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ABSTRAK

Dalam skripsi inl dibahas tindak ilokusi yang ditemukan dalam iklan
kecantikan Revlon, Analisis difokuskan pada bentuk-bentuk tindak ilokusi dan pesan
vang disampaikan, Data dikumpulkan dengan mengunduh iklan kecantikan Revlon
dari internet vang diterbitkan pada tanggal 23 Maret 2010 denpan fomepape
hitp:fwww. google comendsource=hpdg=revliontadvertisement. Kemudian, penulis
memilih ujaman-ujaran vang mengandung tindak ilokusi, Data dianalisis dengan
mengeunakan teori yang dikemukakan olah Searle {1979). Dalam menganalisa pesan
pada iklan kecantikan Revlen  penulis berpegang pada feori konteks yang
dikemukakan oleh Leech (1983).

Hasil analisis menunjukan ada 3 tipe tindak tutur ilokusi yvang ditemukan
dalam iklan kecantikan Revlon yaitu representatif, direktif, dan komisif, Tipe tindak
ity yang banyak digunakan adalah tipe tindak tutur representatif. Penulis
menvimpulkan bahwa pembuat iklan mengpunakan ilokusi representatif dan direktif
untuk mengikat konsumen untuk percaya terhadap produk yang mereka tampilkan.
Selain itu, diketahw juga bahwa pesan pada iKlan memastikan bahwa wanita yang
mengpunakan produk Revlon adalah wanita yang memiliki kecantikan dan percava
dirl. Pesan yvang paling menonjol adalah koosumen dianjurkan membeli produk
Revion.




CHAPTER 1

INTRODUCTION

1.1 Background of the Study

Every living person in this world has been accustomed to the term
s, 1 luppea, o svely e aivdys soeds W skt wilh
other people-all the tinse & his or her evervday life. To communicate with others.
people may use verbal and non-verbal languages. Dven so. the most common
Form of intcraction that is done by human is the verbal communication. which is
generally established in a conversation, [n conversation, people do nat only
convey their thought and fecling but alsa influcnce other. Furthenmaore, in daity
life people always find that people are under condition 1o be influenced by or to
influgnce others. For exampte. iy Tnterpersonal persuasion where someone wants
to convinee his friend to go with his to the movie, or persuade parent o give some
maney. This is the Kind of influcace in general but specifically it is a kind of

persuasion,

Since commupication alse occurs via advertisement persuasion also
appears there, For instance, most of people spend more time as consumer of
persunsive messages in all day long through television, radio, newspaper, and
internet, As linguistic student. the writer belicves that communication cannot be
separated from the ferm of speech acts, which has been introduced by Austin
{1962), he suys that language is not just o be said bur also to be an set. The torm

of speech acts is categorized into three Kinds which are locutionary {the actuz!
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words uttered). illocutionary ithe force or intention Bebind the wards) and
periocutionary (the effect of the utierance to the hearer), The writer focuses only
on the iHocutionary acts rather than the other two types. Mocutionary acts can he
related to the persussive communication that is how the illocutionary octs
persuade the speaker. Therefore, in doing this rescarch the weiter relates how the

advertiscment persuades the consumer by using illocutionary acts,

As the object of the sy, The wriler cheoses Revion  beauty
advertiscments. They are chosen as source of data, because the language of
Revlon beauty advertisements consists of puepose and functios that intend o
ereate effcets and persuade the consumers 1o buy the produets. Somctimes. the
words In advertiscments are nol associated with the offered services or the
products. The choice of word to convey message with intention of influencing
peaple ino advertisciment s n:;t]}' important. The advertisers may create an
intcresting advertiscment o invite or persuade consumers’ attention and to hizlp
the consumers understand the products or services, The advertiser conveys the
mossage via pieturss, words, or both. It can be distinguished by secing the

illocutionary act in the advertisement, especially in Revlon beaoty advertiscment

for example:




CHATTER 4

CONCLUSION

Afier analvzing the data the writer finds oul thres types of locntionary
acts in Revlon beauty advertisement, they are representative, dircctive, and
commissive, From cight utterances, it is found that representative is the dominant
af speech acts in this Revlon beauty advertisement is. It is assumed that in the
Revlon Company uses implicit persuasion to aftract the consumer by using the
word that can bind the consumer for the truth of what the advertiser delivers.
Then. the directive hecause the Revlon Company requests the consumer buys the
product. The last is commissive because the advertiser uses the uitterance as

uttered by consumer.

The writer Ands out that the advertiser use the natural colors and different
backgrounds hecawse the advertisers expect the readers get interested in the
Revlon beaoty advertisement from the usage of pictures and choice of color, The
messages that Revlen beauty company delivers in the advertisement are (1) the
adverliser want the consumer to be beautiful woman like the model in the
adverlisement by using their product; (1) the products that Revlon Beauty
Company produces and sells have geod quality; (3) every woman can be beautiful
no matter woman the color at the skin, have chance to be beautiful: (4) Revlon

Company does not only sell the product but alse participates in helping people

whio suffer breast cancer.
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