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Abstract 

 

Social assistance Sis one of the government's main strategies in reducing poverty and improving 

welfare. Government's main strategy in reducing poverty and improving society. However, the 

implementation of social assistance in Indonesia is often ineffective and misdirected. Effective and 

misdirected, with data from the Central Bureau of Statistics (BPS) showing that 9.36% of the 

population still lives below the poverty line. In an effort to overcome this problem, the Social 

Service Office of Yogyakarta Special Region is working with students of Amikom University 

Yogyakarta to create a community service advertisement (PSA) titled “Giving to the Poor”. (PSA) 

entitled “Gara - Gara Arisan”. This advertisement aims to educate the public about the 

importance of receiving social assistance properly and encouraging recipients to stop receiving 

social assistance. social assistance and encourage recipients to stop receiving it if they are 

financially capable. Financially capable. The scriptwriter for this work analyzes the application 

of persuasive language in advertising scripts, focusing on the seven persuasive techniques 

presented by Gorys Keraf. Focusing on the seven persuasive techniques presented by Gorys Keraf, 

namely rationalization, identification, suggestion, conformity, compensation, projection, and 

substitution. The results of this work reveal that the PSA “Gara-Gara Arisan” has applied 

persuasive techniques in the dialog and then the persuasive invitation is located at the end of the 

ad. Persuasive invitation is located at the end of the advertisement, namely the delivery of 

messages by emphasizing the suggestive aspect in inviting and influencing suggestive aspects in 

inviting and influencing the audience, where the message in the ad is delivered by relevant sources. 

the advertisement is delivered by a relevant resource person who is a social worker from the DIY 

social workers of the DIY Social Service. The application of persuasive techniques in advertising 

dialog has weaknesses in the compensation aspect which only functions as a repetition of sentences 

without strengthening the persuasive method. Sentences without strengthening the existing 

persuasive methods. The effectiveness of advertising persuasive language in encouraging positive 

behavior change is still lacking, especially in increasing awareness of the importance of social 

services. Behavior change is still lacking, especially in raising awareness of the importance of 

independent graduation for social assistance recipients who have been able to afford it. For social 

assistance recipients who are capable and on target. 

Keywords: persuasive, public service advertisement, Dinas Sosial DIY 
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Abstrak 

 

Bantuan sosial (bansos) adalah salah satu strategi utama pemerintah dalam menekan 

kemiskinan dan meningkatkan kesejahteraan masyarakat. Namun, pelaksanaan bantuan sosial di 

Indonesia sering kali tidak berjalan efektif dan salah sasaran, dengan data Badan Pusat Statistik 

(BPS) menunjukkan bahwa 9,36% penduduk masih hidup di bawah garis kemiskinan. Dalam 

usaha mengatasi masalah ini, Dinas Sosial Daerah Istimewa Yogyakarta bekerja sama dengan 

mahasiswa Universitas Amikom Yogyakarta untuk membuat iklan layanan masyarakat (ILM) 

berjudul "Gara - Gara Arisan". Iklan ini bertujuan untuk mengedukasi masyarakat mengenai 

pentingnya penerimaan bantuan sosial yang tepat dan mendorong penerima bantuan untuk 

menghentikan penerimaan jika mereka sudah mampu secara finansial. Penulis naskah pada 

pembuatan karya ini menganalisis mengenai penerapan bahasa persuasif dalam naskah iklan, 

dengan fokus pada tujuh teknik persuasif yang disampaikan oleh Gorys Keraf, yaitu rasionalisasi, 

identifikasi, sugesti, konformitas, kompensasi, proyeksi, dan penggantian. Hasil pembuatan karya 

ini mengungkapkan bahwa ILM “Gara-Gara Arisan” ini sudah menerapkan teknik persuasif pada 

dialognya dan kemudian ajakan persuasif terletak pada bagian akhir iklan yaitu penyampaian pesan 

dengan menekankan aspek sugestif dalam mengajak dan mempengaruhi penonton, dimana pesan 

dalam iklan tersebut disampaikan oleh narasumber yang relevan dan merupakan pekerja sosial 

Dinas Sosial DIY. Penerapan teknik persuasif dalam dialog iklan memiliki kelemahan pada aspek 

kompensasi yang hanya berfungsi sebagai pengulangan kalimat tanpa memperkuat metode 

persuasif yang ada. Efektivitas bahasa persuasif iklan dalam mendorong perubahan perilaku positif 

masih kurang, terutama dalam meningkatkan kesadaran akan pentingnya graduasi mandiri bagi 

penerima bantuan sosial yang telah mampu dan tepat sasaran. 

Kata kunci : persuasif, iklan layanan masyarakat, Dinas Sosial DIY. 


