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ABSTRAK 

ANALISIS PENERAPAN PESAN PERSUASIF 

PADA COPYWRITING DI WEBSITE APPLE INDONESIA 

 

Rio Sankazi Wijaya 

Universitas Katolik Soegijapranata 

2023 

 

Perkembangan bisnis iklan digital yang sebelumnya dikuasai oleh duopoli Google 

dan Meta, kini mendapat pemain baru, yakni Apple. Apple mulai merambah bisnis 

iklan digital dengan menambah lebih banyak slot iklan pada platform mereka. 

Berbicara tentang iklan digital, satu hal yang menjadi menarik adalah Apple telah 

lama dikenal piawai dalam mengemas iklan mereka, salah satu yang menarik adalah 

copywriting yang mereka ciptakan. Oleh karenanya, penelitian ini bertujuan untuk 

mengetahui bagaimana penerapan pesan persuasif pada copywriting Apple 

Indonesia yang terdapat pada laman website mereka. adapun tolak ukur yang 

digunakan yakni elemen copywriting, jenis copywriting dan struktur pesan 

persuasif. Jenis metode penelitian yang digunakan yakni deskriptif kualitatif 

dengan teknik pengambilan data melalui observasi, dokumentasi, dan studi pustaka. 

Hasil dari penelitian ditemukan bahwa, elemen copywriting yang digunakan pada 

4 laman objek yang terdapat pada website apple indonesia meliputi headlines, sub-

headlines, body copy, dan slogans. Dari 13 jenis copywriting yang ada, peneliti 

menemukan ada 5 jenis copywriting yang digunakan, yakni story copy, you and me 

copy, factual copy, poetic copy, dan visual copy. Adapun struktur pesan persuasif 

yang digunakan menggunakan jenis message sidedness berupa one sided (satu sisi), 

order of presentation dengan jenis anticlimax serta penarikan kesimpulan 

(conclusion drawing) secara langsung dan jelas explicit.  

Kata Kunci: Iklan Digital, Apple, Copywriting, Pesan Persuasif 
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ABSTRACT 

IMPLEMENTATION ANALYSIS OF PERSUASIVE MESSAGES IN 

COPYWRITING ON THE APPLE INDONESIA WEBSITE 

Rio Sankazi Wijaya 

Soegijapranata Catholic University 

2023 

The development of the digital advertising business, previously dominated by the 

duopoly of Google and Meta, now has a new player, Apple. Apple is starting to 

enter the digital advertising business by adding more ad slots on their platform. 

Speaking about digital advertising, one that becomes interesting is that Apple has 

long been known for its standards in packaging their ads, one that is interesting is 

the copywriting they create. Therefore, this research aims to find out how the 

application of persuasive messages on Apple Indonesia copywriting that is on their 

website. The type of research method used is qualitative descriptive with data 

collection techniques through observation, documentation, and library study. The 

results of the study found that the copywriting elements used on the 4 object pages 

on the Apple website included headlines, sub-headlines, body copy, and slogans. 

Of the 13 types of copywriting that exist, researchers found that there were five 

types of copywriting used, namely story copy, you and me copy, factual copy, poetic 

copy, and visual copy. The structure of the persuasive message used uses message 

sidedness in the form of one sided, order of presentation with the anticlimax type 

and direct and clear explicit conclusion drawing. 

 

Keywords: Digital advertising, Apple, Copywriting, Persuasive Messages
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