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ABSTRACT 

 

This study discusses the design of an advertising strategy for Augment Skincare as an 

effort to increase brand awareness and strengthen brand positioning amidst competition from 

local skincare brands. Based on the identified problems, the Augment brand suffers from low 

recognition, product benefits that have not been optimally communicated, and sales that have 

not reached targets. Through questionnaires, interviews, and observations, it was found that 

Gen Z and Millennial consumers pay close attention to product ingredients, are attracted to anti-

aging benefits, and are more responsive to short, educational and emotional video content. 

Therefore, a communication strategy was designed that emphasizes the USP of Salmon DNA 

through the message concept "Anti-aging, Skin Health Investment." 

This concept emphasizes that preventing premature aging is a long-term investment in 

skin quality and health. The media design uses a combination of short, educational videos for 

digital platforms and supporting media based on the consumer journey. Through a soft, fresh, 

and credible visual approach, along with persuasive and relevant language, this advertisement 

is expected to increase consumer appeal, build trust, and encourage purchasing interest in 

Augment Skincare. The results of this design serve as a reference for a more effective 

promotional strategy to increase the brand's presence and competitiveness in the local skincare 

market. 

 

Keywords: Skincare Augment, Advertising, Brand Awareness, Brand Positioning, Salmon 

DNA, Anti-aging 
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ABSTRAK 

 

Penelitian ini membahas mengenai perancangan strategi advertising untuk Skincare 

Augment sebagai upaya meningkatkan brand awareness dan memperkuat brand positioning di 

tengah persaingan brand skincare lokal. Berdasarkan hasil identifikasi masalah, brand 

Augment memiliki tingkat pengenalan yang rendah, keunggulan produk yang belum 

tersampaikan secara optimal, serta penjualan yang belum mencapai target. Melalui kuesioner, 

wawancara, dan observasi, ditemukan bahwa konsumen Gen Z dan Milenial sangat 

memperhatikan kandungan produk, tertarik pada manfaat anti-aging, dan lebih responsif 

terhadap konten video pendek yang bersifat edukatif dan emosional. Oleh karena itu, strategi 

komunikasi dirancang dengan menonjolkan USP kandungan DNA Salmon melalui konsep 

pesan “Anti-aging Investasi Kesehatan Kulit”.  

Konsep ini menekankan bahwa mencegah penuaan dini adalah bentuk investasi jangka 

panjang bagi kualitas dan kesehatan kulit. Perancangan media menggunakan kombinasi short 

video edukatif untuk platform digital serta media pendukung berdasarkan consumer journey. 

Melalui pendekatan visual yang soft, fresh, dan kredibel, serta bahasa yang persuasif dan 

relevan, advertising ini diharapkan mampu meningkatkan daya tarik konsumen, membangun 

kepercayaan, dan mendorong minat beli terhadap Skincare Augment. Hasil perancangan ini 

menjadi acuan strategi promosi yang lebih efektif untuk meningkatkan keberadaan dan daya 

saing brand di pasar skincare lokal. 

 

Kata kunci : Skincare Augment, Advertising, Brand Awareness, Brand Positioning, DNA 

Salmon,  Anti-aging 
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