
 
 

 
 

 

TABLE OF CONTENTS 

CHAPTER I INTRODUCTION ................................................................................ 1 

1.1 Background of Research .................................................................................... 1 

1.2 Research Questions ............................................................................................ 3 

1.3 Research Objective............................................................................................. 4 

1.4 Research Significance ........................................................................................ 4 

1.5 Previous Studies ................................................................................................. 4 

1.6 Definition of Key Terms .................................................................................... 5 

CHAPTER II THEORETICAL FOUNDATION .................................................... 7 

2.1 Discourse ............................................................................................................ 7 

2.2 Rhetoric .............................................................................................................. 9 

2.2.1 Rhetorical Discourse ................................................................................. 13 

2.2.2 Rhetorical Settings .................................................................................... 16 

2.2.3 Features of Rhetoric .................................................................................. 17 

2.2.4 Social Function of Rhetoric ...................................................................... 21 

2.3 Advertisement .................................................................................................. 23 

2.3.1 Advertising as Discourse .......................................................................... 24 

2.3.2 Language of Advertisement ...................................................................... 26 

2.3.3 Language of Cosmetics Advertisement .................................................... 27 

2.3.4 Function of Advertisement ....................................................................... 29 

2.3.5 Classification of Advertisement................................................................ 31 

2.3.6 Types of Advertisement ............................................................................ 34 

2.3.7 Role of Advertisement .............................................................................. 35 

2.3.8 Elements of Advertisement ....................................................................... 36 

2.4 Maybelline........................................................................................................ 39 

CHAPTER III RESEARCH METHOD ................................................................. 41 



 
 

 
 

3.1 Research Design ............................................................................................... 41 

3.2 Source of Data .................................................................................................. 42 

3.3 Technique of Collecting Data .......................................................................... 42 

3.4 Technique of Analyzing Data .......................................................................... 44 

CHAPTER IV RESULTS AND DISCUSSIONS ................................................... 46 

4.1 The Corpus of Data .......................................................................................... 46 

4.2 The Type of Rhetorical Discourse ................................................................... 48 

4.2.1 Argument .................................................................................................. 49 

4.2.2 Arrangement ............................................................................................. 56 

4.2.3 Aesthetic ................................................................................................... 68 

4.3 The Construction of Persuasive Meanings through Feature of Rhetoric ......... 74 

4.3.1 Persuasive Meaning Construction through Argument Feature ................. 75 

4.3.2 Persuasive Meaning Construction through Metaphor Feature ................. 83 

4.3.3 Persuasive Meaning Construction through Iconicity Feature ................... 87 

4.3.4 Persuasive Meaning through Features of Rhetoric Impact toward Types of 

Advertisement.......................................................................................................... 90 

CHAPTER V CONCLUSIONS AND RECOMMENDATION ............................ 96 

5.1 Conclusions ...................................................................................................... 96 

5.2      Recommendation.............................................................................................. 97 

BIBLIOGRAPHY ..................................................................................................... 98 

 

 


