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CHAPTER I 

INTRODUCTION 

This chapter describes about background, statement of the problems, 

objectives of the study, significance of the study, scope & limitation and 

definition of the key terms.  

 

1.1. Background of the Study 

Commonly, to promote the goods and services, companies need a 

promotions. In this term, the way to promote the goods and services are using 

advertisement which are an audiovisual on television or just visual advertisement 

such as a written text on magazines, newspapers etc. that has a unique 

characteristic to interest the people. 

Advertisement is a tool of communication which can be delivered verbally, 

non verbally, or both, to let person knows about certain products and interest to 

buy the products. Advertisement can be found easily on mass media either visual 

such as tabloids, magazines, newspapers, or audiovisual such as radio, television, 

or internet. 

In any mass media’s advertisements, there are some advertisements 

commonly use woman as an object. Especially, in cosmetics advertisements. 

There are many reasons why the advertisement usually used woman in their 

object, one of them is because woman has unique characteristics. The unique of 

characteristic of woman can be found in their physical appearance to increase the 

sale of products.  
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Common cosmetic advertisements found in Indonesia are Wardah Cosmetic, 

Citra Cosmetic, Viva Cosmetic, Pixy, Purbasari, Sariayu, Mustika Ratu, etc. They 

do the same way to promote and increase their product. It represents a woman as a 

model or object. It means that the advertisement is only for woman. And from 

those cosmetic brands, the writer is interested in studying one famous brand, 

Wardah Cosmetics. This product is so unique than others because it uses woman 

moslem as the object to promote this product.  

Wardah Cosmetics is the one of famous brand that growing fast in our 

country. The product is famous with “Inspiring Beauty” slogan. It is different 

from anothers. This product also has “Halal” Certificate. This product has more 

values for its consumers. Besides that, all of the model are wearing hijab, so the 

major of consumers in Indonesia is moslem who believing on this product.  

Basically, there are so many kinds of Wardah cosmetic advertisements. But 

the writer focuses on Wardah Cosmetic Lightening Series because Wardah 

Lightening Series is complete product of cosmetics. This product is set of 

cosmetics used for brightening face. It consists of 2 steps. Each step consists of 

lightening day cream and lightening night cream. Lightening series product 

contains of active substance AHA which the function is to make skin regeneration 

grow fast. On the step one, AHA concentrate is only 2%, but on step two, AHA 

concentrate is 4%. It is because the step two is continuous process from step one 

(www.wardahbeauty.com).  

Then, from the long explanation above, the writer wants to know more 

about this product, what are the difference of this product between others even 

http://www.wardahbeauty.com/
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thought they use a woman as their model by using semiotic theory. And what is 

the sign and symbol that are presented by Wardah cosmetic advertisement 

especially on verbal expressions spoken by woman models in that advertisement. 

The writer is also interested to analyze the meaning of verbal expressions 

spoken by woman models in the advertisement, like what is the signifier and what 

is the signified such as denotative meaning and connotative meaning of verbal 

expressions in the advertisement especially in cosmetics advertisements “Wardah 

Cosmetics Lightening Series”.   

Furthermore, having been aware of the previous studies is really important 

to get more qualified results in the research. There are some writers who wrote in 

the same field.  Research of sign and meaning in communication has been done by 

Codrutta Porcar (2011). Science of Semiotic Usage in Advertisements and 

Consumer’s Perception written by G.D. Dharma Keerthi Sri Ranjan (2010) 

explains about Advertisement is capable of manipulating the 

perception and the behavior of the consumers. The study about woman in 

advertisement especially in perfume advertisement has been done by Ma Lin 

(2008). Ismail Aysad Gudekli (2014) also said that woman in advertisement is a 

symbol of sex by setting the woman to be flawlessly beautiful like the one 

exhibited. 

Ma Lin (2008) wrote The Study about Woman in Advertisement Especially 

in Perfume Advertisement. By using a semiotic analysis, she tries to reveal how 

race and gender are combined to create and reinforce female roles and define 

femininity in western societies. It discusses the representation of the Orient in 
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western women perfume advertisements—the one type of advertisement where 

woman images have been a focal point and most fully exploited. She stated that 

research studies have long challenged the ways in which advertising and 

marketing campaigns in western countries employ gendered imagery that women 

and reinforce power differences between the sexes in order to sell their products, 

yet not much attention has been given to the images of the Orient that are adopted 

to create woman imagery in advertisements. 

G.D. Dharma Keerthi Sri Ranjan (2010) used multidisciplinary approaches 

to construct brand images in the consumer’s perception. She stated that “each 

advertisement is a cultural document and has a cultural shadow which carries to 

readers to share and negotiate the cultural themes. These symbolic and the iconic 

conversation are ritualized enactments through the dimensions of cultural 

esteem.” So, the advertisement has many symbol and we are using, learning, 

reading and deconstructing signs and symbols, even though it is too difficult to 

studying Semiotics ideally. 

Ismail Aysad Gudekli (2014) used semiotic analysis method. He claimed 

that advertisements  have  power/ability  to  change  the  perspective  of  

individuals  about  the  events  and  options  by affecting the  society and norms. 

Advertisements are naturalization of culture(s). This naturalization function 

carried out through several mythic discourses. These mythic 

discourses/expressions are reproduced by advertisements through advertisements 

and adopted by the women in time. The woman has an important rule in 

advertisement because the woman should be like the exhibited and flawlessly 
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beautiful with the help of "Photoshop God" and in parallel with the woman image 

depicted.   As  a  result,  fancy,  luxury,  bright  life,  beauty  and  sex  are  packed  

and presented with dominant message forming technique in many customer 

goods. 

From the previous study above, the writer chooses this topic because this 

topic is so interested to be analyzed and the writer wants to know what are the 

difference of this product between others even thought they use a woman as their 

model by using semiotic theory. And what is the signifier and signified like 

denotative and connotative meaning about verbal expressions spoken by woman 

models in this advertisement.  

 

1.2. Statement of The Problems 

Based on the background of the study, this study was conducted to answer 

the problem formulated in the following question: 

a. What are the verbal expressions spoken by woman models in the 

advertisement of Wardah Cosmetics Lightening Series?  

b. What are the denotative and connotative meaning of verbal 

expressions spoken by woman models in the advertisement of Wardah 

Cosmetics Lightening Series? 

 

1.3. Objectives of The Study 

Based on the problem above, the objective of the study are: 

a. To find out the form of verbal expressions spoken by woman models 

in the advertisement of Wardah Cosmetics Lightening Series. 
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b. To find out the denotative and also connotative meaning of verbal 

expressions spoken by woman models in the advertisement of Wardah 

Cosmetics “Lightening Series”. 

 

1.4. Significance of the Study 

The significance of this study is to enrich the understanding about semiotic 

especially in signifier and signified through the video of advertisement of Wardah 

Cosmetic Lightening Series. From this study we can understand and know how 

signifier and signified used and applied in the advertisements. To study semiotic 

is very important not only to create a good advertisements but also to understand 

what the meaning of advertisements delivered.  

Moreover, the writer hopes this study will contribute for: 

1. English Department Students 

This study can be beneficial for students to enlarge their knowledge 

related to semiotics study especially understanding about signifier and 

signified which is consists of denotative and connotative meaning. 

2. Other Researchers 

This study can be used as reference for other researchers who try to 

conduct the similar research dealing with discourse analysis. 
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1.5. Scope and Limitation 

Regarding to the statement in research problems, the writer focuses on the 

form (signifier) of the word or sentencess and what are denotative and connotative 

meaning (signified), it can be spoken or written text on Wardah Cosmetic 

Lightening Series of advertisement by Roland Barthes’ semiotic theory. In other 

hand, because there are many kinds of wardah cosmetic products, the writer limits 

this study only in Wardah Cosmetic Lightening series advertisement around 2016. 

 

1.6. Definition of the Key Terms 

Woman: Woman is an adult human female belonging to a specified 

occupation, group, or other category. The term woman is usually 

reserved for an adult, with the term girl being the usual term for a 

female child or adolescent. The term woman is also sometimes used to 

identify a female human, regardless of age, as in phrases such as 

“woman rights” (Oxford dictionary) 

Advertisement: Advertisement is a notice or announcement in a public that 

is used to promoting the product, service, or event or publicizing a job 

vacancy (Oxford Dictionaries). Advertisement is always "push" and 

"persuade" us to remember, like, select it and then buy it. 
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Cosmetic: Cosmetics, also known as makeup or make-up, are beautifulness 

product made from substances that used to enhance the appearance or 

odor of the human body and make them more beautiful and 

comfortable with their look to shows in public. And Wardah 

Cosmetics Series is one of cosmetics brand that was growing fast in 

this country. There are many products that put on the market such as 

beautiful cream, lipsticks, body mist, etc. 

Semiotic: Semiotics is the study of meaning-making, the study of sign 

processes and meaningful communication. This includes the study of 

signs and sign processes (semiosis), indication, designation, likeness, 

analogy, metaphor, symbolism, signification, and communication. 

According to the early semiotician; Saussure, signs occur as arbitrary 

combinations  of  a  signifier/form  and  a  signified/meaning  

(Saussure,  1983:67,  78; Saussure,  1974:67,  78  cited  by  Chandler,  

2012). 

Denotative: Sign level which explains the relationship between signifier 

and signified that as explicit meaning. Denotative meaning covers 

appointed things by words or explicit relation between sign and 

reality. For example there is picture of human, animal, tree or house 

which is colored red, yellow, blue and white. Denotative stages just 

mention the data information. (Piliang in Tinarbuko, 2008) 
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Connotative: sign level which explains the relationship between signifier 

and signified that does not have explicit meaning. Connotative 

meaning covers aspect of color, which correlates feeling and emotion 

along with cultural values and point of view in a community group, 

for example: smiling face icon can be interpreted as a happy condition 

or insulting expression. For understanding connotative meaning, 

people have to understand other elements which support the data. 

(Piliang in Tinarbuko, 2008) 




