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CHAPTER III 

PRESENTATION AND ANALYSIS OF THE DATA 

III. 1. Presentation of the Data 

The data of this analysis are presented in three 

tables. In the first table we can see the role of adver­

tisements in marketing jeans. The second table presents 

the preferable language for jeans advertisements based 

on tht~ (•pin.i.on of the target audience (young pec,ple). 

And, the third table shows the reasons for choosing 

Tabl1~ 1 
The role of advertisement in marketing Jeans 

Emp 1 oyet-:?s 

Student;s 

Yes 

41 

44 

N,:, Tc, tal 

'3 50 

6 50 

Total 85 15 100 

From this table we can see that there are 41 

employees or 82¾ of employees who know the jeans from 

the advertisements. And, there are 44 students or 88% of 

students who know the jeans from the advertisements. 

So, there are 85 young people or 85% of young people 
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whc, l::n,::-,1,,.1 their· most favo1r .i ti?. jeans and gc,t inte1··e!::d;ed 

in buying them because of the advertisements. 

IJn the ,:,they· hand, th.i.!.; t.;~bll-;.• ,~lsr::, t.::;h,:iw!;,; that tl·,e1•·e 

are 15 young people or 15% of young people who know 

their most favorite jeans not from the advertisraments. 

From this table, we can see that the role of adver­

tisement in marketing a product is very crucial. Most of 

the target audience know their f~vorite jeans and are 

interested in buying them because of the advertisements. 

Th•? jt,~c\1·1r._:; wh:i.ch ay·r~ :.i.ncluc:IF.~d in thi~; group ,.,,n:;i: Tira, 

Hass1?nd,:1, Lev.i's, Kicke1rs, Cardinal, Lea, Lee, Benett,::in, 

Lee Coopt:;ir, e·l:c. 

Dn l:hP. ,:,t:he1·· hand, ~,e 1:,:1r1 also see that they·e ay·e 

c,nly f11w ,.::,-f th1;:.>m wh,:, kn,:,•., their m,:,st favot'ite jeans nc,t 

·fy·om tl,E! ::1clve1··tisements .. It is beci::11.1t::;e thei1·· favc,r·i·te 

jeans h,,we a very well-established brand image. Ot11' 

society (especially the upper-class society) is quite 

familjar with these jeans. They know these jeans not 

from advertisements but from high-class fashion shows or 

publicity. The jeans which are included in this group 

are: Giorgin Armani, Gianni Versace, Visace, and Calvin 
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Emp 1 c•yr.:?f.~s 

Studen·ts 

T;:1ble 2 
L.an£1•.1,-a9e ch(:iice 

Indonesian English 

11. 

7 

18 

39 

43 

8
., 
·"-

23 

Total 

50 

50 

100 

Frc,m this table, He can see that there are 39 

employees or 78% of employ~es who cho~se English. And, 

there are 43 students or 86% of students who choose 

English. So, there are 82 young people or 82Z of young 

pec:,p 1 f?.~ t.Jhc, c hi.:,c:ose English a!:i the prefer ab l f? 1 an£1uage ·for· 

jeans advi:0:rtisements. 

Dn the~ cd;hEH' hand, ·ttH?1''f?) an:.'! ,:,nly 11 <e::mplc,yf.:>es or 

22I of employees who choose Indonesian. And, theri=-' c.we 

i:::,nl y 7 !:d;udenl:!::; or 147. of st;udents who choose I ndone-

sian. So, there are 18 young people or 18% 6-f young 

people who choose Indonesian as the preferable language 

for j~ans advertisements. 

From this table, we can know that English is more 

pre·ferflb] r-i fo1r jeans advf::!rtisements than Indcinesian. 

Although, Indonesian is our national they 

think that f,:,r jeans advertisements, English is more 
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sui. ta.ble than Indonesian. On the other hand, there 

are only few of them who think that Indonesian is more 

The! reason~. 

Table 3 
The Reas;ons 

I ndone~~-sian English 

Prestige 76 

Understandability 12 

Internationality 

Pop•.1larity 

Otlie1·· 

4 

2 

6 

This table shows the reasons of the young people 

·for cl...-::11:-,sing their pn~ferable lang1.1age for jeans adver-

·I; .i. s E~ITlf-! n t !S. From th.is table we can know that the main 

r-eason ·fc,r· choosing En~;1Ii!:;;h .is because English is con-

sidered more prestigiuos than Indonesian. There are 76 

young people who choose prestige as their reason for-

choos:i rl!;I Engl :ish. TI·,e~y th:i.nk 1;hat English c,"'n show the 

prestige 0f the jeans which can persuade people to buy 

the jeans because people always try to w~ar presti-

9.i. •.:.1.1,:·· pl'Crd UC ts. 
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We can also know th~t there are 6 young people who 

choosP internationality as their reason for choosing 

E11rlli•::;h. TIH.:>y think H,~-1: English is an inter·national 

lc:H19,.,,':l9i:~, i·f it; is used in the advertisements, then the 

pP.op 1 r1 ,.,i_ 1] think th~~ l;he jeans are international 

the main reason for choosing 

I nd(~1m;,,s i. ,~\fl is be c AU SE~ I nd(·,nr:.~s i'"'\n i !=.; mo1·ta~ under·!:; ta ndr::\b l E~ 

than FntiliHh. Then? c::ln?. 12 young peopll? 1,.Jh,:, ch,.:,,.:,sr~ 

1.1r1de1·· ,,:; l:,:H,d ~ hi l i ty as th r>i r· 1· t?il!"c"- 1:,n ·f,:,r choosing I ndc,ne --

si.,:-in. Tl; .i.,;:= be>cause Indonr~s;ian is our· natic,nal language, 

so it is obvious that most young people understand 

Indonesian better then English. 

I...Jr,~ c,•~n ,a\li;;;o !SeE',! i:h,,it.v t-;l·,EJl''f? i':\l't? 4 y,::,un1;1 fJf:~ 1::rple wh,::, 

r h,·:,,:,~.;e popular· i ty as tl11-,d.1·· l''f:~e~e;o1·1 ·fo1·· c h,:::,,::,i:;i ng I ndone-· 

si,0111. Th1?.y think th,:1.t Indonc~~d.an .i~::;. very pop1..1lr:-\r and 

fnmJliar to everyoner so, : if the advertisements use 

I ndc,nes:ian, the jeanc.;; u.i. J J ,:11 so become p,:,p1..1la r and 

familiar to everyone. 

Th~re are two Young peop~e who give another reason 

r.t!::il:'! Jrn.lonesi,311 e·f·fectiv1:1l/ ,,Hid ei'fit:iently". They th.ink 

that if the advertisements use Indonesian, the people 
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will be able to learn how to use Indonesian effectively 

and efficiently. This thing will certainly help our 

government in promoting that program. 

III. 2. Quantitative Analysis 

In this quantitative analysis, I use the chi square 

test in order to see whether employees and students have 

the same opinion or not. 

From tAble 2, we can see that: 

- The n•.tmber of yc,ung people(symbol:n) 

- The n1Jmh1~r of employees(symbol:n1.) 

... The numbi;;11·· ,:,:, f students(symbol:n2.) 

·- Th1? 11•.llnbPl'' ,:.:,·f yc,un\;1 pec,ple 1.1tio chc,c,se 

English(~ymbol:n.1) 

- The n•.tmbf.:!r· of yo•.ln!;I people who c hoc,se, 

Indonesian(symbol:n.2) 

- 100 persons 

= 50 persc,ns 

= 50 persorn:~ 

-· 8:2 peYSOl1S 

.... 1. 8 J~elr SC•l"'lS 

- The number of employees who choose English 

(symbol: x11) - 39 persons 

- Th1:i n•.wd.~11:~1·· of student~; who cl"11:•(:,~:;f.? Engl .i.!:;h 

(symbol: x21) - 43 persons 

- TtH~ n• .. unb1;ff ,.::,-f empl,:,yeE.'~'5 1.1h,:, che<o!:SE' Indcinesi.fu1 

(syrnb,::il: :~ 12) "' 11 per!sc,n!;:; 
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- The number ,:,·f students ,..Jho choc,se Indonesian 

(symbc,l: x22) = 7 persc,ns 

From this data, I calculate the expectation (E) 

values for each group by using the formula: 

ni. :,; n.j 
E<L j) ::: 

11 

So, the expectation number of each group 1s: 

( n1. :,; n.1) 50 :,; 18 
E(t.1) = = = 9 

n 1 (1(1 

( n1. :,: n. 2 ) 51) :,; 82 
E(l.2) = = = 41 

11 100 

( n:2. x n. 1 ) !'::i(I X 18 
EC:2. l.) ·-· 9 

n l 00 

(
. , .. , n.,: ... >-: n. 2 ) 50 :,; 82 

E(2.2) - ::: = 41 
n 100 

Next, I make the chi square table as follow: 

tii:\ble 4 
r;hi 1;;qua1~e. 

I ni:k,nes.ian English 

Employees 9 41 

Students 9 41 
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TIH:!fl, I calculate the chi square value of this 

analysis, by using the formula: 

t xCi.j) - ECi.j) J 

ECi. j) 

rr,:,m l:he data, the chi square value is as foll,:,ws: 

(11- 9:,·2 (39-41) 2 (7 - 9)2 (43-41 ) 2 

+ + + .. _ ..... --... -·-·-- -------- _,. _________ 
--·--------· 

9 41. 9 41 

1. 08 

In this analysis, I tc\ke 95i. as the cc,nfidence 

level. It means that the@ - 100i. - 95i. = 5X 

The value of x2 for@ - 5i. based on the chi square 

distr.i.l.11d;io11 table is 3.84 and the diagram is: 

' . / 

I / 

!/ 1 .. I., /' 

I _____________________ I~-------------------
1,08 3.84 

Because 1.08 is in the curve (the X2 value of the 

analysis is less'than the X2 value from the table), then 

Ho is accepted. It means that the opinion of the employ-
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Si g n .i. ·f i C fl II l: .. we can consider that employees and 

5;t1 .. \d!'!l'1ti=; 11,::,VE~ thl'~ !S8ITIE! ,:,pin.ion r.;"\bout thF~ p1··t,!ff.•y·;::1bll'~ 

l ang1.1a9c,i fc,r· jc?an!;; ;ac:lve1· ti 5!?1n<~nts. 

III. 3. Interpretation of the Result 

Ac:lv10?1·l:i!~;1::ment hc~s ,!\n impc,1·tant l'"Ole in m,1rke·l;ing a 

py,:,cluct;. l'1os1; IH::~c,ple know a prciduc~ -fr,:,rn the .;:H:lve1,.tise­

ments ,:\nd they are in1;erested in buying the prc,d1.1ct alsc, 

bc~cause of t:he ,ctdver·tisements. F,:,r jeans products, the 

role of advertisements is also significant. There:';! are 

85i. of thF! t;,011·!:fe!t: audience 1,Jho knc,,.., and gcd: interested 

in buy.i 119 l;he jt::?c:1r1s bec,:,ust::.> o-f ·the ,c'l.c:lve1··ti.!5emrnn·t;s. 

every product needs advertisements 

esp1?c:i.al ly for new products or products which hav~ 

nc,t; t,.:1d ;3 vF.11··y ~.,11-?l l -·estab1 .ishe!d brand im,I'\g!!!. 

Ad v1?1· t; .i. !,H~m1:mt, as a product of advertising, may 

not be necess~rily needed if the jeans have a very well­

est:abJjr:;l,ed b1·and .image. Thi=:> entrepreneurs c,nly need to 

do ,::,!;her· promotion ef-fc,rts, such as: promotion in the 

fol'"m of f.01 1~1_, .i 1.111 sh,:::,ws, talk sh,::,ws, et r. 

Advmr· l:is+::Hnent is c.~ mt:?ans o-f cornmun.i. cat ion between 

an entn,JfH"FH'll-':H.IY- ,:,thi::I the t~.,··gi;.~"l: ii'l•.tr:l:i.enr.e. Th,,d; .i.!"; why~ it 

ne1?ds l 1:~1·101.1i:,\UW :in mt,.:1t;:i.ng t h1•1 rnr,1~•;!";a£lt?. 
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The Janguar.re cheiice o·f r.ffl advei--tisement plays an 

important 1··olf~ because it dc,eJs not only cc:1rry the 

message hut also give an image towards the jeans. The 

l an,~11.1a9n c l·,oi er,~ o·f an ,':Id VE!l'' -t:ir:~f?m1;:~nt lllc::\.i.nl y dt?p1~nd!5 ,:,n 

two t;hi11r,;1•=;v t;he ki.nd ,:,f pr·oduct: ,::1.nd thE• ta1··gt,;d; ,,:nH:1:i.ence. 

F,:,r· jec::1 n!':; ,,~ rl ve1·· t: i seme~nt s, '""n ent rep1··eneu r !:i ho:,11 l d dt?.te1" -

mine the language choice of the advertisement based on 

the young people's opinion, because they are the target 

audience for jeans advertisements. 

From table 2, we can learn that there are 82Z of 

young people (employees and students) who think that 

English is more suitable for jeans advertisements than 

W<·~ may 

ccincludEl t:hat 1-:.~mplc,ye?E!~s <,,nd !:;t1.1de~n·t!s h,::1v1~! the same 

opinion i:lb,::,u·b t,1f? langl..li:1£1f.,! chr:,i Cf!·! ·for jl0.:-,,,,n!,'; ,:1dvm1"t:i.me-.. 

ments, bec01..1se the difference between their opinions 

is not s.i.gnifi.c:ancr:!. Sc,, thl~ language ch,:d cm ,::,f th,:,s&1 

who wor~ and earn their own moneyy and those ~ho study 

and do not eArn their own money, is the same. 

In this case, if an entrepren~ur wants to advertise 

his jeans, he !:.;hould 1_1se English in the advertisements 

betause it is the preferable language according to the 

ta1··g0t cc\l.tdi,~nc:l~. 
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If we apply Trudgill's theory about the functions 

of l8nguage, we can determine two functions of English 

in je,::l11n ,,,,dver- t isements. First, En1;1Iish ha~,; a function 

to establish a ~~lcial r8lationship between th~ entrepre-

neur i:Hlri th1? 'l:,•u-·1:_1e1; c:\1.11:l.i.enc:e~. This l~ond.i.t.i.on can mi::\kf? 

the ·tc:U" get; andien ce be cc,me mc•re fai th·f 1.11 to use the 

jeans which are produced by the entrepr~neur. 

Second, English conveys information about the jeans 

to th1~ ta1"9et aud.i.t?nce. In this case 1 English c.:m give ,::\ 

better information about the jeans to the 

aud.i.1?nc(:?. 

If we see this from Gumperz theory about language 

as ,., m1?di1.1m ·for the e);change o·f ideas, English is used 

in 1::,dvert.i.!semr-:rrts fc,r the e:,;change ,:,f the ide;;:,s between 

the entrepreneur and the target audience. So, the target 

audience can catch the ideas of the entrepreneur well, 

if tht":' t:~n-t;repreneur •Jsl?S English in h.i.s advertise·-

nu'?nts. 

If we analyze this based on Giles's accomodation 

t:h1:."'!01•·y, l:1·11::., e,nt; reprl-~neu 1··, r:1!5 thf!~ ~;per:,k•::11··, ~-;houl d c:h,:,c,sf.? 

English for jeans advertisements in order to suit the 

ne~":'ds of tlH? persons being sp,:,ken to, namely, t:he target; 

audience. To ref~r to Gumperz theory about code-mixing, 
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thl" i:.,11h·ep1-en1.;•ur \,,1·,c,se native langue\gt? is Indonesi.:1n, 

1.1•:::1··1!:'i some English 1,,•orclt:;; .in h.i.s AtlvP.rtisements. For· 

example in the advertisements of Lee Cooper jeans, we 

i::,:.1n ·f'.i.nr.:I ·the sente~n1:+r~ "l..1?f.~ C,:,op1~1·· l:l1.1r.~, Cn:;•;,,d;e Yo•.ll'· Own 

.. 1 t-:>i:\ ns" ,. 

w~ know that English is better to be used than 

Indnrir . ..-J,:u1 1 but: 1..1e sho1..1ld also 1Jse English based c,n the 

nRtUr8 of the language which is .used in advertisements. 

There are two opinions which we can apply in the using 

of English langauge in advertisments. First, c:\ C cr:,rdi ng 

to 11nti' •:; ,::,pinion ,:\bout; the task of the admen (Vester-

£F1,)nJ ,':\ml Schroder, 1989:49), namely, attract attention, 

arouse interest, stimulate desire, create convictions, 

;,:111d !JF-d; ,0H:t.i.on. In this c,:1!:.,e, En9l :i.sh i::an mi:1ke the t;.,1sk 

For example in the ~dvertisments 

of l .. <:"~P .j8ans, we c.:-:\n ·find the l::,f?ntence "The Jeans That 

B1.1ild 1-°\meric"'" .. This sentence can attract the attention 

of th"" l,::n·g•=~ t: .:1udience and ,;-iro•.tsEi t:he.i r· interest. Ne:,;t, 

:i.t C:i:Hl sl;:i.m1..1l,~ti::1 th1~.ir· <k,~~::;i.1··e and cirt::!i':lte, r.onv.i.ct;i,:,n 

towards the je~ns. At last 1 they may get action to buy 

the .jPans. 

The serond opinion i~; taken from McCarthy's theory. 

1-k~ •;tr.)ted tli,d; the langu,nge o·f ,:\d•,er·tisP.1111.;rnts sh,:,uld be 
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in ·f,::, 1··m .i nr~, persuading, and reminding (McCarthy, :l.9"30: 

37~5). 

Jn·fonni.ng means that t;he messa9e shr:iuld in'fc,rm the 

ta,·· get audience about some·tt.ing which c,;1n attract thei ,, 

attention and interest. For example in Levi's advertise-

ments, • .. ,rJ can read the phr,c1se "!3ince 1850 11
• This phr·ase 

in-forms us that this is a well-established jeans since 

a long time ~go. 

Persuading means that the message should build our 

dt~f',in,1 •. ,nd decis.i.c,n t;,:, b1.1y l;hF~ j~~ans. For· !"?Xc:~mple in 

Tira advertisements, we can see the sentenc8 "They Don't 

Mal,:e ."Jei::111s Any Bette1' Than Tira" .. In television!.:;;, we can 

Sef:l f:h,,11: 1;1-,p jeans are~ really r:d;rong ancl this is con­

·f.i.1··111Enl w.i.th th,:lt messc,!;.~f?. This thing c,"'n b1.1ild ~:,1.1r· 

desir~ anci decision to buy the jeans and to know how 

!5t1•·,::rn!J 'l;l,1:.1 jritin!S ar·1~. 

n,,.mind·in!:1 means that t;h[i me!':;!.;a9e <:.:hould build ,:1 

con-fi nn.:.:d:i,·:,n and action. Thi? ,":\d 111?rtisements :,;hi:,uld also 

be put in v~rious media and 1:hr~ message sh,:,uld alsc, bei 

si.mplP r.rnd understandable •;;c, that .it: w:i 11 bE1 easier tc, 

remirKI the target audien~e. For e~ample, in Lea Adver-

·(; :i. m~Hli I:! l'I I; ~:; , 

111,:·.1 I,: I~ .i. t 1:'!r.J. !'" :i F' I" for the targ~t audienc8 

IR - PERPUSTAKAAN UNIVERSITAS AIRLANGGA

SKRIPSI THE LANGUAGE CHOICE... DENY ARNOS KWARY



34 

to memorize it. The entrepreneur of Lea jeans also put 

his advertisements in various media constantly in order 

W8 have seen previously that the main reason of 

chi::11: 1!:i.i.no Engli~-;h is becr:,11JS(:'J the tai·tw~t audience cons.i.der­

that Engl isl, is a prPst:igic,us langr.1age. In this case, 

Engl i.sh can make the products become prest:ig.i.,::,us, t 1:11:- • 

Moreover~ English can build a brand image towards the 

p1··oducb,,. ThPn,:1 ,;ln,1 76 per·!::;,:-:,r·1s f1·om 82 yc,ung p<?<:::•ph;~ who 

thed. r ·fo, .. chcu::,!::;j.ng 

Engl i!:dr. It; means that 93i. of ·them co11sid•~r English 

as a prPstigious language. 

Tl' \·If,' apply Ferguson ·t:hta1,:,ry i:\bor.d; d.i.910~5!:;ia in this 

an(3ly!";.i.!:;, we realize that diglossia reBlly occurs in 

I ndorn;;1 !:; :i. a. t,.Je can cc,nsidf'.!11·· ttr;:d: th•z~ yi:::,unsi pec,ple ,:t1•·e 

the diglossic community, because they consider that one 

language has a higher st~tus than the other. In th.is 

I nclf:.1111:;is:i i:Hl is 1.:onsiderfnl ,:.'l!S ·l;hP. low 1 i,H1guage .. 

Th<·:'! c,p:i.nion l;h,,,,·t; E11i;:1li~;;h :i.s c:I p1··ei,~ti!~~ic,us lc,,nG1t..1a£1e 

can bF.J n:d n l;c,<J to -t;tH? c,p.inion o·f t;he Indonesian pec,ple 

towards American products. A lot of people like to use 

Ameriran prcducts because they think that those products 
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are P'•.cJ11·-=ivF1 p1·eiducts. It is tr1.1e th,"'t, in general, ·the 

AmeYic~n products are more expensive than Indonesian 

However, the quality of American products is 

usually better than the quality of Indonesian products. 

That is why 1 the young people who come from middle-class 

and 11ppt?r -cl a~::.s sc,c iety pr e·fer· 1.1.sing American pYc,du ct;s 

This condition creates the 

,::,p:i. nio1·1 th,,,, t El"l£1l :i.i;;h .i.~; "'' pr1:~~:;t;.i. g:i.c,uE; 1 ,0:1ng1..1a£I'?.. 

In J ndorrn~s:i.cI, there are some jeans which are 

prodltced by Indo~esian company. Even these use English 

in U,e.i r .,.,l•Jert.i.sements. Based on this an,:dy~:;ie;, thf-:? 

<·,·,111r1..i11·: 1 1fr.,:tcir., En[1lish ,c1dvpr· t:.i.~:H?1111;•nts !50 that the young 

p+,!C::1pl1:,1 1:lt:.i.nl:: th,~~·I; t;hom;e jr:!,,,u-1!;,; ,:'11·~;;~ f:.!Xclu!;:;iv+,1 Amf.;_ll':i.<:,'\\n 

English conveys information about the jeans, 

p1··1:>sn11 I:•;; UH? en·I; Yepreneu 1·' s idi=Jc.\S, and establish a 

tar·g+:~t ,::l•HJ.i.••,nc,01. Th:i.!5 thing 1 . .J.~.ll make the taYgE~t a1.11:Ji-

ence become more interested in buying the jeans. 

Besides the prestige reas9n, we can also see that 

there are 6 persons from 8~ young people who choose 

internationaJity as their reason for choosing English. 

I ·t 111F.•,H1r-; i;t,f1t 77. cd' t;hem think that English, as an 

international language, should be used in jeans adver-
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tisemr-.:'111;~=- They think that: :i.f the Ac.1vertisement:!5 ,.,se 

Engl Ji=:h r lhey w.i.11 ass1.1me t;hc:1t: the jean!:; have become 

g,:, -i nt1?.1~ 1·1;·., I: i 011,·~ l, since English is an international 

In l;h:i.!:i Ci::lf:il?. 1 the jeans are not 

nationAl anym0tR, but they are international. 

l>Je hr1ve seen that 82% c,·f young p,~c,ple chc,ose 

Eng 1 .i !::.I, foi'· jean-- adve1· l;i sements. So, there only 18% of 

youn!J pEJOfl le chc11:,sf-~ Indonesian as the pr·efr.c>n°'bl e 1 i::'\n-

gu,::,gf~! ·f,:::,r jr.e!,,,1·1!:;, adv",!rt:i.semf?nt~; .. 

Tl,r::.• main l"e,,,son ·for· choosing I ncJc,rw~t;;:i.an i!;;; be cause 

I ndones.i ,:1n .i ;, mort-~ understandabl£~ thc."1 English. There 

are 12 persons ·fr,::im 18 yc,ung peopl1?. 1,.1hc, clrc,c,se t1nder­

sta11dabl l ity as their reason for· choosing Indonesian. 

It me~ns that 67% of them think that Indonesian is 

p1··1"!'ff?.l"ab 1,,) be c:a•..1~:~ i 'f' t hr;! c\dvel'·°b i !F;PnHc!n'l:i::, U!;e I ndorH?.s.i.an, 

:it \,Jill tw~ ec:1Si.c!1· 'f,:,1·· thP ·l:,:1r·g1~t; <1• . .trHi:mce t;,:, undersl;and 

th'? mess;~£1t~. Th1c-~ i:~1··get i'l•.1d.i.~"!ncr::.> •,d.11 not misunderstand 

the message which is stated in the Hrlvertisements. This 

.is t;1·1t,=! bec,,\1.1!:o·-, Indones:i.c1n :i.!s tl·,f:~ n,,:\i;ic,1·1,:11 le1ng1..1,,~gt:::! 

Tnclonerai.an people. Tlw:~ y,:11 . .tr1£1 pe:~opl1=,> 1..1!.iH:.! Indom?.s:i.c:H1 

Th1;!y 1·,c~v,':1 si:11d:ied Tndnnesian since 

Pl1?111e11l.--:,r;, scl,,.:,,:,l. All o'f t:l,F?c:'·f=' •,Jill cr~r·ta:i.nly make them 

eas.i.1?.1· I·,·, 1 rndPr·s tanc:I I ndonF~'."' i. ,c•n b•~·t; l:e1· t· hc:1r1 Eng 1 ish. 
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Mt:'! t:r·lf'I a] so see that 4 pers,:,ns f1rom 18 Y•".'•Ung people 

r: hoi:,si ng I ndc,ne-

si:,111 .. Tl m00ns there are 22Z of them who think that 

Inrl,::,n1:>< .. :·i;.'ln i.f.:: mo1·e pc,pul,",r thr.:1n English. 

~he target audience often use Indonesian in their 

in'ta?raci;:i.c,n in the commun:i ty. This; c,:::,nc:.I it.ion m,:\kes the 

Inck:,r,1.,,r.;i <'Hi l,o.1ng1.1a£,1e to be cc,nsidered ,":\s a popular 

1 ang1.1a fJE•. 

Ft1:!s:i1fr· thost'! YF.!ai;;ons 1 t:h1?.rr:f! is ;,,;.n,:.:,t;her r·1?.r.\son ·fc,r 

I rnJom,?."'d.Hn t:H•c,~us<;.~ :i. t is fffli::\bl e us ·t;,:, 1.1s1;, I ndones:i.an 

lang1.1r:,1C_JrJ nffi:;:!ctivr:ily and r:.>f'ficien-tly. 

if wt:.• d,·, 11,~,t: 11se Indc,nes.i.,"'n i.n jeans arJve?rt:ist'!ments we 

w.i 11 fr....-· gr•t ,::,11i- nati,:,na l l ;,;1ng1.1age and :i. ·t cc1n make ut=.; 

111,:,n., d:i.f·f.i.n.,ll ·t;;:, use Ind,::,n,,~s:i.an t?·ffectively t':lnd e·f·f.i-

c:i.1:.mtl)1 .. ·r1·,r~y '" 1 !:;o 1111?.n·t;ion 01..11·· 1:";1,:.ve1·nm12nt' s pr·,:,g1·am 

to increas~ the use of Indonesian effectively and 

Indonesi~n in jeans advertise-

ment•;: cr111 l,r-:.!-lp to make this pr,:,gram s1.1cr:essf1.1l. 

In !JP111°1·,,1 r the targr~t audience ,:,f j,,.~anr:. i::'\dVt?rtist?.-

than 

It is true that they understand Indonesian 
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bf~ I.;!; F: 1 

bf? I; I; r-] I'' 

than Engll~h but thPir i~age towards English is 

In this 

Cc\'.,;ti, ,.,p c::in •see !;hat; diglc,ssir.l ,:,cc1.1r·s in Jndc,m?sia fc,r 

,:,n 

abo11I· d.i.!;1lo!5£iir.,,, the young people, 

FPrguson's theory 

as the diglossic 

C()fllflll.lld. l:y, think th,~t; En!Jl :i.!sh is m,:,r·e !";upt:!r ir.:,r· and 

r>1t::-!t1iil11l; tl,An Indonesian. Mor.;t: young i:w~oplr,~ con!;.i.der that 

usiri9 Fn~l .i.!.!,li in jeans ,:HJv<?.r--tisement!5 can he•lp to in­

c r,0~;,•,ci r:1 !Joor! image 1;,::,wa 1··ds the jP.-::\ns be ca1.1st" English is 

;:., l'l'I.'"' t:·i 11io11!:;; langua!;;lt-;. 

Ht,·i havP known tl'li':lt [n£1l :i.~;h :i.s ,u·1 ·i 1rh,~1·-r1Bt.i.onal 

lan\:11.1.cq:;1~~,. Enulir:5h is U!5t'?.d ,,\!:; tht:::.• main l,"!ngu,;.,ge! r:,nd tht? 

s;r:ir.ond 1,::Higu'=-'SIE! in many c.-·o1ml:1"ies. Engl:ish i,<,;; alsc, used 

in i nl:r:•1··1v,tic,nal commercr:i. 

di~::h i l 111l:1~d .i.n several 1:c,unt:r·ie~;, f?.. g .. I: hro1..1gh the 

J n I;<':! 1·· 1 H,., 1.: 1 I; hr' r::,11 t; n~pr1:1np1, 1' 11111 •0~ t u •::; ,~ Eng 1 .i !F., h i n h :i. ~; 

c::\dVPI" (; ir::,mE!lll:!"i" From this analysis, we can learn that 

intf:~r11el:.ional langtta!;II:? but: 1,•e can ali:;o conr;:i.1ler it as .:-:1 

f11"(;><,; l; .i.g.i I 11.\<5 l angu.?\ge, in cer t.':\.i n cond it .i.,·)n•=.:. In this 

Seo, these 
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two rraasons (internationality and prestige) can become 

thm basic reason of an entrepren~ur to use English in 

his advertisements. 
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