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CHAPTER II1

' PRESENTATION AND ANALYSIS OF THE DATA

IITI. 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  the opinion of the target auwdience (young pecpled.
And, the third table shows the reasons for choosing
that language.

Table 1
The role of advertisement in marketing Jeans

o T Yes ! N ! Total !
! : ! ' !
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From this table we can see that there are 41
employees o 827 of employees who know the  jeans from
the advertisements. And, there are 44 students or 88X of
students wha  know the jeans from  the advertisements.

So, there are 85 young people aor 857 of vyoung people
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who know their most faverite jeans and oot interested
in buying them because of the advertisements.

On the othey hand, this table also shows Ghat there
are 13 yvoung people or 1372 of young people who know
their most favorite jeans not from the advertiscements.

From this table, we can see that the role of adver-
tisement in marketing a product is very crucial. Most of
the target andience know their favorite jeans and are
interested in buying them because of the advertisements.
The jeans which are inclwiled in this group are: Tira,
Hassenila, lLevi's, Kickers, Cardinal, Lea, Lee, Renetton,
Lee Cooper, etc.

On the ather hand, we can alsc see that there are
only few of them who know their most favorite jeans not
from the advertisements. It is because their favorite
Jeans have a very well-established brand image. Our
society (especially the upper-class society) is quite
familiar with these jeans. They know these jeans not
fram advertisements but frouwnm high-class fashion shows or
publicity. The jeans which are included in this group
are: Giovgic Armani, Gianni Versace, Visace, and Calvin

Klein jeans.
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Table =2
Language choice
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From this table, we can see that there are 39
employeas or  78% of employvees who choose English.  And,
there are 43 students or 86Z of students who choose
English., 8o, there are 82 young people or 8272 of young
paople vho choose English as the preferable language foor
jeans advertisements.

O the other hand, there are only 11 employees or
22% of employees who choose Indonesian. And, there are
aonly 7 students or 14% of students who choocse  Indone-
sian. 8o, there are 18 young people or 187 &f  young
pecple whe choose Indonesian as the preferable language
for Jjeans advertisements.

From this table, we can know that English is more
preferable for jeans advertisements than Indonesian.
Although, Indonesian s our  naticnal langeage, they

think that for jeans advertisements, English is more
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suitable than Indoanesian. On  the octher hand, there
are only few of them who think that Indonesian is more
guitable than English for jeans advertisements.

Table 3
The Reasaons
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This table shows the reasons of the young people
for choosing their preferable language for jeans adver-
tisements. From  this table we cam know that the main
reason  fov choosing English is because English is  con-
sidered more prestigiuwos than Indonesian. There are 76
young people wha choose prestige as their reason  for
choosing English. They think that English Ean show  the
prestige of the jeans which ran perswade peaple to buy
the jeans hecauwse people always bry to wear presti-

givme products.
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We can alsa know that there are 6 young people  who

choose internationality as  their reason  for choosing
English. The think that Erglish is an international
langnage, if it is used in the adverilisements, then the

pecple i1l think  that Lhe jeans arve internaticonal

On the athey  hand, the main veason  for choosing
Indonesian is because Trndemesian is movre understandable
than English. There are 12 young people  who  choose
understandability as their resson for choosing  Indone-
sian. Tt is because Indonesian is cur national language,
gn it ig  abvious thalt most  young people understand
Indonesian better tham English.

Wer can also see thal, there are 4 young people  whao
chonge  popularity as their veason for choogsing  Indone-
zgian.  They think that Indonesian is. very paopular  and
familiar to everyone, so, jif the adverlisements use
Indonesian, the jeans ui]]’algm bhecome popular  and
|

familiar to everyone. :

i

There are two young people who give another rveason

i
i

for choosing Indonesian. Their reason is "so that we can
use Indonesian effectively amnd efficiently”". They think

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.

ITI. 2. Buantitative Analysis

In this guantitative analysis, I use the chi square
test in order to see whether employees and students have
the same opinion or not.

o=

Fram table 2, we can see that:

i

- The number of young pecplei(symbolind 100 persons

- The numher of employees(symbolinl.) = B0 persons
= The numbeyr of students(symbolind.) = 30 persons

=~ The numbeyr of young people who choose
English{symbalzn. 1) = BZ persons
- The numbey of young people who choose
Indonesian(symbalzn, 22 = 18 persons
- The number of employees who choose English

b

) Rersons

4

Caymbals %11)

= The numbey of students who choose English

(symbol: %212 43 persons
= The number of employees who choose Indonesian

(symbols %120 = 11 persons
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From  this data, I calculate the

ECi. )

H]

ni. % n.j
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"

expec

group by using the formulas

27

choose Indonesian

7 persons

tation (E)

Sa, the expectation numbeyr of each group is:

Cnl. % n.l1 ) 50 % 18
1) = =
n 100
Cnl. % na2 ) 50 % B2
2= =
h] 100
( NMZ2. % n.l 2 50 % 18
P I
n 100
C N, ¥ na2 ) 50 »w gz
2 =
n 100

= 9
= 41
= 9
= 41

Next, I make the chi squave table as fol

Omes Shaer et S Grie e S e v Saier et Emin e S alem e e ot G S St SO AR Biten

table 4
chi square.

low:

P

! I Indonesian | English
1 t )

] et oo o0t 3o st vt S —— ] — - 1

! Employvees | = ! 41

] [ ] 1)

LI, ——— ! — ]

i Students } 9 | <1

] 1 ]
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Then, 1 calculate the chi square value

analysis, by uwsing the farmulas

L «x(i.jd» - ECi. j) 1]
X'.‘i': =
E(i. j)
From the data, the chi sguare value is as
11~ 9r= (39-41)1= (7 - ;9=
X= = N + I &
9 41
X= = 1,08
In this analysis, I take 99%Z as the
level. T{ means that the @ = 100X - 33X = 54
The value of %= far € = 5% based on the

distribution table is 3.84

AN

and the diagram is:

- En we ww ww —— -

of  this

follows:

(43-41)=

41

confidence

chi square

e a4 _
1,08 3.84
Because 1.08 is in the curve (the X= value of the
analysis is less tham the X= value from the table), then

Ho is accepted.

ees and students is the same ov
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significant. 8o, we can considev that employvees and
studenits have  the same opinion  about  the preferable

language for jeans advertisements.

I11. 3. Interpretation of the Result

Advertisement has an important role in marketing a
product. Most pecple know a preduct from the advertise-
menlts and they are interested in buying the product also
because of the advertisements. For jeans products,  the
rale of advertisements is also significant. There are
854 of the target audience who know and got  interested
in buying the jeans because of the advertisements.

T general, every produect needs advertisements
especial ly for  new products or produets which have
net had a very well-astablished brand image.

Advertisement, as a product of advertising, may
nat be necessarily needed if the jeans have a very well-
established brand image. The entrepreneurs only need to
do otheyr promotion efforts, such as: pramotion in the
form of fachion shows, talk shows, ete.

Advertisement is a means of communication between
an entreprenenr and the tavoget auwdience. That is why, it

needs language in stating the message.
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The language choice of an advertisement plays an
important  rvole becauwuse it does not only carry the
message but also give an image towards the jeans. The
language choice of an  advertisement mainly depends on
twz things, bthe kind of product and the tarvgetl acdience.
For jeans acdvertisements, an entrepreneuwr should detev-
mine the language choice of the advertisement based on
the young people’s opinion, because they are the target
aundience for jeans advertisements.

From  table 2, we can learn that there ave 82Z1 of
young  people  (employees and students) whoe  think that

English is more suitable for jeans advertisements than

Indonesian. From Lthe chi  square analysis, W hay
caencluwde  that employees and students have the same

opinion about tae language choice for  jeans advertise-
ments, because Lhe difference between their opinions
is not significance. 8o, the language choice of  those
who worlk and eavn their own money, and those who  study
and do not earn their own money, is the same.

In this case, if an entrepreneur wants to advertise
his jeans, he should use English in  the advertisements
because it is the preferable language accovding to the

target andience.
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If we apply Trudgill’s theory about the functions
of langquage, we can determine two functions of English
in jeans advertisements. First, English has a function
to establish a social relationship between the entrepre-
neur and the target awdience. Thig.cmnditimn can make
the target aundience become more faithful to use the
Jeans which are produced by the entrepreneur.

Second, English conveys information about the jeans
to the target auwdience. In this case, English can give &
better information about the jeans to bhe target
audience.

If we see this from Gumperz theory about language
as a mediuam for the exchange of ideas, English is used
in advertisements for the ewchange of the ideas between
the entreprensur and the target audience. 8o, the target
aundiente can catch the ideas of the entrepreneuwr well,
if the entrepreneuwr uses English in his advertise-
ments.

If we analyze this based on Giles's accomodation
theory, the entrepreneur, as lthe speaker, should choose
English for jeans advertisements in crder to suit  the
needs of Lhe persons being spoken to, namely, the tavaget

andience. To refer to Gumperz theory about code-mixing,
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the enltrepreneur whose native language is  Indonesian,
nees  gome English words in his  advertisements.  For
example in the advertisements of Lee Cooper jeans, we
can  Tind the sentence "lLee Cooper GBue, Create Your Dwn
Jeans".

e know  that English is better toe be used than
Indrmorian, bubt we should also use English based on  the
natuwre of the language which is used in  advertisements.
There are two opinions which we can apply in the using
of  English langauge in advartigmentgu First, according
to Land?s opinion abont the taslk of the admen (Vester-
gaard and Schroder, 1989:49), namely, attract attention,
arouse intervest, stimwlate desive, create convictions,
and get action. In this caze, English can make the task
of  Lhe adman easier. For example in the advertisoents
of  Lee jeans, we can find the sentence "The Jeans That
Build America”. This sentence can attract the attention
of the target audience and arouse their interest. Next,
it can stioulate their desive and coreate conviction
towards  the jeans. At last, they may get action to  buy
the jeans.

The second opinion is taken from McCarthy’s theory.

He stated that the language of advertisements should be
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infaorming, perswuading, and reminding (McCarthy, 1990:
3750,

Tnfovming means that the message should inform  the
target audience about scmething which cen attract their
attention and interest. For example in Levi's advertise-
ments, we can read the phrase "Since 1850". This phrase
informs us that this is a well-established jeans since
a lang time ago.

Persuacding means that the message showld build  our
desire amnd decision to buy the jeans. For example in
Tira advertisements, we can see the sentence "They Don't
Mal:e Jeans Any Better Than Tira”.. In televisions, we can
see  thalt Lthe jeans are really strong and this is con-
Fivmecd with that message. This thing can  build our
desive  and decision o boy the jeans amd to kEnow  how
strong the joons arve.

Peminding means that the message should build a
coenfirmaticon amnd action. The advertisements should also
be put in varicus media and the message should alsa  be
simple  and understandable so that it will be easier to
remind  the target audience. For example, in Lea Adver-
tisements, we can see the word: "Forever”. This simple

worod  will make it easier for  the target audience
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to memarize it. The entrepreneur of Lea jeans also  put
his advertisements in various media constantly in  order
Lo remind the target audience about the jeans.

We  have seen previously that the main  reason of
chowsing English is because the target audience consider
that FEnglish is a prestigiocus language. In this case,
English can make the products become prestigious, too.
Moreover; English can build & brand image towvards the
products. Theve are 76 persons from 82 young peaple  who
choose  prestige as their f@aﬁmn Feaw choosing
English. It means that 93% of them consider Enaglish
as a prestigicous language.

1T vwe apply Ferguson theory about diglossia in this
analysis, we realize that diglessia really occurs in
Indonesisa, We can  consider that the young people are
the diglossic community, because they consider that one
language has a higher status than the other. In  this
ctase, English is considered as the high language while
Indemesian is considered as the low language.

The opinion that Epnglish is a prestigicus  language
can be relaltod to the opinion of the Indonesian people
towards American products. A lot of people like tao  use

Amervican products because they think that those products
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are evcln=ive products. It is true that, in general, the
Anerican products  are move expensive than Indonesian
products. However, the quality of American products is
usually better than the quality of Indonesian products.
Thal is why, the young people who come from middle-class
and npper-class saciety prefer using American products
to Indonesian  products.  This  condition  coreates  the
apinion that English is a prestigious language.

In Indonesia, there are some jeans which are
produced by Indomesian company. Even these use English
in Lheir  advertisements. Based on this analysis, the
crmpanys vames English adver tisements so that  the  young
peoaple  think that those jeans are  exclusive  American
products.  English conveys information about the jeans,
praesents the entreprenewr’s  ideas, and establish a
sacial  relationship between the entreprenseary  and  the
target auvdience. This thing will make the target audi-
ence become nore interested in buying the jeans.

Basides Lthe prestige reasen, we can also see  that
there are 6 persons  from 823 yoaung pecple  who choose
internaticnality as  their reéﬁon for choosing English.
It means  that 772 of them think that English, as an

international language, should be used in ieans adver -
- - Y
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tisementas. They think that if the advertisements use
English, Lthey will assume that the jeans have become
go-international, since Englisbh is an  internaticnal

language. In this case, the jeans are nob lacal o

national anymeve, but they are international.

We have seen that 82% of young pecple choose
English for jeap- advertisements. So, there aonly 1B% af
young  people choose Indonesian as  the preferable lan-
guage for jeans advertisements.

The main reascn for choosing Indonesian is  because
Indonesian iz more understandable than English. There
are 12 persons from 18 young people who choocse under-
standability as their reason for choosing Indonesian.
It means  that 67742 of them think that Indonesian is
mraeferable becavse if the advertisements use Indonesian,
it will be sasier for the tarvget andience to understand
the message. The targetl andience will not misunderstand
the message which is stated in the advertisements. This
is true becaus-  Indonesian is the national language
of  Indonesian peaople.  The young people use Indonesian
almost  overyday, They have stodied Undonesian since
elemenlary schoanl. A1l of these will certainly make them

easier to andevstand Indone=ian better than English.
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Wi can aleo see that 4 persons from 18 young people
chomse popnlarity as theiv reason for  choosing Indone-
sian. Tt means  there are 222 of them who thinlk that
Indonesian ig more popular  than English. It is because
the tarvget awdience often use Indonesian in their
interacticon in khe community. This condition makes the
Indanesian  language to be considered as a  popular
language.

Reside those reasons, thers is another reason  for
chocesing  ITrdomesian, There are btwos persons who choose
Indonesian because it is enable us to use  ITndonesian
language effectively and efficiently. They stated that
if we do ot nse Indanesian in jeans  advertisements we
will forget ooy paticonal language and it can make us
move difficelt o use Indonesian effectively and effi-
ciently. They alsa mention our  government’s program
to  increase  the use of Indonesian effectively and
gfficiently. The use of Indenesian in jeans advertise-

ments can help toe make this program sucoeessfal.

In goneral, the target audience of jeans advertise-
ments  thinl  that English is more preferable than

Indones ian., Tt is true that they understand Tndonesian
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betler  than English  but theirv image towavds English is
better Utharn their image towards Indonesian. In this
case, we can see bhat digluossia occurs in Indonesia for
Jeans advertisements, Bamed bl i} Ferguson's  theory
aboat diglossia, the yvoung people, as the diglossic
community, think that English is more superior and
2leganlt than Indonesian. Most young people consider that
using Fnglish in jeans advertisements can help to in-
crrease a good image towards the jeans because English is
a prestigions language.

Me  bave known that  English  ds an intevrnational
language. English is used as the main language and the
second langoage in many connlries. English is alsco  used
in international commerce. So, if the jeans want bo be
digtyilmted in several rcountries, . g. tbthroagh  the
Internel, the entreprenery  must  ase  English  in his
acdver bisments., From  thie analysis, we can learn that
in Twonesia, English is nod only  considered as  an
internaltional language but we camn also consider it as  a
presligirms  tanguage, in certain conditicons. In this
case, Ehe wse of  English in jeans advertisements can

petablish a byrand image btowvards the jeans. S0,  these
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two reasons  (internationality and prestige) can become
the basic reason of an entreprensur to use English in

his advertisemants.
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