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ENGLISH LANGUAGE TEACHING & 

ADVERTISEMENT

LANGUAGE

ADVERTISEMENT

LANGUAGE

...is an inseparable part 
of human being to 

communicate

…is an instrument/ 
media to send 
messages of 

communication

SIGNS/ IMAGES

representations 
of culture
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ADVERTISEMENTS

Television

Movies

VideosEmail

Billboards

ADVERTISEMENTS

Radio

Recordings

Magazines

Books

Internet
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WHY MAGAZINE ADVERTISEMENT?

Respondent 

• Reading from paper enables me to concentrate without distraction; I
can put it to one side and then pick it up again later…

VVT Research: 63% trust advertising more on paper than on 

TV (41%) and internet (25%)

Respondent 
1

can put it to one side and then pick it up again later…

Respondent 
2

• Re-reading a magazine advertisement helps her to find a relaxed kind of
feeling, so she can later decide on whether or not she should purchase
an advertised product.
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ADVERTISEMENT = TEXT + CONTEXT

ADVERTISEMENT

Text
Verbal

Non-Verbal

written

spoken

images

words

Context signs

Stuart Hall
By use of “language, of signs and images”, representation is 

“an essential part of the process by which meaning is 
produced and exchanged between members of a culture”.

surrounding/ background of advertisement: 

history, economy, politics, culture of the 

society…
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� Learning a language also means learning “the values and
preoccupations of its culture”, which becomes the “chief of
socialization” (Lehtonen, 2000, p. 23).

LEARNING A NATION’S CULTURE 

THROUGH ADVERTISEMENTS

� Thus studying advertisements that uses English language texts,
would naturally mean that the contextual cultures underlying the
people will also be learnt, either consciously or subconsciously by
an advertisement reader or viewer.

� Petracca and Sorapure (1998) see the study of advertisement within
Popular Culture.
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METHOD OF ADVERTISEMENT ANALYSIS:

SEMIOTICS

Roland Barthes’ semiotics
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ADVERTISEMENT VALUE: 

A TRANSNATIONAL POPULAR CULTURE 

Popular 
Culture Cultural 

Value

Same values?

Interested?

Buy it!!

Advertise-
ments Goodness/Desirability of 

Certain Actions
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MAGAZINE ADV = Transnational

TRANS + NATIONAL = going across the borders

= cross bordering

whatever was localized in one nation has become globalized
and transnationalized because of media technology’s
advancement & advertisements
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CROSSING NATION’S BORDERS WITH 

WOMEN MAGAZINE ADVERTISEMENT’S 

AMERICAN CULTURAL VALUES

Not many people realize in the beginning that advertisements have

cleverly imposed with them the cultural values of the U.S.
(Tinarbuko, 2005, p. 3).

Tizzy Asher
I am someone who actually dislikes
listening to the radio, but I cannot avoid
turning on to the radio’s intense
promotion on women’s strategies of
having a sexy body in order to attract
men’s attention (Asher, 2002, p. 24).

Nicole
I mean something or feel alive only if I put on the shoes or clothes from the recognizable brands I
see advertised on popular magazines (Winfrey, 2007).
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Roland Barthes’ 
Semiotic reading

Selecting three U.S. magazines  
(primary data) Cosmopolitan, The 
Ladies’ Home Journal and O: the 

Oprah Magazine

Total no. of advertisements = 
USA Cosmopolitan  905, LHJ  992, Oprah 786

READING 3,000(+)  ADVERTISEMENTS

PLUS  (supplementary data) 
Indonesian Cosmopolitan, Kartini, 

Femina

U.S. cultural values  -

what Americans want to 
share  to others

Total no. of advertisements =
IND Cosmopoltan 422, Kartini 102, Femina 168
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SAMPLE OF ANALYSIS PROCESS
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TRANSNATIONAL CULTURAL VALUES
over space (USA vs Ind) & time (1960s vs 2000s)

Some of the U.S.  
Advertisements’ 

Published in other Some of the U.S.  
magazine

advertisements

Advertisements’ 
messages are 

transformed as it is 
without any/ with 

some changes

Published in other 
countries e.g. 
Indonesia’s 

popular magazines

TRANSNATIONAL 
CULTURAL 

VALUES

Fishkin (2005), Rowe (1998) Hornung (2005): studying American culture should must 

take account of the different Americas (Carribean islands, Latin and North America) 

and their influence to other cultures and vice versa  �studying how the American 

products have been used and how the cultural values enclosed within them have 

been practiced in other countries…
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CULTURAL VALUES % in USA Cosmopolitan, 

The Ladies’ Home Journal, and 

O: The Oprah  Magazine

38%
11%

19%
Middle Class 
Ideology

Modern 
Technology 12%

Middle Class 
Ideology

CULTURAL VALUES % in Indonesian 

Cosmopolitan, Kartini, Femina

38%

32%

11% Technology

Freedom of 
Expression

Others

40%

32%

15%

15%

12% Ideology

Modern 
Technology

Freedom of 
Expression

Self Esteem & 
Reliance

Others
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USA Cultural Values: Cosmopolitan, Ladies’ Home 

Journal, and O:The Oprah Magazine

Modern 

Middle 
Class

SUCCESS
38 %

32 %

Others

Freedom of 
Expression

Modern 
Technology

Class

Oprah.Aug 07.p23

Cosmo.Aug
07.p18

Cosmo.Aug
07.p253

LHJ Feb 08.p15

Cosmo Feb 
08.p65

Cosmo Feb 
08.p45

11%

19%
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Indonesian Cultural Values: 

Cosmopolitan, Kartini, Femina

Self Esteem/ Reliance & 
Freedom of expression

Modern 
Technology

Middle Class

SUCCESS
40 %

32 %

15 %

Kartini 25Jan-
8Feb 08.p47

Cosmo Feb 08.p 
19

Femina 15-21Feb 
07.p 133

Femina 29Mei-
4Jun 08.p 95

Cosmo Mei 
08.p 137

Kartini 25Jan-
8Feb 08.p67

others

12 %
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