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MAKNA STORYTELLING HOROR DALAM IKLAN 

“POCARI SWEAT SAAT SAHUR” EDISI RAMADHAN 2025 

Yoga Dwi Saputra 
 

 

ABSTRAK 
Iklan Pocari Sweat Saat Sahur edisi Ramadhan 2025 menghadirkan pendekatan yang 

berbeda melalui penggunaan storytelling horor dalam menyampaikan pesan mengenai 

pentingnya menjaga cairan tubuh selama berpuasa. Kehadiran sosok kuntilanak, suasana 

dini hari, serta berbagai tanda visual bernuansa horor menjadi bagian dari konstruksi 

cerita yang dikemas dalam konteks keseharian masyarakat Indonesia. Pendekatan 

tersebut menarik untuk dikaji karena iklan Ramadhan pada umumnya lebih banyak 

menggunakan tema religiusitas, kebersamaan keluarga, dan nilai-nilai spiritual. 

Penelitian ini bertujuan untuk menganalisis makna storytelling horor yang dikonstruksi 

dalam iklan Pocari Sweat Saat Sahur edisi Ramadhan 2025. Penelitian ini menunjukkan 

bahwa unsur horor yang dekat dengan budaya populer masyarakat Indonesia dapat 

dikonstruksi dalam komunikasi pemasaran melalui perpaduan tanda pada level realitas 

dan representasi, dalam penelitian ini menggunakan paradigma konstruktivisme dengan 

pendekatan kualitatif deskriptif dan metode analisis semiotika John Fiske yang berfokus 

pada level realitas dan level representasi. Pengumpulan data dilakukan melalui observasi 

terhadap tayangan iklan dan dokumentasi dengan mengidentifikasi tanda-tanda yang 

berkaitan dengan pembentukan storytelling horor. Hasil penelitian menunjukkan bahwa 

pada level realitas, makna storytelling horor dikonstruksi melalui penampilan tokoh, 

lingkungan, perilaku, ekspresi, gerak tubuh, dan kostum tokoh. Kehadiran sosok 

kuntilanak, suasana sahur yang sepi, ekspresi ketakutan, serta interaksi antartokoh 

membangun situasi horor yang tetap dekat dengan kehidupan sehari-hari. Pada level 

representasi, makna storytelling horor dikonstruksi melalui penggunaan kamera dan 

pencahayaan. Penggunaan low key lighting, suasana visual yang gelap, serta variasi teknik 

pengambilan gambar seperti long shot, medium shot, dan close-up digunakan untuk 

membangun suasana misterius dan menegaskan ekspresi ketakutan tokoh. Berdasarkan 

kedua level tersebut, storytelling horor tidak hanya ditempatkan sebagai unsur dalam 

konstruksi narasi horror tetapi secara lebih luas menjadi bagian dari penyampaian pesan 

komunikasi pemasaran mengenai pentingnya menjaga hidrasi selama berpuasa. sehingga 

menghasilkan penyampaian pesan merek yang kreatif dan kontekstual dalam 

perkembangan periklanan digital. 
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The Meaning Of Horror Storytelling In The 

“Pocari Sweat During Sahur” Ramadan 2025 

Yoga Dwi Saputra 

 
 

ABSTRACT 
The 2025 Ramadan edition of the Pocari Sweat Sahur commercial takes a different 

approach by using horror storytelling to convey the message about the importance of 

staying hydrated during fasting. The appearance of a kuntilanak, the early-morning 

atmosphere, and various horror-themed visual elements are all part of the narrative, 

which is framed within the context of everyday life in Indonesia. This approach is worth 

examining because Ramadan advertisements generally focus more on themes of 

religiosity, family togetherness, and spiritual values. This study aims to analyze the 

meaning of the horror storytelling constructed in the Pocari Sweat “Saat Sahur” 

advertisement for the 2025 Ramadan season, can be constructed in marketing 

communication through a combination of signs at the levels of reality and representation; 

this study employs a constructivist paradigm with a descriptive qualitative approach and 

John Fiske’s semiotic analysis method, which focuses on the levels of reality and 

representation. Data collection was conducted through observation of advertisements and 

documentation, identifying signs related to the construction of horror storytelling. 

The result findings show that, at the level of reality, the meaning of horror storytelling is 

constructed through the characters’ appearances, settings, behaviors, expressions, body 

language, and costumes. The presence of the kuntilanak, the quiet atmosphere of sahur, 

expressions of fear, and interactions between characters create a horror scenario that 

remains grounded in everyday life. At the representational level, the meaning of horror 

storytelling is constructed through the use of camera work and lighting. The use of low-

key lighting, the visual atmosphere and use of low-key lighting, a dark visual atmosphere, 

and a variety of shot techniques such as long shots, medium shots, and close-up is 

employed to create a mysterious atmosphere and emphasize the characters’ expressions 

of fear. Based on these two levels, horror storytelling is not only incorporated as an 

element in the construction of the horror narrative but, more broadly, serves as part of 

the marketing message conveying the importance of staying hydrated during fasting. 

Thus, it Marketing communications about the importance of staying hydrated during 

fasting. This has led to the creation of creative and contextually relevant brand messages 

in the evolution of digital advertising. 

 

Keywords: meaning, storytelling, advertising, semiotics, John Fiske 
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