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1. INTRODUCTION

The language has an important role function for humans, especially communicative functions. The fact,
people used language as a vital means of communication in life. [1]-[3]states that language's primary function is a
communication tool or interaction tool owned only by humans. Communication interacts with each other as like
media for human beings. Communication derives from the Latin "communicare," which means having people
popular or sharing [4]-[6]. It is used to send and receive information, idea, opinion, signals, or messages by
conversing, gesturing, or writing.

Communication is also known in the marketing world, which is called advertising. Advertising is a
persuasive sales message directed to prospective buyers of products of certain goods or services at the lowest
possible cost [7]-[9]. Persuasive, which means persuade or suggestive. The form of persuasion is the continuation
or evolution of the argument or statements. Persuasion is one of the most powerful strategies to convince readers
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of an idea on grounds, evidence, or testimonies [10], [11]. Then, followed by an invitation, encouragement,
seduction, exhortation, or suggestion to the reader. With this persuasive strategy in advertising marketing, of
course, other strategies support it, such as using persuasive diction in the text or the advertisement's utterances
[12], [13].

Advertising language as a variety of businesses is one of the languages used in communication. Through
this communication, language plays an important role in the choice of words or can be called diction. Choosing
words is referred to as a language function as a diction [14], [15]. The language function of diction in a text is
influenced by the speaker's ability to understand, master, use words, or a language that is active and effective for
the reader or listener. With good language skills and the use of words, they have to say correctly based on the facts
that are appropriate to the advertisement.

It shows from the sentence above that "fear of Allah will lead us in the right way such as a honestly in
speaking" and such as speaking the right word, that the people will not be confused with our words. Likewise,
advertisement marketing needs a language that is clear, easy to understand, and easy to remember where language
functions are needed. Then, also a significant element in advertising is a type of communication media between
speaker and listener. According to [16], [17]it is essentially studying the language function of language as a
communication tool.

Communication becomes the most important part of the language; for example, online media can only be
accessed through the internet [18], [19]. Online media has become popular as an effective way to get in touch with
the public, using all forms of media channels that can be used to communicate information and messages.
Communication played a significant part in disseminating information, and the advertising where information was
loaded was one of the means of communication [20], [21]. Advertising conveys product or service information
and has an encouraging and persuasive nature that listeners or readers will like, select, and purchase by (product
or services) already offered. Then, advertisement is one of the communication methods intended to inform
consumers that viewers, readers, and listeners will buy goods or services, and how products or services are giving
the customer benefit [22], [23].

Advertising is one of the news for the general public on media channels. Everything can be found on TV,
magazine, a newspaper, on the road, attached to the wall or trees, in the supermarket, and elsewhere in this modern
era. Nowadays, advertising such as online media advertising in various applications on mobile phones and other
electronic media [24], [25], [26]. Advertising language functions are important because communication is used to
convey the meaning of one language to another. In the advertisement, the language has an important role that used
to persuade audiences by its own simplicity and interest. They usually used persuasive language to sell the product
or services. They can persuade customers to buy because the purpose is to influence other minds so as to be open
to negotiate with what he has been hearing [27], [28].

Therefore, that important language function of advertising marketing and this study will focus on the use
of language functions in cosmetics advertising in online media. Then, analyze it by using M. A. K. Halliday (1973)
theory there are seven kinds function of language [29], [30]. Furthermore, some studies related to language
function, such as Suwito (2013), discovered language function and language style in German language cosmetic
advertising magazine, where she found there were four language functions used Ingerman. In the term of cosmetics
advertisement and also 12 language style categories. It is similar to Annesia (2018). She discovered the language
style and language function of the caption in gossip account on Instagram social media. She found there are five
language styles and seven kinds of the language of function categories.

The current research focuses on selected cosmetic advertising by online media because cosmetics become
a very important and famous issue for women today. Cosmetics, also known as make-up, is a product used to
improve or alter the body's appearance or scent. Beauty cosmetics are put on the face, body, and hair. By using
modern technology, people can easily access online media on the internet [31], [32]. Through online marketing, it
is an opportunity for entrepreneurs to market their products through online media/internet. It is also more effective
to be directly identified so many people can watch it. Therefore, the researcher is interested in studying language
function used in cosmetic advertising in online media.

The first study, Language Function of Selected Cosmetics Advertisement in Online Media, explores how
language is used strategically in advertising, particularly in digital platforms, to influence consumer perception,
desire, and decision-making [33]. This research typically emphasizes applied linguistics, focusing on rhetorical
strategies, persuasive discourse, and semantic or pragmatic tools employed by marketers to construct brand identity
and promote product value. The background of this study is grounded in the socio-cultural use of language as a
marketing device, highlighting how words, tone, and language choices shape meaning in a competitive commercial
environment. It treats language as a functional and intentional communicative act shaped by the needs of digital
persuasion.

In contrast, the second study, Cognitive and Language Functions of the Human Cerebellum, is situated
within the field of neurocognitive science, examining the role of the cerebellum not only in motor coordination
but also in higher-level cognitive processes such as language comprehension and production [34], [35]. The
background of this research focuses on biological and neurological mechanisms, discussing brain anatomy, neural
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networks, and cognitive-linguistic functions supported by the cerebellum. This perspective treats language as a
neurological output, determined by brain structure and function, and aims to understand how cognitive deficits or
neural disruptions affect communication and linguistic ability.

The gap between the two studies lies in the lack of interdisciplinary integration between applied language
function in social media communication and the biological basis of language processing in the human brain. While
one explores how language is purposefully crafted and interpreted in media contexts, the other investigates how
language capacity is neurologically encoded and activated [36], [37]. There is currently limited research bridging
these two domains particularly regarding how cognitively processed linguistic functions (neurological) support or
constrain socially situated language practices (media and communication). Addressing this gap could offer a more
holistic view of language use by connecting neurocognitive capacities with applied discourse strategies, especially
in the context of increasingly multimodal and fast-paced digital communication.

Based on the identified gap between socio-linguistic applications and neurocognitive foundations of
language, the novelty of the research titled "Language Function of Selected Cosmetics Advertisement in Online
Media" lies in its potential to recontextualize advertising discourse analysis through the lens of cognitive-linguistic
processing. Unlike traditional studies that focus solely on rhetorical or persuasive strategies in media, this research
can introduce a fresh perspective by examining how linguistic features in cosmetic advertisements align with or
trigger specific cognitive functions, such as attention, memory, emotional response, and decision-making [38],
[39]. By integrating principles from cognitive science particularly how the brain processes language stimuli the
study offers an innovative approach to understanding why certain linguistic patterns in digital ads are more
effective in influencing consumer behavior. This fusion of applied linguistics with cognitive function theory adds
depth to the analysis of media language, positioning the study at the intersection of language use, mental
processing, and consumer psychology, thus marking a significant advancement in both advertising discourse and
interdisciplinary language research.

The findings from this study have significant implications for both linguistic scholarship and practical
applications in marketing and media communication. From a theoretical standpoint, the study contributes to a
deeper understanding of how language functions in persuasive contexts, particularly in online advertising spaces
where message brevity and psychological impact are crucial. By analyzing the structural and functional aspects of
language in cosmetics advertisements, the research offers valuable insights into how specific linguistic choices
such as modality, figurative language, repetition, or appeal to emotion can influence audience interpretation and
consumer behavior [40], [41]. Practically, the study informs advertisers, content creators, and digital marketing
strategists on how to construct more cognitively resonant and ethically persuasive messages that align with both
communicative goals and consumer perception. Furthermore, it opens up possibilities for interdisciplinary
collaboration, particularly in integrating linguistic strategies with consumer psychology and cognitive science to
enhance the effectiveness of media messaging.

This research is especially urgent in today’s fast-evolving digital media landscape, where consumers are
constantly exposed to an overwhelming volume of persuasive content, particularly in the beauty and cosmetics
industry. As online platforms become dominant spaces for brand engagement, understanding the linguistic
mechanisms that shape consumer decision-making is essential not only for effective marketing but also for
ensuring transparency, ethical persuasion, and informed choice. Many advertisements rely on subconscious
linguistic cues that influence perception without consumers' full awareness, raising concerns around manipulation
and misrepresentation. Therefore, there is an immediate need for studies that critically analyze these language
strategies to better understand their psychological effects and social implications. This urgency is further amplified
by the increasing personalization of ads through algorithms, making it crucial to examine how language functions
dynamically across digital contexts to shape beliefs, identity, and behavior.

2. RESEARCH METHOD

In this research used descriptive qualitative method. This method intends to describe the types of the
language function and how to use the language function. The researcher produces descriptive data in the form of
complex descriptions in this approach, examines words by words, and conducted that natural situation study.

The source data in this study were taken from selected these kinds of the cosmetics brand in Indonesia
that are Maybelline, Make Over, Nyx Professional Make up. To collect the data, the researchers consist of two
stages: first, the choice of cosmetics advertising that includes Instagram, Facebook, and Youtobe from online
media, such as social media applications. Second, it comes from the internet, such as advertisements on the official
website of the cosmetics brand, and includes advertising in the form of slogans and articles. According to Meleong
(2004: 157), the source of qualitative data for research is word analyzed, while additional data, such as
documentation and others, are supporting data.

In this research, the researcher used the recording application to record advertising in online media, and
the researcher also used note-taking techniques to wrote down some of the key points of the advertisement.
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After collecting the data, the researcher analyzed by using Halliday’s theory and use analytical descriptive
method is a way for the researchers to conduct their research by describing and analyzing the data all at once
(Ratna, 2010:336). There are several steps which are conducted by the researcher, Selected the cosmetics
advertisement in online media include instagram, facebook, youtobe and in the internet. Taken the data in each
online media. Finding the language function cases appear in the cosmetics advertisement. Analyzed and described
the situation when the language function in the cosmetics advertisement accour. Classified the types of language
function in the cosmetics advertisement. Drawing the conclusion of all analysis in thi research.

Table 1. Research Instrument and Data Collection Procedures

Activity Instrument Used Data Output
Searching cosmetics Internet, Social media apps (Instagram, Selection of ad content (text,
advertisements Facebook, YouTube) video, slogan)
Recording Z;izal/audltory Screen recorder, mobile/PC apps Recorded advertisement files
Note-taking on key ad Notebook, digital notes Written ad statements
content
Reading and categorizing Grouped statements based on

R her’ 1 codi .
statements esearcher’s manual coding language function
Classifying types of

language function Based on Halliday’s theory Categorized language functions

In collecting data, the researcher followed the steps below. First, the researchers search the selected
cosmetics advertisements in Instagram, Facebook, Youtobe and such as in internet. Second, the researchers read
all the data. Third, the researchers selected the video or screenshoot cosmetics advertisement. Fourth, the rsearchers
wrote down the statements of the advertisement. Fifth, the researchers classified the statements of advertisement
into each type of language function.

3. RESULTS AND DISCUSSION

This chapter consists of findings and discuccion, and in the case of this research, the researcher would
like to present a further explaination and also identity the types of language function that involved in selected
cosmetics advertisement.

3.1. Findings

In this research, the researcher provides the data analysis on the language function of selected cosmetics
advertisement used in online media. The researcher has two points to be disscussed. The first is to determine the
used of the types of language function and the second is how the language function used in online media
advertising. This study used Halliday’s theory to analyze the data and the researcher found 12 advertisement data
that were listed from the statements and categorized them based on types of language function.

3.1.1. Types of language function used in online media advertisement of cosmetics.

In this section, the researcher provides an analyzes of the types language function used in selected
cosmetic advertisements in online media. The researcher found 12 data that has been stated in advertisement. The
data were classified into five types of language function based on Halliday’s theory (1973). In the table below, it
shows that there are 12 types of language functions that has taken been taken some from of cosmetic brands
advertisement.

Table 2. Imaginative Function
Data Statements Brand
1. “Something Gorgeous is Coming” MakeOver

Table 3. Representational Function

Data Statements Brand
1. “Eyevolution, new normal, new eye game” MakeOver
2. “Today’s gorgeous graduate. Powerstay matte powder foundation this bae has MakeOver
powerful 10 hours staying power powder foundation with perfect Soft matte
finish”.
3. “Modern dreamer, Swear by it” Nyx Professional
Make up
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Table 4. Personal Function

Data Statements Brand
1. “Perfection? It’s what I dream about” Maybelline
2. “Crisper color. Creamier feel. Nude lust turns to love” Maybelline
3. “Cann’t stop won’t stop full coverage foundation. Get it Love it Slay it” Nyx Professional Make up
4. “Express your crazy love for Soft Matte” Nyx Professional Make up

Table 5. Instrumental Function

Data Statements Brand
1. “Superstay Matte INK” Maybelline
2. “I Say, if you’ve got it, Flaunt it” Maybelline

3. “Don’tjust apply. Style Your Lashes” Maybelline

Table 6. Interactional Function
Data Statements Brand
1.  “Gorgeous Deals Alert” MakeOver

3.1.2. The use language function in selected cosmetics advertisement in online media
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Figure 1. Imaginative Function

Statement from Data | “Something gorgeous is coming” is taken from Makeover brand cosmetics. In this
advertisement, there are six products that are advertised such as transferproof matte Lipcream, powerstay eye
palette Uptown Bae, Hpyperblack matte superstay liner, Multifix matte blusher, Intense Matte Lip Cream Long
last Lightweight, and powerstay Demi-matte cover cushion. According Cambrige dictionary the word of
“gorgeous” means beautiful and attractive things that used to describe something. It offers that several products
can make woman look more beautiful and attractive by using the products. The advertiser gives simple vocabulary
to attract the customers in ordering because it is easy to remember the product, they try to convince and persuade
the customers to buy the product.
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Figure 2. Representational function

First, the statement of Data 1 “Eyevolution, new normal, new eye game” is taken from eyelook in
Makeover brand. In this advertisement, there are eight products that are introduced. There are Powerstay eye
palette Uptown Bae and Royal Rose, Brow styler eye definer, Hyperblack superstay liner, Eye brow pencil
Makeover Black Lines and Brown to Earth, Eye brow kit Dark Brown and Grey Brown, Powerstay brow definer
Mascara, Makeover Intense Matte Lip cream.

This advertisement has representational function with the word “eyevolution” in this brand means to
release two things that divided into two words “eye” and “evolution”. The first word is “eye” as a eyeliner product
that release to publish the newest color from this brand. The second word is “evolution” that related with fashion
that becomes evolution in Indonesia for young designers whose designs increasingly followed and trended.

T R 4

TODAY'S GORGEOUS GEADUATE:

POWERSTAY MATTE POWDER FOUNDATION

THIS BAE HAS POWERFUL 710 HOUR-STAYING
POWER POWDER FOUNDATION WITH
PERFECT SOFT-MATTE FINISH!

LASSZ02Z20

Second, from statement above in Data 2 “Today’s gorgeous graduate: powerstay matte powder foundation
this bae has powerful 10 hours-staying power powder foundation with perfect soft-matte finish™ is taken from
MakeOver brand cosmetics. The advertiser informs the excellence of the product that is the powerstay matte
powder foundation and has powerful 10 hours staying with perfect soft-matte finish to give more convincing to
the consumers. It also indicates that the powder foundation is needed if people want to keep their face are flawless
matte apperance in daily activity.
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Figure 4. Representational function

Moreover, this statement in Data 3 “Modern dreamer, swear by it” is taken from modern dreamer shadow
palette and swear by it is also shadow palette by Nyx Prefessional Make up brand advertisement. There are two
item product in this advertisement such as Modern dreamer and swear by it are the shadow palette made up by
Nyx Prefessional Make up that displayed a package with a beautiful spectrum of 40 rich shades in matte color
shadow and satin foiled. This shadow palette is smooth powdery which easly to blend especially in beautiful color
that make it delivers intense finish and easy to create look that you can imagine.

Figure 5. Personal function

The statement of Data 1 “Perfection? It’s what I dream about” is taken from Dream velvet and Dream
blender advertisement. In this advertisement, there are two products to advertise. Firts, Dream velvet is a
foundation make up that offers matte finish make up and also hydrate skin and second is make up blender sponge
as a foundation blending that can be used to make smooth skin. The statements above has a personal function
because explain about her personal expression in the advertisement.
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Figure 6. Personal function

This statement from Data 2 “Crisper color. Cremier feel. Nude lust turns to love” this advertisement only
shows one product from Maybelline brand cosmetic, namely Matte lipstick that is light on the lips with a
sensational color formula. Maybelline claims that this product is an ultra lightweight powder pigments lipstick. It
is twice as intence and easy to apply, such as make it comfortable to use all day long.
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FULL COVERAGE FOUNDATION

Figure 7. Personal function
Futhermore, the statement from Data 2 is “Cann’t stop won’t stop full coverage foundation Get it Love it
Slay it” from Nyx Professional Make up brand advertisement. Can’t stop Won’t Stop is a make up base foundation
full coverage quality and has a matte finish, and can make the customer brighter. The product also waterproof and
the final look is pigmented for normaly, oily, combination and sensitive it is safety for each types of the skin. This
foundation also presents the colors from different skintone shades, from darktone to light beige skin with a creamy
and smooth texture provide matte skin coverage all day long.
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f
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Figure 8. Personal function
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Next, the statement in Data 4 “Express your crazy love for Soft Matte Lip Cream” that explain about the
individual reactions after using a product in from Nyx Professional Make up brand . Soft Matte Lip Cream is one
of the most phenomenal products from Nyx’s which has a soft texture and a creamy consistency, and also it does
not make lips dry, and it is easy to remove. The advertiser will make the “Crazy Love” for make up as what they
desire that aim to emphasize the meaning of the statement which can affect to the customer to believe the products.
Thus, from the above the advertiser wants to give an example on how the product effect after it used and also to
show the result of the product when it is puts on lips.

M A B E Lo Il N B
The statement in Data 1 “Superstay matte INK” is taken from new super state matte and lip color from
Maybelline brand cosmetics. The advertiser shows an intense liquid ink formula when the model in advertising
has been applied to her lips. Superstay matte ink is a liquid lipstick that gives a customer impeccable matte finish

in a range of super stainless shades or colors. The statement has an instrumental function that explains the benefit
of the product brand. It intends to attract the audience interest to purchase the product.

Figure 9. Personal function
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Figure 10. Personal function

Futhermore, the statement in Data 2 “I say if your’ve got it. Flaunt it” is taken from the Falsies Push Up
Angel advertisement. The advertiser shows that the product has a wing brushed applicator. The Falsies Push Up
Angel is a mascara that has a waterproof and smudgeproof push up wing brush, and also it has a styling formulation
for a long lasting effect.
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Figure 11. Personal function

Next, statement in Data 3 “Don’t just apply. Style your Lashes” is taken from the new lash stylist mascara
Maybelline. It shows that the applicators and the benefits of the same product in Data 2 but both of them have
different packaging and colors of products. The statement of “Don’t just apply, Style Your Lashes” undirectly give
instructions to the customers that Dont Just Apply the make up but make it as a part of your style.
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Figure 12. Interactional function

From the statement above Data 1 “Gorgeous Deal Alert” is taken from Makeover that has interactional
function. This sentence means there will be a Big Sale because this words “Deal Alert” give a good news or big
information about Discount. The aims of the word is to full up anthusiasm of the customers to buy the product.

3.2. Discussion
3.2.1. Type of language function used in online media advertisement of selected cosmetics.

Language functions are important to make the reader or listener to understand what the writer or speaker
is trying to say. In advertising, there is a specific strategy for selling the products that aim to convince the listener
or the reader of the advertisement interested in advertising. Based on data analysis and the types of language
function, this part uses selected cosmetics advertisements in online media. There are 12 data after analysis, and
the researchers classify the data into five categories based on the language function used in the statements. They
are imaginative, representational, personal, instrumental, and interactional functions. The types of language
functions that are mostly used are personal functions. This function refers to the speaker’s or writer’s ability to
clarify their thought or arrange in one idea or classify material in their mind to express their innermost thoughts
and emotions or feelings that everyone has been felt it experiences.

This is appropriate from Halliday’s theory (1972) that explains the types of language function which used
a language to convey significant thoughts, personal emotions, and intensity of reactions to the speakers. The
advertisers give direct description results of using the advertised products that desirable for consumers by
expressing their personality and what they feel after using the product they offer. Thus, the consumers trusted the
products as an effective way to give solutions to their problems.
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3.2.2. The use language function of selected cosmetics advertisement in online media.
3.2.2.1. Imaginative function

Data 1 “ Something Gorgeous is Coming”, The advertisement describes the new items that show new
features and promise the viewers or customers about the high quality of the product in the imaginative function.
The phrase “something gorgeous” expresses an Aesthetic function that invites the viewers to imagine and involve
the phrase using an aesthetic value for imagination appearance for makeup. The advertiser tries to make the
audience easily to remember and make a new value of the product. Based on Halliday’s theory (1973), the
language's function is to explore the imagination and create a look based on their thoughts or ideas. The imaginative
function is typically works of art such as poetry, legend stories, or jokes used for public speaking or pleasure the
audience.
3.2.2.2. Representation function

This function conveys messages that tell a fact based on existing knowledge and information. Internally,

this function aims to describe a person or something based on the speaker's experience or knowledge. According
to (Goldin 2002), representation is a form or configuration that can show, described, or symbolizing an object and
a process. The case in this function was shown in. Data 1 “Eyevolution, new normal, new eye game”.
The statement above refers to a representational function because of the Makeover brand's statement
“Eyevolution.” It can be divided into two words “Eye” and “Evolution.” The meaning of the word “Eye” refers to
show a new eyeliner product that would release the newest colour in public. The word “Evolution” is related to
fashion that collaborates between the MakeOver brand with young Designers in Indonesia that work in the fashion
industry. Both words can be identified as representations because the advertiser tried to say the meaning of
“Eyevolution.” Therefore it is supported by Halliday’s theory (1973) that explains the purpose of conveying a
message tells a reality based on current knowledge or information. Then, the advertiser tries to persuade the
customers to buy the newest colors eyeliner product. It will make woman’s appearances perfect. The advertiser
uses a mask to inform the audience this time is a new normal situation.

Data 2 “Today’s gorgeous graduate. Powerstay matte powder foundation this bae has powerful 10 hours
staying power powder foundation with perfect soft matte finish”. The statement from MakeOver cosmetics is
identified as a representational function because it explains the main point of benefit products. According to
Halliday's theory (1973), the function helps communicate, describe, or record facts and information that people
see and through. The product Makeover Powerstay Matte Powder Foundation is a compact powder foundation
liquid that lasts up to 10 hours with a flawless matte finish, equipped with Microfine Color Rich Pigmented
technology and Fade Resistant Formula. So it is a matte and even colors blended with facial skin, perfectly closing
facial defects while still feeling bright.

Data 3 “Modern dreamer, Swear by it”. The statement is categorized into a representational function
because the phrase “Modern Dreamer” showed the most attractive product dream is as a matte shadow palette.
These products provide the final touch for a matte look when this shadow is added to the eyes and create a creative
look using this shadow with many color variations, which one is offered in advertising. This function focuses on
informing something such as a report, describing, confirming, and explaining something (Halliday’s 1973).
Therefore, it is similar to that statement where it intends to inform its function that conveys its opinion based on
experience, knowledge of the speakers. The advertiser tries to express appearance by using this product as a
shadow palette of colors. It also tells the Nyx Professional Makeup brand that the statements showed the most
attractive dream as a matte shadow palette. Besides, the word “Modern dreamer, swear by it” can be categorized
as glamour and increase its product sale.
3.2.2.3. Personal function

The personal function is connected to a person's ability that language function is used to express
individual reactions based on the speaker's idea, feeling, or emotions. Language aimed to express their feeling as
a part of the personal function of the language. People's personalities can be divided by using the language that
they choose to communicate with others. Data 1 “Perfection? It’s what Idream about”. The statement is taken from
the Maybelline advertisement. The statement “it’s what I dream about” explains that the advertiser has a makeup
foundation as what they dream. It refers to the personal function because it shows the personal expression of the
advertisers. This function allows a speaker to share their deep thoughts, emotions, personal feelings, and reactions.
Personality is generally defined by using their language's personal function to interact with others (Halliday, 1973).
According to the Cambridge dictionary, the word “Dream” refers to “something that you want to do a lot but that
is not very likely to happen.” Therefore, based on the explanation, it can be categorized as a personal response.
Put on the foundation is her dream. It makes the product more unique and different from other products, and this
is how the advertiser persuades the audiences to pay more attention to the product so they will use it. Then, they
hope the velvet foundation is also the audience’s dream. It likes the woman wishes that it would be fresh coverage
foundations.

Data 2 “Crisper color. Cremier feel. Nude lust turns to love”, The advertisement has a personal function.
The word “Turns to love” expresses the meaning of bringing the color from “Nude” to give a sensational value of
the color lipstick that feels light on the lips without feeling dry. The word “Love” means something very much,
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such as in this statement that explores the value of immediacy. The advertisers show the prominence of using the
product desirable by the customers. Personal functions, in the expression of a person's personality, can be seen
from the use of the personal functions of a language that they use to communicate with others (Halliday; 1973).
Therefore, the meaning of the statement is to pay attention to the customer and make people curious about this
product's quality.

Data 3 “Cann’t stop won’t stop full coverage foundation. Get it Love it Slay it” The statement “Cann’t
stop won’t stop” has a personal function in the advertisement. That tells about their feeling to have a foundation
as makeup. According to Halliday (Sumarlam, 2009: 1-3), the language function helps the speaker express
something based on feelings or individual reactions. His convey reveals not only the language but also observes
emotions of what speakers saying. Therefore, it aims to make people interested and persuade customers to buy this
product as the best foundation.

Data 4 “Express your crazy love for Soft Matte”. Besides, the statement is taken from the Nyx
Professional Make up brand. This statement explains the advertiser's feeling. In personal function, people are
possible to deliver concrete and abstract things. The phrase “Crazy Love” means a feeling of intense affection to
enjoy doing various things. The advertiser feels the soft matte lips make Crazy and love make up just her way.
The aim is to emphasize the meaning of a word that can influence the public to trust the products and make people
went crazy in love after using the product. She may felt like magic with soft matte Lip cream for a makeup
appearance. The function of the statement connects with the theory from Jacobson’s (1982-1896). The theory
describes the word as an emotive function in which personal attitude is conveyed, including the expression of
emotions, thoughts, opinions depending on the speaker. Whereas as a personal function in Halliday’s theory
(1973).
3.2.2.4. Instrumental function

According to Halliday's (1973), this function is trying to get someone to do something (commanding,
inviting, and instructing) seeking the effect on the audience behaviour. Halliday state that linguistics function in
the language is used to satisfy basic material which used to control the environment and to achieve things or to
perform something based on the speaker's instructions. Data 1 “Superstay Matte INK”. The statement expresses
the reactions customers of the product which after using it by following the instructions of speakers from the
advertisement. Based on Halliday theory (1973) it appropriate to this function that usually gives instructions for
doing something. It can make customers give a true review after using the products. This situation will be helpful
for the advertiser to promote the product from the Maybelline brand cosmetic. It can be seen that creates a situation
were the advertisement immediately receives a good response from the audience as they comment on the product.
Therefore, it can be concluded that it is the company strategy to market products and persuade the audience to buy
it.

Data 2 “I say if your’ve got it. Flaunt it”. The statement can be said as an instrumental function because
the meaning of the word "Flaunt it" shows the effect appearance from the Push Up Angel Mascara flashes if it is
put on mascara in eyes. It is an instruction from the speakers because the advertiser would like to give an example
product on how to apply it as appearance for makeup. According to Halliday theory (1973) in this function shows
the condition of the speakers who wants to follow the rules for doing something.

Data 3 “Don’t just apply. Style your lashes”. Moreover, the statement above express instrumental function
because give the customers undirectly instructions that do not just apply for making the appearance of makeup but
make it as a style for yours. The use of language function is appropriate Halliday theory (1973) which explain the
use of the function means to inform the customers and follow instructions roles of the speakers.
3.2.2.5. Interactional Function

According to Halliday theory (1973) this language function is useful for maintaining communication
between people. Such as kowledge of language, jargon, jokes, behaviors, customs, and so on. Data 1 “Gorgeous
Deals Alert”, The statement has interactional function showed in Makeover brand. It implies that a big deal will
be made because the phrase offers good news about big discount information. The aim is completing consumer
excitement for the purchase of the product Makeover brand cosmetic. Therefore, in this case, there is an interaction
between seller and buyer who want to buy the products. According to Halliday's theory (1973), there are types of
language function refers to seven types: Imaginative, personal, representational, instrumental, heuristics,
regulatory and interactional functions. Based on the discussion, the researcher concludes that the dominant
language function used is the personal function. This matter was caused by the use in selected cosmetics
advertisement in online media and express the individual response toward the products, to inform and describe. It
explained the benefits of each brand cosmetics.

The findings were in line with Ananda (2013), where she found regulatory function the most dominant
use in the script of the dialogue of the movie. She also explains that function which intended to manage the
behaviour of others, to manipulate the person in the environment. The statement was similar to Halliday's (1973).
He states that the function of language is as supervisor, events controller or organizer, or as a function of controlling
and regulating others. Finally, each language function found in selected cosmetics advertisement is used to
communicate, obtain information and understand statements or utterances in the advertisements.
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4. CONCLUSION

Based on the findings, there are five language functions in selected cosmetic advertisements. Such as an
imaginative function, representational function, personal function, instrumental function and interactional
function. Therefore, the researcher discovered the general function of the language used to persuade the public to
buy the product, and the use of models as the person who try out the product, by using a variety of languages
variation, here in the use of language function to attract the public in buying the products.

ACKNOWLEDGEMENTS
With gratitude, the author would like to thank all parties who have provided support, assistance, and
prayers during the writing process. May all the kindness given be rewarded accordingly.

REFERENCES

[1] T. Budiarta, J. Nurkamto, S. Sumarlam, and D. Purnanto, “Expressive Speech Acts of Politeness in The Counselling
Process,” Langkawi J. Assoc. Arab. English, vol. 7, no. 2, p. 212, 2021, doi: 10.31332/lkw.v7i2.2961.

[2] W. Y. Hwang, K. Manabe, D. J. Cai, and Z. H. Ma, “Collaborative Kinesthetic English Learning With Recognition
Technology,” J. Educ. Comput. Res., vol. 58, no. 5, pp. 946-977, 2020, doi: 10.1177/0735633119893117.

[3] S. K. Watson et al., “Optionality in animal communication: a novel framework for examining the evolution of
arbitrariness,” Biol. Rev., vol. 97, no. 6, pp. 2057-2075, 2022, doi: 10.1111/brv.12882.

[4] L. Fahrunnisa Hidayati et al., “Analisis Tindak Tutur Direktif dan Ekspresif dalam Teks Ceramah pada Buku Bahasa
Indonesia Kelas 11 SMA Kurikulum 2013,” Blaz. J. Bhs. dan Sastra dalam Pendidik. Linguist. dan Pengemb., vol. 2, no.
1, pp. 45-67, 2024, doi: 10.59841/blaze.v2i1.718 Analisis.

[5] O. Mailani, I. Nuraeni, S. A. Syakila, and J. Lazuardi, “Bahasa sebagai alat komunikasi dalam kehidupan manusia,”
Kampret J., vol. 1, no. 1, pp. 1-10, 2022, doi: 10.35335/kampret.v1il.8§.

[6] R. Listia and E. R. Febriyanti, “EFL learners’ problems in using tenses: an insight for grammar teaching,” IJET
(Indonesian J. English Teaching), vol. 9, no. 1, pp. 86-95, 2020, doi: 10.15642/ijet2.2020.9.1.86-95.

[71 N. Sabrin and N. Ernawati, “Upaya Meningkatkan Keterampilan Menulis Siswa Melalui Metode EJA di Kelas Rendah,”
PUSTAKA J. Bhs. dan Pendidik., vol. 4, no. 2, pp. 124-133, 2024, doi: 10.56910/pustaka.v4i2.1324.

[8] A. L Kholid et al., “Analisis Klausa dalam Teks Rekon pada Buku ‘Bahasa Indonesia Tingkat Lanjut Kelas XI SMA
Kurikulum Merdeka,’” J. Creat. Student Res., vol. 1, no. 2, pp. 352-377, 2023, doi: 10.55606/jcsrpolitama.v1i2.1873.

[9] G.N. K. Putrayasa, “Peran dan fungsi bahasa Indonesia dalam pembangunan bangsa,” J. Ecobisma, vol. 1, no. 1, pp. 26—
34,2014, doi: 10.31004/jrpp.v7i3.31293.

[10] E. Mulyantri, “Pengembangan objek wisata budaya : taman prasejarah leang-leang, Maros, Sulawesi Selatan,” Nucleic
Acids Res., vol. 6, no. 1, pp. 1-7, 2018, doi: 10.36276/mws.v16i1.262.

[11] L. Lisnawati, “Speaking learning based on multimedia,” J. Lang. Linguist. Stud., vol. 17, no. 4, pp. 2046-2056, 2021, doi:
10.52462/jl1s.147.

[12] E. Setiawan, K. Sukesi, K. Hidayat, and Y. Yuliati, “Conservation of natural resource management in the buffer village
community of alas Purwo Banyuwangi national park east java Indonesia based on local wisdom,” Local Wisdom J. Ilm.
Kaji. Kearifan Lokal, vol. 13, no. 1, pp. 100-111, 2021, doi: 10.26905/1w.v13i1.5109.

[13] N. K. Arismayanti, “Community local wisdom and efforts to create quality marine tourism,” Webology, vol. 18, no. 2, pp.
243-260, 2021, doi: 10.14704/web/v18i2/web18319.

[14] T. A. Al Fajri, “Pentingnya Penggunaan Pendekatan Multimodal Dalam Pembelajaran,” WASKITA J. Pendidik. Nilai dan
Pembang. Karakter, vol. 2, no. 1, pp. 57-72, 2018, doi: 10.21776/ub.waskita.2018.002.01.5.

[15] Y. Ding and J. Zhu, “Mobile based peer feedback in EFL speaking: learners’ motivation, behavioral engagement in
feedback provision, and achievement,” Asian-Pacific J. Second Foreign Lang. Educ., vol. 10, no. 1, 2025, doi:
10.1186/540862-024-00314-9.

[16] M. D. H. Rahiem, “The Emergency Remote Learning Experience of University Students in Indonesia amidst the COVID-
19 Crisis,” Int. J. Learn. Teach. Educ. Res., vol. 19, no. 6, pp. 1-26, 2020, doi: 10.26803/ijlter.19.6.1.

[17] D. Ferris and G. Eckstein, “Language matters: Examining the language-related needs and wants of writers in a first-year
university writing course,” J. Writ. Res., vol. 12, no. 2, pp. 321-364, 2020, doi: 10.17239/jowr-2020.12.02.02.

[18] M. Zifana, I. Lukmana, and D. Sudana, “The portrayal of defamation case defendant in court verdict,” Indones. J. Appl.
Linguist., vol. 11, no. 1, pp. 94-103, 2021, doi: 10.17509/ijal.v11i1.34672.

[19] J. C. Bertot, P. T. Jaeger, and D. Hansen, “The impact of polices on government social media usage: Issues, challenges,
and recommendations,” Gov. Inf. Q., vol. 29, no. 1, pp. 30-40, 2012, doi: 10.1016/j.giq.2011.04.004.

[20] P. Bridgewater and I. D. Rotherham, “A critical perspective on the concept of biocultural diversity and its emerging role
in nature and heritage conservation,” People Nat., vol. 1, no. 3, pp. 291-304, 2019, doi: 10.1002/pan3.10040.

[21] K. Alfiyah and W. Warli, “An ethnomathematics study at Palang fish auction site,” Indones. J. Sci. Math. Educ., vol. 7,
no. 2, p. 373, 2024, doi: 10.24042/ijsme.v7i2.19169.

[22] A. A. Karim, S. Mujtaba, and D. Hartati, “Mbah Bongkok pahlawan mitologis masyarakat Tegalwaru: Analisis skema
aktan dan fungsional cerita rakyat Karawang,” KEMBARA J. Sci. Lang. Lit. Teach., vol. 9, no. 1, pp. 40-55, 2023, doi:
10.22219/kembara.v9i1.22746.

[23] E. Schwartz, T. Shamir-Inbal, and I. Blau, “Teacher prototypes in technology-enhanced instruction in elementary school
second language acquisition: Comparing routine and emergency learning in different cultures,” Comput. Educ. Open, vol.

Language Function Of Selected Cosmetics Advertisement In Online Media... (Ayu Anggraini Kambuna)



g4 0O ISSN: 3062-7885

5, no. November, p. 100155, 2023, doi: 10.1016/j.cac0.2023.100155.

[24] Y. W. Astuti and A. Mustadi, “Pengaruh penggunaan media film animasi terhadap keterampilan menulis karangan narasi
siswa kelas V SD,” J. Prima Edukasia, vol. 2, no. 2, p. 250, 2014, doi: 10.21831/jpe.v2i2.2723.

[25] E. Y. R. Pratiwi and M. B. E. Siswanto, “Pengembangan education game berbasis microsoft power point dalam media
pembelajaran pendidikan kewarganegaraan,” DWIJA CENDEKIA J. Ris. Pedagog., vol. 4, no. 1, p. 162, 2020, doi:
10.20961/jdc.v4i1.43331.

[26] M. Z. Hidayatullah, A. Aminah, and M. Mohzana, “Project based learning dalam meningkatkan minat dan kemampuan
siswa menulis teks rekon dengan media audio visual,” J. Kaji. Bahasa, Sastra dan Pengajaran, vol. 7, no. 1, pp. 212-229,
2023, doi: 10.31539/kibasp.v7il.6871.

[27] P. A. C. Dinata, Rasidah, and V. W. Wardhana, “The validity of electronic practicum module based on scientific
argumentation for practicum media during covid-19 pandemic,” J. Phys. Conf. Ser., vol. 1805, no. 1, 2021, doi:
10.1088/1742-6596/1805/1/012022.

[28] P. Manurung, “Multimedia Interaktif Sebagai Media Pembelajaran Pada Masa Pandemi Covid 19,” A/-Fikru J. Ilm., vol.
14, no. 1, pp. 1-12, 2021, doi: 10.51672/alfikru.v14i1.33.

[29] M. A. Nopita, S. F. Zahara, and S. Muliatik, “Pengaruh Media Kartu Gambar terhadap Keterampilan Menulis Teks
Anekdot di Kelas X SMK Melati Perbaungan Tahun Ajaran 2023-2024,” J. Pendidik. Tembusai, vol. 8, no. 1, pp. 9791—
9807, 2024, doi: 10.31004/jptam.v8il.13873.

[30] N. Hamida and N. R. Utami, “Development of Android-Based E-Module Media through Problem Based Learning on
Enviromental Change Material to Improve Critical Thinking,” J. Biol. Educ., vol. 13, no. 1, pp. 85-90, 2024, [Online].
Available: https://journal.unnes.ac.id/journals/ujbe/article/view/4105

[31] K. Saddhono, “Wacana Khotbah Jumat di Surakarta: Suatu Kajian Linguistik Kultural,” J. Pendidik. dan Kebud., vol. 17,
no. 4, pp. 433446, 2011, doi: 10.24832/jpnk.v17i4.39.

[32] A. A. Faradi, “Kajian Modalitas Linguistik Fungsional Sistemik Pada Relevansinya Dengan Pembelajaran Wacana Di
Sekolah,” RETORIKA J. Ilmu Bhs., vol. 1, mno. 2, pp. 233-249, 2015, [Online]. Available:
http://ejournal. warmadewa.ac.id/index.php/jret

[33] R. Prasetya, “Kesalahan Berbahasa Taksonomi Kategori Linguistik Dan Kompetensi Gramatikal Surat Lamaran Kerja
Dalam Bahasa Inggris Pada Mahasiswa Akademi Sekretari Budi Luhur,” Serasi J. Sekertari dan Adm., vol. 18, pp. 25—
33,2020, doi: 10.36080/js.v18i1.1039.

[34] S. Arimi, M. Adelawati, U. G. Mada, J. S. Humaniora, K. Malang, and D. 1. Yogyakarta, “Kasus hukum Ahmad Dhani :
Kajian linguistik forensik,” Suar Betang, vol. 19, no. 4, 2023, doi: 10.26499/surbet.v19i1.14995.

[35] A. Kusno, “Kesantunan Linguistik Kalimat Imperatif Oleh Guru Dan Pengasuh Kepada Anak Didik Di Taman Penitipan
Anak (Tpa) Sanggar Rubinha Samarinda (Linguistic Politeness of Imperative Sentences By Teachers and Caregivers To
Learners At Tpa Rubinha Studio Samarinda),” J. Bahasa, Sastra Dan Pembelajarannya, vol. 4, no. 2, p. 295, 2014, doi:
10.20527/jbsp.v4i2.3703.

[36] L. Indrayani, R. Hendaryan, and S. Mulyani, “Kesantunan berbahasa dalam tuturan imperatif guru bahasa indonesia dalam
pembelajaran bahasa indonesia di sma negeri 1 ciwaringin kabupaten cirebon,” Diksatrasia J. llm. Pendidik. Bhs. dan
Sastra Indones., vol. 7, no. 2, p. 433, 2023, doi: 10.25157/diksatrasia.v7i2.11202.

[37]1 S. Mislikhah, “Kesantunan tuturan,” Ar-Raniry Int. J. Islam. Stud., vol. 1, no. 2, pp. 285--296, 2014, doi:
10.22373/jar.v1i2.7384.

[38] A. G. Mahmudi, L. Irawati, and D. R. Soleh, “Kesantunan berbahasa siswa dalam berkomunikasi dengan guru (kajian
pragmatk),” Deiksis, vol. 13, no. 2, p. 98, 2021, doi: 10.30998/deiksis.v13i2.6169.

[39] M. Hasbullah Ridwan and N. Khamidah, “Kesantunan Berbahasa Dewan Juri Ragam Acara [1Beraksi Di Rumah Sajal]
Di Indosiar (Kajian Sosiopragmatik),” J. PENEROKA, vol. 1, no. 02, p. 223, 2021, doi: 10.30739/peneroka.v1i02.986.

[40] I. Mustika, “Mentradisikan kesantunan berbahasa: upaya membentuk generasi bangsa yang berkarakter IKA,” Anal.
Biochem., vol. 11, no. 1, pp. 1-5, 2018, [Online]. Available: http://link.springer.com/10.1007/978-3-319-59379-
1%0Ahttp://dx.doi.org/10.1016/B978-0-12-420070-8.00002-
7%0Ahttp://dx.doi.org/10.1016/j.ab.2015.03.024%0Ahttps://doi.org/10.1080/07352689.2018.1441103%0Ahttp://www.c
hile.bmw-motorrad.cl/sync/showroom/lam/es/

[41] C. Rasyikin, “Penyimpangan Prinsip Kesantunan Berbahasa Indonesia Di Lingkungan SMP Negeri 2 Desa Tampiala
Kecamatan Dampal Selatan Kabupaten Tolitoli,” J. Bhs. dan Sastra, vol. 3, no. 5, pp. 1-10, 2018.

Jou. of. Lang. Lit. Ed. Resc, Vol. 2, No. 1, June 2025: 71 - 84



