REFERENCES

Arikunto, Suharsimi. 1998. Prosedur Penelitian Suatu Pendekatan Praktek.
Jakarta: Rhineka Cipta.

Barthes, Roland. 2012. Elemen-elemen Semiologi. Yogyakarta: Jalasutra.

Berger, Arthur Asa. 2010. The Objects of Affection Semiotics and Consumer

Culture. United States: Palgrave Macmillan.

Chrismanuel, Darlyss Yabes. 2014. Makalah non Seminar: Penggambaran Citra
Perempuan dalam Iklan Televisi Kategori Produk Laki-laki. Depok:

Universitas Indonesia.

Corrington, Robert S. 2003. A Semiotic Theory of Theology and Philosophy.
Australia: Cambridge University Press.

Gudekli, Ismail Aysad. 2014. Using Woman in Advertisement as a Symbol of Sex:
Cosmopolitan Magazine Example. Journal of Yasar University. Retrieved
on June 8™, 2015 from http:/joy.yasar.edu.tr.

Hoffmeyer, Jesper. 1993. Signs of Meaning in the Universe. Translated by Barbara

J. Haveland in 1996. Indiana University Press.

Johansen, Jorgen Dines., Larsen, Svend Erik. 2005. Signs in Use. Translated by
Gorle’e, Dinda L., Irons, John. USA, Canada: Routledge.

Kull, Kalevi., Maran, Timo. 2013. Journals of semiotics in the world. Department

of Semiotics, University of Tartu. Retrieved on June 8" 2015 from
http://dx.doi.org/10.12697/SSS.2013.41.1.08

60


http://joy.yasar.edu.tr/
http://dx.doi.org/10.12697/SSS.2013.41.1.08

61

Leech, Geoffrey N. (1966). English in Advertising: A Linguistic Study of
Advertising in Great Britain. London: Longmans.

Lin, Ma. 2008. The Representation of the Orient in Western Women Perfume
Advertisements: A Semiotic Analysis. Intercultural Communication Studies
XVII: 1. Retrieved on June 8", 2015.

Porcar, Codrutta. 2011. Sign and Meaning: a Semiotic Approach to
Communication. Journal for Communication and Culture 1, no. 1 (Spring

2011): 20-29. Retrieved on June 8™, 2015 from www.jcc.icc.org.ro

Ranjan, G.D. Dharma Keerthi Sri. 2010. Science of Semiotic Usage in
Advertisements and Consumer’s Perception. Journal of American Science
2010;6(2): Marsland Press. Retrieved on June 8", 2015 from

http://www.americanscience.org/journals.

Rapp, Stan & Tom Collins. (1995). Terobosan Baru dalam Strategi Promosi,
Periklanan dan Promosi, Maxi Marketing. (terj. Hifni Alifahmi). Jakarta:

Erlangga.

Roberts, Noel Burton. 2011. Meaning, semantics and semiotics. Newcast | e
Universi t y, UK. Retrieved on June 8", 2015.

Santi, Sarah. Perempuan Dalam Iklan: Otonomi Atas Tubuh Atau Komoditi? — edit.
Retrieved on June 8th, 2015 from
http://www.esaunggul.ac.id/article/perempuan-dalam-iklan-otonomi-atas-

tubuh-atau-komoditi/

Seiter, Robert H. Gass, John S. (2010). Persuasion, social influence, and

compliance gaining (4th ed.). Boston: Allyn& Bacon.


http://www.jcc.icc.org.ro/
http://www.americanscience.org/journals
http://www.esaunggul.ac.id/article/perempuan-dalam-iklan-otonomi-atas-tubuh-atau-komoditi/
http://www.esaunggul.ac.id/article/perempuan-dalam-iklan-otonomi-atas-tubuh-atau-komoditi/

62

Triandjojo, Indriani. (2008). Semiotika Iklan Mobil di Media Cetak Indonesia.
Tesis, Semarang: UNDIP

Wibowo, Indiwan Seto Wahyu. 2011. Semiotika Komunikasi. Jakarta: Mitra
Wacana Media.

Zlatev, Jordan. 2011. Cognitive Semiotics: An emerging field for the
transdisciplinary study of meaning. Centre for Languages and Literature
(Linguistics), Centre for Cognitive Semiotics, Lund University, Lund,

Sweden. Retrieved on June 8%, 2015 from www.cognitivesemiotics.com

http://www.oxforddictionaries.com. Retrieved on June 15" 2015



http://www.cognitivesemiotics.com/
http://www.oxforddictionaries.com/definition/english/woman



