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CHAPTER ONE 

INTRODUCTION 

 

 

1.1 Background of Study 

 

What come to your mind when you read a slogan just like “I’m Lovin it”?. 

Wherever we see or hear that slogan, probably we can directly refer to 

‘McDonald’ as a famous brand of fast food restaurant. Then, suddenly imagine 

some foods, such as burger, fried chicken, french fries, etc, as their products. 

According to Stevenson (2010), slogan is commonly in form of an unforgettable 

phrase that is frequently used to express an idea or purpose of some brands. 

Slogans have been employed in religious and political areas since long time ago, 

but today they are mostly used in business and trading.  

 

Slogan as a part of advertising that some companies create to describe the 

importances, usages and benefits of their products visually. In the other hand, the 

purpose is to campaign that a particular product usually has a role and important 

function in people’s lives. In his book, Geoffrey N. Leech (1972) stated that the 

slogan is a short phrase used by the company in its advertisements to reinforce the 

identity of particular brand. In his point of view, slogans are so powerful because 

it can be easily remembered, recited and understood by people. In conclusion, 

advertisement has ability to attract people’s attention by putting some products as 

the solution for consumers. 

 

Morover, in this day and age, advertising has probably become one of the most 

powerful communication tools used by marketers to communicate their message 
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to the target audience. Everyday we can see directly millions of advertisements 

messages that exists on mass media and internet. It is one of marketing techniques 

that can attract or influence customers to support and buy the product, then create 

an image about how useful the product is. In advertisement case, the result is 

commonly to drive consumer mind by respecting to a commercial offering or the 

advertisement itself. Since, advertising shapes the society’s attitude to a number 

of various issues, influences people’s thinking and behaviour. Baack (2012) stated 

that nowadays it is almost impossible to imagine our world without advertising as 

people are exposed hundreds of advertising messages on the daily basis. 

 

Currently, advertising has a purpose to connect the companies to the society as 

customer. Since, advertising is the promotion of a company's products or services 

in order to drive up the sales of the products or services itself. Beside that, 

advertising messages are usually supported by sponsor and viewed or heard via 

several medias, such as newspaper, magazine, television, radio, billboard or direct 

mail and even new media currently, such as website and internet. Rowse and 

Rolan (1957) stated advertisement is one of human life activities that can be found 

in radio, television, magazine, newspapers and other source. Therefore, slogan of 

advertisement also becomes one example of written languages that is created by 

human beings. 

 

The writer believes that the research about Language style provides a unique 

environment in which to study many interesting and challenging problems. Since, 

language style of spoken and written language can be analyzed by considering the 
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words, grammar, and pronunciation (Chaika,1982). Furthermore, Keraf (1984) 

stated that language style can be analyzed based on the linguistics contexts, which 

are divided into word choice, tone or diction, sentence structure, as well as direct 

and indirect meaning implied through the sentence. Beside that, the use of 

language style is not only found in the daily conversation, but also in speeches, 

movies, magazines, newspapers, short stories, novels, etc. According to Ducrot 

and Todorov (1993), language style is the choice among the other alternatives in 

using language. It refers to the way or how to convey the same information by 

using different expression, situation and needs. For example, the style of language 

that speakers use with friends, when in a job interview, when talking to parents, 

etc will be different. Finally, we can understand that styles are the way on how 

people convey the message of the communication by considering the situation.  

 

However, this thesis is focused on analyzing language styles used or existed in 

some advertisements. Since, the writer believes that printed advertising uses some 

language styles on its slogan to attract their consumers toward their product. In 

this research, the writer tries to find out the types of language style in 

advertisement for his analysis. Beside that, the writer would like to use and apply 

a theory in order to support in developing this thesis. The theories will be 

described briefly, that is language style according to Mandell and Kriszner (2003), 

and they divided language style into four types. They are Slang, Colloquial, 

Formal, and Informal style. Throughout this study, the writer will try to reveal the 

types language style used in advertisements.   
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1.2 Research Question 

Based on the background of the study above, the writer formulates the problems 

to be discussed is what are the types of language style used in advertising slogan? 

 

1.3 Research Objective 

Concerning the formulation of the problem above, the objectives of this research 

is to find out the types of language style used in advertising slogan. 

 

1.4. Uses of the Study 

The uses of the study are divided into two parts, they are: 

1.4.1. Theoretical Uses 

Theoretically, this research will discuss language style used in advertisement. It is 

hoped that this study contributes to give more knowledge about language style 

and also it will be able to fill and improve the empty space of the limitation of 

language variations discussion especially about language style in advertising 

slogan. Finally, the writer also hopes that this research becomes a reference for 

other writers who want to analyze Language Style, particularly in advertising 

slogan that used language style as one parts of sociolinguistic and stylistics study.  

 

1.4.2. Practical Uses 

Practically, since this research will focus on analyzing the language style, the 

writer hopes that this study will be useful for the readers especially for those who 

are interested in conducting the research of language style in advertisement. In 

short, through this research, the writer expects that the readers will know how to 
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analyze the language style. Therefore, the readers can enrich their knowledge, 

awareness and sensibility in doing a research toward words or sentences 

containing language style in slogans of some advertisements. 

 

1.5. Scope of the Study 

Based on formulation of the problem above, the writer limits and focuses the 

study on the type of language style in advertising slogan. The researcher chooses 

magazine in which where to collects and gets the data or as the data sources. 

Then, the magazines will be taken and chosen randomly from different editions 

for some advertisements. Specifically, the writer takes 5 editions of Cosmopolitan 

magazines published in 2012. Then, the advertisements are categorized into 

several criterias, such as food and beverages, automotives, fashions, electronics, 

cosmetics, and services advertisement. In addition, the writer will choose the 

advertising slogans that contain and use language styles. Last, the writer only 

focus on four categories of language style according to Mandell and Kriszner 

(2003). They are slang style, colloquial style, formal style and informal style. 


