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Abstract

One of the things that has had a significant impact on our lives is the media.Because of the rapid
growth of the media, many businesses use it to promote their products.This article tries to figure
out and explain the ideology of the tagline of one of the Indonesian advertisements.Since 2000,
television advertisements featuring the tagline have provided the data.The study's findings indicate
that advertisements with the tagline are memorable and influence society.
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INTRODUCTION

Media is one aspect that greatly influences humans (Kardiansyah, 2021). Especially
electronic media such as television shows (Kardiansyah & Salam, 2020a). Electronic
media is one that easily affects humans (F. M. Sari & Wahyudin, 2019b). And it cannot be
denied that one of the services of electronic media (Suprayogi & Novanti, 2021), namely
advertising media (Qodriani, 2021), is a medium that can hegemony humans (Suprayogi &
Pranoto, 2020). The first person to enrich advertising information (Puspita & Pranoto,
2021) by adding illustrations (F. M. Sari & Wahyudin, 2019a) so that the effect of
advertising is getting (Wahyudin & Sari, 2018).

The main strength of advertising lies in the language (Puspita, 2021), images (Kardiansyah
& Salam, 2021), and creativity in appearance (Kasih, 2018). Every advertiser always wants
the product being promoted to sell well (Afrianto et al., 2021). Because the direct and
immediate effect on sales is one of the benchmarks for the success of advertising
(Septiyana & Aminatun, 2021). In order to fulfill this purpose (Qodriani & Wijana, 2021),
in producing an advertisement, the advertiser pays great attention (Putri & Sari, 2021), to

the language (Oktaviani et al., 2020) and images or illustrations (Amelia & Daud, 2020).

Language is one of the most important means (Puspita & Amelia, 2020) by which people
interact with one another (Aminatun et al., 2021). Additionally, one crucial factor that has

the potential to influence the audience is the language used in advertisements (Kardiansyah
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& Salam, 2020b). In this instance, language users must have a solid understanding of the
discourse's content (Suprayogi, Samanik, Novanti, et al., 2021) for the messages to be
accepted (Suprayogi & Eko, 2020) and not misinterpreted (Mandasari & Wahyudin, 2021).
The uniqueness of discourses in media texts written in journalistic language makes them

interesting to study (Amelia, 2021a).

This "Tolak Angin™ product's advertising language is one of them. The language used in
advertising is not the same as the language used in everyday life (Aminatun, 2021). Since
the objective is to draw in the crowd (Sartika & Pranoto, 2021) to utilize the item being
publicized (Fakhrurozi & Puspita, 2021). It would be interesting to study this more
(Ngestirosa et al., 2020). By conducting critical analysis, one of them is.In addition, the
goal of this study is to investigate the advertising language for the product "Tolak Angin,"

whose tagline is "Orang pintar minum Tolak Angin."
LITERATURE REVIEW

A critical theory of language that views language use as a form of social practice is the
basis for Critical Discourse Analysis (EWK, 2018). The means by which existing social
relations are reproduced or contested (Setiawan et al., n.d.) and diverse interests (Pranoto,
2021) are served are all connected to particular historical contexts (Suprayogi, Samanik, &
Chaniago, 2021). By allowing researchers to view a problem from a higher perspective (K.
Sari & Pranoto, 2021), discourse analysis enables them to discover the motivation behind a
text (Kuswoyo et al., 2021). It is helpful for concentrating (Amelia, 2021b) on the
fundamental importance (Kuswoyo et al., 2020) of a spoken or composed text (Heaverly &
EWK, 2020) as it thinks about the social and verifiable settings. The goal of critical
discourse analysis is to find a connection (Fithratullah, 2019), between the actual text and
the listening, speaking, reading, and writing processes (Kardiansyah, 2019). As a result,

this teaches us how to analyze written text, or what we write and say, critically.

METHOD

The method used is a descriptive qualitative and also a critical discourse analysis from
Fairclough. With this method the researcher will describe the language used and also

analyze the language or text used in product advertisements Tolak Angin with a critical
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discourse analysis from Fairclough. Because critical discourse analysis can be a mediation

for text disclosure.

RESULTS AND DISCUSSION

The text that will be discussed is the advertising language of the Reject the Wind product.
The text of the anti-wind product advertisement is obtained from advertisements on private
television. In this advertisement against the wind, there is a tagline that is always said in
almost all advertisements for this product. The tagline is "Smart people drink, reject the

wind"” (smart people drink reject the wind).

From the tagline, it turns out to contain ambiguity. These adverts quickly stuck to society.
The tagline has proven to be effective in terms of promoting the product. However, it
seems that the tagline used by (Tolak Angin) has another purpose. With this tagline,
advertisers want to show the modernity of herbal medicine. So, if all this time herbal
medicine is identical to old-fashioned and plump, then with this tagline advertisers are

trying to change it.

This tagline of rejecting the wind has more than one meaning. The first meaning that we
can catch when we hear this tagline is that people who are good at drinking (refuse the
wind). The point is that only smart people drink against the wind. For people who think it
has this kind of meaning, it can be said to have low thinking power. Because in fact it is
impossible for a product, let alone herbal medicinal products such as (refuse wind) only

intended for one group.

Apart from that, another meaning that can be captured from this tagline is if you want to be
branded smart, drink it Tolak Angin when you feel unwell. And this assumption is felt to
make this product seem like the most effective way to cure pain. In fact, there are many

similar products that can be consumed if you feel unwell.

This seems trivial but actually has a big impact on the use of the language itself. Because
sometimes ambiguity can be a mistake in language. Moreover, this advertisement is shown
on television which can be seen by many people. For those who have low thinking power
may think what is shown on television is the truth. So, they can just imitate what they see

or find on television.

Komunikata 3



Komunikata
Volume 2 (7), 2022

But on the other hand, with this tagline the product quickly became widely recognized by
the public because of its easy-to-remember tagline. This advertisement Tolak Angin shows
the ideology of seeking maximum profit through competition for the market. Despite the
competition and having ambiguous language, there are no words to overthrow other
brands. Even though in recent years this tag line has even become a black campaign on
other similar herbal products. According to them, they don't need to be smart just to take

medicine.

This ad uses words to highlight yourself as well as words to attract other people to be
interested in buying the product. By listening, reading the words they say, the hope is to
get as many buyers as possible. People who didn't know before, by watching television
advertising herbal medicine (Tolak Angin), they know and want to buy it.

CONCLUSION

From the discussion and analysis above, it can be concluded that the tagline in reject wind
is an example of persuasive discourse. Persuasive discourse is a form of discourse that
seeks to persuade / convince other people or readers to do something according to what the
writer or discourse maker wants. The advertisement uses language that is concise and also
straightforward. And with the language used this product can even attract almost all

people.

REFERENCES

Afrianto, Sujatna, E. T. S., Darmayanti, N., & Ariyani, F. (2021). Configuration of
Lampung Mental Clause: a Functional Grammar Investigation. Proceedings of the
Ninth International Conference on Language and Arts (ICLA 2020), 539(Icla 2020),
222-226. https://doi.org/10.2991/assehr.k.210325.039

Amelia, D. (2021a). Antigone’s Phallus Envy and Its Comparison to Indonesian Dramas’
Characters: A Freudian Perspective. Vivid: Journal of Language and Literature, 10(1),
23-30.

Amelia, D. (2021b). UPAYA PENINGKATAN KOSAKATA BAHASA INGGRIS
MELALUI STORYTELLING SLIDE AND SOUND. Journal of Social Sciences and
Technology for Community Service (JSSTCS), 2(1), 22-26.

Amelia, D., & Daud, J. (2020). FREUDIAN TRIPARTITE ON DETECTIVE FICTION:
THE TOKYO ZODIAC MURDERS. Language Literacy: Journal of Linguistics,
Literature, and Language Teaching, 4(2), 299-305.

Aminatun, D. (2021). STUDENTS ° PERSPECTIVE TOWARD THE USE OF DIGITAL

Komunikata 4



Komunikata
Volume 2 (7), 2022

COMIC. 2(2), 90-94.

Aminatun, D., Ayu, M., & Muliyah, P. (2021). ICT Implementation during Covid-19
Pandemic: How Teachers Deal with a New Style of Teaching. The 1st International
Conference on Language Linguistic Literature and Education (ICLLLE).

EWK, E. N. (2018). Redefining Hybridity of Chicano Literature in Jimenez’s Fictions. The
Center for Asia and Diaspora, 8(2), 293-319.
https://doi.org/10.15519/dcc.2018.06.8.2.293

Fakhrurozi, J., & Puspita, D. (2021). KONSEP PIIL PESENGGIRI DALAM SASTRA
LISAN WAWANCAN LAMPUNG SAIBATIN. JURNAL PESONA, 7(1), 1-13.

Fithratullah, M. (2019). Globalization and Culture Hybridity; The Commaodification on
Korean Music and its Successful World Expansion. Digital Press Social Sciences and
Humanities, 2(2018), 00013. https://doi.org/10.29037/digitalpress.42264

Heaverly, A., & EWK, E. N. (2020). Jane Austen’s View on the Industrial Revolution in
Pride and Prejudice. Linguistics and Literature Journal, 1(1), 1-6.
https://doi.org/10.33365/11j.v1i1.216

Kardiansyah, M. Y. (2019). Wattpad as a Story Sharing Website; Is it a field of literary
production? ELLIC Proceedings, 3, 419-426.

Kardiansyah, M. Y. (2021). Pelatihan Guru dalam Penggunaan Website Grammar Sebagai
Media Pembelajaran selama Pandemi. English Language and Literature International
Conference (ELLIC) Proceedings, 3, 419-426.

Kardiansyah, M. Y., & Salam, A. (2020a). Literary Translation Agents in the Space of
Mediation: A Case Study on the Production of The Pilgrimage in the Land of Java.

Kardiansyah, M. Y., & Salam, A. (2020b). The Translator’s Strategy as a Cultural
Mediator in Translating Indonesian Novel into English. 4th International Conference
on Language, Literature, Culture, and Education (ICOLLITE 2020), 413-418.

Kardiansyah, M. Y., & Salam, A. (2021). Reassuring Feasibility of Using Bourdieusian
Sociocultural Paradigm for Literary Translation Study. Ninth International
Conference on Language and Arts (ICLA 2020), 135-1309.

Kasih, E. N. E. W. (2018). Capitalism as The World View in Valdez’s The Dirty Social
Club. Language in the Online and Offline World 6 (LOOW): The Fortitude, May 2018,
105-109.

Kuswoyo, H., Sujatna, E. T. S., Rido, A., & Indrayani, L. M. (2020). Theme Choice and
Thematic Progression of Discussion Section in Engineering English Lectures.
Proceedings of the 4th International Conference on Learning Innovation and Quality
Education, 1-10.

Kuswoyo, H., Tuckyta, E., Sujatna, S., Indrayani, L. M., & Macdonald, D. (2021).
SOCIAL SCIENCES & HUMANITIES ‘ Let ’ s take a look ...": An Investigation of
Directives as Negotiating Interpersonal Meaning in Engineering Lectures. 29(1), 47—

Komunikata 5



Komunikata
Volume 2 (7), 2022

69.

Mandasari, B., & Wahyudin, A. Y. (2021). Flipped Classroom Learning Model:
Implementation and Its Impact on EFL Learners’ Satisfaction on Grammar Class.
Ethical Lingua: Journal of Language Teaching and Literature, 8(1), 150-158.

Ngestirosa, E., Woro, E., & Strid, J. E. (2020). Reconstructing the Border : Social
Integration in Reyna Grande ’ s The Distance Between Us. December.

Oktaviani, L., Mandasari, B., & Maharani, R. A. (2020). IMPLEMENTING POWTOON
TO IMPROVE STUDENTS’ INTERNATIONAL CULTURE UNDERSTANDING
IN ENGLISH CLASS. Journal of Research on Language Education, 1(1).

Pranoto, B. E. (2021). Insights from Students’ Perspective of 9GAG Humorous Memes
Used in EFL Classroom. Thirteenth Conference on Applied Linguistics (CONAPLIN
2020), 72-76.

Puspita, D. (2021). TED-Talk: A Listening Supplemental Material for Learning English.
The 1st International Conference on Language Linguistic Literature and Education
(ICLLLE).

Puspita, D., & Amelia, D. (2020). TED-TALK: A SUPPLEMENT MATERIAL TO
PROMOTE STUDENTS’AUTONOMY IN LISTENING. ELTIN JOURNAL, Journal
of English Language Teaching in Indonesia, 8(2), 91-102.

Puspita, D., & Pranoto, B. E. (2021). The attitude of Japanese newspapers in narrating
disaster events: Appraisal in critical discourse study. Studies in English Language and
Education, 8(2), 796-817.

Putri, N. R., & Sari, F. M. (2021). INVESTIGATING ENGLISH TEACHING
STRATEGIES TO REDUCE ONLINE TEACHING OBSTACLES IN THE
SECONDARY SCHOOL. Journal of English Language Teaching and Learning, 2(1),
23-31.

Qoadriani, L. U. (2021). English interference in bahasa Indonesia: A phonology-to-
orthography case in Instagram caption. English Language and Literature
International Conference (ELLIC) Proceedings, 3, 349-355.

Qodriani, L. U., & Wijana, I. D. P. (2021). The ‘New’Adjacency Pairs in Online Learning:
Categories and Practices. Ninth International Conference on Language and Arts
(ICLA 2020), 121-125.

Sari, F. M., & Wahyudin, A. Y. (2019a). Undergraduate Students’ Perceptions Toward
Blended Learning through Instagram in English for Business Class. International
Journal of Language Education, 3(1), 64—73.

Sari, F. M., & Wahyudin, A. Y. (2019b). Undergraduate students’ perceptions toward
blended learning through instagram in english for business class. International
Journal of Language Education, 3(1), 64—73. https://doi.org/10.26858/ijole.v1i1.7064

Sari, K., & Pranoto, B. E. (2021). Representation of Government Concerning the Draft of

Komunikata 6



Komunikata
Volume 2 (7), 2022

Criminal Code in The Jakarta Post : A Critical Discourse Analysis. 11(2), 98-113.

Sartika, L. A., & Pranoto, B. E. (2021). Analysis of Humor in the Big Bang Theory By
Using Relevance Theory : a Pragmatic Study. 2(1), 1-7.

Septiyana, L., & Aminatun, D. (2021). THE CORRELATION BETWEEN EFL
LEARNERS’COHESION AND THEIR READING COMPREHENSION. Journal of
Research on Language Education, 2(2), 68—74.

Setiawan, D. B., Prameswari, S. R., & Putri, S. R. (n.d.). MENINGKATKAN
KEPERCAYAAN DIRI ANAK-ANAK PANTI ASUHAN. 23-28.

Suprayogi, S., & Eko, P. B. (2020). The Implementation of Virtual Exhibition Project in
English for Tourism Class for University Students. Academic Journal Perspective:
Education, Language, and Literature, 8(2), 87-97.

Suprayogi, S., & Novanti, E. A. (2021). EFL Learner’s Literary Competence Mapping
through Reader-Response Writing Assessed using CCEA GCSE Mark Scheme. Celt:
A Journal of Culture, English Language Teaching & Literature, 21(1), 1.

Suprayogi, S., & Pranoto, B. E. (2020). VIRTUAL TOURISM EXHIBITION ACTIVITY
IN ENGLISH FOR TOURISM CLASS: STUDENTS’PERSPECTIVES. Celtic: A
Journal of Culture, English Language Teaching, Literature and Linguistics, 7(2),
199-207.

Suprayogi, S., Samanik, S.-, Novanti, E. A., & Ardesis, Y.-. (2021). EFL Learner’s
Literary Competence Mapping through Reader-Response Writing Assessed using
CCEA GCSE Mark Scheme. Celt: A Journal of Culture, English Language Teaching
& Literature, 21(1), 2. http://journal.unika.ac.id/index.php/celt/article/view/2871

Suprayogi, S., Samanik, S., & Chaniago, E. P. (2021). Penerapan Teknik Mind Mapping ,
Impersonating dan Questionning dalam Pembelajaran Pidato di SMAN 1 Semaka.
02(01), 33-39.

Wahyudin, A. Y., & Sari, F. M. (2018). The effect of Instagram on the students’ writing
ability at undergraduate level. The 1st International Conference on English Language
Teaching and Learning (1st ICON-ELTL), 1-10.

Komunikata 7



