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ABSTRACT
[bookmark: _GoBack]Advertisement these days are shown in mass media such as television. They delivered it persuasively with the intention to persuade audience and to continuously spend their money to buy a product or service. The habit of society that spends their money excessively brings out a consumptive life style. This research aims is to understand the representation of consumptive life style at the level of denotative, connotative, and myth in Bukalapak Television Advertisement “Bukalapak Emang Cincai” Version. This research used qualitative research method. Also constructivism was used as the parardigm of this research and used Roland Barthes’ semiotic as the data analysis technique. In order to check the data validity, researcher used source triangulation such as the scenes in Bukalapak Television advertisement “Bukalapak Emang Cincai” Version and related scientific reference that is relevant with the research. As for the result, on denotation level showed that Bukalapak provide many kind of goods with cheap prices and this advertisement invite the audience to do online-shopping via Bukalapak application. On connotative level showed that the model of advertisement always used Bukalapak application to do online-shopping with their smartphone, providing many kind of goods that can be accessed by any kind of age whether it’s men or women, and invite baby boomers generation to do online-shopping on Bukalapak. That could trigger a consumptive lifestyle from online-shopping in any kind of ages. The myth of consumptive lifestyle that is formed was society couldn’t look at goods based on their need but their wish.
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