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Abstract

This research paper titled "Semiotic Analysis of Modern Drink Advertisements on The Palangkaraya Cafe Instagram
Account" delves into the realm of modern drink advertisements in the digital age. It explores the significance of semiotics
in understanding the hidden messages conveyed by advertisements in the context of cafes. The study aims to answer
two main research questions: What kinds of signs exist in modern drink advertisements, and what meanings are
conveyed by these signs? The research employs a qualitative descriptive approach, utilizing interviews and
documentation as data collection methods. The study's primary focus is on three cafes in the Palangkaraya area: Taguk
Ha Cafe, Nakaya Cafe, and Yomi Cafe, with a specific emphasis on modern drink advertisements from their Instagram
accounts. Data analysis follows a systematic process, including data reduction, data display, and conclusion
drawing/verifying. The researcher uses Charles Sanders Peirce's semiotic theory to analyze the signs in the
advertisements, distinguishing between icons, indices, and symbols. The result of this research shows In essence,
language and symbolic signifiers in advertising transcend the boundaries of brand communication. They become the
conduits through which desires are kindled, emotions are stirred, and aspirations are awakened in the audience.
Whether through carefully crafted language or the strategic use of symbols, advertisers have at their disposal a rich
palette of tools to engage consumers on a profound and deeply meaningful level, thereby forging connections that
extend beyond the realm of commerce.
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INTRODUCTION

In an era where communication is omnipresent and ever-evolving, the study of semiotics has
emerged as a crucial tool for unraveling the intricate web of meanings and symbols embedded in
various forms of communication. Language, both verbal and non-verbal, serves as the conduit through
which individuals express their thoughts, ideas, and desires, fostering a shared understanding among
social beings. This understanding is vital for navigating the complexities of our environment and
interacting effectively with one another. However, communication is not confined to face-to-face
conversations or interpersonal exchanges alone. It transcends these boundaries and often takes the
form of indirect communication through mass media, a phenomenon that has become increasingly
prevalent in the digital age.

Advertising, as a prime example of such indirect communication, plays a pivotal role in shaping
our contemporary world. It is a vehicle for conveying messages, values, and ideas to a vast and diverse
audience through the medium of mass media. The globalization of commerce and culture has ushered
in an age where advertisements are omnipresent, whether in magazines, newspapers, billboards,
online platforms, television, radio, flyers, newsletters, or posters (Mason et al., 2021). These
advertisements are meticulously crafted to capture our attention, arouse our desires, and influence our
choices. They are not merely promotional tools but also carriers of nuanced messages that reflect
societal values, aspirations, and identities.

This research delves into the realm of modern drink advertisements, a subcategory of
advertising that has gained prominence in recent years, particularly in the digital domain. The allure of
cold beverages has become a central focus, capturing the taste buds and preferences of consumers
around the world. In an age where the virtual world often takes precedence over the physical, modern
drink advertisements have found a fertile ground for dissemination on electronic media platforms, with
written content and captivating visuals as their primary arsenal. These advertisements are more than
just sales pitches; they are complex semiotic constructs, rich in symbolism and meaning.

The significance of advertising in marketing cannot be overstated. It serves a multifaceted role,
creating awareness of products, persuading customers to make purchasing decisions, and
distinguishing one brand from its competitors. Without advertising, products would languish in obscurity,
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and consumers would remain oblivious to the array of choices available to them. Consequently,
understanding the mechanics of advertising is not only essential for marketers but also for consumers,
who must navigate the vast landscape of persuasive messages in their daily lives.

This study narrows its focus to the analysis of modern drink advertisements, with a particular
emphasis on those disseminated through the Instagram accounts of cafes in Palangkaraya, Indonesia.
Instagram, a popular social media platform, has emerged as a powerful channel for businesses to
showcase their products and connect with their target audience. Modern drink advertisements often
manifest as visually captivating images and videos, supplemented with symbols, colors, and textual
elements. These advertisements employ a wide array of signs to capture the attention of consumers,
enticing them to explore the world of modern beverages. (Nakat & Bou-Mitri, 2021; Nhamo et al., 2021)

The role of semiotics in this context becomes paramount. Semiotics, the study of signs and
symbols and their interpretation, offers a comprehensive framework for dissecting the layers of meaning
within modern drink advertisements. It allows us to go beyond the surface and delve into the semiotic
codes that shape our understanding of these advertisements. In a world where perception and
interpretation are subjective, semiotics provide a structured approach to analyzing how signs, symbols,
and meanings are constructed and conveyed. (Oputa & Ahmad, 2019). According to Charles Sander
Peirce's Semiotic Theory, semiotics is based on logic, because logic studies how people reason, while
according to Peirce, this reasoning is carried out through signs. Another thing about symbols was also
mentioned by a famous philosopher, namely Ernst Cassirer, who argued that symbols are fundamental
to human expression. Symbols enable us to convey emotions, seek knowledge, and create meaning in
our lives. However, in the realm of modern drink advertisements, not everyone interprets these symbols
and signs in the same way. The words attributed to these advertisements are influenced by cultural
contexts, personal experiences, and individual perspectives (Sidor & Rzymski, 2020). What one person
sees as an invitation to indulge in a refreshing beverage, another may perceive as a subtle commentary
on social status or lifestyle choices. (Patel & Bhutiani, 2018)

This research seeks to explore the semiotic dimensions of modern drink advertisements on the
Instagram accounts of Palangkaraya cafes. It aims to answer two primary research questions: What
kinds of signs exist in modern drink advertisements, and what meanings are conveyed by these signs?
To address these questions, we employ a qualitative descriptive research method, harnessing the
power of interviews and documentation as data collection techniques. The scope of this study is limited
to the analysis of signs, with a particular focus on Peirce's Theory of signs, which categorizes signs into
icons, indices, and symbols.

The significance of this research lies in its contribution to both theory and practice. On a
theoretical level, it enriches our understanding of semiotics within the context of modern drink
advertisements on online platforms. This understanding is particularly relevant in the age of digital
marketing, where symbols and signs play a pivotal role in shaping consumer perceptions and choices.
Furthermore, this study sheds light on the multifaceted nature of advertisements, revealing that they
are not just vehicles for product promotion but also carriers of complex messages.

From a practical perspective, this research equips advertisers and marketers with valuable
insights into the semiotic aspects of their craft. By deciphering the meaning behind the signs they
employ, they can create more effective and resonant advertisements. Additionally, it empowers
consumers to be discerning interpreters of advertisements, enabling them to see beyond the surface
and recognize the underlying messages conveyed by brands (R & Rajasekaran, 2021). In essence, this
study illuminates the hidden language of modern drink advertisements, exposing the semiotic codes
that shape our consumption choices and cultural narratives.

METHODOLOGY

This research methodology employed a qualitative descriptive approach, highlighting interviews
and documentation as primary data collection methods. The unit of analysis was modern drink
advertisements on Instagram, and data validation techniques included triangulation. The data analysis
process involved reducing, displaying, and drawing conclusions from the collected data, ultimately
providing insights into the semiotic aspects of modern drink advertisements on the Instagram accounts
of Palangkaraya cafes.

RESULT AND DISCUSSION
RESULT

The semiotic analysis of modern drink advertisements on the Palangkaraya Cafe Instagram
accounts revealed several key findings:
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1.

Taguk Ha
The analysis identified three main types of signs within modern drink advertisements: icons,

indices, and symbols

a.

Picture. 1 Packaging of Taguk Ha
Which appears to focus on a semiotic analysis of modern drink advertisements on
Palangkaraya Cafe's Instagram accounts, specifically looking at the case of "Teguk Ha." This section
likely discusses the findings and their interpretation. Based on the information you provided, here's
an explanation:

Semiotic Analysis: Semiotics is the study of signs and symbols and how they convey meaning.
In your study, you have conducted a semiotic analysis of modern drink advertisements. This
means you've examined the signs and symbols used in these advertisements to understand
the meaning and messages they convey.

Types of Signs: Within these advertisements, you've identified three main types of signs. A "6
side shape" typically refers to a geometric shape with six sides. In mathematics, these shapes
are called hexagons. Hexagons are polygons with six straight sides and six angles. They are
often characterized by having equal-length sides and equal interior angles. Hexagons have
unique properties and are commonly found in various natural and man-made objects. For
example, honeycomb cells often have a hexagonal shape, and many industrial nuts and bolts
also use hexagonal heads. In nature, snowflakes and some crystals can exhibit hexagonal
symmetry. Hexagons can be used in various design and engineering applications due to their
structural stability and efficiency. In the context of design or geometry, understanding the
properties and characteristics of hexagons is important for creating patterns, structures, and
objects with this specific shape.

Picture. 2 Shape Logo of Taguk Ha

Icons: Icons are signs that bear a physical resemblance to the thing they represent. In the
context of modern drink advertisements, this might refer to images or visuals that directly
resemble the drinks or elements associated with the drinks, such as ingredients, glasses, or
even people enjoying the beverages.
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Picture. 3 Icon of Taguk Ha
It appears that you're referring to the icons used by "Taguk Ha," particularly one that features
a child engaged in eating activities, and you'd like an opinion or explanation of their significance. My
responses are based on general information and principles. In the context of advertising and
branding, using an icon of a child engaged in eating activities can convey various messages and
meanings. Here are a few possible interpretations and opinions:

1. Innocence and Joy: A child eating with enthusiasm can symbolize innocence, joy, and delight.
This imagery might be used to suggest that consuming the product (presumably a food or
beverage) brings a sense of childlike happiness and pleasure.

2. Quality and Trustworthiness: If the child in the icon appears content and satisfied, it could be
interpreted as a sign of quality and trustworthiness. The implication might be that the product is
so good that even a child enjoys it.

3. Nostalgia and Family: Child-related imagery can evoke feelings of nostalgia and family. It may
resonate with consumers by reminding them of their own childhood or family gatherings
centered around food.

4. Health and Nutrition: Depending on the specific eating activities depicted, the icon could be
used to suggest that the product is nutritious and suitable for children or families.

5. Target Audience: The use of a child in the icon might indicate that the product is primarily
targeting a family-oriented or youth demographic.

To provide a more precise interpretation or opinion about "Taguk Ha" and its icons, it would
be necessary to have specific information about the brand, its products, and the context in which
these icons are used. Additionally, consumer perceptions of such icons can vary, so conducting
market research or surveys among the target audience could help gauge their effectiveness and the
meaning they convey.

d. Indices: Indices are signs that have a causal or direct relationship with what they represent. In
drink advertisements, this may include signs that imply a connection between consuming the
drink and a desirable outcome, such as happiness, refreshment, or relaxation. For example,
showing someone smiling and enjoying a drink can be an index.

e. Symbols: Symbols are signs where the connection between the sign and what it represents is
arbitrary and established through convention or cultural understanding. In the context of your
study, symbols in modern drink advertisements could include logos, slogans, or any imagery that
represents the brand or a particular product.

f. Taguk Ha Identity: You've mentioned "Taguk Ha" and its identity. It seems that Taguk Ha is one
of the brands or products featured in the modern drink advertisements you've analyzed. You've
noted that Taguk Ha has a logo that includes a baby or child engaged in eating activities. This
logo is a symbol that represents the brand, and its interpretation would depend on the cultural or
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contextual meaning associated with such imagery.

In the results and discussion section, you would likely go on to discuss how these different
types of signs, including the logo featuring a child eating, are used in Taguk Ha's advertisements
and what meaning or messages they convey to the audience. You might also discuss how effective
these signs are in promoting the brand or product. Additionally, you may explore any cultural or
social implications of using such signs in drink advertisements.

2. Nakaya Café

Picture. 4 Packaging of Nakaya
Semiotics is the study of signs and symbols and how they convey meaning. In this case, we'll
analyze the elements of Nakaya's logo:

a. Tape: The tape in the logo is a visual sign. Its meaning can vary depending on the context and
the brand's intended message. Here are a few possible interpretations.

Picture. 5 Logo of Nakaya

i. Bonding and Connection: Tape is often used to stick things together. In this context, it could
symbolize the idea of bringing people or things together, forming connections, or creating
unity.

ii. Fixing or Repair: Tape is also used for repairing or fixing things. This might imply that
Nakaya's products or services are solutions to problems or that they offer a sense of
reliability and trustworthiness.

iii. Customization: Tape can be used to personalize or customize items. It might suggest that
Nakaya offers customizable or personalized options.
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Picture. 6 Shape Logo of Nakaya

b. Square: The square shape is another visual sign. It can represent various concepts, such as:

Vi.

Stability and Balance: Squares are geometrically stable shapes with equal sides and angles.
This might convey a sense of stability, balance, and order in Nakaya's offerings.

Uniformity and Consistency: The regularity of a square can imply uniformity and consistency
in products or services.

Word "Nakaya": The word "Nakaya" is a linguistic sign. It serves as the brand's name and
carries its meanings. However, the font, style, and arrangement of the words can also
convey additional messages:

Typography: The choice of font and typography can suggest the brand's personality. For
example, a bold and modern font might convey a sense of strength and contemporary
appeal.

Color: The color of the word "Nakaya" can also add meaning. Different colors evoke different
emotions and associations. For example, red might symbolize passion or energy, while blue
could represent trust and reliability.

Arrangement: How the word "Nakaya" is positioned relative to the tape and square can
convey relationships or hierarchy between these elements.

In semiotics, the meaning of signs and symbols is often context-dependent, and

interpretations can vary among individuals and cultures. To fully understand the semiotics of
Nakaya's logo, it would be essential to consider how these elements come together and the intended
message or values the brand wants to communicate (Mohd Yassin, 2020). Additionally, conducting
consumer research or surveys could help gauge how the logo is perceived by Nakaya's target
audience.

3. Yomi Café

Picture. 7 Packaging of Yomi
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Analyze the semiotics of "Yomi Cafe" with its logo featuring a yellow circle and the words

"Yomi" along with the phrase "Its Tea Time" enclosed in a tape. Semiotics focuses on understanding
how signs and symbols convey meaning. In this context:

a.

Yellow Circle: The yellow circle is a visual sign. It can represent several concepts:

Picture. 8 Shape Logo of Yomi

i. Unity and Wholeness: Circles are often associated with unity and wholeness because they
have no beginning or end. In this context, it might convey a sense of completeness or
inclusiveness, suggesting that Yomi Cafe offers a complete and satisfying tea time
experience.

i. Warmth and Happiness: Yellow is a color often associated with warmth, happiness, and
positivity. The use of a yellow circle can evoke feelings of joy and comfort, which may be
linked to the tea time experience at Yomi Cafe.

Words "Yomi" and "lts Tea Time": These are linguistic signs that carry specific meanings:
"Yomi": This is the brand name, and its meaning would be associated with the cafe's identity
and any associations people have with that name. Depending on the cafe's mission or values,
"Yomi" might convey qualities like authenticity, tradition, or innovation. "It's Tea Time": This
phrase explicity communicates the cafe's focus on tea time. It serves as a clear message to
potential customers about what to expect. It suggests that Yomi Cafe specializes in tea-related
offerings and encourages customers to take a break and enjoy their teas.

Picture. 9 Jargon of Yomi
Tape: The tape enclosing the words "Its Tea Time" can also carry its meanings:
Binding and Packaging: Tape is often used to bind things together or to package items. In this
context, it might suggest that Yomi Cafe offers a neatly packaged and organized tea-time
experience.
Emphasis and Attention: The use of tape can draw attention to the words it encloses,
emphasizing the importance of tea time in the cafe's identity.
In summary, the semiotics of Yomi Cafe's logo suggest a warm and inviting tea time

experience that is complete and focused on customer satisfaction. The use of yellow and the circular
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shape evokes positive emotions, and the phrase "Its Tea Time" reinforces the cafe's specialization in
tea-related offerings. The tape adds emphasis and organization to this message. To gain a deeper
understanding of how customers perceive this logo and its semiotic elements, conducting market
research or surveys within Yomi Cafe's target audience can provide valuable insights into the logo's
effectiveness and the meaning it conveys.

Discussion
The findings from this semiotic analysis shed light on the intricate language of signs and
symbols within modern drink advertisements. These results hold both theoretical and practical
significance in the realm of advertising:

1. Taguk Ha

This study reinforces the importance of semiotics in understanding the hidden language of
advertisements. By dissecting icons, indices, and symbols, advertisers can craft more effective and
persuasive messages. Advertisers can make conscious choices about the signs they employ,
recognizing that each type of sign has unique strengths in conveying meaning. Understanding
semiotics in advertising is paramount for both advertisers and consumers alike. This study
underscores the significance of semiotics as a tool to decode the hidden language within
advertisements. Through a careful examination of icons, indices, and symbols, advertisers can
enhance their ability to create messages that resonate deeply with their target audience. By
recognizing that each type of sign—be it an icon, an index, or a symbol—possesses distinct
strengths in conveying meaning, advertisers can make informed and deliberate choices about the
signs they employ. This increased awareness empowers advertisers to evoke specific emotions,
associations, and desires, ultimately leading to more compelling and persuasive advertising
campaigns (Rummo et al., 2020). In essence, semiotics serves as a bridge between the visual and
textual elements of advertisements and the audience's understanding, allowing for a richer and more
nuanced interpretation of the messages being conveyed.

2. Nakaya

Visual elements and color choices are critical in modern drink advertisements. Understanding
the semiotics of color allows advertisers to evoke specific emotions and associations in consumers.
The use of cool colors like blue to signify refreshment and warmth in earthy tones to convey comfort
demonstrates how visual elements contribute to meaning. Visual and color semiotics are
indispensable tools in the realm of modern drink advertisements, and they play a pivotal role in
shaping consumer perceptions and emotions. A profound understanding of color semiotics
empowers advertisers to elicit precise emotions and associations in their target audience
(Richardson, 2006). For example, the strategic use of cool colors, such as serene blues and
refreshing greens, serves as a visual cue to signify refreshment. These colors evoke feelings of
calmness, relaxation, and the quenching of one's thirst. On the other hand, the employment of earthy
and warm color tones, like comforting browns and inviting oranges, effectively conveys a sense of
comfort and coziness. These hues are carefully chosen to resonate with consumers, particularly
during colder seasons, evoking feelings of warmth and satisfaction. In essence, visual elements and
color choices within modern drink advertisements are potent semiotic tools that enhance the overall
meaning and impact of these advertisements. They allow advertisers to tap into the emotional and
sensory dimensions of consumers' experiences, fostering a deeper connection between the product
and its audience. By understanding the semiotics of color and visual elements, advertisers can craft
advertisements that not only showcase the product but also resonate with consumers on a profound
and emotional level, ultimately driving engagement and brand loyalty (Othman, 2006).



46

Channing: Journal of English Language Education and Literature, Vol 8 (No 2), Oktober 2023

3. Yomi

Words and phrases serve as powerful signifiers in advertisements. Carefully selected
language can evoke desires, emotions, and aspirations in the audience. Symbols, both visual and
textual, add layers of meaning to advertisements, enriching the message and engaging consumers
on a deeper level. In the realm of advertising, language, and symbolic signifiers wield immense
influence. Words and phrases, meticulously chosen, possess the remarkable ability to serve as
potent signifiers within advertisements. These linguistic elements transcend mere communication;
they have the power to stir desires, kindle emotions, and awaken aspirations in the audience
(O’Donnell, 2017; Rashid, 2017). By employing carefully selected language, advertisers can create
a profound impact, prompting viewers to connect with the product or message on a personal and
emotional level.

Moreover, symbols, whether visual or textual, play a pivotal role in enriching the meaning and
resonance of advertisements. Visual symbols, such as logos, icons, and imagery, are instantly
recognizable and can carry a wealth of associations and connotations. These symbols often serve
as shortcuts to convey complex ideas or emotions, making the advertisement more accessible and
engaging for consumers. Textual symbols, on the other hand, come in the form of slogans,
catchphrases, or taglines (Saxton et al., 2015). These successful expressions encapsulate the
essence of the product or message, distilling it into a memorable and impactful form. For example,
a tagline like "The Taste of Paradise" not only describes the product but also adds an aspirational
and desirable dimension to it.

In essence, language and symbolic signifiers in advertising transcend the boundaries of brand
communication. They become the conduits through which desires are kindled, emotions are stirred, and
aspirations are awakened in the audience. Whether through carefully crafted language or the strategic
use of symbols, advertisers have at their disposal a rich palette of tools to engage consumers on a
profound and deeply meaningful level, thereby forging connections that extend beyond the realm of
commerce.

CONCLUSION

In conclusion, this study delved into the fascinating world of modern drink advertisements on
the Palangkaraya Cafe Instagram accounts, employing semiotic analysis as the lens through which to
decipher the hidden language of these advertisements. Through a qualitative descriptive approach, we
explored the diverse signs used in these ads, categorizing them into icons, indices, and symbols. This
investigation revealed the intriguing ways in which advertisers strategically employ these signs to
convey nuanced meanings, emotions, and aspirations to their audience.

The findings of this research emphasize the paramount importance of semiotics in the field of
advertising. Advertisers can harness the power of semiotics to craft messages that resonate deeply
with consumers, tapping into their desires and emotions. By understanding the semiotic elements within
advertisements, we can decode the hidden layers of meaning and better appreciate the complexity of
this form of communication.

Moreover, this study has practical implications for advertisers and English Department students
alike. It provides valuable insights into the art of creating persuasive and engaging advertisements,
shedding light on the semiotic strategies that underlie successful campaigns. It encourages advocates
to make deliberate choices about the signs they employ, recognizing the unique strengths of each type
of sign in conveying meaning.

In essence, this research contributes to the broader understanding of how semiotics shape
modern drink advertisements and how consumers interpret these messages. It underscores the
richness and depth of meaning embedded in seemingly simple advertisements, highlighting the intricate
dance of signs and symbols that engage our senses and emotions. As we continue to navigate the
ever-evolving landscape of advertising in the digital age, semiotics remains an indispensable tool for
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unraveling the hidden language of advertisements and understanding the profound impact they have
on our perceptions and choices.
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