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ANALISIS KEBUTUHAN AUDIENS BERDASARKAN STRATEGI PESAN
IKLAN TELEVISI VERSI LA FAMIGLIA (PERSPEKTIF MASLOW’S
HIERARCHY OF NEEDS PADA POTENTIAL CUSTOMER PT ASURANSI JIWA
GENERALI INDONESIA)

Mia Dody Kardilla

ABSTRAK

Penelitian ini menjelaskan tentang kebutuhan potential customer melalui strategi pesan
iklan televisi versi La Famiglia PT Asuransi Jiwa Generali Indonesia. Tujuan penelitian
ini adalah untuk menganalisis bagaimana kebutuhan potential customer berdasarkan
perspektif Maslow yang didapat melalui iklan televsi versi La Famiglia dapat terpenuhi.
Selain itu penelitian bertujuan memberikan masukan ide untuk strategi pesan iklan
televisi sesuai dengan motivasi potential customer berdasarkan tingkatan pada Maslow’s
hierarchy of needs. Penelitian ini merupakan penelitian kualitatif deskriptif dengan
pendekatan studi kasus. Sumber data pada penelitian ini yaitu data primer yang
dilakukan dengan wawancara dan data sekunder dilakukan melalui studi pustaka dan
jurnal. Lima informan pada penelitian dipilih sesuai dengan target audience PT Asuransi
Jiwa Generali Indonesia. Hasil dari penelitian ini menjelaskan bahwa strategi pesan iklan
televise versi La Famiglia PT Asuransi Jiwa Generali Indonesia mampu memenuhi
kebutuhan potential customer pada tingkat love and belonging dan self-actualization.

Kata kunci : Iklan Televisi Versi La Famiglia PT Asuansi Jiwa Generali Indonesia,
Kebutuhan, Maslow ’s Hierarchy of Needs, Strategi Pesan
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ANALYSIS OF AUDIENCE NEEDS BASED ON MESSAGE STRATEGY OF TV
ADVERTISEMENT LA FAMIGLIA VERSION (PERSPECTIVE OF MASLOW'S
HIERARCHY OF NEEDS ON POTENTIAL CUSTOMER OF PT ASURANSI JIWA
GENERALI INDONESIA)

Mia Dody Kardilla

ABSTRACT

This study describes the needs of potential towards the insurance that obtained through a
TV advertisement message strategy of La Famiglia version of PT Asuransi Jiwa Generali
Indonesia. The purpose of this study is to analyze the needs of the potential customer
based on the perspective of Maslow’s hierarchy of needs that can be fulfilled which
obtained through TV advertisement La Famiglia version. Furthermore, this study aims to
provide ideas for TV advertisement message strategy in accordance with the potential
customer motivation based on the stage of Maslow’s hierarchy of needs. This research is
a descriptive qualitative with a case study approach. The data sources of this study are
primary data which was collected by interview and the secondary data collected through
literature review and journals. Five informants in this study were selected based on the
target audience of PT Asuransi Jiwa Generali Indonesia. The result of this study
describes that the TV advertisement message strategy of La Famiglia version of PT
Asuransi Jiwa Generali Indonesia is able to fulfill needs of the potential customer at the
stage of love and belonging and self-actualization.

Keywords : TV Advertisement La Famiglia Version of PT Asuransi Jiwa Generali
Indonesia, Needs, Maslow’s Hierarchy of Needs, Advertising Message
Strategy
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