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ABSTRACT

THE INFLUENCE OF RATIONAL APPEAL IN INSTAGRAM CAPTION
COPYWRITING ON USERS ENGAGEMENT IN BEKANTAN CREATIVE

By

Samuel Sebastian Ahimsa
Loina Lalolo Krina Perangin-angin M. Si

SWISS GERMAN UNIVERSITY

This study investigates the influence of Rational Appeal in Instagram caption
copywriting on consumer engagement, with a specific focus on Bekantan Creative, a
digital creative agency in Indonesia. As social media platforms evolve, understanding
how persuasive elements such as clarity, relevance, brevity, and evidence affect user
engagement has become increasingly important. Using a quantitative approach, the
research collected data from 321 respondents through purposive sampling and
analyzed it using ordinal logistic regression in SPSS. The findings reveal that Rational
Appeal significantly influences consumer engagement (p < .001), with the model
explaining 48.8% of the variance (Nagelkerke R* = .488). Among all dimensions,
Evidence, representing factual and informative content, emerged as the most
influential factor, showing strong positive effects on engagement. Conversely, high
levels of Relevance showed a negative effect, suggesting that overly targeted
messaging may reduce interaction. The results underscore the importance of
integrating well-balanced rational elements in social media copywriting to maximize
user engagement.

Keywords: Rational Appeal, Instagram, Caption Copywriting, User Engagement.
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