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ABSTRAK 
 

Dina Utami. 2110414320035. Regita Rizda Veibrianty. 2110414320019. 

Meningkatkan Brand Awareness Produk Lokal INTALU Melalui Iklan Kreatif 

“Bersama INTALU, Temukan Momen-mu”. Tugas Akhir. Program Studi Ilmu 

Komunikasi, Fakultas Ilmu Sosial dan Ilmu Politik, Universitas Lambung 

Mangkurat. 2025. Pembimbing: Sarwani. 

Intalu merupakan sebuah Perusahaan bergerak di bidang fashion yang menjual 

produk lokal Banjarmasin, menghadapi tantangan kurangnya minat dan kunjungan 

remaja, project TA iklan ini dituju untuk meningkatkan brand awareness produk 

lokal INTALU melalui pembuatan iklan kreatif yang ditayangkan di media sosial 

Instagram dan TikTok, serta RRI Banjarmasin. Konsep iklan dikembangkan 

dalam bentuk audiovisual dan audio dengan pendekatan emotional appeal serta 

penggunaan bahasa lokal sebagai ciri khas. Strategi ini dirancang untuk 

menjangkau generasi Z usia 18–24 tahun terkhusus di daerah Banjarmasin yang 

menjadi target baru INTALU. Hasil dari penyebaran iklan melalui peningkatan 

engagement dan jangkauan audiens secara digital, diharapkan iklan ini dapat 

mengedukasi generasi muda mengenai pentingnya pelestarian budaya lokal 

sekaligus membentuk kesadaran merek brand awareness dalam benak masyarakat 

terhadap produk lokal Kalimantan Selatan. 

Kata kunci: Iklan Kreatif, Brand Awareness, Produk Lokal, INTALU, Generasi Z. 

 

 

 

 



x  

ABSTRACT 
 

Dina Utami. 2110414320035. Regita Rizda Veibrianty. 2110414320019. 

Enhancing Brand Awareness of Local Product INTALU Through Creative 

Advertising "Together with INTALU, Discover Your Moments". Final Project. 

Communication Science Study Program, Faculty of Social and Political Sciences, 

Lambung Mangkurat University. 2025. Supervisor: Sarwani. 

INTALU is a fashion company based in Banjarmasin that focuses on promoting 

local products. The brand faces the challenge of low interest and limited 

engagement from youth audiences, particularly among teenagers. This final 

project aims to enhance brand awareness of the local product INTALU through 

the creation of a creative advertisement that will be aired on social media 

platforms Instagram and TikTok, as well as RRI Banjarmasin. The advertisement 

concept is developed in audiovisual and audio formats, utilizing an emotional 

appeal approach and incorporating local language as a distinctive feature. This 

strategy is designed to reach Generation Z aged 18–24, particularly in the 

Banjarmasin area, which is a new target market for INTALU. The results of the 

advertisement dissemination, through increased engagement and audience reach 

digitally, are expected to educate the younger generation about the importance of 

preserving local culture while simultaneously building brand awareness in the 

minds of the community regarding local products from South Kalimantan. 

Keywords: Creative Advertising, Brand Awareness, Local Product, INTALU, 

Generation Z. 
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