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ABSTRAK 

Nelin Novalin. 2022. Majas Hiperbola pada Iklan Produk Penunjang 

Kesehatan Selama Pandemi Covid-19 di Televisi (Tinjauan Semantik). Skripsi. 

Program Studi Sastra Indonesia, Fakultas Bahasa dan Seni, Universitas Negeri 

Jakarta. 

Penelitian ini bertujuan untuk mengetahui penggunaan majas hiperbola 

pada iklan produk penunjang kesehatan selama pandemi Covid-19 di televisi 

dengan menggunakan tinjauan semantik. Data diperoleh dari narasi iklan produk 

penunjang kesehatan selama pandemi Covid-19 yang tayang di televisi edisi 

Maret 2020 hingga April 2022. Metode penelitian ini adalah deskriptif kualitatif. 

Teknik pengumpulan data dilakukan dengan metode pengamatan dan teknik catat. 

Hasil penelitian ini menunjukan bahwa (1) ditemukannya jenis majas hiperbola 

yang terdiri dari 10 hiperbola numerik, 4 hiperbola kelas kata:  nomina, 5 

hiperbola kelas kata: adjektifa, 1 hiperbola simile, 4 hiperbola metafora, 4  

hiperbola komparatif dan superlatif, 2 hiperbola perulangan, dan 2 hiperbola 

keseluruhan kalimat. (2) jenis makna yang terkandung dalam narasi iklan produk 

penunjang kesehatan selama pandemi Covid-19 di televisi. 

Kata Kunci: majas hiperbola; iklan di televisi; produk penunjang kesehatan; 

semantik.
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ABSTRACT 

Nelin Novalin. 2022. Hyperbole on Health Support Product 

Advertisement During the Covid-19 Pandemic on Television (Semantics Studies). 

Undergraduate Thesis. Indonesian Literature Study Program, Faculty of 

Language and Art, State University of Jakarta. 

This study aims to determine the hyperbole on health support product 

advretisement during the Covid-19 pandemic on television by using a semantics 

studies. Data obtained from the narrative of health support product advertisement 

that aired on television from March 2020 to April 2022. The research method is 

descriptive qualitative. Data collection techniques were carried out using 

observation methods and note-taking techniques. The result of this study indicate 

that (1) the discovery of the type of hyperbole which consist of 10 numerical 

hyperbole, 4 words of hyperbolic nature: nouns, 5 words of hyperbolic nature: 

adjectives, 1 simile, 4 metaphor, 4 comparative and superlative degrees, 2 

emphatic genitive, and 2 whole sentences. (2) the type of meaning contained in the 

narrative of health support product advretisement during the Covid-19 pandemic 

on television. 

Keywords: hyperbole; advertisement on television; health support product; 

semantics.
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