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AN ANALY$S OT LANCI'ACE FIINCTION IISDD IN COSMDTIC

ADVERTISEMNNTS

CI'APTER T

INTRODUCTION

ln this cn8pt r, rh. rcs.mho preenrs !@kereud ol $.
probl@, obj€dive of6e srudn sic,ifi@ce ofthe studx s@p€ dd

studn 8nd the definition ofk y Lms.

1.1

No*€dayl, onsming poducl €nnot t spaEred 6om human life.

P.opl€ ne€n mdy tihd of p@ducl lor tulfilling huns ne.ds. MoEover,

people re.d 10 u$ pioducr con*ioosl, dd mcon$ioNly. For exmple th€

@nsiousnBses which ,.ople .sed @ clo1h6, osheri6, sho6, f@d, et .

go*wcr, a sdice is onsum€d un@n$iousty. I. sm@l, a product is Erow

or pmdued, usually fo. el€. A@rding to Ko o dd KeUq. pmducl is

aq,thing fili @n be ofreed lo a marke to sads& a Mnt or Ne4 iicludiis

p[ysi@l sp.G, wiceE dp6iac6, €venrs, p€Mnq ploc6, pop€rlies,

orSmiadons, infomalion, d l€as.

.$

As one of $e inpotu q Gnaics b(sme s mosr sisnifics ptuducl

in scial life us.d ro sbow up (Maninez, 2017). Ii digilal €8, eletmnic

hedia in,lu.@ p@pl. lo @ncfl fG having sood app€mnce in any ohoge,



'E-.

not onty for working but aho having good applamnc. can increasc our mood.
One ofthe ways lo bave a cood apparsrce lnd have sood t@king js use
coso€tic! Cosberic is pmducr lhat have managed lo hale gEat inpac. on
our lives, ,ishion, cutrure snd hktory (Madinez,2Ol7). .rhe 

Ea$n for the
poputlrily oa cosmeric producrs h lhe imponanr physjotogicat and
psychorosicat 6eneft they inp.rt ro ri€ consumer SeleEl studies hav€
shown th!r, apan froD rh€ physiotosical ellels, thqe aE very E,t
p!.ho,oci.diand so!,atben.fiL b be eained rom fte u,e d co"meri:. h is
lhee benefirs lhal qsuE cosnelic produ€ts @, and wi,t remain. an inlelhr
prn or 'ite r(rng.lO, rr IheE,or., lonsumeF u.e cnsre* 

""0 *.".,aE pbdlcls *ery day to pbrecl their heltlh, ensuli.s hen wel-beine,nd
besrins their setf eeeem als to b€ heairhx but enhancins beauty.

There ae e msDy kinds of cosheiic prcduci. .this 
&sea.ch rill

datt2. b.th of J/ta*e C)vt ,nd Malbetire as $e prcduct_ Mate Oya is 
^pmduct hs &e hs,ine ,Ler you wory, od be unstoppable,,, The eslin,r.

dier bgtine is hore larget audi€nce sood al teavine a doub6, and beins
Fumell prcdu.t nake Over hs quire .odplere vari,n6, shning troD
Irimary hakeup shope tud cover, finat h€&erp, decoratil
definer, che," d*mrjy€cotor, r""".",,",r";;"";"1" _;;,
d@ and ti6h rm cosmetic equipmenl



,tilayrerli,? is a product lhar lound in 1915 b, l9 vcar old enhePreneur

named Ton Lyle williams Mayb€lline Nev Yo* h the nunber one global

cosmerics bmnd and is available in over I 2 9 counliies worldwidc Movb€lline

is ale io be the oiicial makeup sponsor of thinm lEhions worldwide.

OffennE nN rlsn 200 pmducls, Maybelline NN York conbines

technol6gielly advilcd fomrlG wilh onfft.d expetlise to .rarc aeessibl€

osmerics wirh . cml, urban edge ,.d a spirned style. Th; Mlvbelline New

York s nission is 1o 6ffet innovaive, accessible, and effonl€s @sheti.s Ibr

eve'y woman. Il lries lo e6po*er women ,ll over lhe world to €xEess thei.

pere.al fdor. We qn s* all aboul $e kinds of cosmeric pmducr Make

Ov- ed Maybelli.e ihroueh advenisenents.

Advedemenr is one ornedia lo deliler fie iDaomation about sone

producls such 6 goods, sryices, dd ideas fBm rhe @mpanv lo lhe leget

audiences. Advedisment becom€s d efcdive vay to inroduce dd

adveftis a poduct of compdy or elent 10 th€ people. A'lv€disment h

also one ol mdy looh that @ help the companies lor selling what it otre6 10

th€ wiery (Whne, 1988). ln m advenisemen! the eleclion of lhe wod md

lansuase is imporlanl lo attract dd b infludc. $e onsuneu abour 1he

omp y p@duct. Adv.ni*6 na*e fieir advenismenls s inre.estiog 6

po$ible b anEcl pspl. io ue lhe P@dmt fierefoft. l,.guase hs

imp.na.t tunctid 46. ntkins adv€ni*ment.



The r€s@hq chms6 lmsurge fu.clion bccaue il is inpond lo

delivd the m*ages Bhich conhin in tlE ldv€.tiseoent One oftheoid rhai

.oncd on language ftnclion is poposed by Roman Jakoben (1980). The

th@rr h divid€d inio six kinds ol langurge tunclion; Ef.rcnlial, moliv.,

conorive, ph.riq meralingual, and pfttic. TheEfoE, the ffimhq inteGted

lo ilalyz ('e words dd lmguase wnich used in Mske Ovr and Moyhelline

v'dm addismec. For fih {udy. ihe E*mher uq rhe im8xaee

fuctiom in Mak€ Over md Mayb€lline sdvdtienenls b@ s thes vill

snow fie tyrE ofloguage fondions which is used bosed on Rom Jakob$n

th€ori*. A.coiding to the backsrcund abovc rhe ee@her will onduct lhe

6eeh dtitl.d .AN ANALYSIS OF LANGUAGE FIJNCTION USED IN

COSME-Trc ADVERTISEMENTS",

Acordee witi the E$aeh b&keround that hs been described. lhh

res.ardr aih to dver the quesiions b€llow:

O Wlut ae the luguage iincrions $A in Mdt ow nd Malbelli@

whal e dE @n!€xts of languase ftncliore lnat u*d in n&& O,.r and

Matlteliw a/laeniffi.tll

What @ lhe diferences of languas€ tunctions usd betwen ,r'a*r Owr

dd,r44rD€rrlN advertismenls?



(,

Objdliv€ ol tle Siudy /

Based on lhe Es@h pobld, rhe objdriv€ of lhe siudv ae romulaled as

0 !:Q9 ,l'" lmsuag€ functions us€d in M'k€ over ed Mdvbelline

To descnbe the.orLxrs of lmguse fmctio.s used in Make Over ed

Msyb.lline adv€rri*n€.ts-

To knop th€ difeMes of lmsuas€ tunclions oed ber"@n Mahe Over

and Maybelline.dvedsenenb.

Signiliotre oI Sludy

Theoreric'll,, rhis srud' k qpd"a o * o16." i..) -a * *"'pr'
\ --l

of @mh lhar helpo olhq sbdors who also €xmine ov olh" objdt of

l,nsldge ftnctio.s. Pdciislly, lhis studv is .xp4ted lo enou6sp adverthe$

to cEsl€ adv€dismflts with convin@ ond anscdve Nords, tnd lo make it

6id fo. @tuumeu 10 unde6Lnd aboul n4ake ont dd Marbe itu

prcducrs. s lo.n,d a. ?on"an )otovr'n
I991r1!:'t!99 (b 6.0rlratc,, L^rhic h {heoiies

This @@h .nalya abour $. lsgulse fuction used in M'r? Owr

od /,yre&rp odvenis€nts. Thc ffirher la].s ten vid€ns or Mtte Ovei

dd t n vid@s oa Maybellirc. Thos @ Malc Ovo QuickietHow To Brcw

Like A P6 (2o,Feboe 2O2O), Ey. Mu Have Make Ovd Hvperblack Super

Suy Liner (3 Sepl€mber 2018), Stav On Color Make Over Po*$ slav



Tmsfer Poof Mate Lip Crcan (22 Oktober 2019), Make Over Power Stay

Dmi Mane Covtr Cushio. in I0 shad€s (17.,!nuad 2020), Eye Stay Strons

Matc over Powerslay Eye Pelefte (4 Juli 2019).

1.6 D.finitior olxey 1ern3

To avoid sy misund€rsranding abour the bsio @nc€pt of lhe study, rhe

eearcher €xplains the defrnidon of k€y tems s Iollow:

.}.
q 

"r( ^
.",'{4;

$ r.-g*e"

kn8uoge is a basicallt deds or communiqlion which n olways

o@G in ! padculd sial @ntext B&d on wardhaugh (2013)

language is ehar fie nembeE of pani@l& soci€ty sp€r*. From lhis, it

means tha! lansuoBe cannol h. sp@ted f6n the sooiely i.

@mmu.i€olio 10 expi.s lhei. id6 thDugh the sound, lett r, and

l suse lunclion is o.. of dc key to nake lhe communic*ion

sccptable (J.ko6s, 1985). Bed on Roman Jakobson (1985) lher€ r@

six typ.s of ldg@ge fmc1i6. Tie ar€ €motiv€ (expEsive), podic

imrrDic), @ndirc (SFllarirc), me&lirgual (mehtinsuolislic),

EfeEntial (coA.itiE, d.id,live ede.tionol), sd phalic.

CNndic is Ftrduos dB h&e mdased to havc sMr impa.r on

liv.s f..bia! otnE .rd hi$ry. The reaon for lhe popularny



c6delic prcduors is Ihe impoltst phrsiolosical and psycholosiql

bs.fil they imFrt to tn @nsmer Sw€El studiB filve shM thr't

apart fDm the physiological efl4q th@ .rc v.ry @l psFholosi@l

4d sial bflefils lo be sained ftom lhe w of 6meti6 ll is $*

b€nefts $at asuE comelic products aE, and will Emain, u integEl

Mal@ Ovr is a kind of cosmetiG poducl that h6 quile @mpl€te

veiants, slartif,g from p.irory oakeup, shap. dd @v.r, final mal€-up,

d@Elive ere.olor, eye defiber, cheks dsoalive 6ld, daomlire lip

@loc oE dd cae 6 wll s clee drd fredl loo cGneic equipmmt

M.ybellinc is a oM.tic prldut lhrt louds in 1915 by 19

,Ear old entr.pren€o. ,@erl Ton Lyle Williass Mayb€llif,. Nry

York is lhe nuhber one dobal cometiG bMd and is auilable in

oE I29 oslriB wldwid.. Mayb.Uine is als lo b€ lhe ofiioial

n!*eu, sponw of lhirren fahions wldwide $tich is otrsirg


