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(CHAPTER 13)



Writing Advertising Copy
Ragam Advertising Copy

•Appeal – Positioning – Behavior

Advertising as a Persuasive Force

•Purpose – Objective Facts – The Publics – Media – The Creative Approach – Visualization – Language –
Repetition

Basic Guidelines for Writing Advertising Copy

•Copywriting for TV

•Copywriting for Radio

Writing Advertising Copy for Electronic Media

•AID(C)A

•Copywriting for Newspaper

•Copywriting for Magazines

•Copywriting for Web Pages

•Copywriting for Out-of-Home Media

•Copywriting for Sales Promotion

Writing Advertising Copy for Print Media
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Advertorial



Infomercial



PT. Freeport Indonesia mengutamakan

kepentingan nasional dengan membeli barang

dan jaya yang diproduksi dan dijual di dalam

negeri. Sekitar 80% dari total pembelian barang

dan jasa kami berasal dari Indonesia, termasuk

penyewaan dan perawatan peralatan tambang, 

pengelulaan pelabuhan, serta pelayanan

angkatan darat, udara, dan laut, penginapan dan

juga layanan jasa boga. Ini adalah sbagian dari

kontribusi kami untuk indonesia

Corp. 

Image Ads
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Purpose

Hal yang ingin

dicapai / Tujuan Objective Facts

SW internal & 

eksternal

The Publics

Demografi & 

psikografi

target audiens
Media

Jenis, kaidah

penulisan, & reputasi
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The Creative 

Approach

A copy platform Visualization

Representasi creative 

approach

Language

Dimengerti level yang 

lebih rendah dari

target audiens Repetition

Rule of 3
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Writing Advertising 

Copy for Electronic 

Media

Copywriting for 

TV
Tentukan pesan yang 

ingin disampaikan

pada tiap adegan

Buat naskah & alur

cerita

Buat storyboard & 

backsound



Writing Advertising 

Copy for Electronic 

Media

Copywriting for 

Radio
Rule of Thumb

25 words = 10 sec.

45 words = 20 sec.

65 words = 30 sec.

125 words = 60 sec.
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Copywriting for 

Newspaper

Writing Advertising 

Copy for Print MediaDisplay Sample

Classified Sample



Writing Advertising 
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Copywriting for 

Magazine



Writing Advertising 

Copy for Print Media
Copywriting for 

Webpage



Writing Advertising 

Copy for Print Media

Copywriting for Out-of-Home 

Media

Avg. reading time < 5 sec.

8 – 10 words



Writing Advertising 

Copy for Print Media

Copywriting for 

Sales Promotion



Tugas Minggu ke 6

•Cari 5 artikel brand

•Sertakan sumber dan tanggal pengambilan

•A4; spasi 1,5; margin 2,5
1. Advertorial

•Pastikan pesan kampanye

•Gunakan format untuk durasi 60 detik

•A4; spasi 1,5; margin 2,5

2. Storyboard 
radio ad

•Disain pesan kampanye

•Visual

•A3, non margin
3. OOH


