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ABSTRACT

Muttaqin, 1. (2021). Semiotic study on Nike's Campaign Video "You can't Stop
us". English Literature Department, UIN Sunan Ampel Surabaya.
Advisor: Raudlotul Jannah, M. App. Ling.

Keywords: Semiotic, Campaign, Video Campaign, Nike.

This study about the analysis of icon and symbol in Nike’s Campaign
Video. The Researcher conducted this research using semiotic theory to find icon
and symbol also to find the meaning of icon and symbol. The purpose of this
study is to explain icon and symbol found in Nike's campaign videos and their
meanings. There are three Research problems that will be answered by the
researcher: (1) what are icon in the campaign videos from Nike. (2) what are the
symbols found in the campaign video from Nike. (3) what are the meanings of
icon and symbol in the Nike campaign videos.

This study applies a qualitative method. From this method, the researcher
determines which ones are include to icon and which ones are include to the
symbols from the video. Then, the researcher tried to describe, explain and
analyze the meaning of each sign found in the video. The data from this study
were taken from the Nike campaign video which is on the official YouTube
channel from Nike.

The results of this study, researchers found icon symbol and its meaning in
the video. the researcher also found a meaning about equality, enthusiasm, and
distress due to the pandemic. From the findings in this study, it can be concluded
that the icon is the image in the campaign video from Nike and the symbol is a
sign in the form of writing or a transcript of the sound in the campaign video from
Nike. Icon and symbol in the video represent equality, enthusiasm, and hardship
due to the Pandemic situation, because the Nike campaign video was uploaded on
July 30, 2020 and it has entered the Pandemic period.



ABSTRAK

Muttaqin, 1. (2021). Study Semiotika pada Video kampanye dari Nike “You can’t
Stop us”. Program Studi Sastra Inggris, UIN Sunan Ampel Surabaya.
Pembimbing: Raudlotul Jannah, M. App. Ling.

Keywords: Semiotika, Kampanye, Video kampanye, Nike.

Penelitian ini tentang analisis pada ikon dan simbol di dalam kampanye
video dari Nike. Peneliti menggunakan teori Semiotika untuk menemukan ikon
dan simbol serta untuk menemukan makna dari ikon dan simbol. Tujuan dari
penelitian ini untuk menjelaskan ikon dan simbol yang ditemukan pada video
kampanye dari Nike dan makna dari mereka. Terdapat 3 Rumusan masalah yang
akan dijawab oleh peneliti; (1) Apa saja ikon didalam Video kampanye dari Nike.
(2) Apa saja simbol yang di temukan pada Video kampanye dari Nike. (3) Apa
makna dari ikon dan simbol yang terdapat di Video kampanye dari Nike.

Penelitian ini menerapkan metode Qualitatif. Dari metode tersebut,
peneliti menentukan mana yang termasuk ikon dan mana yang termasuk simbol
dari video tersebut. Kemudian, peneliti mencoba mendekripsikan, menjelaskan
dan menganalisis makna dari setiap tanda-tanda yang ditemukan pada video
tersebut. Data dari penelitian ini diambil dari video kampanye Nike yang berada
di Kanal Youtube resmi dari Nike.

Hasil dari penelitian ini, peneliti menemukan makna mengenai kesetaraan,
semangat, dan kesusahan karena Pandemi. Dari temuan di penelitian ini, dapat
disimpulkan bahwa Ikon adalah gambar yang berada di dalam video kampanye
dari Nike dan Simbol merupakan tanda yang berupa tulisan atau transkrip dari
suara yang ada di video kampanye dari Nike. Ikon dan Simbol yang ada didalam
video merepresentasikan kesetaraan, semangat, dan kesusahan karena keadaan
pandemic. Video kampanye Nike diunggah pada 30 juli 2020 dan itu sudah
memasuki masa Pandemi.
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CHAPTER |

INTRODUCTION

1.1 Background of the study

A sign is a thing that can represent to others thing and sign can represent
objects to someone who understand and respond to something visible. According
to Buchler (p.101) Sign, or Representamen, is something which stand to
somebody for something in some respect or capacity. Signs show or represent
others object subjectively, because the representation of the sign needs the
relation between sign and reality. Reality made a meaning of something that can
be a sign. A sign has a meaning naturally and has a meaning from dealing in the
community. The example of sign naturally is cloudy, cloudy is a sign showing
that before the rain there is cloudy, others example is rainbow, rainbow is a sign
that somewhere has been raining. A sign that has a meaning from dealing is a
sign created from the person's agreement to give a name for something. The
example meaning from dealing is people agreed that the red lamp in the street has
the meaning stop. A sign there is in every moment in this life likes in the Nike’s
campaign video, in the Nike’s campaign video a sign has a hidden meaning that
needs to analyze by the researcher.

A campaign video is one of a part to communicate messages from one person
to another, to influence people, and to deliver the Idea. Everyone expressed what
they wanted to achieve their message by campaigning. The campaign is also a

way to disseminate someone's ideas and vision about whatever the campaigner



wants to spread. The campaign is now seen as more of a way to convey
promises by politicians, but actually campaign existed beforehand to spread
message, ideas and vision. Campaigns come in various forms, some by
campaigning directly to the audience, via radio, TV, mass media, Instagram,
Facebook, Twitter, and YouTube. In this sophisticated era, campaigning can be
done on social media by making campaign video. Campaign video can be
distributed on various kinds of social media, moreover, they can be easily
watched on YouTube.

According to Rogers and Storey (1987), a campaign is a series of planned
communication and actions with the aim of creating a certain effect on a large
number of audiences which is carried out continuously at a certain time. Then
according to Venus (2004), campaign activities are organized activities and
contain a communication process to influence, persuade, motivate, create an
impact on society and have clear objectives within a predetermined period of
time. Then according to Nimmo (2011), a campaign is a form of mass persuasion
where a political communicator gives an appeal to the masses either through face-
to-face relationships or through other types of intermediary media, namely
electronic media, printed media, or posters. the researcher understand that a
campaign is a communication activity or information delivery activity carried out
in a planned manner to educate, convince, influence and sympathize with
individuals or the community using various media to meet targets within a certain
time unit, and in this study, campaigning used by company to share, spread, and

convey their vision or idea and one such company is Nike.



Nike is one of the biggest sports brands in the world. His recruitment made
Nike have a vision to make the public aware that sports can be done by anyone
regardless of their physical condition, skin, race, and religion. To realize this
vision, Nike creates campaign video that are uploaded on YouTube. They invited
famous athletes to take part in the video campaign in order to make the public
interested and not discouraged to keep exercising even though they were
physically limited, with different colors, race, ethnicity and religion. Due to
sports that are very popular with the community, such as football, badminton,
skateboard, running and many other types of sports, people's penchant for these
sports has made Nike aware to encourage people with physical limitations and
people who are considered different because of the skin, race and religion.

This phenomenon and reality of discrimination occur to these people, so that
they cannot feel the pleasure of exercising and feel insecure about exercising.
Therefore, Nike comes with the idea to make people who have physical
limitations and differences in skin color, race, ethnicity and religion feel the same
thing that is felt by great athletes in their respective fields. Nike's movement is to
make campaign videos to raise their spirits and make normal people aware not to
discriminate and limit the rights of fellow humans to be able to exercise and
become great athletes in their respective fields. This series of video has been
uploaded to Nike's personal YouTube, which has been watched by millions of
people in the world.

Because of this campaign content video from Nike, several people responded

with their background knowledge that made the interpretation about meaning of



the video became different. so there have been many public responses about the
video, one of which is news quoted from https://newssetup.kontan.id. with the
Title: Nike advertising controversy in Japan, Netizens invited to boycott. So,
there are different perspective about these video that make Japanese people want
to boycott Nike products. Then it was also proven that there was controversy
about Nike's campaign video from the news uploaded on the internet by
https://www.cnnindonesia.com. The headline was: Colin Kaepernick's NFL
Player Ad Controversy. The campaign that was played by Colin also received
criticism from the US community and the President Trump which made the Nike
campaign video into controversy.

Not only was this evidenced by the news, some people who did not agree with
Nike's understanding were also conveyed by several people on their mass media
and the researcher found that video critique on YouTube. As quoted on the
YouTube channel OnePath Network: look a woman in closed clothes playing
Skeat board, then the data after that is smoke color full held by someone
depicting the LGBT flag according to the perspective of woman that give critique
on that video. The term LGBT technically stands for Lesbian, gay, bisexual, and
Transgender Youth (2008). The woman in the video commented that Nike was a
little deviant because in that data she thought that veiled women agreed to
participate in sports with LGBT people and it was also considered that Nike
wanted to change the values that exist in Muslims so that the message in the data

was deemed untrue by Muslim women who commented.



Starting with the news about the boycott, controversy, and the responses from
the people about the video on Nike’s YouTube. the researchers wanted to
examine the campaign video made by Nike that was really in accordance with the
mission or still not in accordance with the mission. the researchers used semiotic
theory to examine the campaign video Judging from the symbol seen in all these
data and relating them to the developing theory of symbol and their meanings. in
the semiotic sense, signs are in the form of words, images, sounds, gestures and
objects. Contemporary semioticists study signs not in isolation but as part of a
semiotic sign-system. They learn how meaning is made and how reality is
represented.

Semiotic theory has been widely used by previous researchers. Yasin (2011),
Erina (2015), Lestari (2018). Examining video using semiotics from C.S Pierce.
In semiotic of pierce there are three categories of signs and they are named: icon,
symbol, and index. From this case study they only examined two categories of
signs, namely icon and symbol. While Pauzan (2018) also researched John Whick
I's film using the Ferdinand de Saussure theory of sign, he examined the symbol,
icon, and indexes in the film and he found nine symbols but only three were
examined.

Then there is also Agustin (2017) who examines Maybelline’s Advertisement
using Saussure's semiotic theory about signifier and signified and leech's
supporting theory about the parts of advertising. Agustin took three pictures to be
analyzed. The result of Augustin's research is to find verbal and nonverbal signs

that are related to each other. Finally, Syahdini (2019) examines Paris loreal



advertising using the theory sign from Roland Barthes about semiology
denotative meanings and connotative meanings. Syahdini assumed that Paris
loreal video had connotative meanings so he decided to research Paris loreal ads
using the theory sign from Barthes.

Based on the previous researchers who have used semiotics as the basic
theory for research, the researchers also examined the sign in the Nike campaign
video on YouTube using the semiotic and interpret a meaning from each sign.
The previous researcher, most all of them used semiotic theory from Ferdinand
de Saussure and Roland Barthes. Only one study used semiotic theory from
Saussure. In addition, some studies that used beauty products as the data of the
research are more focused on one cosmetics brand. In this study, the researcher
used semiotic theory from Ferdinand de Saussure to analyze the data. However,
what distinguishes from this research and previous research is the data analysis.
The selection of the campaign video as the main data of this research, because in
the video campaign, there are many meanings and messages that want to convey
through the text and images contained in the video.

The researcher chooses Nike’s campaign video as the source of data of this
research, because for the previous semiotic analysis, Nike’s campaign video is
rarely used. Other than, it is very interesting to be analyzed because in all these
video campaign, the creator creates the unique and attractive words, image, and
colors as the symbol or icon. Here, the researcher tries to analyze using the
second trichotomies by Pierce, they are; icon, symbol, and index. In this research,

the researcher focuses on icon and symbol to analyze the main data. The signs in



the video campaign made by Nike, the researchers know the meanings contained
in the video.
1.2 Research Problems
Based on the explanation above, the researcher formulated the research problems
as follows:

1. What are icon and symbol in Nike’s campaign video?

2. What are the meanings of icon and symbol of Nike’s campaign video?
1.3 Significance of the Study

The researcher hopes that this study can give both theoretical and practical
significance. Theoretically, the study will give the contributions to the
development of linguistics, especially in the study of semiotics and this research
hopefully can give the benefit to other students who will conduct the research
about semiotics approach as their references. Practically, this research can help
the society or the readers to know and to understand about the meaning contained
in the Nike’s campaign video or the signs found in their daily life.
1.4 Scope and limitation

In order to limit the field of this research, the researcher decides to make
scope and limitation in this study. This study used the semiotic theory to found
icon and symbol in the video and to take a hidden meaning in icon and symbol.
The data source in this study comes from Nike’s campaign video on the Nike
YouTube channel that has been selected by the researcher with the title You can't
stop us. In order to avoid broadening discussion the researcher limit this research

and only focused on symbol and icon that are appeared in the video and



interpreting the meaning of icon and symbol. Interpreting a meaning in icon and
symbol contained in the video in order to uncover the hidden meaning of that
video. Icon in this study are colors, and images are clearly visible in that video.
Symbol in this research are text, numbers, and other writings in the video.

1.5 Definition of key terms

1. Semiotics is a study about signs. It covers all of the types of signs; they
are visual, auditory, gesture and so on (Cruise, 2006, p. 2)

2. lcon are signs which have a physical similarity to the signified or
represented. In this research Icon is a pictorial sign contained in the video
campaign of Nike.

3. Symbol is a sign that has no similarity between the signifier and the
signified. In this research, Symbol is a word, phrase, sentence in the video
campaign of Nike.

4. Campaign is a series of organized communication activities with the aim
of creating a certain effect on targets, Campaign in this study is a way to

convey a massage to viewers in order to apply equality in their social life.



CHAPTER II
THEORITICAL FRAMEWORK

This chapter discusses the theory uses in this study. Thus are the
definition of semiotic, verbal and visual sign, colors, campaign, campaign video
and Nike’s campaign video.

2.1 Semiotic

Semiotics is a branch of philosophy that originally developed in the field
of language, later in its development it also penetrated the field of art. The
development of semiotics then distinguishes two types of semiotics, namely
communication semiotics and signification semiotics. Communication semiotics
emphasizes the theory of sign production, one of which assumes the existence of
six factors in communication, namely: Sender, Receiver, Code, Message,
Communication Channel, and references. While the semiotics of significance
puts emphasis on the theory of signs and their understanding in a particular
context. In this second type, the purpose of communication is not discussed. On
the other hand, the priority is in terms of understanding a sign so that the
cognitive process is more concerned than the communication. Semiotics is a
science or method of analysis to study signs.

Semiotics is the study of signs. Semiotics is taken from the Greek word:
semeion, which means sign. A sign is something that represents something;
metaphor. The process of representing that occurs when the sign is interpreted in
relation to what it represents, it can be in the form of shape or color in a work of

art. The process is called semiosis, Semiosis is a process in which a sign serves as



a representative of what it signifies. Semiotic has a proses and a proses is
semiosis, which is a process that combines entities which are referred to as
representations of the represented entities, which are called objects. The process
of semiosis is often called signification.

The process of semiosis produces an infinite series of relationships, so
that in time the interpretant will become the representamen, return to the
interpretant and the representamen, and so on.

a) Representamen. Representamen is physical things or everything that can be
seen with the five senses. This is something that refers to things other than this
sign. This sign is referred to as an object.

b) Object. Object is the social context that becomes the reference of a sign or
something that refers to the sign.

c) Interpretant. Interpretant is a person's thought concepts who use signs and
interpret them with meaning in themselves or how someone interprets signs based
on their interpretation. (Kriyanto, 2006, p. 265) Object Interpretant
Representation

According to Noth (1995, p. 44) Peirce develops and elaborates a
typology of signs, starting with a triadic classification of signs that connects
representations, objects, and interpretants into three trichotomies. The sign
trichotomy is:

1. Representamen is physical things or everything that can be seen with the
five senses and refers to something. The first trichotomy is divided into

three;



a. Qualisign is a sign that becomes a sign because of these characteristics,
for example the color RED symbolizes danger, love, prohibition, etc.

b. Sinsign is a sign that is used as a sign because of its real shape. For
example, shout represents; happiness, illness, or anxiety.

c. Legisign is a mark which is a mark according to general rules,
conventions, or codes.

2. Object is a sign which is classified into three; icon, indexes and symbol.

a. Anicon is a sign that has similarities to the fact it refers to, or a sign that
shows and has the characteristics of an object. For example: a map of a
geographic area depicted with a picture or whatever.

b. Index is a sign related to the proximity of something that represents it.

c. Symbol are general laws or ideas that only apply to certain situations,
regions or people

3. Interpretant. Interpretant is divided into three, namely; Rema, Dicent,
Argument.

a. Rhema occurs when this symbol becomes the first interpreter and the
meaning of the symbol is still developing.

b. Dicent occurs when this symbol and its interpreter have the correct
correlation.

c. Argumentation occurs when symbol and interpreters have characteristics
that occur in public.

Peirce as quoted by Noth (Hoed, 1992: 3) argues that "triple connection of

sign, signified thing, cognition produced in the mind". On the same page Peirce



also said that "Nothing is a sign unless it is interpreted as a sign”. It is very clear
that semiotics is a semiosis or process because it includes three elements at the
same time, namely signs. The thing it represents (object) and the interpretant is
the condition that occurs in one's mind when capturing the sign. The three
elements have a relationship with the sign because there is a resemblance, then
the closeness of existence and is formed conventionally.

Semiotic used to analyzed the sign. Sign itself is the things that can
represent something else. So many signs in this world, and everything that was
called human is a sign and they (sign) have a meaning that was agreed upon by
human in their location. So many factors that was made the meaning of its sign,
like a culture, religion, location, trust, and something that was made the sign can
be pattern in their place or religion. In the different places, there was something
that was called different like cassava in Surabaya was called pohong, but cassava
in Bojonegoro was called Menyok.

Semiotics is very useful for us to learn about the signs contained in its
mass media. Semiotic studies have become widely recognized in many areas as
well as in various levels, especially in the media and distributing the message -
the level semiotic production rate in the shift from ancient to printing technology
digital and electronic. In representation, semiotics has shifted from writing mode
to picture mode, etc. semiotic it can be a good tool to analyzed the sign in the

video, pictures, etc.



2.1.1 Verbal sign.

Verbal sign is a sign that conveyed through words or expressed orally. So
verbal sign contains words, phrases, and even sentences. Verbal sign also a type
of sign in a communication tool that is related to words, sentences or phrases.
According to Dyer (2009, p. 112) Words are not only limited to expressing ideas
or feelings, but words have a great influence on our thinking. For example, if we
hear the word learn, what will be reflected in our thinking are books, ballpoints,
schools, campuses, students, teachers, etc. There are aspects of the verbal sign in
our lives, one of which is in the campaign. Verbal sign in the campaigns has a big
influence on the success of the spread the messages and ideas that are
campaigned, because through verbal signs, people will more easily remember
messages.

In addition, through verbal signs, the campaigner will easily attract the
attention of the public to participate in the movements made by the campaigner.
The language in the campaign is generally informal and uses colloquial language.
The sentences used are usually made simple and short, this is to make it easier for
the public to understand the objectives of the campaign itself. The example of the
verbal sign in video campaign is the words, phrase, and sentence delivered to
viewers by campaigning orally (used their voice).

2.1.2 Visual Sign

Visual sign is a sign that can be seen by the eye or sign that are conveyed

by pictures, posters, or logos. This visual sign contains these images contain

hidden meanings and messages. Visual sign also a type of sign without the



presence of words and this sign generally refers to an image. Visual marks in
video are usually displayed through logos, numbers, models, or images. Image or
popularity is one of the things that is very synonymous with a visual sign because
through it, it is easier for people to know the description of a message and easier
to know what and who is in the campaign. In addition, through these images, the
public can easily understand the message and objectives the campaign maker
wants to convey.

Pictures are easier to understand and have a greater impact than words.
According to Dyer (2009: 65), images have a very big influence on a product
because an attractive and easy-to-understand image will make consumers more
interested in buying a product, as well as if it is applied in campaigning. For the
Example is the pictures contained in the video campaign by Nike. In that picture
there are hidden meaning and massages. The pictures are liking the data that was
captured by the researcher.

2.1.3 Color

According to Wierzbicka (cited in Hawan, 2018, p. 17), color is not about
universal human concept but related to the perceived sense of sight universal in
the world. At least, there are six basic colors proposed by Wierzbicka, including:
1. Black and white

Black and white, both have quite a striking color difference, even both of
them are often associated with symbol of light and dark. Other than that, black is
also interpreted as a symbol of power, mystery, formality, elegance, grace, and

evil. While white it is a color that is closely related to perfection and purity, the



color white itself is associated with the symbol of light, goodness, cleanliness,
and purity. In an advertisement, the color white is often synonymous with symbol
of cleanliness and coolness.
2. Green

Green is synonymous with nature. This color symbolizes freshness and
fertility. This color is a soothing color to the eyes, while the dark color is Green is
synonymous with greed, ambition, and jealousy. Yellow green color is defined as
a color that is identical to the disease, squabbles, cowardice, and jealousy.
3. Blue

Blue is the basic color of the sky and sea. This color is identical to symbol
of stability and depth. In addition, this color is also a symbol of trust, loyalty,
wisdom, and truth. Blue color can believe it has a calming effect on the human
body. Blue, symbolized as a symbol sincerity and serenity. Light blue is
synonymous with health, healing, serenity, understanding, and tenderness, while
the dark blue color depicts knowledge, strength, integrity, and seriousness.
4. Red

Etymologically, the color red is closely related to blood. Besides, the red
color is also closely related to fire. Red is also associated with courage, strength,
passion, emotion, danger, and determination. Pink symbolizes joy, sensitivity,
arousal, and sexuality. Pink is synonymous with the symbol of love and
friendship; this color also shows the feminine side. Dark red is associated with
passion, will, anger, anger, leadership, and courage.

5. Yellow



Yellow is a very warm color because this color is synonymous with sun
color. This color symbolizes happiness, joy, and intelligence. yellow also
symbolizes honor and loyalty. Dull yellow (dirty) describes caution, jealousy, and
disease. Light yellow is closely related to the symbol intelligence, freshness, and
joy.

6. Chocolate

chocolate. According to Hurvich (cited in Hawan, 2018, p. 17), writes that
“brown is mostly dark gray in color” orange and dark gray or yellow-black.” This
color is identical
to objects that are around us, such as soil, wood, skin, and human skin color.

2.2 Campaign

Campaign is a process of individual or group communication activities
that carried out in an institutionalized manner and aims to create a certain effect
or impact. According to Rogers and Storey, a campaign is a series of organized
communication activities with the aim of creating a certain effect on targets in a
sustainable manner within a certain period. (Rogers and Storey, 1987) a
campaign as a series of planned communication actions with the aim of creating a
certain effect on a large number of audiences which is carried out continuously at
a certain time (Venus, 2004: 7). International Freedom of Expression Exchange
(IFEX), defines that a campaign is an activity that has practical goals that pursue
public social change and all campaign activities have an impact to influence by

expecting two-way communication.



Campaign is also an effort to convey messages from message makers to
the public. These messages can be conveyed in various forms ranging from
posters, banners, billboards, speeches, discussions, video, to leaflets. As for the
form, messages always use symbol, both verbal and nonverbal, which are
expected to provoke a public response. the message can be anything it can be in
the form of spoken words or writing which have the same purpose is to convey
the intention itself effectively which is supported by the way the message is
conveyed from the content of the campaign.

The ideas in the campaign are introduced and explained to have a certain
effect as something that is beneficial to the audience or audience of the campaign.
the campaign has a linkage of discussing the same thing, namely about the
dimensions of change in individuals and society. Listening to the radio, reading
newspapers, magazines, watching television, spreading information about
washing hands before eating, eating properly, avoiding consuming alcohol and
cigarettes, using recycled paper, how to breastfeed babies, increasing children's
reading interest, and voting procedures. Without realizing it, every day someone
communicates with the campaign.

According to Rice & Paisley, it is said that the campaign is a person's
desire to influence individual and public opinion, beliefs, behavior, interests and
desires of the audience with the attractiveness of a communicator who is at the
same time communicative. Wiliam Albig defines communication in campaigning
as the process of passing named symbol between individuals. Transfer of these

messages in the form of ideas, thoughts and feelings. Thoughts are ideas,



information, knowledge, inspiration and so on. While feelings can be in the form
of happiness, sadness, anger, confusion, doubt, and others. The campaign uses
symbolic interaction, which means the transfer of symbol or communication
symbol that have a particular meaning in campaigning. This communication
symbol can be in the form of language, both spoken and written, signs, pictures,
certain signs that have been formulated in such a way as to attract attention as
well as affect the message conveyed and will have an effect or result as planned.
Campaign aims to increase awareness and knowledge of the target
audience to grab attention and foster positive perceptions or opinions on an
activity of an institution or organization in order to create a trust and a good
image from the community by delivering messages intensively with a continuous
communication process and for a certain period of time. In a more general or
broad sense, the campaign provides continuous information as well as
understanding and motivating the public towards a particular activity or program
through continuous and planned communication processes and techniques to
achieve publicity and a positive image. The campaign process through
communication includes the dissemination of information, knowledge, ideas, or
ideas to build or create awareness and understanding through communication
techniques. The effects of a communication activity include changes in opinion,
personal opinion, public opinion, majority opinion, attitudes and behavior,

perceptions and ideas and beliefs and images.



2.3 Campaign video

Campaign video is the one of the ways of campaigning a message and this
campaign through a video. A lot of ways of campaigning the message likes,
speech at the podium or campaign by writing a message on email, or campaign
by writing the message in the news and etc. campaign video here means
conveying a message through the video, so the campaigner make a massage and
they record their voice and visual used camera. This campaign video happened
because some condition, because the purposes are to know of a million people in
the word or it is happening because the campaign video is easy for doing and
spread to people in the word. Campaign video also can save in the platform of
social media that have a memory to save it in order it can watch every time.

Nike makes a campaign video to convey their message and because of the
pandemic, they make a video in order to share the message and can watch by
million people in the world. Campaign video is an effective way to spread a
message because a lot of the reason that was explained above. Effective to share,
effective to save, effective to watch later in another time and effective to re watch
until the viewer understood and know the message from the video.

2.4 Nike’s campaign video

Nike makes a video about campaigning equality and a message about a
sport that can make everyone, everywhere and in every condition although in
pandemic condition. Nike’s campaign video with title You can’t stop us uploaded
on July 30th, 2020 and in this video, Nike strives to bring innovation to every

athlete in the world. Nike also write in the description of this video that their



mission is what drives to do everything possible to expand human. They do that
by creating groundbreaking sport innovation, by making their products more
sustainable by building a creative and diverse global team and by making a
positive impact in communities where we live and work.

Nike shares their message in their campaign video and make the campaign
video have icon and symbol that can be data to analyze. A meaning in every icon
and symbol created from how Nike wants to share the message about equality
and spirit to do the sport in every condition. The video uploaded during pandemic
covid-19, and in the video also described the condition in a sport during
pandemic. Below is the screen captured of Nike’s campaign video and

description about the video:

Ml 4KB/s

S

0:00 /130 0:00/1:30

Description

Description

Subscribe to our channel!
You Can't Stop Us | Nike
Nike strives to bring innovation and inspiration to every
athlete* in the world. (* If you have a body, you are an
athlete.)

59,913,125 30 Jul
View 020

You can't stop Megan Rapinoe, Serena Williams, or Lebron
NET RN

Our mission is what drives us to do everything possible

to expand human potential. We do that by creating
groundbreaking sport innovations, by making our products
more sustainably, by building a creative and diverse global
team and by making a positive impact in communities
where we live and work.

Just as you can't stop Naomi Osaka, Cristiano Ronaldo or
Leo Baker.

Because as athletes*, we are never alone. Sport unites us.

Strengthens us. Keeps us pushing ahead. No matter what,

we will always come back stronger, together.

You can't stop sport. Because you can't stop us.

Shop Nike

Download Nike App

Download SNKRS App

Download Nike Training Club App




2.5 Previous Study

Some previous study who was studied, analyzed, and made a researched used
semiotic are Yasin (2011), Erina (2015), Lestari (2018). They examined video
used semiotics from C.S Pierce. In that studied they only examined two
categories of signs, namely icon and symbol. While Pauzan (2018) also
researched John Wick I's film used the Ferdinand de Saussure theory of the sign,
he examined the icon and symbol. Then there is also Agustin (2017) who
examined Maybelline’s advertisement used Saussure's semiotic theory about
signifier and signified, and supporting theory by leech about the parts of
advertising. Agustin took three pictures to be analyzed. The result of Augustin's
research is to find verbal and nonverbal signs that are related to each other.
Finally, Syahdini (2019) examined paris loreal advertisement used the theory
from Roland Barthes about semiology denotative meanings and connotative
meanings. Syahdini assumed that Paris loreal video had connotative meanings.
Then there is a semiotic analysis on A-mild advertisement by Tazkiyatul fikriyah
A’la, she used semiotic theory from Roland Barthes too.

From the relevant theory about semiotic above and from the previous study
about semiotic, the researcher decided to analyze the campaign video from Nike
used semiotic theory. The researcher searched the sign and the kind of sign are an
icon and symbol in the data used semiotic theory, because semiotic theory is
relevant theory to searched the sign and most the researcher was used semiotic to
analyze the Sign. Then after the researcher found the icon and symbol in the data,

the researcher interprets the meaning and message hidden in the icon and symbol.



CHAPTER 111
RESEARCH METHODS

In this chapter, the researcher discusses the method that used for this
research. Those are research design, research data, data source, research
instrument, data collection, and data analysis.
3.1 Research design

In this study, the researchers used qualitative methods to analyze the data.
Qualitative research itself is a study that used to explain an object that refers to a
concept, so the definition and description of an object is described descriptively.
This method is used to explain an object that related to the meaning or definition
of an object or phenomenon in the form of description clearly. According to
Arikunto (in, rahmah 2019: 17), Qualitative research is a study that describes data
using words or sentences by dividing it into several categories to get a
conclusion. Qualitative research is suitable for this research because it can be
used to describe semiotic analysis and descriptions of verbal and visual elements
in Nike campaign video. This method was chosen because the researcher was
analyzing and describing the meaning of the signs contained in the Nike
campaign video. The data from this study are presented descriptively and
systematically based on the theory used in this study.
3.2 Data Collection

In this part, the researcher shows the sources of the data, the instrument of

the research, the step in collecting the data, and the step in analyzing the data.
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3.2.1 Research Data

The data in this research is a picture and written that contained in the
video, there are two types of signs contained in the data that are icon than
symbol. the sign from icon is all of the pictorial that contained in the Campaign
video of Nike, whereas the sign from symbol is a sentence, phrase, word, and an
alphabet. The icon in the data is the pictures of person and a selection of colors
found in the Campaign video of Nike. The symbol is the text contained in the
campaign video of Nike. The researcher chooses one video campaign in the
YouTube channel of Nike. The video contained signs and the type of sign are
icon and symbol. The researcher chosen this data because there is a sign that has
a hidden meaning in every type of sign. Like the hidden meaning contained in the
sentence ““You can’t stop Nike”, the sentence has a hidden meaning that not
everyone understood about its meaning.
3.2.2 Data Sources

The source of the data from the Campaign video in the cannel YouTube of
Nike. The data selected from video with the title “You can't stop us” The
researcher chooses one video from YouTube channel of Nike as the data, this

data link of the video is https://youtu.be/WA4dDs0T7sM, the researcher choose

one video from a lot of video in the channel YouTube of Nike, because this video
has all of icon and symbol that can be analyzed by the researcher and this video is

enough to analyzed.


https://youtu.be/WA4dDs0T7sM

3.2.3 Research Instrument

Research instrument is the everything that was used to do for this
research. The first instrument that used to do for this research is the researcher.
The researcher became an active person to collect and to continue the analysis of
the data from a campaign video of Nike. The second instrument is the laptop. The
laptop is the tool for this research to search the data from the internet and to write
this research. The third instrument is the internet. The researcher used the internet
to find the data, references, and to download the data. The fourth instrument is
the notebook and pen. The researcher used a notebook and pen to take a note
everything after reading the references before the researcher wrote on the laptop.
3.2.4 Data Collection

Data in this study are taken from the official YouTube Nike. In collecting
the data, there are several steps done by the researcher to collect the data.
1. The researcher searched the campaign video of Nike on YouTube. Then the
researcher watched the video. After watching the video, researcher got a video
from their respective official YouTube.
2.The researcher selected a video with the hashtag you can’t stop us. Then The
researcher chosen that video from several videos on the channel YouTube of
Nike by downloading it.
3.The researcher listened, watched, transcribed the voices, identified the word,
sentences, slogan, picture, and color effects on the campaign video of Nike to get

the data.



4. The researcher watched and observe the campaign video of Nike again to
ensure that the video is right. It means the video contained signs that has the
hidden meaning. After the researcher got the data and sure for this video, then the
researcher wrote it in this research.
3.3 Data Analysis

In analyzing the meanings of signs contained in the campaign video of
Nike, the researcher did several steps to analyze the data:

1. The researcher categories the data into two categories. The first is the data
that contained the icon and the second is the data that contained the
symbol.

2. The researcher interpreted the meaning of each icon and symbol contained
in that data. by looking up the words, phrases, sentences, pictures or
image in every data of those video campaign to uncover the hidden
meaning of the video campaign.

3. Then, the researcher drew the conclusion based on the result of the

analysis.



CHAPTER IV
FINDINGS AND DISCUSSION
In this chapter, the researcher presents the findings and analysis of the data

from. Researchers analyzed Nike campaign video used semiotic theory to found
icon and symbol and get a meaning from every icon and symbol. Researchers
present the results of research through the steps that have been mentioned in the
data analysis. data analysis consists of icon and symbol and their meanings
contained in the data. Here, everything is discussed below:
4.1 Findings
The Researchers present the findings of a data as a result of research. Researchers
found all the signs that contain icon and symbol in the Nike’ campaign video.
The icon in the campaign video consists of an image or photo. Then, the symbol
of the campaign video consists of written text. After analyzing icon and symbol,
the researcher examined the meanings contained in the campaign video.
4.1.1 Icons and Symbols in Nike’s video campaign

In this research the researcher tried to find icons and symbols in the data,
and in this part the researcher found the icons and symbol in the data and
described what are the icon and symbol in the data. The icon in the data is the all
of pictures from the video that was screenshot by the researcher. In the pictures
there are colors and everything that contained in the pictures except words,
phrases, or sentences and all of that called icon. Symbol in this research is a
word, phrase, or sentence that contained in this pictures of screecshot from

Nike’s Campaign Video. In this Nike’s Campaign Video, The Researcher finds
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33 signs, 16 icon and 17 symbol. For the detail describing the reseracher describe

one by one data in The Table below:

No.

Data
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We're never alone
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ecause when we're doubted, j
we'll play as one.

When we're held back, g
we'll go farther and harder.

Icon Symbol Times
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4.1.2 A Meaning from Icon and Symbol
In this part, the Researcher explain a meaning from every icon and symbol
in the data, below is the detail explanation:

1.




The symbol in this picture is the transcribe and the icon is the two women.
Based on the semiotic approach, the icon here is the woman on the screen
captured and the symbol here is the transcribe we 're never alone. The icon or the
women represent that the white skin and black skin all of them are athletes, no
differences between them and they are same in the athlete profession. In the
picture there are two parts, in the left is woman with black skin and the right side
is the woman with the white skin. There two parts in the left and right side it has a
meaning that in the sport, there is no racism, white or black skin they are can do a
sport.

From the symbol we’re never alone is they have friends. In this context
we’re meant they are (Athletes) who plays a game, and never alone is they play a
game with the other Athletes or their friends. Symbol in this scene has a relation
with the icon. The relation is in the how symbol and icon represented a message.
And the representatives from the icon and symbol in this scene is they are
together woman with black and white skin do swimming sport. In the background
of the women and the dress of woman with black skin look that they swimming.

2.
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It can look from the screen captured there is pictures of women in the left
and men on the right side together and can look for the face they look cheering.
Based on the semiotic approach, the icon here is the women and men on the
screen captured and the symbol here is the transcribe and that is our strength. The
women and men in picture represented that togetherness and strength, it can show
how their face looks like and the hand with theirs body. They are together with
their team to play a game.

The symbol and that is our strength is they have spirit to play together
with their friends. The distinguishing between them looks at the side. On the left
side the women in the stadium they give a support and dance like a cheer team,
and it can look from their dress. And in the right side is the man baseball team
that cheering for their team when they are playing. The relation between Icon and

Symbol can be shown how they face and it represent the symbol.

Y

/ Because when we're doubted, l
5 | we'll play as one. | l

Based on the Semiotic approach, the icon here is two women in the

wheelchair and the symbol here is the transcribe because when we 're doubting,
we’ll play as one. The women represent that everyone can play a game and can

be an athlete as long as they still have bodies. From the symbol because when



we 're doubted, we'll play as one is when we are not sure of our self, we will play
individually. In this context, we mean the athlete, the athlete who not sure of their
ability, they will feel alone to play a game and it can make them lose. Look at the
left side is the woman in the wheelchair and on the right side is the woman too on
the wheel chair. They tried to move from one wheel chair to another wheelchair.
From the perspective of the researcher the icon and symbol have relation meaning
that they can play as one and it was represented.

4.

we'll go farther and harder.

The icons and symbol can look at this picture based on the semiotic
approach, the icon here is the person with the imperfect foot on the left side and
the one who somersault in the right side it looks that the head and the hand at the
bottom or on the floor. The symbol here is the transcribe when we re held back,
we'll go further and harder. from the icon or the women with the imperfect foot
in the data is the person represented that the equality there, because she has not
the perfect foot to jump and run, but she can do it and she is athletic, no
differences between athletes who have perfect foot or not, because they can play

games and they are same in the athlete profession.



The symbol when we’re held back, we’ll go further and harder is present
or hindrance that can stop them, will make them work harder than there is no
hindrance, so they will go further and faster. In this context we’re meant they are
(athlete) who plays a game, and never alone is they play a game with the other
athlete or their friends. Between icon and symbol have relation that they can go
farther and harder it can look for the pictures that they can do somersault and it

relate with the phrase go farther and harder.

|

O

- If we're not taken seriously, W\
we'll prove that wrong. R,

The icons and symbol show in the picture above and based on the
semiotic approach, the icon here is the men who jump into the pool and the
basketball player who played basketball. The symbol in the picture above is the
transcribe if we re not taken seriously, we’ll prove that wrong. Men who jump
and basketball player in the data is they all (player football and men who jump)
represent the equality, because they can play a basketball although the ring in the
pool. They have not limitation to play basketball. Symbol if we’re not taken
seriously, we’ll prove that wrong is serious, because serious is the key things to

do something, and if we not serious we will wrong to do ours working. In this



context we’re meant they are (athlete) who plays a game, and never alone is they

play a game with the other athlete or their friends.

And if we don't fit the sport,
we'll change the sport.

The icon here is the woman wearing a long black dress in the picture and
the symbol here is the transcribe and if we don 't fit a sport, we’ll change the
sport. The woman in the data represents the equation, because she can play
skateboard, although she wears a long black dress. Her dress Represent a Muslim
dress. Nike has campaigned about equality in this video that everyone can play a
sport, although he/she is Muslim or no, they wear a dress based on their religion
or no. The symbol and if we don’t fit a sport, we’ll change the sport means the
sport can do everyone, without a look at their belief because everyone can do the
sport as well as they can. If they do not fit a sport, they can change the sport as
wants as they can. The relation between icon and symbol in this picture is
everyone with the differences in their religion or their dress, but they are same in
a sport. They can play a sport, and in this picture, she played basketball.

7.



And if we don't fit the sport,
== we'll change the sport. '

A continuation from the previous image, the icon in this picture is the man
with his smoke flag colors. The icon in this data Represent the equality too,
because the flag is an icon of LGBT. So, it represents that he is LGBT member.
In this picture like in the previous picture, everyone can do the sport, although
LGBT member too. No differences between them in the sport, like in the data
before this, there is Muslim also do the sport. The relation between icon and
symbol looks at the lexical meaning of the sentence and the representation of
equality of the picture. The sport can modify based on their belief and dress as
long as they can do.

8.

e &

~> We know things won't
always go our way.

It can look for the picture based on semiotic approach that the icon here is

the woman fall and the symbol is the transcribe we know things won 't always go



our way. The icon or the women in the pictures represent that she is in the worst
situation, she falls on the grass when she played a football. She is playing football
and it can see from the grass on the field and the sponsor place behind her. The
symbol we know things won'’t always go our way meant they know that things is
not in their way, or they know thing can go on another way. Like in the pictures
the women fall, she fell hard because crash in the football. The relation between
icon and symbol is known to the picture woman fall mean won’t always go our

way seem with the transcribe.

And the world's sporting events
are postponed or canceled.

From this picture the icons and symbol can be shown based on the
semiotic approach, the icon here is the stadium that nothing viewer and athlete in
there and the symbol here is the transcribe and the world sporting events are
postponed or cancelled. The stadium means stop, empty, and nothing sport
because all the work stopped and cancelled. It is happening because there is
corona virus that dangerous. the symbol and the world sporting events are
postponed or cancelled meant all the events in sports are cancelled or postponed
because covid-19. The relations between icon and symbol in this picture is empty

of the stadium the meaning represented in the word canceled in the sentence.



Canceled also have a meaning empty in the stadium because if there are athlete

and supporter it means the game is not canceled but happened.

10.

In this picture the icons and symbol can be shown based on the semiotic
approach, and the icon here is the kid and women played tennis in the room on
the screen captured and the symbol here is the transcribe but whenever it is, we’ll
find a way. The picture represents the condition during pandemic. They tennis in
the room and there are viewers or other person in that room, because they are
social distancing and all the games are canceled. the symbol but whenever it is,
we’ll find a way meant They find a way to tennis, although they played in the
room. The way to next played tennis is they make their home like a stadium, there
are tools of the sport in the house that can make them play tennis. The phrase but
whenever it is, we’ll find our way and the pictures the kid and women played
tennis have the relation and relate to give the meaning for viewer that they can
find the way to play tennis during pandemic and all the game canceled and the
place closed.

11.



And when things aren't fair,

From this picture there are two sides, in the left side there are American
football and on the right side is basketball players. The icons and symbol can be
shown based on the semiotic approach, the icon here is the athlete in the picture
and the symbol here is the transcribe and when things aren’t fair. The player in
the picture represents the unity, because there are look together, played together
and pray together in the play area. The symbol and when things aren’t fair meant
there is unfair in the game, so it can be stopped the game and make them lose.
But the unfair is the things that should be weapon and make them play fair. So,
the picture and the phrase have the relation, and the relation show when the
player looks praying and the phrase aren 't fair because when they pray it means

they in not fair condition.

12.




From this picture there are two sides, in the left side are men player
American football and in the right side are the women's player football. The
profession looks from their dress. The icons and symbol in this picture can be
shown based on the semiotic approach, the icon here is the athlete in the picture
and the symbol here is the transcribe we Il come together for change. The icon
represents the unity, because there are many backgrounds of them are different,
but they can be a one team and played together and pray together in the play area.
There is a phrase on the shirt for women Black Lives Matter can be the symbol
for the black skin people that they entitled to live and no racism in their life. the
symbol we Il come together for change meant they want changes for their game,
so they will come together for change, because they need changes.

13.

/__.-/
We have a responsibility to
make this world a better place.

From this picture there are men with black skin in the left side and woman
with the white skin on the right side, and that is the icon in this picture. The
symbol here is the transcribe we have responsibility to make this world a better
place. The icons in this picture represent someone who speech for people, they
speak about the condition at that time. The symbol we have responsibility to make

this world a better place. meant They will change the condition into the best, they



will change and repair what broke and need to be changed into better soon.
Because people need a better condition to work again and do the things like
before pandemic. From the outfit and the skin, they have differences, the

differences are in the place, who they are, and to whom they speak.

14.

In this picture, the icons and symbol can be shown based on the semiotic
approach, the icon here is the athlete in the screen captured and the symbol here
is the transcribe and no matter how bad it gets. There are two sides of this
picture, in the left side is the athlete and in the right side is the one help other.
This side have the continuity that the athlete looks helped by the one who in the
right side and it is having the relation meaning with the symbol. The icon
represents a support and help, because the other athlete helps others, and that is
can make someone more have a spirit to play a game. The symbol and no matter
how bad it get meant they do not care with the bad condition, because is not
impact to their spirit to play a game or to do a sport. They will not stop to do the
sport, although they are in a bad condition.

15.



we will always come back
~ @ stronger.

From this picture, the icons and symbol can look Based on the semiotic
approach, the icon here is the woman run in the left side and the person on the
right side running and hold the ball. The symbol here is the transcribe we will
always come back stronger. The icon represents a spirit and stronger athlete to
play or to do a sport. The symbol we will always come back stronger meant They
always stronger to do the sport and with a full spirit to play a game. It can look
that the women with her spirit run and in the next side or right side there is person
run too with hold the ball, but only look the ball and the hand, they run with their
spirit and it’s related to the word in the sentence stronger. They look rub stronger
as hard as they can do.

16.

3
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Because nothing can stop
what we can do together.




The icons and symbol in this picture can be shown based on the semiotic
approach, the icon here is the keeper who tried to kick the ball. The left side and
the right side have the continuity and they look tried to kick the ball until they
fall. The symbol here is the transcribe because nothing can stop what we can do
together. the icon represents a spirit and stronger athlete to do a sport. They have
a spirit to kicked the ball from their goal. the symbol because nothing can stop
what we can do together meant they do the game together and it can make them
always go to play, and no one or everything can stop their game.

17.

YOU CAN'T STOP SI"GRT.

In this picture there is only a symbol, and the symbol is You can’t stop us.
Lexeme You can’t stop us meant everything can not stop them to do the sport.
Like, covid-19, the differences of skin, religion, belief, rash, and others
differences, all that cannot stop the sport, because sport can do with all people,
anywhere and anytime. The word You can 't stop sport covered by word us
because in this mix campaign video us is the word that represented people in this
word that wan to always and can do the sport and it can be understood that the

word us also mean athlete.



4.2 Discussion

In this part, the researcher discusses the results of icon and symbol of the
data findings above and tried to compare with another thesis that also focused on
semiotic and analyzed the video. The discussion is intended to know what the
signs are expressed in the data above and what the meanings of all those signs
are. In this part of the discussion, the writer analyzed the data using semiotic to
find the icon and symbol and to find the meaning from icon and symbol. The
report of this research addresses two objectives of research question related to the
icon and symbol contained in the Nike’s campaign video “You can’t stop us”.
The point of discussion arranges based on these three research questions. The first
is an icon, the second is symbol contained in the Nike’s campaign video by
analyzing the data used semiotic approach, the third is finding the meaning of
those signs.

In this campaign video the researcher finds 33 signs, 16 icon and 17
symbol. The creators use the pictorial and the written text in the campaign video
of Nike. Nike show the visual sign to the readers as icon of the video and verbal
sign like sentences in the video and the voice in the video. The readers will be
able to know the physical sign of the campaign offered by the Nike through the
campaign video. Besides the pictorial signs contained in the video, the creators
also create the verbal signs to support of showing a sign to the viewers. The
verbal signs become the symbol of the video. In the campaign video of Nike, the
creators create the written text (symbol) as the first aspect to get the meaning of

the campaign video. creators, show the meanings to the readers through the



verbal signs. The readers will know and understand the hidden meaning in every
data of this video.

This Nike’s campaign video tells and covey the equality, the spirit, and
the bad condition during pandemic, because this video released when pandemic
on July 30" 2020. The message from this Nike’s campaign video represented in
every scene that was captured by the researcher. The equality shown in the data
6, it can look that Muslim wears the black long dress play skateboard. The spirit
shown on the data 2 they look cheer and spirit to play the game. The bad
condition described and show in the data 9 that represented the empty and
canceled all the game in the world.

The researcher tried to compare this study with the previous study from
Pauzan (2018) who analyzed the john wick film 1 used semiotic theory. The
similarity with this study is same take a data from the video. Video and film have
a similarity because video and film have the verbal sign and visual sign. Film and
video have the voice, transcribe and picture. Pauzan (2018) tried to find a signs
and to get meaning from every sign in the research. It seems like this study to
find the sign and tried to find meaning in every sign. With these differences make
the next researcher can more read about the method and ways to analyze the sign.
The kind of sign on the thesis from Pauzan is, icon, index, and symbol in the John
wick film 1, but in this study only icon and symbol that searched and find out the

hidden meaning in every icon and symbol.



CHAPTER V
CONCLUSION AND SUGESTION

In this chapter, the researcher presents the conclusion about this research
and give the suggestion to the next researcher after the researcher analyzing and
interpreting the data. The researcher drew the conclusion about the whole of this
research. Then The researcher gives the suggestion for the next researchers who
want to conduct the semiotic approach in the different subject of the research.
5.1 Conclusion

The researcher drew the conclusion based on the findings data and
discussion of the data in the previous study. This research is about the semiotic
study on the campaign video of Nike. This research concerned about the sign and
the meaning of sign in the video. The sign in this research are icon and symbol.
The researcher used semiotic approach to interpret the hidden meaning in every
icon and symbol that contained in the video. Based on the findings above, the
researcher concludes That:
1. Research Question number one, the icon in this research is the photo of athlete,
color, person, and stadium contained in the video. The symbol in this research is
the subtitle contained in the video.
2. Research Question number three, the icon represented Spirit, Passion, and
Trouble. Symbol in the data have the meaning of Spirit, Passion, and Trouble
also, because the Icon and Symbol in this video are related each other.

The icon and symbol to be the representamen and stand to their object,

and the interpretant comes from the background of every icon and symbol, from
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the experience, knowledge, and study cases that was happen in this world. After
the researcher found the meaning of every icon and symbol in all the campaign
video, the researcher matching the vision of Nike with the meaning of every sign
in the video. The vision is still related to the result of the interpretation of every
sign in the video. In the video, the creatures show that there are athletes who has
the limitation on their physic, and it shows us that the athlete with the limitation
on their physic also can play the game like normal athlete, so it is the proof of
equality in the sport. Gender equality and the equality in the differences of the
physic is there for the sport, and Nike gives the understanding to the people in
world by campaigning it on the YouTube.

By analyzing the campaign video, the researcher can conclude that the
semiotic study on the Nike video campaign show us that every data in the video
has the sign, and the songs are the icon and the symbol. The icon and symbol
represented the meaning of who the creatures try to campaign the equality that
happen in the sport. All the people, with limited of physic, with the differences of
skin, religion, and, race also can play the game in the sport. The pandemic also
that being the barrier is not the things that cannot stop the sport.

5.2 Suggestion

The researcher suggested to everyone who interested semiotic approach.
From the experiences of the researcher, the language is the sign that has the
meaning to make someone understand about what we want to convey. The sign
can be formed in the sentence, phrase, word, even, the alphabet, for example in

the video. In the video there is the sign, likes in the transcribers, or the picture of



others sign in the video. We can use the semiotic approaches to find the hidden
meaning or the sign that we do not understand the meaning contained in the sign
in the video.

There are famous figures who describe the theory about semiotic, and
their description to be the benchmark of the theory that can used by students to
research use semiotic approach. The famous figure likes Ferdinand de Saussure,
Roland bathers, Charles sanders pierce. From their famous figure of semiotic
explanation, the next researcher can understand the semiotic as the research
approach of their research. The readers can use the semiotic theory after
understanding the theory by reading this research, journal, and other references
about semiotic that was explained by the famous figure of semiotic above. The
researcher also advice to the next researcher to choose the data from, song lyric,

advertisement, film, magazine that can be analyzed using semiotic theory.
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