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CHAPTER I 

 INTRODUCTION  

This chapter deals with background of the study, statement of problems, 

purpose of the study, significance of study, scope and limitations, and definition of 

key terms.  

1.1 Background of the Study   

Human being is a social creature who builds the relationship to each other from 

social interaction. One of the ways to do the social interaction is by holding a 

communication. Lunenburg (2006, p. 222) explains that communication can be 

defined as the process of transmitting information and common understanding from 

one person to another. To do this process, people need a tool which known as 

language. 

According to philosophy expressed in the myths and religions of many people, 

Fromkin et al (2014, p. 1) states that language is the source of human life and power. 

People use language to communicate their own thoughts, as well as the cultural 

beliefs and practices of the communities of which they are a part of families, social 

groups, and other associations. Besides, Crystal in Gardt et al (2004, p. 28) expresses 

that language does not achieve a genuinely global status until it develops a special 

role that is recognized in every country. In consequence, the language which has 

achieved a genuinely global status is English.  
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English may not be the best choice, but it is the obvious choice, for it is an 

international language. It is spoken by people throughout the world as their first 

language, second language and foreign language. It is also a language which is 

approved and understood by people everywhere. The notion of international language 

can be understood as a language which is used in any international communication 

which involves people from two or more countries. 

In addition, Kachru et al (2009, p. 603) defines that English is the choice of 

global advertisers and marketers. In other words, English has been well documented 

to be the language which is the most frequently used in advertising. For many 

journalists today, English is the main language used for newspaper, e-paper, 

magazine, radio, television and the Internet. Therefore, most of advertisers prefer to 

use English to make their advertisement more interesting rather than other languages. 

For instance, in Indonesia, many advertisers want to promote their product not only 

for Indonesian citizens but also for foreigners. In brief, the advertisers are ready to 

introduce their product not only in domestic but also overseas.  

Basically, language such as English has its own style. Style is the writer’s way 

to use the words and phrases to add personality to his writing. As a part of language, 

style has significant meaning on written language, which is known as language style. 

It expresses a man’s personality and also reflects his background. Language style also 

has an exclusively function in advertisement. It is used to promote a certain product 

or service in order to persuade or influence the consumer to do something.  
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Related to the previous research which discusses the language styles in 

advertisements, Fitriyah (2008) investigated about Language Style in Newsweek 

Magazine Advertisement on February 11st, 18th, 25th 2008. She found that there 

were six kinds of language style. Those were (1) soft sell style, (2) hard sell style,            

(3) straightforward style, (4) problem solution style, (5) comparison style, and                    

(6) newsy style. In addition, the most dominant of language style found in Newsweek 

magazine advertisement was hard sell style. In conclusion, the advertisements of 

Newsweek magazine prefer rational information rather than emotional information, 

although in some case both of them come together.  

Additionally, advertisement is an important means to influence the target 

audiences through mass media. The purpose of the advertisement is to persuade 

people in order to be interested in product or service offered by the advertiser. In the 

modern world, most of advertisers are willing to spend big money to promote their 

products or services. Many advertisements are designed not to promote new products, 

but to sell existing ones. However, advertisement is a strong part of our cultures, 

institutions and businesses. Hence, most media could hardly exist without 

advertisement.  

According to Talbot et al (2003, p. 11) everyday language is transient but media 

language is forever. Media is the channels of communication that bring the message 

from the advertiser to the audience. Advertisement happens in many different media. 

It appears on television, radio, magazine, newspaper, e-paper and the Internet. One of 

the media which promote the advertisement is Electronic Paper (E-paper).   
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Moreover, e-paper also has more readers compared with the readers in 

newspaper. In this case, it can reach the readers around the world by accessing the 

Internet while newspapers are limited to certain areas and segmentation. As a final 

point, the writer tried to study the language style of the advertisement in e-paper. In 

this study, the writer used Kompas e-paper. There are so many e-papers in Indonesia, 

but Kompas e-paper is the first e-paper in Indonesia which has the largest readers. 

Kompas e-paper was first published on July 1st, 2009. 

Since Kompas e-paper was first introduced, it became very popular both               

the readers in Indonesia, as well as the readers are domiciled in abroad. Based on 

article in Profil Pembaca Kompas, the last survey showed most of the readers come 

from the upper middle class which can be seen from their financial condition and 

educational background. Besides, there are more than 60 percent of the readers which 

have higher education at a university. 

Therefore, the mass media have a clear target readers and a large amount of lint 

that are certainly very important for business people as well as the company to make 

their products are closer to general public. In this regard, Kompas e-paper is an 

effective media to promote products or services. Although it is written in Bahasa,                   

it also has some of the advertisements in English. 

Furthermore, the advantages are given by Kompas e-paper to the advertisers are 

so useful due to be able to reach out the readers in the entire of the world and their 

advertisement will be long lasting to be seen by many people. It also can be accessed 

by anyone without paying. Additionally, by choosing the interesting language style, it 
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will take the consumers’ attention. In conclusion, the language styles in the 

advertisements are needed. Thus, the writer is interested in studying the language 

style of the advertisement in English found in Kompas e-paper on June and August 

2014.  

 

1.2 Statement of Problems 

1. What kinds of language style are used in advertisements in English found in 

Kompas e-paper? 

2. How do the language styles convey the message to the readers? 

 

1.3 Purpose of the Study 

1. to know the kinds of language style are used in advertisements in English 

used found in Kompas e-paper. 

2. to know the ways of language styles convey the message to the readers. 

 

1.4 Significance of the Study 

By conducting this study, the writer expects that the findings will be useful to 

enlarge our knowledge about many kinds language style which are used in 

advertisement in English in e-paper. Additionally, the writer tries to make the readers 

become an open-minded in seeing the phenomenon of language style usage in 

society. 
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Practically, the results of the study are expected to provide useful information 

for the following readers:  

1) The English department students can increase their knowledge about 

sociolinguistics study especially for the kinds of language style which are used in 

advertisement in English. Besides, they will be more creative to use language. 

Hopefully, their English will improve.  

2) For other researchers, it can be used as references for the following related 

analyses. 

 

1.5 Scope and Limitation  

This study is focused on the kinds of language style used in advertisements. 

The advertisements are taken from Kompas e-paper which are published on June and 

August 2014. 

The advertisements in Kompas e-paper consists of two languages. There are 

the advertisement in Indonesia and English. In this study, the writer limits on the 

advertisements in English. 

 

1.6 Definition of Key Terms 

In order to avoid misunderstanding and misinterpretation about the basic 

concepts used in this research, the researcher would like to give some definitions of 

the key terms as follows: 
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 Language Style is the writer’s unique vision and the lively, original expression 

of that vision that draws audience attention to the message                      

(Kessler et al., 2008, p. 153). 

 Advertisement is paid non-personal communication from an identified sponsor 

using mass media to persuade or influence an audience                                         

(Wells et al., 2000, p. 6). 

 Kompas e-paper is a digital version of the famous Kompas newspaper 

editions (https://www.facebook.com/kompasfb/posts/662726223756489). 

 

 

 

 

 

 

 


