Discourse Analysis of English Beauty Brands' Taglines in Indonesia: Structure, Function, and
Meaning
Ulfa Ichwan Yunus, Dr. Ni Gusti Ayu Roselani, M.A.

Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

TABLE OF CONTENTS
ENGLISH COVER ...ttt i
INDONESIAN COVER ...ttt i
TITLE PAGE ... .. oot e e ii
APPROVAL SHEET ..ot \Y,
PERNYATAAN BEBAS PLAGIASH ... Y
TABLE OF CONTENTS ..ottt Vii
LIST OF TABLES ...t iX
LIST OF FIGURES ...t a e xiii
LIST OF ABBREVIATIONS .....ooiiiii et Xiv
AB ST R A CT L. e a e XV
INTISARI e e e e e e e e e s nneees XVi
CHAPTER 1 INTRODUCTION ..ottt 1
I T 1ot 0o T OSSP 1
1.2 Research Problems and Research QUESLIONS ...........ceeevvvieeeeiiiiieee e 8
1.3 RESEAICN ODJECHIVES ... vvve ettt e e e e e e anee e 11
1.4 ReSearch SIgNIfiCANCES.........veiiriie ettt e e e e saee e 11
1.5 LItErature REVIEW.......ccuueiiiiee ettt e et saae e anea e 12
1.6 Theoretical FrameWOIK ...........ccuviiiiiiiiiie et 21
1.6. 1 DISCOUISE ..uvveeeiuiiee ettt e ettt e et e e st e e et e e st a e et e e s ta e e e snaeeesnaaeesnbaeesnnaeesnneaens 22
1.6.2 TYPES OF DISCOUISE....uueeiiieeeitieeesiieeeeiee e etee st e e e e staa e srae e et e e snraeeaneae s 22
TR T I To | T - PSP UPSROPSRSTRN 23
1.6.4 Systemic Functional LINQUISTICS ........c..ceoiiieiiiieiiiie e 24
1.6.5 SPEECN ACES ...t 31
1.6.6 Semantic Features and Evaluative Language .............cccccovvveeiiveeiiiecsiinenn, 33
1.6.7 Cultural Norms and Beauty Standards............ccccocvveiiieeiiie e 37
1.7 MethodOIOgY ......ccoiieeiiiie et 38
1.7.1 Data Sources and Data ..........c..ccovueeeiiiieeiiiie e 38
1.7.2 Method of Data ColleCtioN ..........c.cccoiiuiieiiiicce e 41
1.7.3 Method of Data ANAIYSIS .........ceoiieieiiie e 42
1.8 PreSENAtiON .....oceiuvieeiiie ettt 44

Vil



Discourse Analysis of English Beauty Brands' Taglines in Indonesia: Structure, Function, and
Meaning
Ulfa Ichwan Yunus, Dr. Ni Gusti Ayu Roselani, M.A.

Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

CHAPTER 2 LINGUISTIC STRUCTURES IN BEAUTY BRANDS’

TAGLINES ..ot 45
2.1 Linguistic Structures of English Taglines on Beauty Brand Logos................ 45
P8 B R €T (0 11 o PP PP RTRPUPPPPRPPRR 46
2.1 2 CIAUSE ... 52
2.2 Linguistic Structures of English Taglines in Instagram Bio Descriptions...... 56
2.2.0 GIOUP .ttt 57
2.2.1.1 NOMINAI GIOUP ...ttt 57
2.2.1.2 Verbal GrOUP .......oeiiiiiiieiie et 67
2.2.2 Prepositional PRrase ..........coovoiiiiiiiiieec s 68
2.2.3 CIAUSE ...ttt ettt ettt ettt anes 69

CHAPTER 3 FUNCTIONAL ANALYSIS IN BEAUTY BRANDS’

TAGLINES ... e s e e e e e e e s e 91
3.1 The Functions of Taglines in Beauty Brands’ Logos.........cccccevvvvvviiniiinnnenn 91
3.1.1 Taglines with assertive function (statement) ...........ccccevveeviieeiiie e, 93
3.1.2 Taglines with directive function (iNVIting) .........ccccccveeviieeviie e 94
3.1.3 Taglines with directive function (Ordering) ........cccccocvveviveeiiveesiieesiiee e 95

3.2 The Functions of Beauty Brands’ Taglines in Instagram Bio Descriptions.... 95

3.2.1 Taglines with assertive function (statement) ...........ccccovvveevie v, 97
3.2.2 Taglines with directive function (adVisSing) .......ccccccccvveviveeviee i, 100
3.2.3 Taglines with directive function (inViting) ........ccccccoceeviee v, 101
3.2.4 Taglines with directive function (commanding)..........ccccceevvvveviiveesiinnenne, 102
3.2.5 Taglines with directive function (Ordering) .......ccccccevveeviveevieeesiiee s, 103
3.2.6 Taglines with directive function (requesting).........cccceveveevieeeniee e, 104
3.2.7 Taglines with directive function (pPraising) ..........ccceeeeviveevieeeiiiee e, 104

CHAPTER 4 SEMANTIC FEATURES OF BEAUTY BRANDS’ TAGLINES
THAT REFLECT CULTURAL NORMS AND BEAUTY STANDARDS.. 105

4.1 Semantic Features of Taglines in Beauty Brands’ Logos ...........ccccvveerinnnnn. 105
4.1.1 Taglines with conceptual and connotative meaning ..............cccocceeveevvnnnn 107
4.1.2 Taglines with conceptual, connotative, and affective meaning................. 108
4.1.3 Taglines with conceptual and thematic meaning ............cccccoevveeviveennnnnnn 110
4.1.4 Taglines with conceptual, connotative and social meaning..................... 110
4.1.5 Taglines with conceptual, social, connotative and affective meaning....... 112

viii



Discourse Analysis of English Beauty Brands' Taglines in Indonesia: Structure, Function, and
Meaning
Ulfa Ichwan Yunus, Dr. Ni Gusti Ayu Roselani, M.A.

Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

4.2 Semantic Features of Taglines in Instagram Bio Descriptions..................... 113
4.2.1 Taglines with conceptual and connotative meaning ...........ccccceevveriveeninnn. 116
4.2.2 Taglines with conceptual, social, and connotative meaning..................... 118
4.2.3 Taglines with conceptual and reflected meaning...........cccccvevveviienieennn. 119
4.2.4 Taglines with conceptual, connotative, and thematic meaning ................. 120
4.2.5 Taglines with conceptual, connotative, and affective meaning................. 121
4.2.6 Taglines with conceptual, social, connotative, and affective meaning...... 125
4.2.7 Taglines with conceptual and affective meaning...........cccccvevvvviieninennnn. 127
4.2.8 Taglines with conceptual, social and affective meaning ..............c.ccceuee.. 128
4.2.9 Taglines with conceptual Meaning...........cccovvveiiiiiiiiiienieee e 129
4.2.10 Taglines with conceptual and social meaning...........cccvvvvvriveiiieiveeninn. 130
4.2.11 Taglines with conceptual and thematic meaning ............cccooeviieiieeninn. 132
4.2.12 Taglines with conceptual, social, and thematic meaning .............c......... 133
4.2.13 Taglines with conceptual, social, connotative, affective, and thematic

(L1022 T T 1o PP P PR OPRP 133
CHAPTER 5 CONCLUSION ..ottt 135
REFERENCES ...t 139
LEMBAR PERNYATAAN PUBLIKASI ..o 150



	TABLE OF CONTENTS

