Laras Dwi Sasmita 
 

 

ABSTRACT 

 

 

Lifestyle changes and increasing attention to appearance have encouraged people 

to pay greater attention to smile aesthetics and dental health. The desire to appear 

more confident with straighter teeth has also contributed to the emergence of 

alternative treatments to conventional braces, one of which is the use of transparent 

and removable aligners. This phenomenon has been utilized by dental health brands 

such as Rata.id through digital marketing communication strategies on Instagram. 

This study aims to analyze the use of emotional appeals and rational appeals in 

@rata.id’s Instagram content, as well as consumers’ responses in relation to 

customer engagement across cognitive, affective, and behavioral dimensions. 

Using a descriptive qualitative approach through a case study, data were collected 

through in-depth interviews with three internal informants and three consumers, 

content observation, and a literature review. Data were analyzed using the Miles 

and Huberman interactive model. The findings indicate that rational appeals are 

conveyed through factual information, emphasis on product attributes, particularly 

transparent and removable aligners, functional benefits, and logical reasons. 

Emotional appeals are developed through messages that evoke comfort, a warm 

communication style, the controlled use of mild fear appeals, and enhanced self-

confidence through patient journeys. The combination of these two approaches 

synergistically supports consumer customer engagement, progressing from the 

cognitive stage, reflected in information comprehension, to the affective stage, 

reflected in trust and empathy, and ultimately to the behavioral stage, reflected in 

likes, comments, shares, saves, and decisions to use the product. 

 

Keywords: Emotional Appeals, Rational Appeals, Content Marketing, Instagram, 

Customer Engagement, Rata.id. 
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