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ABSTRAK

Penelitian ini bertujuan untuk menganalisis isi komunikasi persuasif dalam konten
TikTok @bellaclrs  pada review produk fashion Uniqglo. Penelitian menggunakan
metode deskriptif kualitatif dengan pendekatan analisis isi. Teori utama yang
digunakan adalah Teori Komunikasi Persuasif Carl I. Hovland dengan fokus pada
unsur komunikator dan pesan, serta didukung Source Credibility Theory yang
meliputi  expertise, trustworthiness, dan attractiveness. Hasil penelitian
menunjukkan bahwa komunikasi persuasif dibangun melalui gaya bahasa santai,
penggunaan pengalaman personal, visual yang estetik, serta storytelling yang
menarik. Dimensi expertise terlihat melalui kemampuan menjelaskan produk dan
styling outfit, trustworthiness melalui penyampaian yang natural dan autentik,
sedangkan attractiveness terlihat dari gaya visual, ekspresi, dan konsep konten yang
relatable. Penelitian ini menunjukkan bahwa komunikasi persuasif dalam konten
TikTok mampu menarik perhatian dan membangun ketertarikan audiens terhadap
produk fashion Uniglo.

Kata kunci: Komunikasi persuasif, TikTok, /nfluencer fashion, Uniqlo, Analisis isi.
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ABSTRACT

This study aims to analyze persuasive communication content in TikTok videos of
@bellaclrs _ reviewing Uniqlo fashion products. The research uses a qualitative
descriptive method with a content analysis approach. The main theory applied is
Carl I. Hovland's Persuasive Communication Theory, focusing on communicator
and message elements, supported by Source Credibility Theory consisting of
expertise, trustworthiness, and attractiveness. The findings show that persuasive
communication is built through casual language, personal experience, aesthetic
visuals, and engaging storytelling. The expertise dimension is reflected in the ability
to explain products and outfit styling, trustworthiness is shown through natural and
authentic delivery, while attractiveness appears in visual style, expressions, and
relatable content concepts. This study indicates that persuasive communication in
TikTok content can attract audience attention and increase interest in Uniqglo
fashion products.

Keywords:Persuasive communication, TikTok, Fashion influencer, Uniqlo, Content
analysis.
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