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ABSTRAKSI

Pesatnya perkembangan industri skincare di Indonesia mendorong
meningkatnya persaingan melalui berbagai strategi komunikasi pemasaran. Di sisi
lain, maraknya fenomena science washing membuat Generasi Z semakin Kritis
dalam mengevaluasi klaim produk, sehingga penyampaian pesan yang rasional
menjadi aspek penting dalam pembentukan sikap konsumen. Penelitian ini
bertujuan untuk menganalisis hubungan daya tarik pesan rasional dalam iklan
skincare dengan sikap konsumen Generasi Z di Kota Surabaya. Penelitian
menggunakan pendekatan kuantitatif dengan jenis penelitian asosiatif. Data
dikumpulkan melalui kuesioner daring terhadap 143 responden yang dipilih
menggunakan teknik purposive sampling. Analisis data dilakukan melalui uji
validitas, reliabilitas, uji normalitas, uji linearitas, analisis korelasi Pearson dan
Spearman, serta regresi linear sederhana. Hasil penelitian menunjukkan bahwa
daya tarik pesan rasional memiliki hubungan positif yang sangat signifikan dengan
sikap konsumen, ditunjukkan oleh koefisien korelasi Pearson sebesar 0,943
(p<0,001), nilai koefisien determinasi sebesar 88,9%, serta nilai t sebesar 33,535
(p<0,001). Temuan ini menunjukkan bahwa penyampaian informasi yang faktual,
objektif, dan didukung bukti ilmiah dalam iklan skincare mampu membentuk sikap
positif Generasi Z melalui pemrosesan informasi pada rute sentral sebagaimana
dijelaskan dalam Elaboration Likelihood Model (ELM). Penelitian ini menegaskan
pentingnya strategi komunikasi pemasaran berbasis bukti ilmiah dalam
meningkatkan kepercayaan dan sikap positif konsumen terhadap produk skincare.

Kata kunci: daya tarik pesan rasional, iklan skincare, sikap konsumen, Generasi Z,
Elaboration Likelihood Model.

vii



ABSTRACT

The rapid growth of Indonesia's skincare industry has intensified
competition through various marketing communication strategies. At the same
time, the increasing prevalence of science washing has made Generation Z
consumers more critical in evaluating product claims, making rational message
appeal an important factor in shaping consumer attitudes. This study aims to
examine the relationship between rational message appeal in skincare
advertisements and the attitudes of Generation Z consumers in Surabaya. A
quantitative associative research design was employed. Data were collected
through an online questionnaire from 143 respondents selected using purposive
sampling. The data were analyzed using validity and reliability tests, normality and
linearity tests, Pearson and Spearman correlation analyses, and simple linear
regression. The results revealed a highly significant positive relationship between
rational message appeal and consumer attitudes, as indicated by a Pearson
correlation coefficient of 0.943 (p<0.001), a coefficient of determination (R?) of
88.9%, and a t-value of 33.535 (p<0.001). These findings indicate that factual,
objective, and scientifically supported information presented in skincare
advertisements positively influences Generation Z consumers' attitudes through the
central route of information processing as proposed by the Elaboration Likelihood
Model (ELM). This study highlights the importance of evidence-based marketing
communication in strengthening consumer trust and fostering positive attitudes
toward skincare products.

Keywords: rational message appeal, skincare advertising, consumer attitude,
Generation Z, Elaboration Likelihood Model.
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