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CHAPTER I

IIITRODUCTTON

1.1 Backgrouad of tle S tudy

This modern era is marked by competit ion among human

beings especial ly 1n the business wo_rld. Many ki_nds of

atterq)s are made so that people' s business nay be

successful .  Therefore, the business world need.s a campaicnr

method that is calIed as . 'advert ls ing,,.  Ad.vert isement 1s one

of so rnany actj_vit ies we can see in our l l fe. people both

can hear and see the adve.rt ise$.ents through rai ios,

te lev is ions ,  newspapers ,  magaz ines ,  b rochures  or  lea f lecs ,

Advert isements aie not l i terary works br.rt  rathe.r non-

l i t e r a r y  w o r k s  ( c o o k :  1 9 9 4 , 9 8 ) .  I t  i s  c a l l e d  n o n  i i c e r a r y

because their essence may depend upon lanq.uage whlch can be

ne l ther  t rans la ted  nor  paraphrased.  They  may possess  no th ing i

but the lanquage, Therefore, advert. isements can be includ.ed

as  one o f  d j -scourse  ana lys is  ac t i v i t ies ,  S  arn :ur i  (198?:1)

poi-nts out that discourse analysis is being used j-n real

I i fe  in  the  soc ie ty  bo th  verba l l y  and non-verba l l y .  Speech,

conversations, letters, and advert j-sements are some examples

of the use of lanErage in the socr.ety which are beingr

ana lysed by  d iscourse  work .



Pr1de ,  e t . a I  ( 1988 :424 )  s ta te ,  . ' adve r t i s i - ng  i s  t he
most effective and the least expensive neans of
cormunlcating product information to nillions of ind.:_vi-d.ua1
and f irm-'.

It means that producers do not have to do personal sell ing

to the consumers a1I over the worLd. In fact, the responses

of the advertisements wllI qradually be received longer in

the consumers' rnind although the responses cannot be gotcen

as guickly as if they do personal sell ing. However,

according to t itt le (19G3:3G) , the cormnrnicatj_on of

inf ormatj-on i.s only one aspect of writ ing. Another mo.re

irportant aspect is the corm'mrnicat j.on of feeling or emotion.

Wlbowo (1996) in his thesis, ad,ds that advertlsers do not

mean merely to couGnlnicate their advertisements, yet, their

intent is to change the consumers' rnind and behavior

according to the aj-m of advertisers, as wel1.

The aims of advertisements according to D.H Swastha,

et.al (1985:355) in their book Menej emen pemasaran Modern,

are to change consurtrers, raind, to inform conslutrers about the

existence of new products, to persuade thedr to buy the

products of services and to a.rouse emotion about the

products so that consumers w111 remember the produccs :.n

their nind.

The last aim relates to a general method of approach

(I, itt1e 1953:33) , namely a scj-entif j-c and an emotlve

approach. In advertisements, the scientif ic approach is noc

being used; that is why the writer ignores it.



The writer is concerned with the emotlve approach,

since 1n writ ing adverLisements, this emotive approach is

mainly used. There are several reasons for usi_ng emotive

approach 1n advertisements: f irst, basing on the meaning of

advertj.sement, and second, basingr on the meaningr of emotive

approach i tse l f .

An advertisement accordinq to 1ts dictionary meaning

as guoted by Webster ( 1990 : 5 9) j.s a note , ' to call public

atLention to especially by ernphasi.zlng desirable qualj-t ies

so  as  t o  a rouse  a  des j . r e  t o  buy .  . . . . . ' , .  So  f a r  t he  mean ing

of  des l re accord: -ng.  to  Webste. r  (1990:344)  here is  . 'a

concious irnpulse toward something that pronises enjoyment of

satisfaction in its attainment,,.

Litt le (1963:33) says that an emotive approach is

"an appeal to feeJ-j.ng or emotion rather than to reason, and
is evident in the kinds of writ ing we find in orato.ry,
hunrour, poetry or f ictj.on".

Thus, the wrlter sees that there is a relationship

between advertisement writing and the application of the

emotlve approach in that both have something to dc l.rith

feeling or emotion.

fn other words, advertisement is effective only w:hen

it i-s written with the emotj_ve approach, so that the

desi.rable aim of the adve.rt isement can be achi_eved.

The above explanation justif ies the thesls writer to

Lake emot,ive approach in advertisements. The wrlter chooces



TIME magazine to corqrlete its title "Arr Analysis of the

Emotive Approach in TIME Magazlne Advertisement,,.

P r i de ,  e t . a I  ( 1988 :419 )  say  rha r :

"Advertlsing in magazine (magazine advertisinq) is
more prestigious then newspaper advertising, and it
provides high guali.ty color reproducti.on. In
addition, mag:azine advertiseruents have a longer
span than those in other media".

The choice fa11s on TIME magazine 1s a matter of

random choice, since it is one of the English magazines

widely  read in  Indonesla.

L,2 Stat@ot of, tls ProbLeo

fn the society, adve.rt isements can affect readers'

rB-ind. There a-re many factors that $ake them affected. Readers

could be affected by the product 1tse1f, the pi-cture, the

artist who promot.es the product, or the languaqe.

On the basis of the thesi-s t it le and Lhe explanation

above, the wrj-ter puts forward the problem, as fo11ow :

*'How emotive i.s the langrraqe in tfME magaz ine

adverti- s emeDEsT " .

1.3 Objectiva of, th€ Sfirdlr

The purpose of this analysls 1s then to f ind out how

emotive the language in TIME magazine advert isements is,

Through this analysis, the writer tr ies to show the emotive

langmage used in TIME magazine advert isements. She tr ies to

show the use of erootive language especial ly those uith



emotlonal tones or connotations tha! have force or ernotional

assocj -at ion.

1.tt Significalce of ths Studl'

The study hopefully sigrrif ies some benefits for readers,

in general, and the students at the English Depattment of

Widya Maadala Catholic University, in particular, to a

bettser understanding a'ld a more crit ical response to

advertj-senents, as advertisements are bombarding people's

everyday l ives at present- Besides, they w111 come to lc:ow

better of the use of lanquage, especially in j.ts application

to advertisements writing with the emotlve approach.

1.5 Scs1>€ ald Idmitatioa

The scope of analysis is the emotj-ve approach which is

Ii-nited to advertlsements in the TIME maqazines of the month

septenber 1997 volume 150.

The focus of Clscusslon is on the use of emotive

language as 1t is used by advertisers to arouse eRotion in

the readers. The enotion that concern is the desire to buv

the products or to use the service beingr advertised.

1.6 theorstical Frarework

The maj-n theo.ry in this study is the theory of emotive

lang:uage. Emotive langr-rage relates to emotive approach.

Hayakawa (79'72:62) , the meaning of emot:.ve langnraqe is the



language that has the force to arouse very deep feeling -

physical or mental of the audj-ence. In l ine with thls

opinion, Litt le (1963:37) says that emotive langruage can be

achieved through the usage of conclete and sensuous

Ianguage. Therefore, Hayakawa 79'12, Hairston 1980, and

Litt le 1953 point out that there are some affectlve elements

in language. They are connotations, colorful words, tone of

voice, rhlrthm, rhlnne, alliteration, and f ig:urative langruage .

1.7 It€ Katja Terns

To avoid rLisunderstanding, it is necessary to define

briefly the folLowing key terms used in this study namely

emotive approach, emotive langnragre, and TIME magazine,

(a) Emotive Approach

Litt le (1953:33) says that an emotive approach j"s "an

appeal to feellngi or emoti-on and is evldenE in the kinds of

wri-t ing we find in oratory, humou.r, poetry or f iction",

(b) Emotive Language

According to Hayakawa (!972.62) the meanlngi of emotive

I angirraqe is the langn:age that has the force to arouse very

deep feelings - physical or mental - of the audience.

(c) TIME Magazine

one of popular English magrazj.ne which is published in

Hongkong, Asia (is published l isence nagazine of Time

magazine New York, USA) which is also widely read 1n

Indonesia.



1.8 Orgaaizatioa of tbo studl'

chapter I is the introduction, which the wri"ter

divides into sub-chapters : background of the study

statenent of the problem, objective of the study,

siginificance of the study, scope and limitation of the

stud.y. They are followed by the definition of key terms, and

the organization of the study. Chapter fI is the review of

the related l i terature which consi-sts of a revlew of

dj.scourse analysis, approach, emotive language, connotation,

colourful terms and advertisements' chapter IIr is the

research methodolog'y which is divided into the research

desigm, the subiect, the data collection and analysis '

chapter IV is the data analysis and research finding'

Chapter V is the conclusion of the analysis and followed by

some suggestlons ' Final1y, this thesls 1s corwlete with a

bibliography, and aPPendixes.


