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Abstract.

Studying ad text is an indispensable requirement. In order to achieve the learning
objectives, one of which is the need for teaching materials that are in accordance with the
understanding and development of students. With the large selection of advertising text
teaching materials, an educator must be careful in choosing them. The method used is
descriptive qualitative by not changing the data and the data is presented in detail. The purpose
of this study is to expand learning media by linking posters, billboards, and banners so that
students think more critically. The results of this study indicate that learning Indonesian
advertising text can use the media that has been mentioned.
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1. INTRODUCTION
Language is a communication tool used by societies worldwide in various forms such as

units, words, word groups, clauses, and sentences expressed both orally and in writing (Wiratno,
2014). The use of language is divided into two types: spoken language and written language.
Studies on language, conducted by Hidayati et al (2014), Rahmawati et al (2014), and
Juniningsoh et al (2016), are related to the learning of the Indonesian language in elementary
schools. When using language, whether spoken or written, we do not employ random words;
instead, the words used form coherent sentences following established rules, resulting in well-
constructed sentences that can convey ideas, thoughts, or feelings. In this research, the author
will analyze one example of written language, namely advertising text (Kasmilawati &
Agustina, 2019).

Advertisements can serve as marketing and communication media, allowing producers to
promote their products. As informative tools, advertisements provide information about goods
or services to the public, encouraging them to try or purchase the offered products or services.
Advertisements can be categorized based on media and objectives. Based on the media used,
advertisements can be classified into various types, including print ads, classified ads, column
ads, advertorials, and display ads. Meanwhile, based on their objectives, advertisements can be
commercial or non-commercial (public service announcements) (Rakhmanti, 2012). Media can
also be utilized to enhance students' learning outcomes, as indicated by research conducted by
Hidayat & Aji (2022), Sholihah et al (2021), Siregar et al (2022), and Lestari et al (2023).

In advertising texts, a specific language known as advertising language is used.
Advertising language is also referred to as expressive and impressive language. Rismawati &
Fadhila (2016) studied teachers' language in the 2013 curriculum, while Suwarti et al (2020),
Ulfaeni (2017), and Adhiana et al (20220) developed media using the Indonesian language.
Advertising language is expressive because the text contains messages presented in a way that
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allows the audience or readers to understand the intended message. On the other hand,
advertising language is considered impressive because unique expressions are created by
advertising writers to convey their messages. Thus, in an advertisement, one often encounters
language that is easy to remember and captivating to read or watch (Khoiria, 2020).

According to Tomagola (1998:333), advertisers have several objectives when composing
each advertisement. These objectives include (1) capturing attention, (2) generating interest (in
reading or listening to the advertisement), (3) stimulating curiosity, (4) creating belief (about
the product or service), and (5) prompting action (to purchase and use the product or service).
Considering that the function of advertising is to influence the audience to buy products or
services produced by manufacturers, ad writers strive to exploit the potential of language to the
fullest extent possible to achieve these goals. Therefore, it is not surprising that advertising
language is dynamic, changing with the times.

In addition to being used to promote goods and services, advertisements can also serve as
a learning medium, especially in the Indonesian language subject. In text-based Indonesian
language learning, the following gradual steps are usually taken: understanding the text,
understanding the text structure, analyzing the linguistic elements of the text, and comparing
one text with another. When creating a text, students typically form sentences and write texts.
Students are expected to be able to write advertising texts according to the rules learned earlier
(Islahudin, 2019).

Advertising texts are a necessary requirement, as outlined in the 2013 curriculum for
grade XII, specifically in core competencies (KI) 3 and 4. KI 3 involves "understanding,
applying, analyzing, and evaluating factual, conceptual, procedural knowledge based on
curiosity about technology, art, culture with insights into humanity, nationality, related to
events in specific fields of study according to talents and interests in solving problems. On the
other hand, KI 4 involves "managing, reasoning, and creating in the concrete domain with the
development of what is learned in school creatively and effectively and being able to use
methods and scientific principles" (Zarkasyi, 2017).

2. METHOD

This article employs a qualitative descriptive research method. Sudaryono (in Rahayu &
Wirawati, 2021) states that qualitative descriptive research is conducted without altering the
data, and the data is presented in detail. This method is used to describe the findings of the
obtained data. The data sources include written language found in advertisements, pamphlets,
and banners. The data collection technique in this article uses documentation techniques, such
as taking pictures of advertisements, pamphlets, and banners found on the street. After obtaining
the data, the researcher focuses on data analysis and draws conclusions based on the findings.
The analysis technique used in this research is descriptive analysis. The data processing in this
article involves (1) carefully reading the text of the advertisements/posters, (2) identifying data
according to pragmatic theory, (3) recording the results of this data identification, and (4)
summarizing and discussing the analyzed data.

3. RESULT AND DISCUSSION

If associated with the learning of the Indonesian language in schools, material on
advertising texts can be applied to advertising education in senior high school (SMA),
specifically in grade XII. Language learning in schools is emphasized for students from
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elementary to secondary levels to improve their communication skills, both orally and in
writing. Studies on elementary school learning were conducted by Nugroho et al (2023);
Muhtarom & Andi (2022); Cahyati et al (2021); Widiasari et al (2020); Aji & Riyanto (2019);
& Purnanto & Mustadi (2016) regarding the improvement of students' language skills in
elementary school.

Based on the analysis conducted, the obtained advertisements/banners can support the
learning of advertising texts related to the information obtained through the implicature analysis
of the sentences stated in the ads. Prayitno et al (2019) examined various comments on social
media related to politeness. In addition to them, Riyanto (2016) & Prabawa (2010) examined
how a statement in print media is viewed based on the intended message. By analyzing
implicature in statements, the meaning and purpose of the disseminated advertisements/posters
can be understood.

In the learning of advertising texts, it is not only about analyzing implicature in sentence
parts but also about the use of words, even though there are no absolute conditions for the use
of words and sentences in advertising texts. Sentence analysis with implicature studies can
make the learning of advertising text material more critical in thinking because it can deduce
the meaning of a sentence in an advertising text.

In connection with the learning of the Indonesian language in schools, especially in grade
XII of the 2013 curriculum in advertising text learning. Indonesian language learning generally
directs students to improve their communication skills, both orally and in writing.

Figure . Advertising 1

Data 1

Let's Build a Semarang District that is Self-Sufficient and Obeys Paying Regional Taxes
and Levies

Ayo Membangun Kab.Semarang yang BERDIKARI Taati Bayar Pajak Dan Retribusi
Daerah

Analysis:

In data number one, according to the slogan written, there is an abbreviation for the phrase
“BERDIKARI” namely 'standing on your own feet' which is found in government
advertisements where the advertisement is intended to encourage people to pay taxes with self-
awareness. The purposje of this article is also to remind the public if there are people who have
not yet paid their taxes and are in arrears.
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Figure 2. Advertising 2
Data 2
Combat Illegal Cigarettes
Gempur Rokok llegal

Analysis:

In data number 2, we appeal to the public not to consume illegal cigarettes. Written in the
advertisement “gempur rokok ilegal” the Semarang district government asks the public not to
consume and destroy illegal cigarettes. From this sentence, perhaps many illegal cigarettes have
been found and smuggled but they are still being continued and passed without being checked
by the authorities. This applies not only to the general public, but also to customs officers who
have the task of checking exported and imported goods that receive bribes for illegal cigarettes,
and sensitize them not to repeat the same thing again.
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Figure 3. Advertising 3
Data 3

E-PLO (Electronic Personal Loan) Credit for ASN only
Kredit E-PLO (Electronic Personal Loan) Khusus ASN

Analysis:

In data number 3, it is a banner promoting services where the banner is aimed specifically
at ASN, borrowing will be made easier and faster if you use the “KREDIT E-PLO” service.
Specifically for ASN so that they have their own borrowing channel, and are not mixed up with
other customers.
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Figure 4. Advertising 4
Data 4

J&T Cargo "Bigger, More Economical" Can Send 2-Wheeled Vehicles (Motorcycles)
J&T Cargo “Lebih Besar Lebih Ekonomis” Bisa Kirim Kendaraan Roda 2 (Motor)

Analysis:

Data number 4 is a banner to promote services. Cargo in kbbi is large goods sent via ships,
planes and other large vehicles. So it is aimed at people who want to send large loads of goods
to J&T Cargo. Sending large goods is also more economical using the services of J&T Cargo
rather than having to send them yourself to the destination which is considered to cost more
money and energy. If you use this service, people just have to wait and receive information
when the goods have arrived.

Figure 5. Advertising 5

Data 5
Whatever Money You Need, Cendrawasih 5 Minutes Disbursed
Berapapun Kebutuhan Duwitnya Cendrawasih 5 Menit Cair

Analysis:

Data number 5 is a poster that promotes money lending services to the public at KSP
Cendrawasih with any loan amount and the process of disbursing funds is very fast so that
people can be tempted by the advertisement. If someone wants to borrow a large amount of
money, it usually takes a long time for the money to be disbursed, but if you borrow from
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Cendrawasih with any amount, the disbursement of the funds will not take a long time, in fact,
Jjust wait 5 minutes and it will be disbursed immediately.

SEPARO |
HARGA

Figure 6. Advertising 6
Data 6

Cheap Clothing Market Half Price
Pasar Sandang Murah Separo Harga

Analysis :

Data number 6 is a banner promoting a clothing bazaar ranging from robes, mukenas, t-
shirts, trousers, even shoes at only half price so that all levels of society can buy them. By
holding a half price discount, people will be more enthusiastic about getting clothes at lower
prices than usual.

DUKUNG PROGRAM % i
‘
lxllt
Untuk Akuratlsa5| Pemmh

JADILAH I’EMIlIIl GEBIII\S
IDENTITASSNONY

Ketua DPRD Kot4 Salatiga
Anggota Fraksi PDI Perjuangan

DANCE ISjAK PALIT, M.Si

Figure 7. Advertising 7
Data 7
Support the COKLIT Program, for voter accuracy. Be a Smart Voter!! Identity
Politics.. No
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Dukung Program COKLIT, Untuk Akuratisasi Pemilih Jadilah Pemilih Cerdas!! Politik
Identitas.. No

Analysis :

Data number 7 is a banner that appeals to the public to support the coklit program. Coklit
itself is matching and research in collecting data on people who are voters carried out by a
committee. This banner was created because soon there will be a general election for
presidential candidates in 2024, the writing urges voters to choose intelligently, according to
their individual choices, and not to be tempted by identity politics which is only a form of use
to get votes, choose whichever one you like. worthy of being a leader.

ELAMATRAN

EMOKRAST
IMBANGICAN
R

Figure 8. Ad

vertising 8

Data 8
Save Democracy, Overthrow Oligarchy

Selamatkan Demokrasi, Tumbangkan Oligarki

Analysis :

Data number 8 is a banner that shows society to try to prevent oligarchic politics.
Oligarchy itself is a form of power, where this power is in the hands of a few people or certain
groups. As the general election for presidential candidates in Indonesia approaches, many
banners are calling out to the public to continue upholding democracy in this country.



236 A. L. Lutfiah et al.

BUDAYAKAN
| _TERTIB
LALULINTAS &

Figure 9. Advertising 9

Data 9
Salatiga, Culture Order Traffic. Anti Exhaust Is Not Standard
Salatiga, Budayakan Tertib Lalu Lintas. Anti Knalpot Tidak Standar

Analysis:

Data number 9 is aimed at the people of Salatiga to use standard exhausts and be orderly
in traffic. This reminds users of non-standard exhausts with loud noises that make other
residents feel disturbed, that if they do not comply with the applicable regulations, Salatiga
residents who violate them will definitely be punished.

Figure 10 Advertising 10

Data 10
Happy Eid Al-Fitr 1 Shawwal 1444H
Selamat Hari Raya Idul Fitri 1 Syawal 1444H
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Analysis:

District Leadership Council of the United Development Party Branch. Semarang wishes
the people of Semarang Regency a happy Eid al-Fitr. The billboards were installed to coincide
with Eid al-Fitr 2023, in order to represent the Semarang Regency Branch Leadership Council
to pray and apologize for the 2023 holiday.

813-9238-6168

Fig m:&dvertising 11
Data 11
Present for the People, Devoted to the Country

Hadir Untuk Rakyat, Berbakti Untuk Negeri

Analysis:

TNI General Moeldoko, as the Indonesian presidential chief of staff, was present to serve
in developing the country for the people. He is present as the presidential chief of staff from the
people and for the people by carrying out his duties to serve Indonesia through his vision and
mission.

durejo, Gemolong, Sragen, Jawa Tengal
[ k (Kebon Timur TK MTA Gemolong)
Figue 12. Advertising 12
Data 12
Don't vote for me, I won't vote because I'm waiting for angkringan
Jangan Pilih Saya, Saya Tidak Nyaleg Karena Saya Tunggu Angkringan
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Analysis:

The poster promotes his angkringan business by making a banner like a government
program. This banner can attract the interest of people who see it. People who see and want to
know what an angkringan is like will definitely look for a location and buy various foods and
drinks and make sellers sell well thanks to the banners they make. Angkringan itself is a push
cart for selling various kinds of food and drinks on the side of the road.

4. CONCLUSION
The use of posters on the streets for learning advertising texts can be used as a learning

medium. By using these posters, students can study various materials included in advertising
texts, namely understanding the meaning of the poster they get, being able to identify the type
of poster they get, knowing what is featured in the poster. In the research carried out, researchers
received many posters related to the government. Almost every place where posters/billboards
are placed is dominated by politics and the government. By using street poster media, students
can increase awareness of the posters placed around the street and can learn Indonesian and
make their minds more critical in understanding the lessons learned.

5. REFERENCES

Adhiana, V. 1., Yuniawatika, Y., Ahdhianto, E., & Wantoro, J. (2022). Interactive Media
Development Using Articulate Storyline-Based Instructional Games for Teaching
Fractions. Profesi Pendidikan Dasar, 9(1), 15-27

Aji, G. P., & Riyanto, S. (2019). Peningkatan Keterampilan Membaca Permulaan Pada
Pembelajaran Tematik Dengan Metode Global Kelas 1 Sdn Kajen 02.Jurnal
Fundadikdas (Fundamental Pendidikan Dasar), 2(3), 93-98.

Alfiyani, Wulan, and Kampus Bumi Tadulako. "Penggunaan gaya bahasa iklan produk di

facebook." Jurnal Bahasa dan sastra 4.4 (2019): 69.

Cahyati, J. N., Setiani, F., Suharyanto, S., Sholiha, H. I. A., & Giyoto, G. (2021). Sistem Four
Day Four Places sebagai Bentuk Pendalaman Materi Ajar Pendidikan Sekolah
Dasar. Buletin KKN Pendidikan, 3(2), 117-126.

Hidayati, Y. M., Rahmawati, F., & Herawati, A. (2014). Penerapan strategi cooperative script
dengan media komik untuk meningkatkan motivasi belajar siswa kelas v pada mata
pelajaran bahasa Indonesia di SD negeri II Gedong tahun ajaran 2013/2014.

Hidayat, S., & Aji, A. C. (2022). Peningkatan Hasil Belajar PPKn Kelas 6 SDN Bangunsari 02
Menggunakan Media WhatsApp. Jurnal llmiah Kampus Mengajar, 45-49.

Islahuddin, 1. (2019). Meningkatkan Kemampuan Menulis Iklan Baris dan Sikap Kemandirian
Menggunakan Media Iklan Kodek (Koran Lombok Post) pada Pembelajaran Berbasis
Teks Kelas Viii SMPN 1 Selong Tahun 2018/2019. SeBaSa, 2(1), 31-40.

Juminingsih, J., & Samino, S. (2016). Manajemen Kurikulum Dan Pembelajaran Bahasa
Indonesia Di Sdit Muhammadiyah Al Kautsar Kartasura Tahun 2013/2014. Profesi
Pendidikan Dasar, 2(1), 23-31.

Kasmilawati, 1., & Agustina, L. (2019). Kalimat Imperatif Dalam Bahasa Lisan Masyarakat
Dayak Deah. STILISTIKA: Jurnal Bahasa, Sastra, Dan Pengajarannya, 4(2), 287-296.

Khoiria, I. (2020, October). Fungsi bahasa iklan dalam perspektif gender. In Prosiding Seminar
Nasional Bahasa dan Sastra Indonesia (SENASBASA) (Vol. 4, No. 1).



The meaning of implications on banners and billboards in learning

Lestari, M. W., Rahmadhani, I. N., Huda, M., Na’im, H., Kusuma, R. A., & Munahefi, D. N.
(2023). Pengembangan Media Pembelajaran Poster Berbasis Literasi dan Numerasi di
SDN 3 Krakitan. Jurnal llmiah Kampus Mengajar, 88-97.

Muhtarom, H., & Andi, A. (2022). Edukasi Nilai-nilai Karakter Pelajar Pancasila Terhadap
Anak Imigran Indonesia di Wilayah Gombak, Malaysia. Buletin KKN Pendidikan, 4(2),
167-174.

Nirmala, V. (2018). Iklan dalam Pembelajaran Pragmatik di Sekolah Menengah Atas. BIDAR:
Jurnal Ilmiah Kebahasan & Kesastraan, 8(1).

Nugroho, F. A., Igbal, M., Ramadhan, F., & Swastika, A. (2023). Implementasi Service
Learning pada Program KKN-Dik FKIP UMS 2023 di SD Muhammadiyah Program
Khusus Ampel, Boyolali. Buletin KKN Pendidikan, 5(1).

Prabawa, A. H. (2010). Implikatur dalam Kolom SMS Pembaca Liputan Khusus Thomas Uber
pada Harian Tempo Bulan Mei 2008.

Prayitno, H. J., Kusmanto, H., Nasucha, Y., Rahmawati, L. E., Jamaluddin, N., Samsuddin, S.,
& Ilma, A. A. (2019). The politeness comments on the Indonesian President Jokowi
Instagram official account viewed from politico pragmatics and the character education
orientation in the disruption era. Indonesian Journal on Learning and Advanced
Education (IJOLAE), 1(2), 52-71.

Purnanto, A. W., & Mustadi, A. (2016). Analisis kelayakan bahasa dalam buku teks tema 1
kelas I sekolah dasar kurikulum 2013. Profesi Pendidikan Dasar, 3 (2), 102—-111.

Rahayu, S., & Wirawati, D. (2021). Tindak Tutur dalam Instagram Akun@ kata2bijak dan
Kaitannya dengan Bahan Ajar di SMP Kelas VIII. BELAJAR BAHASA: Jurnal Ilmiah
Program Studi Pendidikan Bahasa dan Sastra Indonesia, 6(2), 245-260.

Rahmawati, F. P., Utami, M., & Noviati, M. D. A. (2014). Pembelajaran bahasa Indonesia yang
berkarakter, aktif, dan menyenangkan di SD Muhammadiyah 10 Surakarta.

Rakhmanti, A. (2012). Peran Account Eksekutif dalam Memperoleh Pengiklan Jenis Iklan
Kolom di Harian Jawapos Radar Solo.

Risminawati, R., & Fadhila, N. (2016). Persepsi Guru Terhadap Implementasi Pembelajaran
Tematik Integratif Kurikulum 2013 Di Sekolah Dasar Muhammadiyah. Profesi
Pendidikan Dasar, 3(1), 58-65.

Riyanto, S. (2016). Bentuk pengacuan dalam wacana media massa cetak. Jurnal Penelitian
Humaniora, 16(2), 70-80

Samsiyah, N. 2016. Pembelajaran Bahasa Indonesia Di SD Kelas Tinggi (pp. 11-14). CV. AE
Media Grafika.

Sari, V. P. (2021). Pengembangan Media Pembelajaran Berbasis Animaker dalam
Pembelajaran Daring sebagaiSumber Belajar pada Teks Iklan, Slogan, Atau Poster pada
Siswa SMP Kelas VIII.Nurhayatin.

Sholihah, A. Q. A., Octaviani, F. R., Anif, S., & Sutopo, A. (2021). Perbandingan Penggunaan
Media Pembelajaran pada Hafalan Doaharian Anak di Masa Pandemi. Jurnal Ilmiah
Kampus Mengajar, 41-50

Sintia, R. D. (2017). Bahasa iklan layanan masyarakat dan implikasinya terhadap pembelajaran
Bahasa Indonesia di SMA.

Siregar, Y. S., Darwis, M., Baroroh, R., & Andriyani, W. (2022). Peningkatan Minat Belajar
Peserta Didik dengan Menggunakan Media Pembelajaran yang Menarik pada Masa

239



240

Open Access This chapter is licensed under the terms of the Creative Commons Attribution-NonCommercial 4.0 International License
(http://creativecommons.org/licenses/by-nc/4.0/), which permits any noncommercial use, sharing, adaptation, distribution and
reproduction in any medium or format, as long as you give appropriate credit to the original author(s) and the source, provide a link to

A. L. Lutfiah et al.

Pandemi Covid 19 di SD Swasta HKBP 1 Pada.ng Sidempuan. Jurnal llmiah Kampus
Mengajar, 69-75.

Suwarti, S., Laila, A., & Permana, E. P. (2020). Pengembangan Media Komik Berbasis
Kearifan Lokal untuk Menentukan Pesan dalam Dongeng pada Siswa Sekolah
Dasar. Profesi Pendidikan Dasar, 7(2), 140-151.

Tomagola, Tamrin Amal. 1998. “ Citra Wanita dalam Majalah Wanita Indonesia Suatu
Tinjauan Sosiologi Media dalam Idi Subandi Ibrahim dan hanif Suranto (ed). Wanita dan
Media. Halaman 330-347. Bandung: PT Remaja Rosda karya.

T., Rustandi, A., Nugraha, E., & Kusmini, A. (2020). Penerapan Metode Cooperative Learning
dalam Pembelajaran Menulis Teks Iklan, Slogan, dan Poster untuk Peningkatan Aktivitas
dan Kreativitas Siswa Kelas VIII SMP Pasundan 2 bandung. Didaktik: Jurnal Ilmiah
PGSD STKIP Subang, 6(2), 334-379.

Ulfaeni, S. (2017). Pengembangan Media Monergi (Monopoli Energi) Untuk Menumbuhkan
Kemampuan Pemahaman Konsep IPA Siswa SD. Profesi Pendidikan Dasar, 4(2), 136-
144.

Widiasari, C., Almahi, H., Prasetyoningrum, D., Rohmatika, N. L., Sendy, E. N., Satria, Y. L.,

... & Kurniawan, M. E. (2020). Pengembangan Psikomotorik Peserta Didik melalui
Kegiatan Outing Class di BA Aisyiyah Bulakrejo 2, Sukoharjo. Buletin KKN
Pendidikan, 1(2), 91-96.

Wiratno, T., & Santosa, R. (2014). Bahasa, fungsi bahasa, dan konteks sosial. Modul Pengantar
Linguistik Umum, 1-19.

Zarkasyi, R. 1., & Rahmawati, L. E. (2017). Studi Eksplorasi Dan Analisis Kebutuhan
Pembelajaran Teks Iklan Di SMA (Doctoral dissertation, Universitas Muhammadiyah
Surakarta).

the Creative Commons license and indicate if changes were made.

The images or other third party material in this chapter are included in the chapter's Creative Commons license, unless indicated
otherwise in a credit line to the material. If material is not included in the chapter's Creative Commons license and your intended use is
not permitted by statutory regulation or exceeds the permitted use, you will need to obtain permission directly from the copyright holder.


http://creativecommons.org/licenses/by-nc/4.0/

	The meaning of implications on banners andbillboards in learning Class XII Ad Text

