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MOTTO

Arything written without effort is usually read without interest.
(Samuel Johnzon)
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CHAPTER '

INTRODUCTION e

1.1 The Background of tie study

‘0 oour caily life, language plays a very important role in almost ab
aclivites. We yse it a5 a means of communication. Meanwhils, ianguage is
utihzed by human being to commumicate thought and feeling (Samsuri,
19494:4)

—dhguage 5 aiso 2 very imporiant tool to keep social relationship. Like
ail other lving creatuwres, we depend on the gir, water, earth arcund L&, andin
the same thing. a society depends upon fanguage for its existence. There
must be & close refationship batween the people and the language fney use
becausa, inevitably, when peopie wants o express ther idea, feeling ang
thougnt they have to use lenguage. The language itself will be known its
function and serve its meaning when people use and appiy it for their nzeds
ang goals

In commurication, addresser should try to make addressee undersiand
wiat hie wanis to convey, For this reason, he should censtruct the MESSAge I
& simpie and clear way, give sufficient infarmation, no more and no less than
shatshould be communicated.

Te underga a communication effectively, Grice (in Levinson. 1953)
gives a sai of rules called Cooperative Principle. This principle consists of fow
maima: siam of quality, maxim of quantdy, maxim of raiation and maxim of
manner, The addresser in conveying the message shouid ooey the four
maxims. By empivying the prncipie, the addressee may calch the message
gasity ang claady from the addresser,

Relaled o fhe funchon of a language as a means of communication
and as o ool of expressing an idea and sending a message, ar advertisameant

te ong of erarrples of a language use. The advertiser as the addresser the
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man whao sends the message, and a prospective consumer or the target of the
advertisement as the addresses, and the message is an offer to the consumer
1o buy the advertized products, The advertiser of course wante that the
consumer 1o understand the message of the advertisement, so that a qJood
response from the consumer can be gained. Therefore, the censtruction of the
advertisement message should obey the cooperative principles

Hawever, the language of advertisement is a persuasive one. It means
that when the advertiser uses the language. he should attract the attention of
the reader to foliow what he wants. The effort can be seen in the text of a
headiine as one of the first elemants, which the reader's eye will encounter in
the printed advertiserment and reach cut for attention. Dirksen, Kioeger, and
Nicosia (1877.225) state that the function of the headline is o attract the
favorable attention of prospective purchasers and to interest them, so that,
they will read the advertisement.

To perform the task of the adverisement above, the advertiser should
be creative o make an interesting and effective headiine to build up the
degree of readers’ atlention. With regard fo the degree of the readers'
attention, it is often found that some headlines of advertisement are hard to
undersiand. The readers are sometimes doubtful and da nat know what is
going on in the headiines they have read. so they cannot understand ihe
massage he wants to transmit. This problem rises because of some reasons,
One of them is the demand of using a short sentence to make an effective
headhne, as state by Zacher:

The headiine idea should be capable of absorption a, single
glance, if maximum impact i& to be attained, This would suggest
ne greater izngth than that within the instantaneous span of the
average reader (1961 115).

Regarding this statement, it is important that the headline should be
sufficiently short fo read at a glance As a congequence, the amount of
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information is not sufficient, so it is quite difficult for the reader ‘o understand
the expression Another cause is related to an attempt to give an impression
lo the reader. For instance, there are some headiines that are created in the
form of interesting sentences without any connmection with the advertised
products. In this case, the advertiser emphasizes on the readers’ IMpression.
Then he hopes that the reader will be Interesied in the advertised products,
which are offered. Therefore, this kind of advertisement headling, sometimes,
viclates the maxim of guality, quantily, relation, and manner. So the eaders
get dificullies to understand the message when they just read the headline
without knowing the context of situation and observing the other elements of
advertisement,

From tne phenomena above, this thesis will discuss the use of
Cooperative Principles in the advertizement headlines in Fewview magazings.
espacially those that are published from January to December 2900,

1.2 The problem to discuss
Based on the explanation above, the problems to discuss are

formulated as follow:

1 Fow are the cooperative principles used in the headlines of the
advertisements in Rewew magazines published from January to
December 2000

2 Why the headlines of the advertisements do nat fulfill the Cooperative
Principles,

3 To what extent the communication happens when the viojations of the
Cooperative Principle take place.
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1.3 The Scope of the Study

The general area of this study is pragmatics. However_ this thesis does
not investigate all aspects of pragmatics. It will be beneficial to concentrate
the distussion to respond some resricted prodlems. This thesis will discuss
the use of Cooperative Principle in the advertisement headling Moreower, the
data are taken from the Rewview magazines published from Januatv to
Decembear 20090

1.4 The Goal of the Study
There are at least two goals of the study on this thesis, they are:

s Te describe how the Cooperative Principles used in the headiine of
advertisementl in Rewiew magasines published from January to
Decamber 2000,

2, To explain and describe why the hsadlines of advertiserients violate
the Cocperative Principle

3. To explain to what extent the communication happens when the
vioiations of the Grice's Cooperative Frinciple take place.

1.5 The Significance of the Study

It is hoped that this thesis will bring benefit for the readers to
understand and to get a broad knowledge about language use, especiaily
language of adverisement. Moreover, it is alao hoped that the thesis usetul
far further study.

1.6 The Organization of the Thesis

This thesis will be organized into five chapters. Some of these cha pters
will slso be structured into sub-chapters. Chapter one is the introducticn,
which i gaing to illusirate general description about what s going o discuss
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in this thess. It consists if background, the problems to discuss, the scope,
the goal. the aim. the hypothesis and the organization of the thesis, Chapter
o 15 the theoretical review, which deals with some theories stated by sorre
linguists, which closely related to the problems to discuss. Chapler three
discusses the methods of research. The way in which this thesis baing
conducten is elaborated in this chapter, The fallowing chapter is chapter four
that provides the inlerpretation and analysis data. The last chapter, chapter
five, is the conclusicn. It contents seme points, which are derived fiom the
previous discussion and can be assumed as the result of the discussion.
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CHAPTER 1 —
THEORETICAL REVIEW

Language s one of factors. which determines the success of an
adverisament The language i5 used o influence altiludes of prospeciive
consdmers. This kind of function i stated by Leech (1993, 184), wiich is
caliec directive funclion. in this functien, language is oriented woward jateners
cr readers. Thiz means thal the speakers or the writers can influence the
readers or the listeners.

In getling a better understanding about the language of advartisement,
il is importanl to know the theoretical approach . to the languags and
adverbsemant themselves before discussing them as the main topic of this
thesis, This chapter will present some concepts comprising farguage functicn,
pragmatics, situational context, background knowledge, Grice's Cooperative
Frincipe. floving the Cooperative Principle, and adverlisement. which will

raspactvaly be explained as lollows.

2.1 Language Funclion

Language cannot be separated from human being s ife. By using the
languags, the socalization process is produced by Humarn DEng a8 a =ocial
carmmundy. People can :r:n';rey their ideas, feeling, and emaotions ta fultil! their
social needs by uliizing it. They use the language to interact and contast with
athers to atiain the socal desire. The use of language can De realized sithar
In written or spaken forms,

Basically, Brown and Yule state that language as a means of
communcation hag wo functions. They are interactional and transectional
funchons (Brown, 1883 1-2). Interactional functon happens when ‘he
language s Lsed to cover social relationships and individual atttudes. when

the language iz primarnly utilized to send massages ard give information, it
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funclions as transactional cne. So it is true what Lyons says (as cited by
WWahab) that, basically, a communication is a matter of informing something
and asking one’s reaction upon what the speaker said, ( Wahab, 1521 129).

2.2 Pragmatics

Many significant factors needs considering to understand what the
adcdresser means. Considenng the fact that many utterances are not st
senaing information but they have other puposes such as Convincing, of
persuading, it s impossible to make a good interpretation without considering
some pragmatic aspects.

Marris (in Brown and Yule, 1983: 26) defines pragmatics as ‘the relation
of sign to interprets’. While Leech (in Oka) says that pragmatics deals with
attfudes which are motivated by the goals of a conversation. (1993 45), i
medans that pragmatics is the study of meaning in relation with the situaticnal
context in accordance with what the addresser means. In other word,
pragmatics especially deals with language in use. And hence it is necessary to
know the things that relate to the addresser's utterance such as context of
situation, in order that the addressee can interpret the message. The most
important things, which can give congibution to the addressee 1o make a good
Interpretation, are situational context and the background knowledge,

2.2.1 Situational Context

The situation in which linguistic interaction takes place, gives
paricipants a great deal of information about meanmng that is being
exchanged, and the meaning that is likely to be exchanged. It calls context of
situation. It is cne of the most impertant things that can determine the
meaning of an utterance. 5o it is necessary for participants of communication
to understand the context of situation when they are in the process of
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communication. Halliday (1985, 5) calls it a context or text that I5 with He
sdys that o get an adequate understanding of the text it js NECessany o
discuss the environment surrounding it Malinowsky (in HYalliday, 1985 &)
states that context of situation is the total environment of the text, including
the verbal environment which aiso includes the situation in which the text was
attered Furthermore. Halliday explains that it is the immediate enviraonment in
which the text is actually fun clioning. (1985:8)

2.2.2 Background Knowledge

The next important thing in interaction is backoround krowledge. The
background knowledge enables the addressee io communicate successiully
because the speakers utterances can be interpreted properly. Halliday {1985
) says.

We always have a good idea of what is coming next. So that, we

are seldom totally surprised. We may be partly surprised, but the

suronse will always be within the framework of someathing that we

know is going to happen. And this is the most impartant
phenomenan in human cammunicatian.
In.other word, the speaker usually has the prediction of what the addressee
will say or do. This process happens below the level of awareness. In this
case, the speaker needs to have background knowledge.

The addresser and the addressee should share the background
knowledge in cormrmunication. Sometimes the Specker utters something
indirectly, But with the background knowledge possessed, the addressee, can
interpret what the implication of the utterance properly. Grice {in Levinsar)
provides the examples:

A I've just run cut of petrol
8. Oh, there's a garage round the cormer
(1983 104)
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A is not necessary to tell 8 in detail that the car stops because the car i out
of patrol so that he required some petral. But he does nat kniow where he can
buy it and he expects B to help him to show where he can purchase some
petrol. 8 understands what & means, In this case, A fulfill the maxim be brief
because B knows what A implies. 8 obeys the maxim be relevant He knows
that A's car stops and need petrol, and he does not know where he can buy i
8 realizes that A want to ask him. Therefore B shaws where the garage is.
This means that B also fulfils the maxim be brief by showing where the

garage is

23 Grice's Cooperative Principle

In conducting a communication, all participants must cooperate one
another, so that the communication will be effective and efficient. Dealing with
the case of cooperation, Grice introduces a principle called cooperative
principle as a guideline for the efficient and effective use of language. The
principle states as follows: "Make yvour contribution suveh as required, at fa
state at which it cocurs, by the dccepted purpose or dirsction of tha talk
exchange in which you are engaged.” (Levinson,1983; 101). The principle

consists of four maxims or sub principles:

2.3.1 The Maxim of Quality
In a eonversation, each of the participants must say the truth. They will
not say what they believe to be false and will not say something having no
adequate evidence. Grice {in Levinson) says "1y to make yaur contribution
one that is true, especially: (1) do not 53 ¥ what you beligve to be false, and (2)
da ot say that for which you fack adequate evidence." (1983 101),
The main point of the maxim of quality is a matter dealing with a truth.
It constructs conversation to say what is true, in term that they believe that
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what they said is true, and supported by adequate evidences. It can be clearly
understood that if the addressee does not say what is ftrue, then ihe
Conversation will stop, because there is no information dained through the
Conmversation,

2.3.2 The Maxim of Quantity

in a conversation. each participant must give information as much as
required. and will not give information rmore than s required. Grice {in
Levinson, 1583 101) says (1} make your contribution n.ore mformative as is
required for the current purpase of the exchange, and (2) do not make vour
caniribltion mare infarmative than is required.” b

This maxim relates to the amount of information given by the
addresser. It instructs him to give sufficient information g more and no less
than is required. Insufficient or excessive information will cause the failura in
sonducting conversation.

2.3.3 The Maxim of Relevance

Lealing with the maxim of relevance, each participant of a conversation
must say somathing that is relevant to the subject of the conversation. Grice
(in Levinson, 1983; 102) says “make vour contribution refevant”. Whereas,
Smith and Wilson give another statement dealing with refevant as follows:

A remark F is relevant to another @ if P and @, together with
background knowladge, vield new information not derivable from
either For Q. together with background knowledge, alone.

(Cited in Leech, 1993: 144)

From the statement above, the term ‘refevant is applicable not only for a
simple answer or direct statement such as:

A Where is my box of chocolates?
B s in your room,
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But also for more indirect statements like:

A - Where is my box of chocolates?

E . Tne children were in the room this maorming.

(cited in Leech, 1993 144)

Together with backaround knowledge. the answer of 8 can be said to ba
relevant fo the guestion of A With zan assumption that 8 obeys the
Cooperative Principle, especially the maxim of relevant, The answer of B
implies that perhaps the children who eat the chocolates. ar at lzast they
know where the box of chocolates is

2.3.4 The Maxim of Manner

In conversation, each participant rmust say something orderly and
Eriefly, to avoid ambiguity and obscurity. Grice (in Levinson, 1685 102) says ©
Se perspicuous, and specifically: (1) avaid obscurity, (2) avold ambiguity, (3)
be brief, and {4) be orderly.”

Different from other maxims, maxim of manner does not reqgulate what
i said, but rather how it is said. It is a suggestion to language users to use
clear and understandable expressions.

As mentioned before that context enables participants in conversation
to know a conversational implicature, so that, they can cooperate each ather.
The meaning of an utterance is influenced by the situational context. |t Qives a
guess about things that are connected to the utterance. The context narrates
the addressee about the situation at the time of speaking so it enables the
addressee to interpret the utterances.

2.4 Flouting the Cooperative Principle
It is true that the maxims of Cooperative Principle are not atways
cheyed in every communication activity. Coak states:
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There are also time when meanng derives from deliberate
violatons -or fioutng' as Grice calis them- of the Cooperative
Frinciple,  always provided that the addresser intends the
aodressee 10 perceive them as such, and in that is how, in fact, the
addresses does perceive them. {1583 315
The addresser, sometimes, deliberately makes violation of Cooperative
Frinciple. In this case. he intends to violate the principle and the addressee
realizes that it is deliberate, then the communication does not denenerate into
lying or break down. For example; in the case of someone telling a lie and in
case of the use of metaphor, The example below shows the violation of the
miaxim of quality:

it made my blood boiled.

(Leech, 1993 230)
i we just see the surface structure of the sentence, this exprassion sesms ta
viclate the maxim of quality, because it is impossible that the blood is bailed.
But If we see the deep structure of the sentence by chserving the context of
situation, this expression still obeys the maxim of guality. With a certain
context, the expression can be use to show an anger condition.

Just as a quality maxim can be flouted, so can the other three. The
maxim of quantity is violated in both directions: It creates prolixity. if we say
too much and it Is terseness If we are too brief. The example below shows
that insufficient information, ag a form of violation of quantity maxim. causes
misunderstanding for the addressee.

Steven : Wilfrid is meeting a woman for dinner tonight
susan ; Does his wife know about it?
ateven | Of course, she does. The woman he is meaeting is hiz wife.
(Lesch, 1983:140)
With an assumption that Steven obeys the Cooperative Principle, especially
the maxim of guantity, Susan takes a conclusion that the wornan is not

Wilirid's wife because, either Susan ar Steven knows that Wilfrid has a wife.
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S0, it seems that Steven deliberately viclates the maxim of quantity when he
uses an uninformative expression (8 woman) eventhough he can use the
more infarmative expression (his wifa).

sometimes, we deliberately flout the charge to be relevant to signal an
embarrassment or desire to change the subject of a conversation, Grice (in
Levinson) provides an example like the following:

Johnny : Hey Sally, let's play marbies,

Mather | How s your homewark getting along Johnny?

{18983: 111)
The statement of motner aoove may be considered as a statement vinlatirg
the Cooperative Principle, because it does not approve or reject the Johnny's
invitation but it reminds him that he may not vet be free to play.

Lastly the maxim of manner is violated either for humar or in arder to
establish solidarity betwesn speakers and exclude an averhear from the
conversation. For example. by valid scientific reasons. doctors tell their
patients about their condition by using a language, which they know that the
patient will not understand, and parents spell out words they do not want
children to understand.

In a cerain occasion, the violation of the maxims is needed to attain
certain purposes and it is acceptable as long as the addressee is able to
understand the intended meaning of the utterance. The addressee will give
appropriate responses so that the communication can be considered
successfully. In this case, the context of situation and the background
knowledge play the role.

2.6 Advertisement
The development of language that follows the social change has
influenced all aspects of our life. People use their language in & number of
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gifferent ways from one context to ancther. It can be found in the
advartisement field with the use of special expressions or diction in order to
persuade its reades. In this case. advertiser needs art, science. or a certain
method (o arange some words or utterance in advertisement. Reeves (in
Reichert, 1988. B} defines advertisement as an art of sending special
promation message to public with possible minimum price. It means that
advertisement 1s the form of mass communication ta halp promating a product
or service. The use of the word ‘art’ above means that advertisernent is not
soliely a process of sending message from advertiser to consumer or
prospective consumer, but it needs art to create more altractive and
interesting advertisements,

Basically, advertisement is made to achieve good responses of the
public towards the advertisea products or services. The good rEsponses can
be an action to ask for brochure of the advertised product, an action to ask for
the sample of the products and then it is expected that they will lead the
prospective customers to take the next step, the action of purchasing, Kasali
(1992, 48) states that advertisement in general has the aim to change
prospective customers to be loyal customers for a certain period of time or o
develop positive attitude of prospective customers so that they become loyal
customers in the future.

Furthermare, the success of the advertisement more or less is
influenced Dy its success in catching reader’s eyes to read the advertisement.
In this case, an interesting headline has an important role besides the other
elements of the advertisement such as color, picture or illustration.

2.6.1 The headline of advertisement
The headiine, which is often called as a title, is an impertant part of an
advertisement. The function of a headline is to attract favorable attention of
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prospective purchases and 10 inlerest them so that they wil read the
advertisement (Dirksen: 1977). Hotckiss (in Winaradi 1992) states that the
heaglinge pays a more important par in determining the effectiveness of the
advertisement, than does any other elements of the copy, He also states that
comparative test of advertisement using the same text but gifferent headline
have revealed startling differences in resuits,

To make an effective adverisement, there is a formula called AMDCA
that can be applied. namely: attention, desire, conviction and action (Kasali,
1982, 83). The formula above puts ‘aftention’ at the first position and 'action’
at the end. It means that to make the readers buy the advertised product or
service, the advertiser must be able to atiract the reader's attention first. This
effort can be supported by the use of color, illustration and attractive headline:
Furtnermaore, Dirksen, Kreoger, and Nicosia (1977: 228-229) state that there
are four major characteristics w1 most good headiines of advertisernent
namely: brevity, clarity, aptness, and the last is interest, where sometimes
advertiser shows exaggeration, and insincere misleading statement in his
headling.

2.6.2 The Concept of Communication in Advertising

Coliey states that advertising goal is a specific communication task, to
be accomplished among a divined audience, in a given period time. {Kasali,
1992 51). This means that advertising is & form of communication between a
producer and consumers. The aim of communication is directed to SLIppOrting
the goal of marketing

Advertising as other form of communication consists of some elements
of communication, namely, source, message, channel and receiver. The
source is the organization, institution, or an individual from which the message
comes. In advertising, the source is the producer of the advertised products or
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services. The source sends & message about the product to the receivers. to
inform and to persuade thern, with a hope that they will take an action to the
products, for instance the action of purchasing. The message is the whole
actvities in a process of communication, and alza the idea, which is
communicaled. It consists of meaningful symbols. It can be realized through
the use of a verbal or non-verbal language, such as gesturs, body movement,
or picture. In an advertisement. it is realized in all elements of advertisemeant
such as illustration, headline, and text. The channel is a tool to =end =
message from the source to the receiver. In advertising, it can be a magazine,
newspaper, television or radio, By the channel the message can reach the
receiver In wide areas simuitaneously. The receiver s the target of the
communication to whorn the message is sent In order to make the
communication effective, the source should be able io igentify tha
characteristics of the receiver. The identification is needed lo help the source
In deciding the form of message to be sent, the style of the language used,
and help the source to choose the right channel, which is approprate to the
characteristics of the receiver.

To reach a good response of the reader, the advertisement has to pass
through the steps of communication that can be seen in the diggram Delow:

Unaware
i
AowaEre

L

Comprehensive and Image

Aftitude
A
Action
(Kasali, 1992: 52)

Prospactive purchasers who have never seen the product are in the condition
of being unaware of the existence of the product. The first step to be taken by
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the adverlissr is getting an awareness of them. in the'_alauuareness condition.
they will try to know further about the product Then they will come to a
comprehensive and image the condition of the product. In this condition they
will consider the specific characterstic of the product and tHe difiererica
between the product and the ether products. The next step. they decide an
attitude based on the previous steps. The last slep 1= ap action in which the
advertiser hopes the prospective purchaseér to take an action to ouy the
product.

From the explanation above it can be concluded that getling reader's
awarenass in advertisement 15 very important. Then i this thesis. the wiiter
wanis to analyze how the advertisers communicate their idez in the
advertisements especially in the headlines to the readers.

2.7  The Hypothesis

Refernng to the theories previcusly presented, the hypotheses that can

De taken from this study are °

1. Some headines of advertisement violate the cooperative principles.

2. The vidlations of the Cooperative Principle are due to the requiremants in
which, the language of advertisamant must be brief aut. and interesting
besides, it also must be clear

3. The communication still happens when *1e violations take place if the
understanding of the message of the headiine is based on the context and
the tackground knowledge,
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CHAPTER Il
RESEARCH METHODOLOGY

This chapter involves a set of methodology, which determines a kind of
way how to drives this research. The set of methodaology in this thesiz covers
the data collection, the type of data, the poputation. the sample, and the type
of analysis. They will be explainad in this chapter brigfly.

3.1 The Data collection

In collecting data the writer uses liorary research. It is used to gather
the dala by some words, phrases, sentences, or discourse from the relevant
sources, The data are advertiserment headiines in the Rewview magazines
published from January to December 2000, which are availabie in the liorary
These magazines are chosen as sources of data because most of the
agvertisements in these magazines use indirect- appeal keadines, This type
of headiines attempts only to stop the readers and make them read the whale
text of the advertisements (Dirksen, 1977:226). These headlines do not sell
anything other than interesting expressions. This type of headiines is more
attractive but it 1s quite difficuit to understand because the message of the
headlines is conveyed indirectly.

3.2 Type of Data

The type of data that is used in this thesis is qualitative data. They are
in the form of words or group of words. Blaxter (1996 &) statez that the
qualitaiive data is the data in non-numeric form. They are in the form of words
or group of words.
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3.3 The Population

N this thesis, the population is all of the advertisements headines in
Feview magazines published from January to December 2000. The total
nurmber of the population is 16%. The population is limited in this period
becausze of the limited time of doing the research. Since these editions are
available in the library. it is guite easy to callect the data,

3.4 The Sample

This thesis does not take the whole Fopulation as the subject of
observation because it is difficult to abserve all of the population during the
limited tme. So it applies sampling. Gay, as cited in Sevila et all (1983.163)
states that the minimum standard of the numbers of samples n doing a
descriptive research is 10 or 20 percent from the nember of the total
popuiation. Considering this stalement, this thesis will take 10 percent of the
population. so it presents 17 advertisements taken fo be anakyzed. The
sampie is taken randomly by doing lottery, so each individual has an equal
chance of being selectad

3.5 Type of Analysis

Since this thesis is a descriptive research. the type of analysis must be
a descriptive analysis. which involves a description, recording, analyzing and
interpreting of a condiion that exist in the study (Best 1982. 42). In thiz
analysis, the existences of phenomena that occur are established by
descibing the object explicitly. The descriptive analysis will be used to
describe the data that are collected. Interpretative analysis wil be used 1o
Interpret the description of the data.
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CONCLUSION

—

Referring to the analysis in the previous chapters, it can be concluded
that the headlines of the adverisements in the Review magazines issucd
from January to December 2000 tend to viclate the Grice's Cooperative
Principles. Most of them do not fulfill ail of the maxms. The violations are dus
to the acvertisers effort to construct the effective headlines, He uses special
expressions or dictions in order to persuade the prospective consumers who
read the adverisements.

Some of the headlines analyzed are constucted to gain an initial
attention of the readers to the advertisements because aftracting a favorable
atiention of the readers is the first step in constructing effective
advertisement, Moreover the headiine 8 one of elements of the
advertisement that can be used to atiract people's attention at the first ime
when they read the advertiseament.

The eflective headline does not only give an information about the
advertised products or services, but it has a more important task namely o
motivates the readers to give a good response towards the advertisemant
The message of the advertisements should be prepared far the prospeciive
consumers and not for the adverisers, it should be written in term which the
prospective consumers can understand and appreciate. The advertiser needs
to identify the readers if he wants to create the effective advertisements. He
should observe the general needs, wants or desires of the readers to meet
their demands

Most of the headiines analyzed are constructed to meet the demands
of the readers in fulfiling their needs, wants, or cesires, The advertisers try fo
persuade the readers’ mind by involving the basic needs, wants and desires
that lie behind the human actions. They use somea expressions which are able

i

¥
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to awaken the imagination, give satisfaction. and convince the readers' mind
in-arder ta gain the interest towards the advertised products or services.

Howsver, the communicaton still happens even though the headines
violate the Cooperaiive Principles because the expressions are created
based on the readers’ wants. So the expressions are more proper and
communicative. Moreover, the understanding of the message of the
headlines is supporied by the context that can be observed from the other
elemants of the advertisements, such as illustrations, texts. logos etcetera.

It can be noted that the background knowledge is also sionificant in
understanding the headline because most of the headlines of advertisements
convey the message indirectly. So both the advertiser and the reader should
share the background knowiedge to keep the communication runing well.
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