CHAPTER 3
RESEARCH METHODOLOGY

This chapter focuses on the methodological aspeédtse present research. It
starts with statement of the problem. In additibmprovides further explanation of
research design, data collection, and data analygigich have been briefly

introduced in Chapter I.

3.1 Statement of the Problems
The study is geared to answering the following tjases:
1. How are women represented verballyitke print advertisements?
2. How are women represented visuallyNike print advertisements?

3. What are the ideologies underlying the represeniati

3.2 Resear ch Design

The present study uses CDA proposed by FaircloggB3) as the analytical
framework to figure out the representation of wonmmemNike print Advertisement.
The framework comprises three levels, namely deson, interpretation, and
explanation. Description is the level in which eatduse written by the copywriter is
analyzed in terms of its linguistic features. Iptetation is the level in which the

analyzed data are interpreted. It relates what tke print advertisement, as has been
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previously analyzed in the description stage, ahdtws in the interpreter’s mind.
Finally, the explanation level links the assumpgionade in the interpretation level
with social concerns.

The above procedure is supported by visual textysisa which focuses on
the images which depict the women in tNe&ke print advertisement texts. The
analysis relies on the work of Kress and van Leeu@@®90) which allows precise
decription and interpretation of visual data. Ina&ling representations portrayed in
the advertisements, the images are to be analysety uhe visual system of
modality. The data found from the linguistic andual mood analysis of the text
(description) served as the foundation for the rpretation and social analysis

(explanation).

3.3 Data Collection
The data for this research axtke print Advertisements. They were taken

from www.Nike.com www.coloribus.com and www.theinspirationroom.com

released in June 2007 until July 2009. Six advarients are chosen as the data of
the present study. The selected advertisementesepr the latest advertisements
published byNike. In addition, the selected brandike” is not only one of the most
powerful sports brand in the world according to ANdonference in Berlin with 67%
of voting in 2008, but also occupies rank 59 fo Top 100 Most Valuable Global

brands in 2009.
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The elements of advertisement include text, viswalshe combination of
them. The print ad usually consists of headlineskheads, images, body copies,
contact, and logo.

The clauses and images of advertisements werenpeelse Table 3.1. As can

be observed in the table, the ‘actors’ in the adsaamen.

Table 3.1 Description of Six Advertisements

Images (Visual) Clauses (Verbal )
Ad 1 65,000 serves ago | was a beginner.
What they call ‘killer instinct’ only gets you sarf
After that, it's running 'til your legs want to gry
serving 'til your arm falls off
and then doing it again tomorrow.
Bring that to your workout four hours a day, siysla
week for 15 years
and I'll look for you in the finals
Are you looking at my titles?

The leader of this team is this team
U.S. Women’s National Soccer Team

My better is better than your better

Nike SPARQ Training is tested and proven by US
Women’s Soccer forward

Lindsey Trapley to dramatically improve

Speed, Power, Agility, Reaction, and Quickness

Ladies (go/run) first.
Men (go/run) second.
Join the Men vs Women challengeNikeplus.com
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(It is) custom fit for girls
(It is) trouble for guys
Make every run court with the Air Span + & Burn lwvit
Flywire for support and an Arch Fit strap for atons
fit. Give the guys something to chase.

Join the Men vs Women challengeNikeplus.com

3.4 Data Analysis

According to CDA framework offered by FaircloughO(B), the analysis
consists of three stages. The analysis beginsmsgsitsally from description stage in
which the data are examined by using the transjtigprocesses, the exclusion or
inclusion of elements of social events, and thetrabBon or concreteness
representations of social events.

Transitivity covers the analysis of processes,igpgnts, and circumstances
(Halliday, 2004). Each clause of the data is exachito determine whether it belongs
to Material, Mental, Verbal, Relational, BehaviooalExistential processes.

Material processes are processes of physical ddemntal Processes are
processes of sensing, thinking, and perceivingb&leprocesses are processes of
verbal action: saying. Relational processes invetages of being (including having),
that are further classified whether they are beised to identify something or assign

a quality to something (see Eggins 1994; Gerrot\&fighell 1994).
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Eggins (1994) states that transitivity patternsrespnt the encoding of
experimental meaning: meaning about the world, tleaperience, and about how
we perceive and experience what is going on. Theggthe analysis of transitivity
system of the text advertisement allows for exationaof how women are perceived
and represented in this world.

The participants and the circumstances of the gesseare also analyzed. As
stated by Gerot and Wignell (1994: 54), “particifgarand circumstances are
incumbent upon the doings, happenings, feelingstadgs”. The participants are
involved in the process, while circumstances aso@ated in the process (Halliday,
2004). Moreover, the distribution of transitivitynaysis contains the number of
occurrences of each process and its related peatits and circumstances. The
results are important to determine what kind of cess is dominant in the
advertisement.

With regard to exclusion or inclusion, the analyssconducted to find
various elements of social events that are includedexcluded in the text.
Furthermore, there is particular situation in whsdme elements of social events are
given the greategrominence or salience.

The concreteness or abstraction representatiossoid! events are applied to
examine whether the clauses contain most concnetee abstract/generalized, or
most abstract representations. The more specifi@lsevents are the more concrete

the representation is (Fairclough, 2003).
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In addition, to support the description stage, #tigly uses Visual Mood and
Modality framework to describe the images. Thederactive meanings in images
are represented byood, Subjectivity, Social Distance, andModality.

The next stage of analysis is Interpretation. Ihcsons the relationship
between text and interaction. This stage aims swanthe question ‘What does the
ad maker mean by this text?’ Finally, in the explaon stage, the ideology is

explored by considering the linguistic features Hrainterpretation to those features.
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