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ABSTRAK 

Media sosial telah menjadi sarana penting bagi perusahaan dalam 

membangun dan mengomunikasikan identitas merek kepada konsumen. Instagram 

sebagai platform berbasis visual memungkinkan brand menampilkan berbagai 

representasi identitas melalui konten yang dibagikan kepada audiens. Viva 

Cosmetics sebagai salah satu brand kosmetik lokal yang telah lama hadir di 

Indonesia memanfaatkan Instagram untuk mempertahankan eksistensinya di tengah 

persaingan industri kecantikan yang semakin kompetitif. Penelitian ini bertujuan 

untuk menganalisis bagaimana identitas merek Viva Cosmetics direpresentasikan 

melalui konten Instagram pada akun @viva.cosmetics sebagai Legendary Local 

Brand. Penelitian ini menggunakan pendekatan kualitatif dengan metode analisis isi 

terhadap konten Instagram Viva Cosmetics pada periode Januari–Juni 2025. Analisis 

dilakukan menggunakan kerangka Brand Identity Prism yang dikemukakan oleh 

Kapferer, yang meliputi enam dimensi identitas merek yaitu Physique, Personality, 

Culture, Relationship, Reflection, dan self-image. Hasil penelitian menunjukkan 

bahwa identitas merek Viva Cosmetics direpresentasikan melalui berbagai elemen 

visual dan pesan komunikasi dalam konten Instagram. Dimensi Physique muncul 

secara dominan melalui penampilan produk, kemasan, serta manfaat produk yang 

ditampilkan dalam visual konten. Dimensi Personality terlihat dari gaya komunikasi 

yang santai dan sesuai dengan karakter media sosial. Dimensi Relationship 

ditunjukkan melalui upaya brand membangun kedekatan dengan audiens melalui 

caption yang komunikatif dan informatif. Sementara itu, dimensi Reflection 

merepresentasikan konsumen sebagai perempuan yang merawat diri secara 

sederhana dan praktis, sedangkan dimensi self-image menunjukkan citra diri 

konsumen yang percaya diri dan nyaman dengan penampilannya. Secara 

keseluruhan, konten Instagram Viva Cosmetics tidak hanya berfungsi sebagai media 

promosi produk, tetapi juga sebagai sarana membangun dan mempertahankan 

identitas merek sebagai brand kosmetik lokal yang legendaris dan dekat dengan 

konsumen. 

 

Kata Kunci: Brand Identity, Brand Identity Prism, Media Sosial, Instagram, Viva 

Cosmetics 
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ABSTRACT 

Social media has become an important medium for companies to build and 

communicate Brand Identity to consumers. Instagram, as a visual-based platform, 

enables brands to present various representations of their identity through the 

content shared with audiences. Viva Cosmetics, as one of the local cosmetic brands 

that has long been present in Indonesia, utilizes Instagram to maintain its existence 

amid the increasingly competitive beauty industry. This study aims to analyze how 

the Brand Identity of Viva Cosmetics is represented through Instagram content on 

the @viva.cosmetics account as a Legendary Local Brand. This research employs a 

qualitative approach using content analysis to examine Viva Cosmetics’ Instagram 

posts from January to June 2025. The analysis is conducted using the Brand Identity 

Prism framework proposed by Kapferer, which consists of six dimensions of Brand 

Identity: Physique, Personality, Culture, Relationship, Reflection, and self-image. 

The results show that Viva Cosmetics’ Brand Identity is represented through various 

visual elements and communication messages in its Instagram content. The Physique 

dimension appears dominantly through the display of products, packaging, and 

product benefits highlighted in the visual content. The Personality dimension is 

reflected in the casual communication style that aligns with the characteristics of 

social media. The Relationship dimension is shown through the brand’s efforts to 

build closeness with audiences through communicative and informative captions. 

Meanwhile, the Reflection dimension represents consumers as women who practice 

simple and practical self-care, while the self-image dimension portrays consumers 

as confident individuals who feel comfortable with their appearance. Overall, Viva 

Cosmetics’ Instagram content not only functions as a medium for product promotion 

but also as a means of building and maintaining its Brand Identity as a legendary 

local cosmetic brand that remains close and relevant to consumers. 

 

Keywords: Brand Identity, Brand Identity Prism, Social Media, Instagram, Viva 

Cosmetics 
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