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ABSTRACT 

THE ANALYSIS OF GENERIC STRUCTURES AND COPY ELEMENTS OF 

TWO CUISINE ADVERTISING VIDEOS 

(Fitria Wulandari, 2021: 35 pages, 3 figures, 11 tables) 

This final report was aimed to investigate the generic structure and copy 

element distribution in two advertising videos. Two main theoretical frameworks 

proposed by Barron (2012) and AIDCA Model by Kotler (2001) were used in this 

study. Moreover, the copy element theory proposed by Maslen (2009) which 

include feature, benefit, and call to action was used to examine the copy deeply. 

Qualitative method was applied in this current study. The data were collected 

from two Palembang cuisine advertising videos. The result shows that in both 

transcripts, there were still some move were absent and the occurrence of benefit 

element was found in small number. 

 

Keywords: Generic Structure, AIDCA Model, Copy Element, Cuisine 

Advertising Videos 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

viii 
 

TABLE OF CONTENTS  

 

COVER ...........................................................................................................  i 

FINAL REPORT APPROVAL SHEET ......................................................  ii 

APPROVAL SHEET OF EXAMINERS .....................................................  iii 

MOTTO AND DEDICATION ......................................................................  iv 

PREFACE .......................................................................................................  v 

ACKNOWLEDGEMENT .............................................................................  vi 

ABSTRACT ....................................................................................................  vii 

TABLE OF CONTENTS ...............................................................................  viii 

LIST OF TABLES .........................................................................................  x 

LIST OF FIGURES .......................................................................................  xi 

 

CHAPTER I INTRODUCTION 

1.1 Background ...............................................................................................  1 

1.2 Problem Formulation ................................................................................  3 

1.3 Problem Limitation ...................................................................................  3 

1.4 Research Benefits ......................................................................................  4 

 

CHAPTER II LITERATURE REVIEW 

2.1 Genre .........................................................................................................  5 

2.2 Theoretical Framework .............................................................................  5 

 2.2.1 Generic Structure .............................................................................  5 

 2.2.2 AIDCA Model ..................................................................................  8 

2.3 Advertising ................................................................................................  9 

 2.3.1 Type of Advertising .........................................................................  10 

 2.3.2 Native Advertising ...........................................................................  11 

2.4 Copy Writing ............................................................................................  12 

 2.4.1 Copy Element Theory ......................................................................  13 

 

CHAPTER III RESEARCH METHODOLOGY 

3.1 Qualitative Method ...................................................................................  14 

3.2 Population and Sample of Data Sources ...................................................  14 

3.3 Technique for Collecting Data ..................................................................  14 

3.4 Technique for Analyzing The Data ...........................................................  14 

 

CHAPTER 1V FINDINGS AND DISCUSSIONS 

4.1 Findings .....................................................................................................  17 

4.2 Discussions ...............................................................................................  17 

 4.2.1 Generic Structure Analysis ..............................................................  20 

 4.2.2 Copy Elements Distribution ............................................................  26 

 4.2.3 AIDCA Model Analysis...................................................................  31 



 

ix 
 

CHAPTER V CONCLUSIONS AND SUGGESTIONS 

5.1 Conclusions ...............................................................................................  34 

5.2 Suggestions ...............................................................................................  34 

 

REFERENCES ...............................................................................................  36 

APPENDICES ................................................................................................  40 

 

 

 

     

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

x 
 

LIST OF TABLES 

 

2.1 The Comparison of Bhatia’s Framework and Barron’s Framework ......  6 

2.2 The Comparison of Barron’s Model and AIDCA Model .......................  9 

4.1 Idea Units of Move 1 Capture Attention ................................................  21 

4.2 Idea Units of Move 3 Detailed Strategies for Participation ....................  21 

4.3 Idea Units of Move 5 Incite Audience Participation ..............................  23 

4.4 Idea Units of Move 6 Solicit Further Action ..........................................  25 

4.5 Idea Unit of Move 7 Establishing Credibility ........................................  25 

4.6 Copy Element Occurrences in Transcript of Pempek .............................  26 

4.7 Copy Element Occurrences in Transcript of Pempek .............................  28 

4.8 Copy Element Occurrences in Each Structure of  

 Pempek’s Transcript ...............................................................................  29 

4.9 Copy Element Occurrences in Each Structure of  

 Mie Celor’s Transcript ............................................................................  30 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

xi 
 

LIST OF FIGURES  

 

3.1  Research Flow Chart...............................................................................  16 

4.1 First Advertising .....................................................................................  18 

4.2 Second Advertising .................................................................................  19  

 

 

 

 

 


