CHAPTER 1
INTRODUCTION

This chapter introduces the present study. It oetuthe background, the
research questions, and the aims of the resedralsol presents the research method

and the organization of the paper.

1.1 Background

Advertisement is a tool of communication which dandelivered verbally,
nonverbally, or both, to let people know about @ertproducts. It can be found
everyday and everywhere and therefore could atfecs consumers. Landa (2004)
states that an advertisement is a specific messagde to inform, persuade, promote,
or motivate people to buy the product. The sucoéssproduct cannot be separated
from its advertisement as the tool to introduce pheducts to the market. Kotler
(2006) argues that there are activities which anected at facilitating and
consummating exchanges, which is called markefingieans that advertisements
aim to inform people about the products and toyste them to use the product.

There are some criteria in creating a good adwesmiEnt. Good
advertisements must have believability, involvemand creativity qualities (Geller,
2007). It implies that the creative use imagesu@lisepresentation) and texts (verbal

representation) may lead consumers to try the mtodinis is because the consumers



tend to be attracted by advertisements with goats tehich are also supported by
fascinating images.

The advertisements are usually aimed at all peapleheir target market.
However, the copywriters sometimes tend to useifspeabjects in promoting a
product. For instance, the advertisements of citggare usually performed by men.
On the other hand, the cooking spices advertisesngsually involve women. This
may be an indication that copywriters create ads@rients by considering gender.

There are many kinds of advertisements that asgeewvith men’s activities,
such as sports, electronics, and automotives. Medamw there are also
advertisements that are associated with women, cegmetics and kitchenware.
However, there are some cases in which the adeeréists are not necessarily related
with those stereotypes. For instance, there are gpoducts which usually exploit
man stereotypes but turn to display woman sterestgs well. One of them Mike
brand.

Nike is an international brand of sport equipments,cihalso uses women as
the models in the advertisements. The print adsertents of this brand present
women models in a different way. In this case,sitknown that most women
advertisements tend to represent women to be perbeautiful, feminine, and
graceful. In contrast, the sport advertisementsctl®gpmen as strong, confident, and
masculine subjects.

In addition, Nike is one of the most powerful sport brands in therladvo

according to INTA conference in Berlin with 67%\ajftes in 2008. It also occupies



rank 59 for the Top 100 Most Valuable Global bramd2009. It seems that women
models inNike print advertisements tend to contribute to therdase ofNike's
market share among women (Cole&Hribar, 1995; Lu2080). ThereforeNike is
triggered to produce more advertisements with woagemodels

The present study examines the representation ohemoin Nike print
advertisements. The advertisements represent wdsoém verbally and visually.
Through Critical Discourse Analysis as the framedwdroth representations will be

explained.

12 Resear ch Questions
The study is geared to answering the following tjaes:
1. How are women represented verballyike print advertisements?
2. How are women represented visuallyNike print advertisements?

3. What are the ideologies underlying the representati

1.3  Aimsof the Study
Based on the research questions above, the psegtaims to:
1. investigate the verbal representation of womeNike print advertisements.
2. investigate the visual representation of womeNike print advertisements.

3. reveal the ideologies underlying the representation



14  Research Method

The present study applies Critical Discourse Arialy§CDA) as the
framework of the study. CDA, as Fairclough (200Bdéfines, is “a framework for
studying connection between language, power analddg’. There are three levels
of text analysis in CDA as offered by FaircloughD@2), those are description,
interpretation, and explanation. In the descriptievel, as far as representation is
concerned, the data are investigated through demeedyses which consist of the
Transitivity, the exclusion or inclusion of elemaritsocial events, and the abstract or
concrete representations of social events. Meaewimlthe interpretation level, the
linguistic features are interpreted on the basi the text has something to guess.
The explanation level is the final stage whereide®logies are revealed based on the
analyses in the preceding stages. According to Kr@s Dellinger, 1995) Critical
Discourse Analysis treats language as a type odlspactice among many used for
representation and signification including visuahges, music, and gestures. It aims
to reveal the representation and the ideology nbt through the text media but also
through the visual image.

In addition, this study applies Visual Mood and Mbity Analysis (Kress and
van Leeuwen: 1990) to discover the visual textstred advertisement. This is
important to discover the hidden messages which ratated to the verbal
representation. It is in line with Kress and varleen (1990) who say that image is

part of text and supports verbal text to createmmega



The data are taken from_ wwMikecom www.coloribus.com and

www.theinspirationroom.coyrwhich are released in June 2007 until April 2088

of Nike print advertisements are chosen as the data. @leeted advertisements
represent the latest advertisemauike publishes. This study uses both clauses and
images as the object of investigation. The analg&igransitivity, the Exclusion or
Inclusion of Element of Social Events, and the Adxdtor Concrete Representations
of Social Events are applied in analyzing the ailsements verbal texts (see
Fairclough, 2003). Meanwhile, in analyzing the walsuexts, Visual Mood and

Modality Analysis are employed (see Kress and vasulven, 1990).

15  Clarification of the Terms
There are some crucial terms which are frequenddun this study. It is

necessary to look at their definition in order woid ambiguity.

Representation is terms of the way every aspect of the world esadibed through

discourse (Fairclough, 2003).

Verbal texts are defined as “texts whose meanings are realizexligh linguistic

code” (Kress and van Leeuwen, 1990: 4).

Visual texts are defined as “texts whose meanings are reatlaedigh paintings or

photographs” (Kress and van Leeuwen, 1990: 4 ).



Ideology is representations of aspects of the world, wisexh be shown to contribute
to establishing, maintaining and changing socikdtiens of power, domination and

exploitations (Fairclough, 2003).

1.6  Organization of the Paper
This research paper is organized in five chap@napter | is the Introduction.

This chapter presents the background of studyersett of the problems, aims of the
study, research methodology, clarification of termsd organization of the paper.
Chapter Il discusses the theoretical review relet@arnhe present study. Chapter l1lI
comprises the methodology of the research thatided formulation of the problems,
aims of the study, data collection, and data amalyShapter IV contains data
presentation and discussion of the findings. Chiagteoncludes the study and offers

suggestions.



