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Thrs  chapter  cons is t ,s  o f  two sec t ions .  The f r rs r *

section is the conclusj_on, in which al l  of the main points

that i :ave been discussed in the prevlous chaoteis are

surunarized. The second sectj_on gives some suggestions that

might be usefuL for the peopJ-e who deal wjth d:-scourse

analysj-s, especial ly the ones who are doing some researches

on adver t i s ina .

5.1 Conc].usion

After anal.yslnq the data, the wri te:t  fo.und out. that,

the acive rt is er*ents in TIME rnagazj-ne undei analysls appl ied,

emot ive  dev ices .

From the f lndinqs, the write.r concludeci t i tat at l  of

the adve-rt j -sements except one made use of f  _ive to eiqrht

dev lces ;  they  we. re  connota t ions ,  cc lo r fu l  words ,  verba l

h y p n o t i s m ,  r e p e t i t l o n s ,  r h e t o r l c a l ' y o u ' f ' w e ' a n d  f l g : u r a r - i v e

lanquage. They were mocierately or fair ly emotive cornpared to

the one advert lsement i .  e advert i_sement abor-i t  trade:

Heineken (the prornotion of beer) which was w_rit ten in the

form o f  a  poem.  Thus ,  i t  a lso  app l ied  such dev ices  as

rhyEhms, rhymes, ancl al l i terat i-ons. This adve.rt isement was

hi-ghly enotj-ve than the rest advert iseme-nts under analysis,
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In thrs thesis, the wri l :er made l lse of emotl-ve

lanquage qenera l l y  and the  emot ive  approach spec i f i ca l l y '

The write.r concluded that advert isement cannot be scienti f ic

si-nce advert isement does not shor,v f  actua1 and logi-cal

ana lys i .s .  Yet ,  adver t i sement  can be  d idac t ic ,  pe . rsuas ive  or

propaganda.  In  t i l i s  ana lys is ,  the  adve " t i : - :  ement  s  us ing  the

didactic approach were Rolex and AT s T because of the

ment ion ing  names o f  the  au thor i * -y .  The adver t i sements  us lng

the persuasive approach we.re Hoi]-day inn, TIIIE customers,

Te les t ra ,  He j .neken,  ta iha tsu ,  iB i " f ,  F 'h i11ps ,  and ch ina

Ai-r l ines. The writer did not f inci the advert lsements us:ng

propaga l lda  1n  t i l i s  ana lys is  '  I ' i ever*uhe less ,  there  are  some

acive rtr- s er&ents using propaganda j-n cther media' For exampie,

"Encycioped:.a tsanqsaku" (Saropoerna, Televislon) '  Th-ls

ad.rett isement has a posit ive pu-rpose (propaganda has -uwo

pu- rposes ,  pos i t rve  and negat ive)  '

The wr i te r  a iso  conc luded tha t  in  the  app i ica t ion  o f

the emotive devlces, the advertrsements showed slrnj-1ari t :-es

and d,i f ferences. The sinri lar i t les wele in the making use of

persuasive language to support the aim of '  every

advert- i-sement '  The a.]-m '*as to "persuade" the readers or

customer::,  so the advert iser 's ait i t ' "rde t 'oward the readers

was always affect ive and the advert iser 's att i tude towari

the  sub jec i  (good.s  o r  serv ices  be ing  adver t i sed)  was a lways

su_b jec t ive ,  rn  th15 way,  the  adver t i ser .en ts  cor . t jd  ra ise

readers '  des i re  t .o  be  a t t rac ted  to  the  o f fe red  qoods or



ser l r ] "c€ i  berng :  aCver t rsed.  wh i le  the  d i f fe rencee we ie  in  the

adver t i ser ' s  emphas j -z ing  the  sub jec t  o f  the  adver t i sement . .

Tn this case, the att i tude of the advert iser toward the

subj ect is objective. Moreover, the write.r found out that

the wrj-ti-ng of an advertisement always eftployed some emotive

devices and thus made an advert i-sement affect ive and

persuasive, as has been shown in the 10 advert isetr.enr-s u: lder

ana lys ls .

5.2 Suggestions

1r: t l :1s section, the w!- i ter wouid l ike '"o glve some

s l t l . r , r r r : r f  I  a n s  t h a 1 - .  m i , - ' ^ +  ? , o  , i e a F r . r  ; ^ -  g i l e  a c i v e I t l S e I S  a : : C i  i h eJ u 9 _ L r ! : J  L . . ! ! r r  l L 4 V l r e

reade. rs ,

1 . for the advert isels, t I- ley should o-r ientate thei-r aims to

the tru-rh otherrrr ise thelr adve.rt iseft-ents wli l -  be considel as

bad adver' ,- isement since there are two kinds of

advert isements; good and bad advert isemeni. I i  is good when

the advert isement st i i l  cons.iders to t-he truth. Cn the other

hand, i t  is bad when the ad.vert isement does not colcern

anymore about the truth although i t  st i l l  uses emotl-ve

lanquage, In other words, ic only shows the advantag:es but

hldes the disadvantages for the sake of the advert isers

] .nEe- res t .



2, for the readers in general , and -uhe student at the

Englrsh Departaent of Widya Mandala Cathol-ic University, in

particul-ar, to have a better understandinq and a more

cr i t ica l  response to adver t isements,  as adver t isements are

bombarding: people's everyday l ives at p_resenl. As the

analyzing of adver-"isements have not bee:r studieC very much,

the writer also hopes that there w:-L1 be more future

researchers study it further vrhatever from another ma.s s

media or  eLectronics,
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