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Abstract – This final project is the purpose of this seminar paper which is to explain how the final project and the creativity of copywriters 
in presenting advertising. Visualization in Organic Batic. The time and place of construction of the final project will be held from february 
to may 2024, in the organic data sheets obtained in primary and secondary. Data collection techniques do not include interviews, 
observation, active participation, and library studies. The output is a cinematic advertising video. The publication was made on the official 
social media Instagram Batik Organik. The creativity of copywriters in advertising and compasses took creativity making sense and 
creating different. Making sense is two things simple and clear in ideas and visuals, not to confuse the audience with complicated work. 
Creating different has the spirit to make everything look different from the others, which is expected to stimulate the birth of original 
and innovative works. Then copywriters get there creativity through the creative process with four stages of preparation, incubation, 
illumination, and verification. 

Keywords – Creative, Organic Batic, Promotion. 

 

I. INTRODUCTION 

Background 

UNESCO has established and recognized batik as a inheritance culture world on October 2, 2009 ( Mulyani and 
Natalliasari 2020). Since moment that , Indonesian Batik experienced rapid development . Wrong One innovation in 
batik industry is Organic Batik , a business business in the field textiles and clothing offering beauty design traditional 
with emphasize on the use of ingredients natural and process environmentally friendly production environment , as well 
as made through technique writing , painting , and stamping. Despite its added value, marketing Organic Batik still 
faces challenges in attracting wider consumer attention. 

For expand market share and increase awareness consumer for Organic Batik , it is needed approach strong creative 
in packing messages marketing . One of the effort For to win heart consumer is through Advertisement . Advertisement 
is message a brand, product , or the company that was submitted to audience through the media (Jacob et al 2018). The 
main objective advertisement is For influence decision purchase Consumers (Son 2022). Advertisement present in 
various form , start from visual media such as static images , photos and posters, to audio visual media such as videos 
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with sound ( Primasari and Wibisono 2021). Video ads often used Because capable merge visual and audio elements so 
that give information clearly and in detail . 

Making advertisement involving a number of stage , namely pre-production , production , and post- production . 
At this stage pre-production , role a copywriter very important For building visuals and imagination of the target 
audience become real . Visualization in video advertising includes the selection of colors, typography, and other visual 
elements that stimulate vision. The visualization ability of a product advertisement has extraordinary value, so that it 
can produce an effective advertisement (Walisyah 2019). Advertising visualization is designed to support and strengthen 
the message conveyed by the script. 

Copywriter is individuals who create , shape , and make art of words in advertising ( Rahmanullah and Nurbaiti 
2023). A copywriter must capable identify the target audience and deliver desire company with right , without violate 
vision and mission business Therefore . that , accuracy in The choice of words, language and sentences is very important 
For to form script effective advertising . Therefore, copywriters play an important role in integrating visual and narrative 
elements to create advertisements that are not only aesthetic but also informative and persuasive. 

 

Formulation of the problem 

 Based on the background explanation that has been prepared, the formulation of the problem in this seminar results 
is: 

1. What is the picture of the advertising project at Batik Oganik? 

2. How creative is the copywriter in presenting advertising visualizations in Batik Organik? 

Objective 

Based on the formulation of the problems that have been prepared, the objectives of this final seminar paper are: 

1. Explaining the advertising project overview at Batik Organik 

2. Explaining the creativity of copywriters in presenting advertising visualizations in Organic Batik. 

 

II. METHOD 

Time and Place 

time starts from January to May 2024. The final project creation location is carried out at the Batik Organik shop 
located at RT.01/RW.02, Cipaku, Kec. Bogor Selatan, Bogor City, West Java 16133. 

Data and Instruments 

  In general, data can be defined as facts or images in the form of numbers or the like and provide information that 
can describe the conclusions drawn ( Arhami and Nasir 2020 ). The preparation of this paper uses two types of data, 
namely primary data and secondary data. Primary data is the type of data that is collected directly ( Balaka 2022 ). 

Through interviews about Organic Batik which contain a list of questions with the owner of Organic Batik. Secondary 
data is the type of data obtained through intermediary media such as books, journals, and articles from the internet ( 
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Hikmawati 2020 ). Instruments are tools used in making advertising production in Organic Batik such as laptops, 
cameras, gimbal stabilizers , camera batteries, lighting , and tripods. 

Data collection technique 

Data collection techniques are systematic and standardized procedures used to obtain the required data. Therefore, the 
data collection techniques that will be used to compile this proposal are: 

1.  Survey 

The survey was conducted to analyze the final project location. The survey also helps to find out which locations 
are suitable for making audio visual advertisements. 

2.  Involvement in production 

 Actively involved in making audio visual advertisements such as having discussions together with 

 Organic Batik owners to adjust their promotional needs and desired concept  . In addition, they directly contribute 
to each process, from  pre-production, production, to post-production. 

3.  Interview 

Interview is a data collection technique that is generally used by asking and answering questions to sources ( 
Hermawan 2019 ). Interviews conducted in this project were to meet data needs, both for writing proposals and 
making advertising videos. 

4.  Literature study 

It is one of the secondary data collection methods commonly used in research. Data collection using literature 
studies is done by searching for data that matches the theme. Data searches are done by reading reference books, 
journals, articles, and other reliable sources. 

Work procedures 

  The work procedure includes activities carried out by copywriters in working on the final advertising project at 
Batik Organik. The flow of making advertisements at Batik Organik is divided into three stages, namely pre-production, 
production, and post-production. The following are the work procedures carried out by copywriters , including: 
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Figure 1 Work Procedure 

1. Pre-production 

 research is done by collecting data or information related to Organic Batik and creativity used by copywriters . 
Concept making is done by copywriters together with directors to create concept ideas that are in accordance with 
the needs and objectives of Organic Batik. The existence of a concept makes it easier for copywriters to determine 
the flow of the advertising script that will be raised. After conducting research and creating a concept, the next stage 
carried out by copywriters is to create a script using concepts and ideas that have been arranged into interesting 
strings of words. The script that has been completed by the copywriter cannot be used directly for the shooting 
process but will be adjusted to the partner. The last stage of pre-production carried out by copywriters is to review 
the script with partners to adjust to the needs of the partners. 

2. Production 

 Entering the production stage, namely shooting the advertisement, at this stage the copywriter helps other teams, 
especially the director to direct the shooting process according to the existing script so that it runs smoothly. 

3. Post production 

 The final stage in making Batik Organik advertisements is post-production, namely editing and publication. Editing 
is the stage to unite all advertising videos, adjust color grading , sound arrangement, add effects and backsound to 
become a perfect advertising video. After completing the editing stage , the edited video that has been reviewed by 
the group team will be published on Batik Organik's social media, namely Instagram. 

Output 

   The final project is a mandatory activity carried out by Diploma (D4) students in the Digital Communication and 
Media study program of the IPB Vocational School to obtain an applied bachelor's degree. The selection of the final 
project carried out is a product design packaged in the making of advertisements at Batik Organik starting from concept 
design to publication. The output of this final project aims to provide answers to problems experienced by partners and 
meet more specific marketing needs. The output of this final product design project is an advertising video containing 
products made by Batik Organik and brand awareness regarding the phenomenon of printed batik that has been widely 
traded by other batik sellers. 
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III. RESULTS AND DISCUSSION 

Overview of Organic Batik Advertisement  

The final project at Batik Organik resulted in a product design, namely a video advertisement. The video 
advertisement produced was packaged in a cinematic model with the title "Back to the Roots" which has a duration of 
one minute and nineteen seconds. The target audience of this video advertisement is the general public and followers 
of Batik Organik's Instagram social media. The video advertisement produced aims to be a promotional tool for Batik 
Organik and to increase awareness or brand awareness of the audience towards the increasing phenomenon of batik 
produced by printing or through the screen printing process. This causes people to prefer to buy printed batik when 
faced with the same product, because the price of printed batik is much cheaper (Kurniasih 2018). 

The video advertisement contains talents who use products from Batik Organik in the form of clothing to highlight 
the beauty and uniqueness of the motifs on the clothes with the narrative "More than just cloth, this is our cultural 
heritage" to show every detail of the Batik Organik product and describe Batik Organik as a symbol of rich cultural 
heritage. This aims to arouse a sense of pride and appreciation for local culture. The visuals shown in this video 
advertisement are scenes of batik cloth motifs inspired by culture and regions in Indonesia. This shows that each piece 
of batik has its own meaning and story. The use of soft natural colors can help strengthen this message. 

 

 

Figure 2 Final Project Overview of Video Advertisement 

Emotional scenes will also be shown such as the batik designing process with the narrative "Every dot and line 
tells a story of skill, finesse, and beauty" highlighting the details and intricacies in each batik design. This illustrates 
that every element of batik is made with great care and expertise. The visuals used in this scene are close-ups of batik 
motifs that show the fine details and complexity of the designs created by the owner of Batik Organik, so that the 
audience can appreciate the beauty and skill required in the making process. 

The video ad closes with a strong message, “Let’s celebrate beauty and sustainability together with Organic Batik.” 
This message is expected to inspire viewers or target audiences to choose Organic Batik as part of their lifestyle, while 
also making audiences aware of the importance of preserving tradition and the environment. Through cinematic video 
advertising, this final project is expected to convey the message in a captivating and memorable way, leaving a positive 
impact on the audience who watches. 
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Script Writing in Advertising Production at Organic Batik 

 A good advertisement must have a script as a reference in production so that the advertisement results 
are effective and the message is conveyed effectively. A script is a writing containing a message created by a 
copywriter to help other teams in making video advertisements at Batik Organik, therefore script writing needs 
to be done to support the production process of making advertisements. According to Tahapary 2021, there 
are five stages of script writing, namely: 

1.Defining ideas 

A mature idea is needed in creating an advertising script so that the resulting video can be structured 
clearly and optimally. This stage begins with a copywriter who comes to the Batik Organik store to dig 
deeper into the advertised product, such as the advantages and uniqueness of the product. Then the 
copywriter conducts market research to understand the target audience around who watches the video 
advertisement, whether the audience is teenagers and adults, and whether the audience of Batik Organik 
comes from Indonesia or has penetrated the international market. After conducting research, the 
copywriter brainstorms and looks for references from various existing media, one of which is YouTube. 
Brainstorming process involving discussion and exchange idea For create story or interesting narrative . 

2.Creating a basic story 

 The basic story is the foundation of a story, often referred to as the framework that forms the overall 
plot of the story (Javandalasta 2021). Usually, copywriters write the basic story briefly, concisely, 
clearly, and on target so that it is only half a page (Prabowo 2022). The basic story in the script includes 
the storyline, setting or setting of the place, and also the introduction of the characters. 

3.Making a synopsis 

The synopsis contained in the advertisement script is usually used as an opening to a script that is 
deliberately made to help the audience know and understand the contents of the script briefly. The 
synopsis of the video advertisement script at Batik Organik is: 

“The ad opens with a talent wearing an organic batik shirt. Through in-depth narration and stunning 
visuals, the ad highlights every detail and beauty of the organic batik fabric. Every dot and line on the 
fabric tells a story of skill and finesse. Organic batik also emphasizes the commitment to preserving 
the natural environment, featuring organic batik products such as bags, shoes, and clothes worn by the 
talent. Finally, the talent invites the audience to celebrate the beauty and sustainability together by 
wearing organic batik, because every piece of batik is a valuable story. The talent runs towards the 
camera and smiles, closing the ad with a strong message about respecting nature and culture through 
organic batik. 

4.Making treatment 

Treatment is a document with several pages whose contents are in prose form describing the story in a 
film script (Manesah et al 2024). The way of writing a treatment should be made as filmic and plastic 
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as possible and not too long so that copywriters and other teams can easily imagine and imagine the 
scene in question. As for the treatment in script Advertisement on Organic Batik attached in Figure 3. 

 

Figure 3. A fragment of the treatment of the Organic Batik advertisement script. 

5.Create a script or scenario 

A script is a blueprint that serves as a guideline for all members of the production team to carry out 
every aspect of the project (Alfathoni et al 2021). Writing a script means that the copywriter pours out 
all the ideas in his head starting from words turning into a series of meaningful visuals for the benefit of 
production. 

Table 1 is an example of a snippet of an Organic Batik advertising script 

Duration Scene Narration Visual Information 

00.00 – 00.10 1 This is where the beauty 
of organic batik begins. 

Batik cloth lined 
up 

Backsound 

00.10 – 00.15 2 More than just a cloth, it is 
our cultural heritage 

Talent holds the 
batik cloth 
smoothly 

Backsound 

00.15 – 00.20 3 A story intertwined with 
nature and tradition 

Talent smiled as 
he walked 

Backsound 

00.20 – 00.25 4 Every dot and line tells a 
story of skill. 

Shoot owner is 
designing batik 

Backsound 

00.25 – 00.30 5 Organic batik is not only 
proud 

Talent runs and 
looks into the 
camera 

Backsound 

00.30 – 00.40 6 luxury and elegance but 
also promotes 
sustainability 

Organic batik 
shop shot and 
some products 

Backsound 
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Creativity Copywriter in Presenting Advertising Visualization in Organic Batik  

Creating creative advertisements is not easy, because basically making advertisements is a combination of thoughts 
between a copywriter , director, and company that wants to advertise its products to be used as a promotional video 
advertisement. Creativity is no longer taboo in many industries such as music, film, advertising and so on. Creativity is 
the ability to produce new ideas, new concepts, or original and valuable solutions ( Wardana 2022 ). The success of an 
advertisement cannot be separated from the creativity of the copywriter because copywriters play an important role in 
the world of advertising. Copywriters are responsible for several things according to Hermanto 2023 , namely: 

1. Creating attractive and informative ads 

Copywriters must have the ability to combine creativity and relevant information by conducting in-depth research 
to understand the topic to be conveyed in the advertisement. Copywriters need to determine the purpose of the 
advertisement which will be the guide for the direction and style of an advertisement. The writing that copywriters 
do must be in accordance with the audience and context, in this case copywriters need to pay attention to writing 
style, use of easy-to-understand language and storytelling Copywriters need to adapt ads to visuals. 

2. Reach a wider audience using multiple channels 

Copywriters need a strategy in advertising marketing so that they can expand their audience reach by using social 
media, blogs, and websites, email marketing , videos and podcasts , paid advertising, collaboration with influencers 
, and events . The role of copywriters needs to adjust ads on each platform used, take advantage of using SEO ( 
Search Engine Optimization ), build and maintain audience engagement. 

3. Building relationships with consumers and driving purchases 

The role of copywriters in building strong relationships with consumers can utilize various channels. Copywriters 
can create relevant and useful content to help audiences overcome problems. Message writing needs to be adjusted 
to audience segmentation. Copywriters need to ensure a tone of voice that is consistent with the identity of a brand. 
This can help build trust and familiarity with the audience. The role of copywriters also encourages purchases by 
writing persuasive advertising storytelling and touching narratives, thus building emotional connections and moving 
the audience to buy the advertised product. 

 Copywriters in carrying out their roles require creativity to create an advertisement that can create audience 
interest. Through creativity, a copywriter can change a product or service that initially seems ordinary into something 
extraordinary by utilizing reason and emotion and combining diction and the use of the right words ( Setyawan 2017 ). 

The work on advertising in Batik Organik certainly requires creativity. There are several stages of work carried out 
by copywriters until the video advertisement can be executed according to Batik Organik's request. Creativity in 
advertising is a process that includes several stages. Based on the theory of Graham Wallas in Suyanto 2023, the creative 
process is divided into four stages, namely preparation, incubation, illumination, and verification. 

1. Preparation 

 Preparation is a key stage in the creative process to help copywriters determine and ensure the success of ideas and 
their implementation. In this process, copywriters collect information from various sources, conduct interviews with 
Batik Organik owners, surveys, and literature studies. Copywriters also understand brief client For deepening 
products and competition in the market . If the preparation stage has been done thoroughly, it will be easy for the 
copywriter to carry out the next processes. 
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2. Incubation 

 Incubation is a creative process that involves time for copywriters to generate ideas without any direct pressure 
from active thinking. After collecting and conducting research, copywriters enter the incubation stage by developing 
ideas naturally without coercion. The mind processes information and connects it with other information 
encountered. At this stage, copywriters are active in considering ideas that emerged during the preparation stage 
and also looking for idea references through various existing social media. 

3. Illumination 

Illumination is an effort to bring up ideas or concepts carried out by copywriters in the creative process of creating 
advertisements. At this stage, it is a crucial stage in developing previously unstructured ideas into structured ones. 
Copywriters will find the best way to convey a message into an advertisement. Copywriters begin writing scripts 
with interesting narratives, determining the appropriate tone and style, and ensuring that the message can be 
conveyed effectively. 

4. Verification 

Verification is an effort to improve an idea or idea and determine if the idea is the right solution. At the evaluation 
stage, the copywriter evaluates and revises the ideas that have been written into the script. The copywriter needs to 
pay attention to the effectiveness of a message, the clarity of the narrative, and the harmony of the text and 
visualization. At this stage, the copywriter can be assisted by feedback from other teams. 

IV. CONCLUSION 

 Promotional video ads are an effective choice to provide information about Batik Organik. The creativity of 
copywriters in presenting advertising visualizations in Batik Organik consists of two main aspects: " making sense " 
and " creating difference". " Making sense " refers to simple and clear thinking in ideas and visuals, which does not 
confuse the audience with complicated works. Meanwhile, " creating difference " emphasizes the spirit of making things 
look different, with the hope of stimulating the birth of original and innovative works. The process of working on 
advertisements in Batik Organik requires creativity that goes through several stages, namely preparation, incubation, 
illumination, and verification. These four stages help copywriters in producing video advertisements that are in 
accordance with Batik Organik's requests and are able to attract the audience's attention effectively. 
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