
 

 

CHAPTER I 

 

INTRODUCTION 

 

This chapter presents the discussion on research background, statement 

of problem, research objective, research significance, clarification of the key 

terms, and organization of the paper. 

 

 

1.7 Research Backround 

 

The most people in the world have known the term of product. 

Almost everyday, people or industry company consume the product such as 

food product, electronic product, industry product and many more. Product is 

a thing that offered to the market for fulfilling the needs. However, the 

product cannot be seperated with language. Language always attends in 

anything aspect because in this world, human being uses language for 

communication tool. However, According Liu (2014) states Language is an 

important way to convey what happens around them and inside them. It 

means that language is for human communication tool to get information 

including the message in a product. Based on the exposure, product and 

language very relate each other because product need language for marketing 

strategy. This matter, the strategy of product needs words for interest the 

consumer. For example, unique word for the tagline, unique design, name of 

branch and sachet. 

 
Therefore, we have already known from the example that unique 

word and name of branch relate with language for the strategy. Brooks 

(2002:16) said this is a rough drawing that shows what your advert will look 

like, with 
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the headline and body text shown as „gobbledegook‟ to give you an idea of 

how many words you need. So, the strategy is very important to apply for 

marketing product, especially using words or text for ad. The products are 

also classified based on the purpose of consumers buy goods generally. The 

products purchased by consumers for their own need is called consumer 

product. 

 
Speaking about product, it cannot be separated with advertisement. 

Karimova (2014) suggests advertising is text, a framing of text, and 

construction of the message by the observer who ascribes to the message a 

meaning of promotion within the specific framing which is created by the 

observer him/herself. It means, advertising is a marketing communication that 

employs an openly sponsored, nonpersonal message to promote or sell a 

product, service or idea. Sponsors of advertising are often businesses who 

wish to promote their products or services. Beside that, there is popular 

advertisement, according to Bakhtin (1984:160) popular advertisement is 

always ironic, always makes fun of itself at a certain extent. So, 

advertisement has difference not always relate with product. Thus, 

Advertising is differentiated from public relations in that an advertiser usually 

pays for and has control over the message. It is differentiated from personal 

selling in that the message is nonpersonal, it is not directed to a particular 

individual. 

 
Advertising is communicated through various mass media, including 

old media such as newspapers, magazines, Television, Radio, outdoor 
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advertising or direct mail; or new media such as search results, blogs, 

websites or text messages. Therefore, advertising is very close with language. 

According Mahadi in Crystal (2012) language is as the systematic, 

 
conventional use of sounds, signs or written symbols in a human society for 

communication and self expression. It means that, advertisement always 

exists a language for conveying the massage to consumer through mass 

media, television, webside and many more. In the other hand, ads that intend 

to elicit an immediate sale are known as direct response advertising. 

advertising is a paid, mediated form of communication from an identifiable 

source, designed to persuade the receiver to take some action, now or in the 

future. So, in this matter, advertisement including Non-commercial 

 
advertisers who spend money to advertise items other than a consumer 

product or service include political parties, interest groups, religious 

organizations and governmental agencies. Certainly, advertisement is made 

by various language that attractive and unique. So with those sciences, the 

language usage of ads can be found by semantic and semiotics, especially in 

meaning and sign. 

 
Semiotics can be simply  defined as a study  of sign. However, 

 

according to Chander (2002) states that semiotics is concerned with 

everything that can be taken as a sign, the sign can be anything; word, image, 

sound, act, and even objects as long as it understood as a sign. So, semiotics 

involves the study not only what we refer to as “sign” in everyday speech, but 

of anything which “stands for” something else. In other hand, Semiotics 
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represents a range of studies in art, literature, anthropology and the mass 

media rather than an independent academic discipline. Those involve in 

semiotics include linguists, philosophers, psychologist, sociologist, 

anthrophologists, literary, aesthetic and media theorists, psychoanalysits and 

educationalists. Beyond the most basic definition, there is considerable 

variation amongst leading semioticians as to what semiotics involves. 

Therefore, semiotics is very universally, According to Saussure (1988:12) 

that the link between signal and signification is arbitrary here is no internal 

connexion, for example, between the idea "sister" and the French sequence of 

sounds s-ö-r which acts as its signal. So, this theory can analyze everything 

that refers to a sign in our life. At least, this theory can recognize the sign in 

mass media, mainly in advertisements products. 

 
To make interest product well, the producer have to work hard, how to 

make their product will be sold out by their strategy for product ads. So then, the 

advertisement sometimes just promote their product to produce the benefit by 

using the women as attraction and not too show the meaning through the 

women‟s image or picture on the first. According to Barthes (1977:17) a picture 

is never a mere analogon, a pure reflection of the outside reality. It means, 

advertisiment needs the visual for describing the meaning of the sign, so a 

picture very important to make a pure reflection for advertisment. 

 
Beside that, attractive women also is realized by advertisers including 

advertisement contained in mass media or internet. In the mass media or 

internet advertisement, there are some examples of some advertisemens are 
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interesting enough to be observed by reseacher, those are Shampoo, lotion, 

deodorant, soap and many more which connect which this matter. In those 

products there are writings, symbol as a sign and image. Thus, writing, 

symbol and image are signs certainly. According to Eco (1986) states that 

semiotics is concerned with everything that can be taken as a sign. It means 

that the sign can be everything which exist in our life. In this matter, 

researcher want to know more about the image and the tagline as the sign 

from the beauty advertisment products that have the meaning. In other side 

image and tagline always have colour to fullfil each other in advertisiment 

and those become two aspect that cannot be seperated. Between image and 

tagline in advertisement those have own meanings that is using language as a 

sign. Therefore, semiotics is suitable to analyze those matters through the 

theory semiotics of Ferdinand De Saussure and element theory of C.S Pierce. 

 
In addtion, the previous study provided to support the research. 

Research was carried out by Jajuli (2014). His study concerned with the 

interpretation given to the combintion of taglin and pictures on A Semiotic 

Analysis Of Social Network Splash Pages S Graduating Paper and wants to 

find out the interpretation with semiotic element. Similiar Study was also 

conducted by Rahmania (2015). His reasearch focused on the analysis in two 

aspects of interpretation from the combination text and pictures in Movie 

Posters. The object of the reasearch is Poster in A Movie. 

 
There are some different points between the previous research and 

this research, the points are talking about the signifier and signified, the other 
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points are, the different theory and object. The theory of this research is 

signifier and signified and the object is about the tagline in advertisement of 

indonesian beauty products. 

 

 

1.2 Statment of Problem 

 

Based on the background of problem can be formulated into the research 

questions, as follows: 

 
1. What are the semiotic elements found in advertisement of Indonesian 

beauty product? 

 
2. What are the signfier and signified in Indonesian beauty advertisement 

products? 

 

 

1.3 Research Objective 

 

The research attempt to concentrate on the sign in beauty advertisement 

products, especially this research are: 

 
1. To find out what the signifier and signified in beauty advertisements 

products 

 
2. To find out the semiotic element in the beauty advertisement products. 

 
 
 
 

1.4 Research Significance 

 

There is a lot of significance of study in beauty advertisement products in 

mass media. 
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a. Theoretically 

 

This research is directed to student of linguist subject or people want 

to learn English study. Naturally and the linguist lovers especially. For 

developing language in social life. This research is a substance or source 

for everyone whose get more knowledge of semiotic in linguist. By this 

research, it can be used for comfort communication with people in our 

life. 

 
b. Practically 

 
This research is directed to those who are interested in this research. 

 

The researcher hopes that the reader will be aware if there were a lot of 

signs for comprehending in the intermet advertisements. The researcher 

really wants to persuade people that the inequality is not reason for a 

dispute but for coloring life. The researcher also aware to conscious that 

the study of language is never finished, except the world end the life. By 

the beauty advertisement products, the phenomena of sign will be born. 

The object sign study can be found everywhere. 

 

 

1.5 Clarification of The Key Term 

 

In this matter , the researcher would like to present terms in a semiotics 

analysis of tagline in advertisement of Indonesian beauty products. 

 
a. Semiotics 
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Cobley and Janz in Sobur (2003:15) said dicipline is simply the 

analysisof signs or the study of the functioning of signsystems. 

 
b. Tagline 

 

Tagline is a short text which serves to clarify a thought for, or is 

designed with a form of, dramatic effect. 

 
c. Advertisement 

 

Advertisemenet is an audio or visual form of marketing 

communication that employs an openly sponsored, nonpersonal 

message to promote or sell a product, service or idea. Sponsors of 

advertising are often businesses who wish to promote their products or 

services. 

 

 

1.6 Organization of The Paper 

 

In order to present this thesis systematically and to make it becomes easier 

for the readers to understand the content. The researcher presents it into five 

chapters with the following orgazation: 

 
CHAPTER I :INTRODUCTION 

 

This chapter contains bacground of research, statement of 

problem, research objective, research significance, 

clarification of terms and organization of the paper. 

 
CHAPTER II : THEORITICAL OF FRAMEWORK 

 

This chapter contains of theories that have relation with this 

research, they are semiotics, tagline and advertisement. 
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CHAPTER III :REASEARCH METHODS 

 

This chapter includes type of reaserch, data source, technique 

of collecting data and technique of analyzing data. 

 
CHAPTER VI : DATA ANALYSIS 

 

This chapter, the researcher gives explanation about the 

semiotics between signifier and signified found in 

advertisement of Indonesian beauty product, and the elements 

of found in advertisement of Indonesian beauty product. 

 
CHAPTER V : CONCLUSION AND SUGGESTION 

 

This chapter comprises of the researcher‟s conclusion of the 

analyzed data and recommendation. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 


