View metadata, citation and similar papers at core.ac.uk brought to you by iCORE

provided by Binus University Repository

ABSTRACT

Language-used advertisements have already becomea communicative
persuasion that is unique to be explored. Through s$tudy of linguistics, this
phenomenon is observed to be explored. This stidg o know how Reference and
Implicature Theory are applied in Food and Beveragpertising taglines, secondly, to
know whether the participants understand the Reéeren the Food and Beverage
advertising taglines, and the last one, to find whether the participants can interpret
the Food and Beverage advertising taglines basetinphicature Theory. The writer
used qualitative and quantitative methods in doofggervation by giving several
guestions to the participants, who are the empkwpé€oin’s Hotel, Food and Beverage
Department, to know their perception toward theamals used which are thirty Food
and Beverage advertising taglines. Based on theltréata, this stud answers the
problem and proves that the theory of Referencelanpdicature are applied in all the
advertising taglines. In addition the participam®n understand the application of
referring expression and the participants alsointerpret the message in each tagline
based on the theory Implicature perfectly.
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