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ABSTRAK

Skrips1 ini merupakon sebuah kajian Semiotika pada iklan wewangingn
selehriti wanita, Dalam skripsi ini penulis menganalisis makna tanda vang terdapat
pada halaman iklan. Peirce membagi landa menjacdi tiga bagian  herdasarkan
hubungan penanda “penanda’ fsisnifier) don “petanda’ fvienified) vail: ikon (icon],
simbol (symbol), dan indeks (index). Analisis i hanva difokuskan pada simbol-
simhal wvang lerdapal pada klan. Tuojusn penulisan skripst im adalsh  entuk
memahami dan menginterpretasikan simbal pada iklan wewangian selebriti wanita,
[merpretasi pada masing-masing iklan dikaitkan denpan fungsi iklan sehagar media
[ITHTLOSET.

Dhata diambil dari iklan wewangian selebriti wanita vang divnduh dari internet
sehanvak sepulub iklan. 3 imbol vang ditemukan pada masing-masing halaman iklan
dianalisis dengan mengpunakan teor Cperlandaan bertingkal’ (order signification)
vang dikemukakan ofch Roland Rarthes.  Dalam hal ind Barthes mengemukakan
bahwa ada dus sistem pertandasn bertingkat dan sebuab tanda vaily,  sistem
‘denotast” schagai sistern “pertandaan pertama’ (frst order signification) dan sistem
“konotasi” sehagai sistem “pertandaan kKedua® frecomd order sisnification). Selerusnya
penalis - menjobarkan hubunpgan antara kedua sistern tersehut dengan
mengidentifikasikan - makna-makna  vang  ada  schingga  makna  stmbol - dapat
diinterpretasikan oleh pembaca.

Drari analisis simbal pada tklan wewangian selebriti wanita, ditemukan banyak
variasi dalam memaknai simbod khusesnva secarn konotatil (cammatative meaning),
Satu simbol dapat diinterpretasikan ke dalam berbagai ide, seperti warma hitam dapat
menvimbolkan, pelap, elegan, kekoatan, malam, kesengsaraan dan lain schagainva,
Femilihan makna yang tepal sebagai acvan interpretasi dikaitkan pada fungsi ikian
sebagal media promosi. Selmn itu pengpunaan selebriti sebagai model tklan secara
langsung memperkust daya joal dari iklan lersebat, Popularitas dan kesan seorang
artis menjadi schuah himbavan pada masyvarakat bahwa menjadi seperti scorang artis
dapat diraih dengan memiliki wewangian milik artis,
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CHAPTERI

1.1. Background of the Study

Advertisements are known as media of communication where the advertisers
deliver some messapes to the reader of the advertisements, These messages are
arranpeed in form of signs. Visvalization of the advertisements has a preat influence
for the consumer. The visualization of advertisement lets the readers make the
interpretation in order to get those messages from the advertiser. The Interpretation of
the readers will be different. It depends on their ability to identify the advertisement,
Some of them make the interpretation bascd on what they have seen al glance. Paddy
Whannel says “semiotics tells us things we are already know in language we will
never understand”, This statement tells us that even people can understand anything
around them, they will never get the best interpretation without using semiotics
approach. Semiotics is impoertant because 1if can help us not to take “really” for
granted as something having a porely objective existence which is independent of
human interpretation {Chandler, 2002).

Furthermore, advertisements are the things which commonly used w promote
the product from the producer, In delivenng their idea advertisement makers play
with texts. A text 15 defined as assemblage of signs such as word, image, sounds and
pesture. The visualization of the advertisement and the meaning [or each of signs
which appear on the advertisement have close relatonship, it works by applyving the

denotative and connotative meaning (o the signs in the advertisement. The usage of




the sign enables reader o catch the meaning and message which are delivers by
adverliser.

Moreover, semiotics is the study of signs which leads the analyst to find the
meaning of the sign. Sign is defined as something that signifies something. Anyihing
can be @ sign as long as we interpret it as “sipnifying” something. Semiotics concems
with meaning making and representation in many forms, perhaps most obviously In
the form of “text” and “media” (Chandler, 2002). In semiotics, denotation and
connotation are terms describing the relationship between the signifier and it's
sipnified, and an analytic distinction is made between two tvpes of signified: a
denotative signified and a connotative signified. Meaning includes both denotation
and connotation {Chandler, 2007).

The interpretations of the advertisement can be seen in linguistics signs which
appear on the text ol the advertisement itself, Linguistics signs such as words, phrase,
and sentences, Tn this study deals with the name of the amist, brand of the product and
also phrases or sentences that used to lell the reader the specification of type from
those female celebrity’s fragrances, These linguistics signs work along with non-
linguistic signs such as picture. Those signs, according to Saussure, consist of
signifier and signify. The ways of making the interpretation based on the analysis of

sipnified concept in denotative and connotalive meaning.
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CHAPTER IV

CONCLUSION

Semiotics is very important in order to understand the adverlisements, The
connectivity between the advertisers and the readers as the consumer is done by using

and understanding the signs in the advisements. Svimbols are the most powerful signs
which have close connectivity of the convention in the society where the messages
from the advertiser can be delivered in same idea with the readers of the
advertisements. In other hand, svmbols also have power 1o persuade the readers of the
advertisements. By analvzing each of symbols in the advertisement, the writer can
find what the advertisers are irying 1o say to the reader of the advertisement in order
to promote their produoct.

The writer uses Roland Barthes theory as the main theory in this research. The
collaboration among symbals in page of advertisement is not enough to cateh the real
meaning and also messages from the writer. Accordingly, the writer uses the
extended theory about signifier and signified as the main element of signs which also
related with denotative and connotative meaning. Denotative and  connotative
meaning 15 used in form ol defining the signified of the concept for signifier.

Fram this research, the writer has found various connotative meaning for each
of advertisement. As the rule, the image of the artist such as the singer. actress, public

relation. and others in public are used to emphasize for whom that fragrances are

made. The advertisers play on word and also piclure o strengthen what they are
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