
 

RESEPSI VIDEOGRAFER SURABAYA TERHADAP 

KREATIVITAS IKLAN BLIBLI X NCT 127 
 

 

 

 

 

 

 
 

ACHMAD BASTOMMY 

NBI : 1151700041 

 

 

 

 

 
 

PROGRAM STUDI ILMU KOMUNIKASI 

FAKULTAS ILMU SOSIAL DAN POLITIK 

UNIVERSITAS 17 AGUSTUS 1945 SURABAYA 

2023 



 



 



 



 



 



 

ABSTRACT 

 
 

An advertisement needs to be packaged as creatively as possible, because 

advertising through the media is one-way, of course, advertisements must work 

hard to bind or get the attention of audiences. Seeing fans of K-pop or the Korean 

Wave have made many Korean artists become Brand Ambassadors in Indonesia, 

one of which is Bblibli and NCT 127, who are collaborating. One form of this 

collaboration is audio-visual advertising, where the creative process of making it 

is also very difficult considering the role of the videographer is so important. the 

author is interested in analyzing and exploring how the reception or acceptance 

of Surabaya videographers has been when they have watched a broadcast or video 

advertisement of "Blibli X NCT 127". This study uses a qualitative approach with 

reception analysis. Based on the results of interviews with 5 informants, the 

researcher concluded that there were 3 different perceptual positions for each 

informant, namely dominance, negotiation and opposition. 
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ABSTRAK 

 
 

Sebuah iklan perlu dikemas sekreatif mungkin, karena iklan melalui media 

bersifat satu arah, iklan tentunya harus bekerja keras dalam mengikat atau 

mendapatkan perhatian khalayak. Melihat peminat Kpop atau Korean Wave 

membuat banyak artis Korea yang menjadi Brand Ambassador di indonesia salah 

satunya adalah blibli dengan NCT 127 yang menjalin kerja sama. Salah satu 

bentuk kerjasama tersebut merupakan iklan audio visual, yang dimana proses 

kreatif pembuatannya juga sangat sulit mengingat peran videografer begitu 

penting. penulis tertarik untuk menganalisis dan menggali bagaimana resepsi atau 

penerimaan dari Videografer Surabaya ketika telah menonton tayangan atau video 

iklan “Blibli X NCT 127”. Penelitian ini menggunakan pendekatan kualitatif 

dengan analisis resepsi. Berdasarkan hasil wawancara terhadap 5 informan, 

peneliti menyimpulkan terdapat 3 posisi persepsi yang berbeda pada tiap 

narasumber yaitu dominan, negosiasi, dan oposisi. 

 
Kata kunci: Brand Ambassador, Iklan, Videografer, Resepsi, 
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