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Abstrak  

 
Makalah ini berjudul “Analisis Iklan Produk Kosmetik dalam Majalah 

Bahasa Inggris”. Karya sastra ini di analisis berdasarkan tipe makna dan fungsi dalam 
aspek verbal, serta jenis-jenis majas yang digunakan dalam iklan produk kosmetik. 
Data dalam penelitian ini di ambil dari lima jenis iklan produk kosmetik yang berbeda 
dalam majalah Marie Claire dan majalah Glamour. Teori yang di gunakan dalam 
menganalisa iklan tersebut berdasarkan teori struktur iklan yang di usulkan oleh Leech 
(1966), teori makna dan fungsi di dalam iklan produk kosmetik yang di usulkan oleh 
Leech (1974), serta teori jenis-jenis majas di tulis oleh Perrine (2005). Hasil dari 
analisa menunjukkan bahwa makna konseptual lebih banyak ditemukan dalam iklan 
produk kosmetik. Jenis makna konseptual mempunyai makna logis dan dapat juga 
disebut dengan makna denotatif atau kognitif. Jenis-jenis makna yang ditemukan dalam 
iklan produk kosmetik selain makna konseptual adalah makna konotatif dan makna 
afektif.  Dalam jenis-jenis fungsi, fungsi informasional lebih banyak ditemukan dalam 
iklan produk kosmetik, karena fungsi tersebut dapat memberikan informasi yang lebih 
jelas mengenai suatu produk. Jenis-jenis fungsi yang dapat ditemukan di iklan produk 
kosmetik selain fungsi informasional adalah fungsi direktif dan fungsi ekspresif. Salah 
satu jenis majas yang banyak ditemukan dalam iklan produk kosmetik adalah 
hiperbola, sementara itu beberapa jenis majas yang berbeda dapat ditemukan dalam 
iklan produk kosmetik yaitu personifikasi, simbol dan metonimi. 

Kata kunci: Iklan, Makna dan Fungsi dalam Aspek Verbal, Jenis-jenis Majas 
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1. Background of the Study 

Language is a means of communication used by everyone. It consists of both 

written and spoken forms. Communication is a process in forming, delivering, 

receiving, and processing messages in one or between two persons or more. In spoken 

language, communication is found in the form of conversations, dialogues, etc. 

Meanwhile, in written language, communication is found in brochures, magazines, 

newspapers, letters, banners, flyers, etc. In communication, language can be used as a 

media for giving information and promotion, such as in an advertising promotion. 

Advertisement is a public notice offering or asking for goods, services, etc 

(Hornby, 1995:18). According to Dyer (1993:2), advertising is an activity of drawing 

attention to something or informing somebody of something. The aim of the 

advertisement is to attract the readers' attention to feels about the benefits of the 

products.  

Magazine is a type of large thin book with a paper cover, containing stories, 

essays, pictures, etc and issued usually every week or every month (Hornby. 1995:705). 

Every person likes buying magazine because there are many advertisements in it, 

therefore, it attracts people to buy it. In addition, the advertiser should pay more 

attention to the slogans and the headlines which make people easier to understand and 

remember the name of the product.  

This study was focused on the meanings and functions of the verbal aspects and 

also the figures of speech that are mostly used in the five advertisements. Verbal aspects 

of the advertisement are in the forms of a word, a phrase or a sentence. Moreover, the 

figures of speech in the advertisement would make the advertisement more attractive 

and it will influence the readers to buy the products. 

2. Problems of the Study 

There are two problems formulated in this study based on the background: 

1. What are the meanings and functions of the verbal aspects in the cosmetic 

product advertisements? 
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2. What types of the figures of speech are used in the cosmetic product 

advertisements? 

3. Aims of the Study 

After formulating the problems of the study above, the aims of the research are: 

1. To identify and describe the meanings and functions of the verbal aspects in 

the cosmetic product advertisements. 

2. To analyze the types of the figures of speech used in the cosmetic product 

advertisements. 

4. Research Method 

The data to be analyzed in this study was presented in the form of five printed 

cosmetics product advertisements for women. The advertisements were taken from the 

English printed magazines namely Marie Claire magazine and Glamour magazine. The 

method used in this research was documentation because the data was taken from 

English printed magazine. The collected data in this research was analyzed by using 

qualitative method. The structures of text in the advertisements was analyzed based on 

the concept of advertising proposed by Leech (1966), they were also analyzed based on 

the meanings and functions of the verbal aspects proposed by Leech (1974). Next, the 

data were analyzed based on the types of the figures of speech proposed by Perrine 

(2005) 

5. Analysis of Cosmetic Product Advertisements in English Printed Magazines 

5.1 Advertisement 1  

This advertisement was taken from Marie Claire magazine. It was published in 

December 2014. It tells about the teeth whitening product that would make the teeth 

look white and clean. 

5.1.1 Verbal Aspects 

The advertisement has verbal aspects to introduce a product and be able to 

attract the readers' attention. It consists of headline, sub headline, body copy, signature 

line and standing detail. 

a) Headline 
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WHITENS AS WELL AS PROFESSIONAL TREATMENT FOR A SMILE 

THAT SHINES 

 The type of meaning in the headline is affective because it reflects the 

personal feeling of the advertiser to keep the white teeth and cleanliness. Having 

amazing smile can make someone more confident when communicating with other 

people. 

 The function of language in the headline is informational because the 

advertiser wants to introduce the product with attractive words and give more 

information. This part is located in the bottom of the picture in the advertisement. The 

advertiser uses uppercase font size to attract the readers' attention. 

b) Sub headline 

Crest 3D Whitestrips with Flexfit Technology 

 The type of meaning in the sub headline is conceptual because the advertiser 

mentions the name of this product to make the readers remember about the name of the 

product. This part is printed in normal font size. 

 The function of language in the sub headline is informational because the 

advertiser wants to deliver the information about how to obtain white teeth from this 

product. This product is very important to giving a brighter smile and removing the 

stains on the teeth because it used high technology such as FlexFit Technology design 

to help the consumer whiten the teeth and also the form of the product is sheet strips 

which come off easily and clean.  

c) Body copy 

They stretch and mold to your teeth and custom fit your smile for 

professional level results 

 The type of meaning in the body copy is affective because it reflects the 

personal feeling of the advertiser. This is one of the best products to help the teeth look 

good than before. 

 The function of language in the body copy is expressive because the 

advertiser wants to expresses his/her feeling about the benefits of the product which 
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help to stretch and custom fit to a beautiful smile, molding the teeth with a strong grip 

and clean removal to make the teeth whiter. These whitening strips are designed to the 

shape of the teeth and it contains whitening gel to remove the stains. The whitening 

strips consist of the high qualified materials, and also the product is very comfortable 

and safe for someone who has a problem with the teeth.  

d) Signature line 

life opens up with a white smile 

 The type of meaning in the slogan of this advertisement is conceptual 

because the advertiser directly informs the readers to use this adorable product. This 

part is printed in lowercase font size. 

 The function of language in the slogan is directive because the advertiser 

wants to share and influence the readers, that smile is very important thing in life, 

because it could attract the attention of the other person. When your mouth and teeth 

keep clean, this situation would make you feel more confident. 

e) Standing details 

www.3DWhite. com 

 The type of meaning in the first sentence of standing details is conceptual 

because the advertiser shows the official website address of the product in the 

advertisement. Meanwhile, the function of language in this part is informational because 

the advertiser wants to convey the whole information of the product through the official 

website address to the readers. This part is located in the bottom of the advertisement, 

and designed with lowercase font size. 

©Proctor&Gamble, Inc.2014 ORAL-16006 

 The type of meaning in the second sentence of standing details is conceptual 

because the advertiser mentions the copyright of the manufacture. Meanwhile, the 

function of language in this part is informational because that indicates the product was 

produced in 2014 by Proctor&Gamble incorporation. 
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5.1.2 Figures of Speech Analysis 

There are some figures of speech that are used in this advertisement. 

Here are the explanations of them. 

No Sentences Components Figures of Speech 

1 
“They stretch and mold to your 
teeth and custom fit your smile 
for professional level results” 

Body copy Personification 

2 “life opens up with a white 
smile” 

Standing  
detail Hyperbole 

 
Discussion 

1. The sentence of “They stretch and mold to your teeth and custom fit your smile for 

professional level results” in the body copy is personification, because this style 

giving the attribute of human beings to animal, an object or a concept. The word 

“they” refers to the name of the product “Crest 3D Whitestrips” which means that 

the product or object has a major influence and service like human beings to help 

every customers to get a maximal result on their teeth. 

2. A figure of speech in the sentence of “life opens up with a white smile” in the 

standing detail is hyperbole, because it is an overstatement to exaggerate things. 

This slogan means that someone who has white and clean teeth without stains will 

be more confident when they communicating with other people. Meanwhile, a 

person who does not use this product would not obtain perfect teeth and not get the 

benefits of the product. 

6. Conclusion 

Language is a means communication used by everyone. It consists of both written 

and spoken forms. Communication is a process in forming, delivering, receiving, and 

processing messages in one or between two persons or more. In communication, 

language can be used as a media for giving information and promotion, such as in an 

advertising promotion in the magazines. Advertiser uses language quite distinctively to 

deliver messages of the advertisement and influence the readers to buy the products. It 

can be seen in the cosmetic product advertisements of which receivers are dominated by 
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women who are addicted to the cosmetic products. Here are some points that can be 

presented as the conclusion of this paper. 

The verbal aspects are presented by a word, a phrase and a sentence. Conceptual 

meanings are generally found in the cosmetic product advertisements. This is due to the 

fact that the verbs with the conceptual meanings are logical and sometimes it is called 

denotative or cognitive. These conceptual meanings can be found in the standing details 

of the advertisements in which they deliver the information about the name of the 

products and the official website address. Besides conceptual meanings, there are also 

other types of meanings found, namely connotative meanings and affective meanings. 

In terms of the types of function, the informational functions are generally found in the 

cosmetic product advertisements because they can give more information about the 

products. In addition to informational functions, there are other types of functions that 

were found in the cosmetic product advertisements namely directive functions and 

expressive functions. 

There were five cosmetic product advertisements which were taken from two 

magazines namely Marie Claire magazine and Glamour magazine. Every advertisement 

has different types of the figures of speech to make the readers more interested in the 

product. The type of the figure of speech mostly found in the cosmetic product 

advertisements is hyperbole because it is a figure of speech in which statements are 

exaggerated or extravagant. The advertisers use this type because they want to influence 

the readers to buy the products through attractive words. Besides, some other types of 

the figures of speech that were found in the cosmetic product advertisements are 

personification, symbol, and metonymy. 
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