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ABSTRAK

I dalam skripsi ini penulis membahas tentang implikalur yvang terdapal di
dalam slogan-slogan iklan rokok, baik produksi dalam negeri maupun luar negeri
vang dipasarkan di Indonesia. Masalah ini dibahas karena di dalam iklan tersebuot
ditemukan tidak adanya hubungan antars ilustrasi dan slogan dengan rokok,

[ata didapat dari pamflet, internet, dan poster-poster yang ada di
lapangan. Analisis data  dilakukan dengan  menpgunakan dua  langkah
penganalisaan, Pertama, memberikan deskrpsi umum tentang gambar. Kedoa,
menganalisa slopan dengan menpacu kepada tleori Foster dan Grice seria
menggabungkan deskripsi gambar dan analisis slogan terschut untuk menemukan
implikatur don hubunpan antarg slogan dan produk tersebut. Hasil penelitian
disajikan dengan metode formal dan informal,

Dari hasil analisis ditemukan hanya lima dard tujuh atwran slogan yang
dikemukakan aleh Foster dan hanya dua dari empart maxim vang ditemukan olel
Grice muncul dalam slogen iklan rokok fersebut, Sedangkan di dalam slogan-
slopan tersebut secara implisic menvatakan tentang rokek dan kualitasnyva serta
karakter dari konsumen yang ingin dicapai. Hal ini discbabkan karcna adanya
larangan dar Pemerintah Indenesia untuk memperlihatken rokok ataupun orang
vang scdang merckok di dalam iklan, Schingga, para pembuat iklan rokok
menciplakan sesuatn vang menarik don unik pads iklen rokok tersebut terutama

pada slogan.



CHATPTTER 1

INTRODUCTLHOMN

1.1.  The Backpround of the Study.

Advertisement is guite important socizl phenomenon in the information
ape, It is closely related wilh social economy. markeling, trade. ond people’s duily
lite. It i5 wniversally ond widely distributed throuph newspapers, magazines.
television, radia, posters, and s0 on, Adveriisernent has a greal sbility W reach &
larger number of pLEbEic.hL"E.‘LLIEE it is attractive and memorable enough. However,
il has less abiliy to construct an immediate chanze in public’ behaviour because
the contact berwezn the advertiser and the audience 15 mdirect. As we know,
public can only 22e il nol communicare with the figure in the advertisement.

Originally, the first advertisements were used to inform people about
products and services. Mowadays, this social activity has developed as a
siceesstul marketing rool of manipulation. It represents 2 complex varety of
message tunctions fluctuating between informing and manipulating, [t is difficult
o decide whether advertisement s mostly informative or persuasive, since a wide
use of verbal and non-verhal stratepies helps advertisers cover a persuasive
message a8 an informative one, Nonetheless, the main function of advertisement
is 10 persuade the target audicnce o buy the product.

Advertisers use the advantages of mass media communication in order 1o
persuade  the audience. Therefore, persuasion is an important issue in

advertisement. An advertisement can tell vou that something is bigaer, better,



X

faster, cherper, sufer, or healthier, In attracting audiense inferest W consume Lhesr
products, the adverliser creates an interesting illustration and slogan. A slogan s 8
lormn of verbal lopo, 1t playvs an important rele in advertisement. A slagan aims to
lzave the key hrand message in the mind of the target audience. Pingyoad (2006
27 stated that =2 slopan should ke memorzable, simple, and easy o be understood.”

Sowadays, advertising slogans become shomer and sherler os visual
illustrations grow maore and more importent. Pictures and words are oflen
indivigible “in creating maximum exciternent and  stimuius. Sometimes, only
through the concrete context can the readers interpret what the products are being
promoted, It happens because the advertisers are mare interested 0 crealing o
slagan in which the meaning is implicd for the reason that it can atiract the public
curiosity mane.

There are several ressons lor advertisers (o exploit implicit languape
iMelchenko, 2003 &), First is implying something rather than stating it explicitly
derives from the fact that one does not have w defend unasserted clams and
conaumers seem not to defend well against them, Odher reasons for using implicic
lasguage are more cognitive. 1t is known that inferred information is remembered
ard recalled as though i was explicitly stated. This has a preat value for
acdvertisers, since it allows the communication of propositions without gaing
through the trouble of stating them. [t is also used for the purposes of brevity,
drawing stiention, and memaorability,

Ciparette adverisement is one of the advertiscments that use a unique

languape stvle for the slopan in order to attract people’s interest, It docs not show



CIIATTER 4

CONCLUSION

ased on the findings of this reseanch, there are some conelusions that can
b drawn. [iest, by referming e the rules of slogan proposed by Foster, there are
oily five rules that are found in some cizarette advertisements. They are
memarakle (mostly by using ambiguoity, alliteration, and provocative and relevant
story), recall the brand name, include the keyv beneft differentiote the brand's
characteristic, and retlect the brand’s personality. Those slogans do not input the
positive Teeling of the brand and they do not tell what kind of product they sell. It
pecurs because ciparetie does not have any posilive impact to the people and it
even causes 8 big damage for our health.

second, by using Gricean's Maxims, 1t shows only two maxims exist in
some cigaretie advertisement’ slogans. They are maxim of manner and relevant
Those slogans mostly vielate maxim of manner because they have ambipuous
meanings. However, most slogans follow maxim of relevant becauss they
impliedly tell about the cigarette. Thirdly, most cigarette slopans show its product,
s quality, and its consumer’s characteristic implicitly, 1t is caused because those
slogans mostly use the same rule of slogan that is reflecting the brand's
personality, That brand’s personalities also reflect the personalities of its
CONSUMCTS,

Since there is a law from the Indonesian government that forbids the

advertisers o show a cigarette in the advertisement, they @y to create an

g
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