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ABSTRAK 

 

Penelitian ini bertujuan mendeskripsikan relasi persuasif pada konten TikTok 

lifestyle perempuan Generasi Z di Jakarta tahun 2025, serta menganalisis bentuk 

persuasif yang muncul berkaitan dengan engagement rate. Pendekatan deskriptif 

kualitatif digunakan dengan teknik reduksi data, kategorisasi, dan penarikan 

kesimpulan. Data penelitian mencakup tuturan, caption, dan teks video visual dari 

enam konten yang dipilih secara purposive dari lima akun kreator perempuan 

Generasi Z berbasis di Jakarta. Analisis berdasarkan teori retorika Aristoleles, 

tindak tutur Seale, teori Uses and Gratifications Blumler dan Katz, serta konsep 

engagement rate media sosial. Hasil menunjukkan bahwa relasi persuasif dibangun 

melalui kedekatan emosional, identifikasi pengalaman sehari-hari, legitimasi   diri, 

dan personal branding. Bentuk persuasif yang dominan meliputi humor sarkastis, 

ekspresi emosional, kalimat motivasi, pesan jujur, dan bahasa religius. Konten 

yang memuat relasi persuasif komunal berkorelasi dengan engagement rate lebih 

tinggi dibandingkan konten reflektif yang bersifat individual. Temuan ini 

mengindikasikan bahwa strategi persuasif berbasis kedekatan emosional dan narasi 

autentik lebih efektif dalam membangun interaksi antara kreator dan audiens di 

platform TikTok. 

Kata Kunci: relasi persuasif, TikTok, Generasi Z, lifestyle, engagement rate 
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ABSTRACT 

 

This study aims to describe persuasive relations in TikTok lifestyle content created 

by Generation Z women in Jakarta in 2025, as well as to analyze the persuasive 

forms that emerge in relation to engagement rate. A descriptive qualitative 

approach was employed using data reduction, categorization, and conclusion-

drawing techniques. The data consisted of speech, captions, and visual text overlays 

from six contents selected purposively from five accounts of Generation Z female 

creators based in Jakarta. The analysis was based on Aristotle's rhetorical theory, 

Searle's speech act theory, Blumler and Katz's Uses and Gratifications theory, and 

the concept of social media engagement rate. The results indicate that persuasive 

relations are built through emotional closeness, identification with everyday 

experiences, self-legitimation, and personal branding. The dominant persuasive 

forms include sarcastic humor, emotional expression, motivational sentences, 

honest messages, and religious language. Contents containing communal 

persuasive relations correlate with higher engagement rates compared to reflective 

contents of an individual nature. These findings suggest that persuasive strategies 

based on emotional closeness and authentic narratives are more effective in 

building interaction between creators and audiences on the TikTok platform. 

 

Keywords:  persuasive relations, TikTok, Generation Z, lifestyle, engagement rate  
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