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ABSTRAK

Industri kerajinan perak di kawasan cagar budaya Kotagede saat ini
menghadapi tantangan eksistensial akibat minimnya adaptasi terhadap transformasi
digital dan ketatnya persaingan pasar modern. Untuk menjangkau target audiens
generasi muda dan membangun kesadaran merek secara optimal, jenama Royal
Jewelry merancang strategi promosi digital melalui karya iklan komersial
audiovisual. Keberhasilan sebuah iklan komersial sangat bergantung pada struktur
pesan persuasif di dalam naskah. Oleh karena itu, penelitian ini bertujuan untuk
mengkaji dan mendeskripsikan secara menyeluruh mengenai implementasi model
komunikasi pemasaran AIDA (Attention, Interest, Desire, Action) oleh scriptwriter
dalam penulisan naskah iklan komersial Royal Jewelry bertajuk “A Tale at My
Fingertips”. Penelitian ini menggunakan metode penciptaan karya yang diawali
dengan tahapan riset praproduksi melalui penyebaran kuesioner kepada 82
responden aktif di media sosial. Hasil riset mengonfirmasi tingginya preferensi
audiens muda terhadap iklan yang mengadopsi unsur humor, storytelling, dan
visual mewah, sehingga scriptwriter merumuskan tema penceritaan bergaya
komedi elegan. Dalam implementasinya, tahap Attention merebut fokus melalui
hook emosional prosesi lamaran. Tahap Interest dirawat dengan meramu interaksi
sosial yang relatable (orang tua, tetangga, teman) guna membangun bukti sosial.
Tahap Desire dikonstruksi melalui penceritaan hiperbolis yang memuncak pada
visualisasi romantis berbusana pengantin. Terakhir, Action dieksekusi melalui
pendekatan hard selling dan Call to Action tegas. Kesimpulannya, model AIDA
terbukti menjadi pedoman teknis krusial bagi scriptwriter dalam meramu pesan

berdaya dorong komersial tinggi.

Kata kunci: Iklan Komersial, Komunikasi Pemasaran, Model AIDA, Royal

Jewelry, Scriptwriting.
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ABSTRACT

The silver craft industry in Kotagede faces existential challenges due to
minimal adaptation to digital transformation and modern market competition. To
reach younger audiences and build brand awareness optimally, Royal Jewelry
designed a digital promotional strategy through an audiovisual commercial. A
commercial's success heavily depends on the persuasive message structure within
its script. Therefore, this study aims to comprehensively describe the
implementation of the AIDA (Attention, Interest, Desire, Action) marketing
communication model by the scriptwriter in writing the Royal Jewelry commercial
script titled "A Tale at My Fingertips". This research uses a creative production
method beginning with a preproduction research phase by distributing
questionnaires to 82 active social media respondents. The results confirmed the
preference of young audiences for advertisements adopting humor, storytelling,
and luxurious visuals, so the scriptwriter formulated an elegant comedy theme. In
its implementation, the Attention stage captures focus through the emotional hook
of a proposal. The Interest stage is maintained by formulating relatable social
interActions (parents, neighbors, friends) to build social proof. The Desire stage is
constructed through hyperbolic storytelling culminating in romantic wedding attire
visualization. Finally, Action is executed through a hard selling approach and firm
Call to Action. In conclusion, the AIDA model is proven to be a crucial technical
guideline for scriptwriters in formulating highly commercial promotional

messages.

Keyword: AIDA Model, Commercial Advertising, Marketing Communication,
Royal Jewelry, Scriptwriting.
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