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ANALISIS SEMIOTIKA ROLAND BARTHES PADA KEMASAN PESAN 

PUBLIC RELATIONS DALAM IKLAN AQUA “BEST CORPORATE IMAGE 

AWARDS 2025” 

REFI ARFIAH WULANDARI  

 

 

ABSTRAK 

 

 

Perkembangan komunikasi digital mendorong perusahaan untuk memanfaatkan media 

sosial sebagai sarana membangun citra dan reputasi korporat. Salah satu bentuk 

komunikasi tersebut dilakukan melalui iklan korporat yang tidak hanya menyampaikan 

informasi, tetapi juga mengonstruksi makna tertentu mengenai identitas perusahaan. 

Penelitian ini dilatarbelakangi oleh penggunaan iklan AQUA “Best Corporate Image 

Awards 2025” sebagai strategi Public Relations dalam mengomunikasikan pencapaian 

perusahaan dan membangun corporate image di tengah dinamika kepercayaan publik 

terhadap perusahaan. Fokus penelitian ini adalah menganalisis bagaimana kemasan 

pesan Public Relations dalam iklan AQUA membentuk makna melalui tanda visual 

dan verbal berdasarkan perspektif semiotika Roland Barthes. Penelitian ini 

menggunakan paradigma konstruktivisme dengan pendekatan kualitatif deskriptif. 

Metode penelitian yang digunakan adalah analisis semiotika Roland Barthes melalui 

konsep Two Orders of Signification, yaitu denotasi, konotasi, dan mitos. Data 

penelitian berupa empat scene dalam iklan Instagram Reels AQUA “Best Corporate 

Image Awards 2025” yang dianalisis berdasarkan elemen visual dan verbal, seperti 

simbol penghargaan, warna, tipografi, angka pencapaian, grafik, dan slogan. Hasil 

penelitian menunjukkan bahwa pada tingkat denotasi, iklan AQUA menyampaikan 

informasi mengenai penghargaan dan pencapaian perusahaan. Pada tingkat konotasi, 

tanda-tanda tersebut membangun makna mengenai kredibilitas, konsistensi, kualitas, 

dan kepercayaan. Pada tingkat mitos, iklan mengonstruksikan AQUA sebagai 

perusahaan AMDK (Air Minum Dalama Kemasan) yang memiliki reputasi unggul dan 

dipercaya publik. Penelitian ini menunjukkan bahwa kemasan pesan Public Relations 

berperan dalam mengubah fakta korporat menjadi simbol reputasi melalui strategi 

komunikasi visual dan verbal. 

 

Kata kunci: Semiotika Roland Barthes, Public Relations, Corporate Image, Iklan 

Korporat, AQUA 

  

http://lib.mercubuana.ac.id 
Menteng



  

ix 
 

ROLAND BARTHES’ SEMIOTIC ANALYSIS OF PUBLIC RELATIONS 

MESSAGE CONSTRUCTION IN AQUA’S “BEST CORPORATE IMAGE 

AWARDS 2025” ADVERTISEMENT 

REFI ARFIAH WULANDARI  

 

ABSTRACT 

 

 

The development of digital communication encourages companies to utilize social 

media as a medium for building corporate image and reputation. One form of 

communication is corporate advertising, which not only delivers information but 

also constructs certain meanings regarding corporate identity. This research is 

motivated by the use of AQUA “Best Corporate Image Awards 2025” 

advertisement as a Public Relations strategy to communicate corporate 

achievements and build corporate image amid public trust dynamics toward the 

company. This study focuses on analyzing how Public Relations message 

packaging in AQUA’s advertisement constructs meaning through visual and verbal 

signs based on Roland Barthes’ semiotic perspective. This research uses a 

constructivist paradigm with a descriptive qualitative approach. The research 

method applies Roland Barthes’ semiotic analysis through the concept of Two 

Orders of Signification, consisting of denotation, connotation, and myth. The 

research data consists of four scenes from AQUA’s Instagram Reels advertisement 

“Best Corporate Image Awards 2025”, analyzed through visual and verbal 

elements, including award symbols, colors, typography, achievement figures, 

graphics, and slogans. The results show that at the denotative level, AQUA’s 

advertisement presents information about corporate awards and achievements. At 

the connotative level, these signs construct meanings related to credibility, 

consistency, quality, and trust. At the myth level, the advertisement constructs 

AQUA as a bottled drinking water company with superior reputation and public 

trust. This research demonstrates that Public Relations message packaging plays a 

role in transforming corporate facts into reputation symbols through visual and 

verbal communication strategies. 

 

Keywords: Roland Barthes Semiotics, Public Relations, Corporate Image, 

Corporate Advertising, AQUA 

  

http://lib.mercubuana.ac.id 
Menteng



  

x 
 

DAFTAR ISI 

 

HALAMAN PERNYATAAN KARYA SENDIRI ................................................... 

KATA PENGANTAR................................................................................................vi

ABSTRAK ................................................................................................................ viii 

ABSTRACT ................................................................................................................ ix 

 

................................................................................................ 

............................................................................................ 

BAB I PENDAHULUAN ............................................................................................ 1 

1.1 Latar Belakang ................................................................................................................ 1 

1.2 Fokus Penelitian ............................................................................................................ 12 

1.3 Tujuan Penelitian .......................................................................................................... 13 

1.4 Manfaat Penelitian ........................................................................................................ 13 

          1.4.1 Manfaat Akademis ............................................................................................... 13 

          1.4.2 Manfaat Praktis 

          2.2.1 Public Relations dalam Era Digital 

..................................................................................................... 51 

HALAMAN JUDUL....................................................................................................i  

ii 

HALAMAN PENGESAHAN ....................................................................................iii
 SURAT KETERANGAN HASIL UJI TURNITIN..................................................iv

HALAMAN PERSETUJUAN               PUBLIKASI............................................................. v 

................................................................................................................ x 

DAFTAR  GAMBAR ................................................................................................  

xiii
  

DAFTAR ISI 

xi 

DAFTAR TABEL .xii

DAFTAR LAMPIRAN 

 

2.1 Penelitian Terdahulu 

.................................................................................................... 13 

BAB II TINJAUAN PUSTAKA ............................................................................. 14
 .................................................................................................... 14

2.2 Kajian Teoritis .............................................................................................................. 23

......................................................................  23
           2.2.2  Citra  Perusahaan.................................................................................................  26
           2.2.3 Iklan Public Relations ..........................................................................................  28
           2.2.4 Kemasan Pesan Public Relations ....................................................................... 32
           2.2.5 Analisis Semiotika .............................................................................................. 36
           2.2.6. Pesan Subliminal ................................................................................................. 40 

BAB III METODOLOGI PENELITIAN ............................................................... 44
 3.1. Paradigma Penelitian ................................................................................................... 44 

3.2 Metode Penelitian ......................................................................................................... 45 

............................................................................. 47 
3.4 Teknik Pengumpulan Data 

3.3 Obyek Penelitian dan Unit Analisis 

............................................................................................ 50
        3.4.1 Data Primer ........................................................................................................50  

          3.4.2 Data Sekunder 

http://lib.mercubuana.ac.id 
Menteng



  

xi 
 

4.1 Gambaran Umum Objek Penelitian 

          4.2.1.1 Scene 1 (Opening): "Kembali Raih Best Corporate Image Awards 2025"........75 
....... 62 

4.3 Analisis Makna Setiap Scene 

melalui Perspektif Semiotika Roland Barthes .................................................................. 112 

      4.4.3 Naturalisasi Mitos Roland Barthes dalam Konstruksi Reputasi AQUA 

DAFTAR PUSTAKA 

3.5 Teknik Analisis Data .................................................................................................... 52
 3.6 Penarikan Kesimpulan dan Verifikasi ........................................................................ 55
 3.7 Teknik Pemeriksaan Keabsahan Data ........................................................................... 57 

BAB IV HASIL PENELITIAN DAN PEMBAHASAN ........................................ 59
 .............................................................................. 59 

          4.1.1 Profil singkat AQUA ........................................................................................... 59
           4.1.2 Komunikasi Korporat Lewat Iklan ......................................................................61
           4.1.3. Iklan Korporat dalam Instagram .........................................................................65
 4.2 Hasil Penelitian ............................................................................................................. 71 

          4.2.1 Deskripsi Iklan .....................................................................................................71 

          4.2.1.2 Scene 2: "Konsisten Meraih Poin Tertinggi Corporate Award Berturut-turut 
Sejak 2020" .......................................................................................................................77
 
          4.2.1.3 Scene 3: "Mempertahankan Reputasi Terbaik di Industri AMDK (Air 
Minum Dalam Kemasan)" ...................................................................................................... 79
 
          4.2.1.4 Scene 4 (Closing): "Penegasan Kemurnian & Komitmen AQUA 100%     
MURNI" ................................................................................................................................. 81
 ........................................................................................  83

           4.3.1 Analisis Makna Scene 1 .......................................................................................  84

           4.3.2 Analisis Makna Scene 2 .......................................................................................  91

           4.3.3 Analisis Makna Scene 3 

......................................................................................104

       4.3.5 Analisis Keseluruhan Scene 

....................................................................................... 98 

           4.3.4 Analisis Makna Scene 4 

................................................................................109
 4.4  Pembahasan  ............................................................................................................112  

       4.4.1 Kemasan Pesan Public Relations AQUA dalam Membentuk Corporate Image 

      4.4.2 Pembentukan Corporate Image AQUA melalui Strategi Komunikasi Public 

Relations dan Kaitannya dengan Isu Kepercayaan Publik................................................ 116 

Relations untuk Membentuk Corporate Image AQUA..................................................... 120 

      4.4.6 Interpretasi Pembahasan Berdasarkan Teori dan Metode Penelitian 

............ 117 

      4.4.4 Peran Pesan Subliminal/Implisit dalam Memperkuat Corporate Image AQUA 118 

      4.4.5 Peran Elemen Visual (Warna dan Tipografi) dalam Kemasan Pesan Public 

................. 122 

      4.4.7 Implikasi Praktis bagi Praktisi Public Relations ................................................ 123 

BAB V ...................................................................................................................... 126 

KESIMPULAN DAN SARAN ............................................................................... 126 

5.1 Kesimpulan ................................................................................................................. 126 

5.2 Saran ........................................................................................................................... 128 

       5.2.1. Saran Akademis ............................................................................................... 128 

       5.2.2 Saran Praktis ..................................................................................................... 129 

.............................................................................................. 132 

LAMPIRAN ............................................................................................................. 139 

 

http://lib.mercubuana.ac.id 
Menteng



  

DAFTAR GAMBAR 

 

Gambar 1. 1 Pemberitaan Media tentang isu Penggunaan Air Sumur Bor oleh 

AQUA Sumber: Tirto.id, 2025. .................................................................................. 1 

Gambar 1. 2 Instagram Reels AQUA “Best Corporate Image Awards 2025”  

Sumber: Akun IG @sehataqua dirilis pada 13 November 2025 ............................ 2 

Gambar 1. 3 Corporate Image Award 2025 Sumber: Majalah Marketing 2025 

marketing.co.id ............................................................................................................ 4 

Gambar 1. 4  Hasil Corporate Image Award 2025 Kategori Air Minum Dalam 

Kemasan Sumber: Majalah Marketing, Edisi Agustus 2025 / Frontier, 2025 ...... 5 

Gambar 1. 5 Negara dengan Jumlah Pengguna Instagram Terbanyak di Dunia 

(Oktober 2023) Sumber: katadata.com .................................................................... 7 

 

 

 

 

xi  

Gambar 4. 1 Gambar 4. 1 Logo Aqua Sumber: Website AQUA ......................... 60

 Gambar 4. 2 Instagram Reels AQUA "Best Corporate Image Awards 2025" 

Sumber: Akun Instagram AQUA ............................................................................ 67

 Gambar 4. 3 Corporate Image Award 2025 Sumber: Majalah Marketing 2025 

marketing.co.id .......................................................................................................... 69

 Gambar 4. 4 Scene 1: Opening Kemunculan Botol AQUA dan Informasi 

Penghargaan .............................................................................................................. 76

 Gambar 4. 5 Scene 2: Visual Grafik Pencapaian dan Konsistensi Perolehan 

Corporate Image Award .......................................................................................... 78

 Gambar 4. 6 Scene 3: Visual Perbandingan Reputasi AQUA dengan Kompetitor

 ..................................................................................................................................... 80

 Gambar 4. 7 Scene 4: Closing "Penegasan Kemurnian & Komitmen AQUA 

100% MURNI" ......................................................................................................... 82

 Gambar 4. 8 Proses Semiosis Roland Barthes dalam Kemasan Pesan Public 

Relations AQUA pada Iklan “Best Corporate Image Awards 2025” .................109

  

http://lib.mercubuana.ac.id 
Menteng



  

xii 
 

DAFTAR TABLE 

 

 

Table 3. 1 Unit Analisis 

 

 

 

 

 

 

 

 

 

 

 

 

................................................73

 Table 4. 3 Deskripsi Umum Elemen Iklan Reels Instagram AQUA ....................74

 Table 4. 4 Scene 1: Opening “Kembali Raih Best Corporate Image Awards 

2025” 

Table 4. 1 Perbandingan Iklan Korporat AQUA ...................................................63

 Table 4. 2 Deskripsi Iklan Reels Instagram AQUA 

..............................................................................................47

  

Table 2. 1 Penelitian Terdahulu ..............................................................................17 

Table 2. 2 Perbedaan Iklan PR dan Korporat ........................................................30

  

............................................................................................................................85

 Table 4. 5 Scene 2: “Konsisten Meraih Poin Tertinggi Corporate Award 

Berturut-turut Sejak 2020” ......................................................................................95 

Table 4. 6 Scene 3: “Mempertahankan Reputasi Terbaik di Indunstri AMDK 

(Air Minum Dalam Kemasan)” ..............................................................................100

 Table 4. 7 Scene 4: Closing Branding “Penegasan Kemurnian & Komitmen 

AQUA 100% MURNI” ...........................................................................................105

 

http://lib.mercubuana.ac.id 
Menteng



  

 

 

DAFTAR LAMPIRAN 

 

 

Lampiran 1 Pedoman Observasi……………..………………………………139 

Lampiran 2 Gambar Iklan AQUA “Best Corporate Image Awards 2025”.142 

Lampiran 3 CV Refi Arfiah Wulandari…………………..…………………143 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

xiii 
 

http://lib.mercubuana.ac.id 
Menteng


	TA REFI ARFIAH WULANDARI (44222110031).pdf (p.1-158)








