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Abstract  

This research examines persuasive technique used in garnier pinkish radiance ultimate serum 

advertisement and the modes of persuasion that applied on the advertisement. The research is based 

on a discriptive qualitative method, the researcher analyzed through describing and explaining data 

based on persuasive technique by Keraf. The advertisement is in the form of video taken from the 

official website of the product and youtube. The result of the study found that there were two 

techniques containing on the advertisement, such as Rationalization and Suggestion. 

Rationalization techniques use in this advertisement to shows some arguments to persuade to 

consumers, to make the consumers believe with the advertiser and the presenter, to make the 

advertisement is successful in the consumer‘s circumstance. Then, the Suggestion technique which 

the use of this technique as the key in persuading the consumers, and make the consumers to grab 

the product fast. The researcher also found the modes of persuasion by Aristotale applied on the 

advertisement such as, personal character of the speaker this is will succeed if the consumers know 

the speakers. Then, the evidence applied in the advertisement to showing this advertisement is 

surely true and make successful in persuading consumers. 
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INTRODUCTION  

The word "persuade" comes from the Latin word "persuader‖ (Al Falaq & Puspita, 2021). 

A method of communication between speakers and listeners is what it is defined as in 

communication(Pranoto, 2021) , persuasion requires stimuli from the speaker to elicit a 

response from the listeners (Pradana & Suprayogi, 2021). In addition (Sartika & Pranoto, 

2021) defines persuasion as a verbal art with the goal of persuading someone to do 

something that is in line with the speaker's purpose at the time. Also, persuasion is defined 

as verbal communication that tries to get people to change their minds so they accept a 

belief they didn't know they had before (Nababan & Nurmaily, 2021). As a result, we can 

draw the conclusion that persuasion is the communication technique of using stimuli to 

persuade others and eliciting a response from listeners (Agustina et al., 2021). Because the 

goal of persuasion is to get others to understand and follow the message (Puspita & 

Pranoto, 2021), language is also necessary for communication in persuasion (Qodriani & 

Wijana, 2021). In addition, persuasion is referred to as a component of discourse analysis 
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(Endang Woro Kasih, 2018), which examines the language used in communication and the 

methods by which the addressee interpreted the linguistic messages (Kardiansyah, 2019). 

Advertising is one area where persuasive techniques are used (Fithratullah, 2021). A form 

of communication aimed at persuading audiences or viewers to take some kind of action is 

advertising (EWK, 2018). It usually includes the name of a product or service (Novanti & 

Suprayogi, 2021), a description of how it could benefit customers (Sari & Putri, 2019), and 

a call to action to convince potential customers to buy or consume the particular brand 

(Qodriani, 2021). Additionally, in order to catch the consumer's attention, advertisements 

require a particular language (Istiani & Puspita, 2020). The language used in an 

advertisement should be appropriate for the target audience (Aminatun & Oktaviani, 

2019b). 

Internet has become a way of life for people to obtain more information in a simpler and 

more interesting manner than other forms of mass media (Oktaviani et al., 2022), the 

internet has emerged as the preferred method for entertaining them today (Sari, n.d.). 

Because of the widespread use of the internet and its interest (Lestari & Wahyudin, 2020), 

the media have become a means of communication in society and offer advertisers more 

strategies than other mass media for promoting their products (Purwaningsih & Gulö, 

2021). Because the internet can be a medium for transferring an advertiser's message to a 

customer (Mertania & Amelia, 2020), the message of the advertisement needs to be 

correctly articulated, and the most important thing is to use a concise and clear language 

(Kuswoyo & Indonesia, 2021). As a result, the advertiser must select the appropriate words. 

The word choice should be correct and have the ability to persuade the customer. This 

means that advertisements should use language that is concise, clear, and free of ambiguity 

(Journal & Kiranamita, 2021). 

The topic was chosen because it aims to investigate the various persuasive strategies and 

methods used in advertising. Also, starting with the fact that persuasive methods are very 

important in everyday life, especially in the advertising industry. This study focused on the 

persuasive methods and modes of persuasion that can be used in the advertisement for 

Garnier Cosmetics, particularly the advertisement for Garnier Pinkish Radiance Ultimate 

Serum. 
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LITERATURE REVIEW  

Cosmetics for women are one of the most popular products or services on television (Gulö 

et al., 2021). Cosmetics, also known as make-up (Suprayogi & Pranoto, 2020), are 

substances or products that are used to improve or change the body's appearance or scent 

(Pranoto & Suprayogi, 2020). Many cosmetics are made to be applied to the body 

(Kuswoyo & Audina, 2020), face, and hair (Kuswoyo, Sujatna, Rido, et al., 2020). 

Typically, they are chemical compound mixtures;coconut oil, for example, comes from 

natural sources, while others are synthetic (Kuswoyo & Rido, 2019). 

In addition, the researcher employs Aristotle's theory, which identifies three types of 

persuasive tactics, to gain a comprehensive understanding of the television commercial for 

woman cosmetics. This study aims to determine what kinds of persuasive strategies are 

used in television advertisements for woman cosmetics, how they are used, and why they 

are used in the ways they are. 

Discourse analysis plays a significant role in human communication because it focuses not 

only on language and its meaning but also deeply on some aspects of communication 

(Kuswoyo, Sujatna, Indrayani, et al., 2020), like how, who, what, and when language is 

used (Oktaviani et al., 2020). This is in line with the argument made by who stated that 

discourse analysis is devoted to the study of what and how language is used (Aminatun & 

Oktaviani, 2019a). 

According to (Mandasari & Oktaviani, 2018) "language in use is written texts of all kinds, 

spoken data, from conversation to highly institutionalized forms of talk," and "discourse 

analysis study language in use "Discourse analysis can be said to be concerned with both 

spoken and written data, which can come from mass media or other sources (Mandasari & 

Aminatun, 2020). 

The author's discussion in this study focuses primarily on persuasive discourse. Adverts 

almost always use persuasive language to successfully introduce a product or service to 

customers. When creating an advertisement, the advertiser needs to use the right approach 

to pique the interest of potential customers. Keep in mind that many products are also 

promoted in television commercials. 
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The process of persuading others to do or believe something is known as persuasive 

strategy (Mandasari & Wahyudin, 2019). There are three distinct types of spoken word 

persuasive strategies, according to Aristotle. The first kind relies on the speaker's personal 

character—ethos (Heaverly & EWK, 2020), the second kind relies on getting the audience 

into a certain mindset—pathos; and the third kind relies on the proof, or apparent proof, 

provided by the speech itself—logos (Oktavia & Suprayogi, 2021). When the sentences 

convince us that they are true and credible, the speaker has successfully persuaded us with 

their personal character (Kardiansyah, 2021). One illustration of how persuasion is used in 

the advertisement is persuasive. In order to persuade customers, the advertiser always 

employed various tactics. According to (Kardiansyah & Salam, 2020) there are three ways 

to get a customer's attention. 

METHOD  

A descriptive qualitative method used in this study. The data were focused on the speech 

and uttrances through Garnier Cosmetic advertisement. The researcher collected her data in 

the form of word. Thomas states, ―qualitative research is multi –method in focus, involving 

an interpret phenomena in terms of meanings people bring to them. From the statement 

above, that qualitative research has many approached that focused in the subject 

naturalistically. In the same way, qualitative research was the study to describe the 

phenomena that happens in terms of the people. The data of this research is the spoken text 

from the online advertisement of garnier pinkish radiance ultimate serum advertisement. 

This advertisement is in the form of video that taken from the official website of the brand 

and official youtube channel of the brand. 

RESULTS AND DISCUSSION  

In this part, the researcher presents the data along with the analysis of the data and 

description of the findings. The data are acquired from transcription of the video. In order 

to make an easier discussion, the researcher number the model in the appendix based on 

the sentence that are analyzed. 

The advertisement of New garnier pinkish radiance ultimate white serum: 

Her skin is so radiant and flawless 

even up close (taking picture close up)  

my skin dull with visible pores.  
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New Garnier sakura white serum cream, 

(it) contains for tightening serum  

with sakura essence to tighten pores instantly  

and give your skin up to 60 % more pinkish 

radiance 

now you can have pinkish radiance flawless 

skin 

According to the ad above, Garnier is a huge and well-known cosmetics brand.It comes 

from Paris and is a beauty cosmetic.This commercial features a serum cream from 

Garnier.Its brightening skincare line is the most popular in the world, and their 

advertisements on television and online are particularly effective. 

It is possible that "Garnier" is adept at developing intimate relationships with the 

audience.The advertiser uses the pronouns "her, my, your, and you," as can be 

seen.Customers are thought to be addressed directly and personally by using the words 

"you" and "your" (second person singular).This is also known as "synthetic 

personalizations," and it means to address each person individually. 

 In order to convince the readers about the product, the advertisers use beautiful celebrity 

as a model for the representative of their products as the models get their present 

appearance because of using the product. They have Chelsea Islan as the ambassador of the 

advertisement. The model‘s representative can evoke the power towards people in the 

perception of beauty among people in society. The advertiser purpose is to persuade 

consumers easily. This is the way to catch the consumer‘s attention and their interest with 

the product. They agree that the term of ‗beauty‘ is what the ads displayed. As Chelsea 

Islan is known as beautiful multi-talent actress. She‘s able to uses persuasive language. She 

catches the consumers‘ attention and makes the consumers think really need the product. 

She also gives some evidences to strengthen her statement and reveals why she uses 

persuasive language advertisement in using the way to persuade consumers. Besides 

beautiful model is presented, the advertisers also convince the readers through words 

which provide ‗positive representation‘ and ‗scientific evidence‘. Those words give a 

power toward the consumers‘ delusion that their product can make them become beautiful. 
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To make the consumers accept that they need the product, there is Garnier positive and 

negative adjective statements. The positive statement is ―her skin is so radiant and flawless 

pinkish radiance flawless skin‖ meanwhile the negative one is ―my skin is dull with 

visible‖ The positive  adjectives are related to the qualities of the product, e.g: strong, 

smooth, beautiful, radiant, flawless, and pinkish. Those positive adjective refer to the value 

that can be experienced by the consumers if they use that product or what people will get if 

they buy the product. When advertisers use adjective word in illustrating the product, those 

positive adjective will be inserted in the mind of people/audience. The negative adjective 

found in the ads is ―dull‖. The word word ―dull‖ refers to the skin. Undoubtedly, no one 

wants the negative conditions (negative adjective) in their skin (dull skin). In order to 

avoid this negative. adjective (condition) people /audience are expected to buy or use the 

product. This advertisement also contain repetition. Such as ―radiant‖ ―flawless‖ ―pores‖ 

―sakura‖ ―skin‖ ―pinkish‖   the repetition words that show repeat twice until three times. 

The use of repetition is to emphasize the benefit of the product being advertised. By 

showing these words to the consumer, the consumers will be persuaded with this language. 

They will think that by 

using this product they will not try the other products which do not have any proof to make 

your skin flawless and radiantl, by using this product you get more effort rather using the 

other product. The sentence ―(it) contains for tightening serum with sakura essence to 

tighten pores instantly and give your skin up to 60 % more pinkish radiance‖ its  assumed 

by the advertiser that the consumer will need this ingredient which can make skin become 

pinkish, flawless, radiance and improve skin texture. Thus, the advertiser mentions this 

ingredient which purpose that all women who is need their skin care routine for helping 

them in brightening and renew their skin, they need this ingredient in their skin care 

routine. All these words have social significance to people in or it can be said that ads can 

affect public in term of social. Since Garniers advertisement are one of the popular ads, so 

it can be seen in public. After seeing/hearing many times, ads will influence public in such 

a way of thinking. People will agree that those products in ads will enhance their 

appearance.  

CONCLUSION  

The researcher concludes that the finding of this research is the technique of persuasion in 

advertisement. The researcher found several types of technique persuasion and strategies 
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that used in this research, such as irrealiss representation, scientific evidences, and emotive 

words are used to influence the people. The other techniques to persuade the consumers are 

also depend on the intended meaning of using modes persuasion, they are the personal 

character of the presenter and the advertiser should give evidences. 

 

The persuasive languages used to justify the product‘s quality are clear, simple, 

informative, and conclusive. It makes the consumers interested in the product. It 

manipulate women by giving facts about their beauty products through words which 

provide ‗positive representation‘,Then, advertisers also use‘ emotive words‘; this kind of 

language is used to connotes their power over beauty to overcome unattractiveness. In 

addition, the justification is used to control the consumer‘ emotion; it is hopefully that they 

can be persuaded rationally after receiving the argument. 
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