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ABSTRAK 

 

 

Iklan saat ini sudah berkembang menjadi alat komunikasi yang begitu penting 

bagi pelaku usaha baik dalam sektor barang maupun jasa. Berbagai bentuk usaha, 

mulai dari usaha kecil atau perorangan hingga perusahaan multinasional 

menggunakan iklan sebagai alat promosi.. Penelitian ini menggunakan metode 

kualitatif, pada tahapan teknik analisis data yang digunakan peneliti adalah 

analisis deskriptif. Penelitian ini memilih potongan adegan dalam iklan mountain 

dew versi “every time”dengan menggunakan teori Analisis Semiotika Charles 

Sanders Peirce yang dikenal triangle meaningnya berupa sign, objek dan 

interpretant. 

Peneliti ingin mengetahui makna pesan yang terkandung dalam iklan mountain 

dew versi “every time”. Dengan mengobservasi serta mengolah data 

menggunakan analisis model Charles Sanders Pierce, peneliti mampu 

mendeskripsikan makna pesan yang terkandung dalam iklan tersebut 

 

Kata Kunci : Makna Pesan, Mountain Dew, Iklan, Analisis Semiotika Pierce 

 

ABSTRACT 

 

Advertising has now developed into a communication tool that is so important for 

business actors both in the goods and services sector. Various forms of business, 

ranging from small businesses or individuals to multinational companies use 

advertising as a promotional tool. This research uses qualitative methods, at the 

stage of data analysis technique used by researchers is descriptive analysis. This 

study selects the cutscenes in the "every time" version of the mountain dew 

advertisement using the theory of Charles Sanders Peirce's Semiotic Analysis, 

which is known for its triangle meaning in the form of a sign, object and 

interpretant. 

Researchers want to know the meaning of the message contained in the "every 

time" version of the mountain dew advertisement. By observing and processing 

data using Charles Sanders Pierce's model analysis, the researcher was able to 

describe the meaning of the message contained in the advertisement 

 

 

Keywords : Message Meaning, Mountain Dew, Advertising, Pierce's Semiotic 

Analysis 
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