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ABSTRAK 

Penelitian ini bertujuan untuk menganalisis implementasi formula AIDA (Attention, 

Interest, Desire, Action) dalam copywriting Instagram akun @drwskincareshop 

serta perannya dalam membangun brand awareness DRW Skincare. Penelitian ini 

menggunakan pendekatan kualitatif dengan metode deskriptif melalui wawancara 

mendalam dan observasi konten Instagram, dengan uji keabsahan data 

menggunakan triangulasi sumber. Hasil penelitian menunjukkan bahwa penerapan 

formula AIDA telah berjalan pada tahap attention dan interest melalui konten 

edukatif dan gaya bahasa komunikatif, namun belum konsisten pada tahap desire 

dan action. Ketidakkonsistenan tersebut terlihat pada penggunaan storytelling yang 

belum optimal dalam mengangkat pengalaman audiens serta pada call-to-action 

yang belum secara konsisten memanfaatkan hashtag untuk mendorong keterlibatan. 

Kondisi ini berdampak pada interaksi audiens, khususnya komentar diskusi, saves, 

dan shares, yang berperan dalam pembentukan brand awareness. Penelitian ini 

menegaskan bahwa copywriting berbasis AIDA berperan strategis dalam 

komunikasi pemasaran digital, namun memerlukan konsistensi struktur pesan agar 

lebih efektif dalam membangun brand awareness. 

Kata kunci: Copywriting, Formula AIDA, Instagram, Brand Awareness, DRW 

Skincare 
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ABSTRACT 

This study aims to analyze the implementation of the AIDA formula (Attention, 

Interest, Desire, Action) in the Instagram copywriting of the @drwskincareshop 

account and its role in building DRW Skincare brand awareness. This study uses a 

qualitative approach with a descriptive method through in-depth interviews and 

observation of Instagram content, with data validity testing using source 

triangulation. The results show that the AIDA formula has been implemented in the 

attention and interest stages through educational content and a communicative 

style of language, but has not been consistently applied in the desire and action 

stages. This inconsistency is evident in the suboptimal use of storytelling to 

highlight audience experiences and in calls-to-action that do not consistently utilize 

hashtags to encourage engagement. This condition has an impact on audience 

interaction, particularly discussion comments, saves, and shares, which play a role 

in shaping brand awareness. This study confirms that AIDA-based copywriting 

plays a strategic role in digital marketing communication, but requires consistency 

in message structure to be more effective in building brand awareness. 

Keywords: Copywriting, AIDA Formula, Instagram, Brand Awareness, DRW 

Skincare  


