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INTRODUCTION
(Font Times New Roman 12)
The introduction should contain

(sequentially) the general background
and research question or hypothesis. The
literature review and theories included in
this chapter. The study objective should
be written at the end of the introduction.

Profetik:  Jurnal Komunikasi is a
peer-reviewed journal, published
biannually by the Communication
Science Department, State Islamic
University (UIN) Sunan Kalijaga
Yogyakarta. It is available online as open
access sources and printed. The main
focus of the journal is research in
communication  studies  which s
integrated with Islamic perspective. PJK
focuses on disseminating research,
especially related to the issue of
strengthening civil society in its various
aspects. Besides, PJK also received an
article based on library research, which
aims to develop integrated
communication theories, such as a
discourse on Social Science, and other
perspectives. The articles must be
original from the research result which is
should be focused on the communication
studies including:
1. Prophetic Communication
Prophetic communication is a pattern
of prophetic communication which is a
new framework for the practice of
communication science in an Islamic
perspective that is integrated with the
study of communication science that has
developed previously. Prophetic
communication can be understood as an
effort in communication theory and
practice that aims to carry out prophetic
social functions for humanity, liberation
and transcendence.
2. Media dan Journalism

Media and Journalism discusses
production and distribution of reports
(on the interaction of events, facts, ideas
and people) that impacts society to at
least some degree in the media,
including: print, television, radio, and
internet.

3. New media
Technology
This field can be said to be new in

the world of Communication Studies

because it discusses the ever-evolving
communication technology. The field
discusses all forms and channels used to
convey messages or information in new
media channels. The media that is
discussed in this sphere includes media

and Communication

that have characteristics:  Digital,
interactive, Hypertextual, networked,
virtual and simulated

4. Theory and Applied
Communication

The discussion of the theory and
application of Communication Science
that relate the use of several theories to
answer the problems that exist in the
interaction of communication itself.
These include discussion of issues in
Prophetic  Prophetic Communication,
media and mass communication.

5. Public Relations

This field is about the communication
applied Public Relations. This scope
discusses the interaction and creation of
an organization's public opinion in the
eyes of society. The sphere of Public
Relations can also be interpreted as a
deliberately planned effort on purpose, in
order to establish and maintain mutual
understanding between the organization
and its people. In other words, the
establishment of two-way
communication between the organization
and society is the goal of Public
Relations.
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5. Advertising
Communication

Advertising is one of the forms of
applied communication which is the
main focus on Profetik: Jurnal
Komunikasi. Discussion about how the
presentation of the material or persuasive
message presented to the public becomes
the main topic in this field. The study of

and Visual

the process and the form of the
dramatization of products sold by the
company through the use of printing
with artistic design and color in order to
attract the attention of consumers or
customers become the main interest of
the realm of advertising studies.

METHODOLOGY

The method is associated with
the validity and reliability of the research
results collected and reported in the
scientific article. They are the reader’s
instrument  (reviewer) to evaluate
whether methods (and
materials/tools/models) used have been
appropriate to obtain valid results. They
are also used by the reader or other
authors in the research scope to evaluate
results critically or redo some part or all

research reported in the scientific articles
using similar methods and processes
included in the section. It is unnecessary
to write what has been understood by

researchers, in the specific research
scope, However, the general equipment
and tools used must be stated. Please
provide a chart/stage for each of the
methods for both data collection and
benchmarking to understand the success
of the research conducted.

RESULTS AND DISCUSSIONS

This part presents results or findings.
Figures or graphs can also be presented
here to support your findings, and there
should be no duplication of data in
graphs or figures. We suggest that you
mention supporting instrument(s), in
forms of illustration, figures,
photographs, tables, and graphs. Each
instrument must be orderly numbered
and given a title, followed by the source
from which you make the citation. The
instrument is the result from the author’s
analysis, please write: ‘source: author’s
analysis

Tabel 1. FGD Participants by District, Education, and Gender

c . Level of Education
District Gender SHS* Diploma [ Bachelor | Master
Bantul Male 1 2 1 1
Female 2 0 2 0
Gunungkidul Male 2 0 0 0
Female 3 2 4 0
Kotamadya Yogyakarta | Male 4 0 1 1
Female 1 0 4 1
Kulon Progo Male 5 0 3 0
Female 1 0 1 0
Sleman Male 2 0 2 1
Female 1 0 2 1
Total 22 4 20 5

*SHS: Senior High School

Source: Author’s Calculation (2019)
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CONCLUSION

This section involves the summary
of findings without adding any new
information from what has been stated
in the previous sections. However, it
should not be a word for word repetition
of what has been discussed in the
analysis and discussion section.
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