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ABSTRACT

Cyrilla Setiastuti. A Stylistics Study on McDonald’s Slogan during 1960s-2008.
Yogyakarta: Department of English Letters, Faculty of Letters, Sanata Dharma
University, 2011.
Advertising is a persuasive communication about products, services, or
ideas. One of effective way in advertisement is slogan, which is a phrase with
highly memorable to persuade the audiences. In advertising, the language is the
most important part. It consists of certain styles which determine the meaning to
the audiences. McDonald’s is a world-wide fast food restaurant which is
productive in making their slogan per decade. Since McDonald’s has created
many slogans which are different from other fast food restaurants, it becomes
interesting for the writer to analyse the styles of seven selected slogans.
There are two problems to answer in this research. The first problem is
dedicated to investigate the language styles used in McDonald’s slogans. The
second problem is dedicated to know how effective the styles of slogan toward the
sales.
Some steps were taken to accomplish the study. The first was data
gathering and the second was data analysis. In collecting the data, the writer
applied non-random sampling technique. The data were purposively chosen
during 1960s-2008 which have the visual objects on the tv commercials. The data
of the respondents’ questionnaire were also needed to help in answering the
second problem. After the data were collected, the writer then analyzed the data.
The first analysis dealt with stylistics application in McDonald’s slogans. The
second analysis dealt with the customers’ respond of the written texts found in
McDonald’s slogans. The writer used the data of respondents from the students in
order to calculate how effective a style of slogan toward the sales.
After some steps were done, the writer came to certain findings. The first
finding is that McDonald’s employs certain stylistics devices in its slogans. Such
stylistics devices are grammar, vocabulary (diction), rhyme, assonance,
alliteration, simile, repetition, ellipsis, and alveolarization all of which are devoted
to persuade the viewers. The second finding is that the language styles of
McDonald’s slogans have strong connection to create a persuasion to the viewers.
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ABSTRAK

Cyrilla Setiastuti. A Stylistics Study on McDonald’s Slogan during 1960s-2008.
Yogyakarta: Jurusan Sastra Inggris, Fakultas Sastra, Universitas Sanata Dharma,
2011.
Iklan adalah komunikasi persuasif mengenai produk, pelayanan, maupun
ide. Salah satu cara efektif dalam periklanan adalah semboyan, yaitu frase dengan
daya ingat yg tinggi untuk mempengaruhi penonton. Di dalam iklan, bahasa
adalah hal yang sangat penting. Di dalam iklan tersebut terdapat gaya bahasa
tertentu yang menentukan makna bagi penonton. McDonald adalah restoran cepat
saji yang tersebar di seluruh dunia yang produktif dalam pembuatan semboyan
mereka setiap dekadenya. Penulis tertarik untuk menganalisa gaya bahasa dari
tujuh semboyan terpilih karena McDonald menciptakan banyak semboyan yang
mana berbeda dari restaoran cepat saji lainnya.
Ada dua permasalahan yang dibahas di dalam penelitian ini. Permasalahan
yang pertama ditujukan untuk meneliti gaya bahasa yang digunakan di dalam
semboyan McDonald. Permasalahan yang kedua ditujukan untuk mengetahui
seefektif apakah gaya bahasa semboyan terhadap penjualan.
Ada beberapa langkah yang dilakukan dalam menyelesaikan penelitian ini.
Tahap pertama adalah mengumpulkan data dan tahap kedua adlah menganalisa
data. Dalam pengumpulan data, penulis menerapkan metode pemilihan data secara
tidak acak. Data tersebut dipilih dari tahun 1960an-2008 yang memiliki obyekobyek visual dalam iklan televisi. Data kuisioner dari responden juga dibutuhkan
untuk membantu menjawab permasalahan yang kedua. Setelah data terkumpul,
penulis kemudian menganalisa data. Penelitian pertama berhubungan dengan
penerapan stilistika di dalam semboyan McDonald. Kemudian penelitian kedua
berhubungan dengan tanggapan pelanggan atas teks-teks tertulis yang telah
ditemukan di dalam semboyan McDonald. Penulis menggunakan responden data
dari mahasiswa-mahasiswa untuk menghitung seberapa efektif gaya bahasa
sebuah semboyan terhadap penjualan.
Setelah melakukan beberapa langkah tersebut di atas, penulis berhasil
menemukan beberapa penemuan. Penemuan pertama menunjukkan bahwa
semboyan McDonald menggunakan beberapa skema stilistika seperti struktur tata
bahasa, pemilihan kata, sajak, persamaan bunyi vokal, persamaan bunyi
konsonan, metafora, pengulangan kata, penghilangan kata, dan proses
alveolarisasi yang kesemuanya itu ditujukan untuk mempengaruhi para penonton.
Penemuan yang kedua yaitu bahwa gaya bahasa yang digunakan dalam semboyan
McDonald memiliki hubungan yang kuat untuk menciptakan bujukan kepada
penonton.
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CHAPTER I
INTRODUCTION

A.

Background of the Study
Human being needs a tool to communicate each other. This tool is known

as language. Chomsky says when we study human language; we are approaching
what some might call the “human essence,” the distinctive qualities of mind that
are so far as we know, unique to man (Fromkin and Rodman, 1988: 3). As an
important tool to communicate in society, language is used to give ideas, convey
information, ask something, and many others.
Concerning the role of human language in communication, people
recognizes “language function” which is stated by Crystal in his Encyclopedia of
Language that the term “function” refers to the role language plays in the context
of society or the individual. For example, language is used (functioned) to
communicate ideas, to express feeling, etc.
Thus, there are descriptive, narrative, argumentative, and persuasive
language. In communication, people have various purposes and in many
contexts which
language phenomenon are presented in different
types of discourse in terms of description, narration, argumentation, and
persuasion (Muhairini, 1998: 6).
Persuasion is one type of discourse that is aimed to persuade others.
Persuasion, or also known as rhetoric, is designed to influence others by
modifying their beliefs, values, or attitudes. The use of persuasion is usually
found in spoken and written, formal and informal such as in a campaign, a debate,

1
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a blurb, or even in an advertisement. Among those of persuasion discourses,
advertisement is a persuasion we could easily find in daily life. They are part of
our lives. Everyday we see them in newspaper, in magazine, in television, in
booklet, or in the billboard on the roadsides or even we hear them in radio.
Language in mass media is different from everyday language. It sometimes
includes non verbal language such as written text and visual objects. Television,
for example, combines written texts and visual object to generate meaning to the
audiences. There are two kinds of advertisements. The first one is commercial
advertisement that offers products such as cars, technology, fashion, and
cosmetics, the second one is service such as bank, laundry, saloon. Commercial
advertisements are the marketing tools to help businessman to make products or
service sales. Whereas the non-commercial advertisements or so called public
services advertisements that offers ideas for public such as advertisement that
present the risk of drugs or suggestion to improve our environment.
Psychologically, both of them influence us, motivate us to buy or to use
products or services or to follow ideas.
In an advertisement, there are many terms to advertise product or service.
One of the term is slogan. An advertising slogan or we might call it jingle is easy
to remember and it seems to stick in the mind for a long period of times. During
the last five decades of its existence, McDonald's has conducted and carried out a
great number of advertising campaigns and has created many of great advertising
slogans. Starting with only two new slogans per decade, McDonald's has reached
the mark of coming up with ten new advertising slogans per decade. Here,
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McDonald’s is the chosen because of its image as a well-known fast-food
restaurant around the world and it still exists until nowadays.
McDonald's advertising campaigns are inseparably connected with its
brand image and marketing strategy. McDonald's is much more than place, where
people get their food, but it is rather a place, where people spend time with their
families or friends. At least, that is the concept and perception, which McDonald's
attempts to communicate through all its marketing and advertising messages.
Although McDonald’s has built a controversial toward people’s health,
people would still gladly have their seat on McDonald’s and enjoy their meal.
Thus, the writer would see how effective the use of slogan or jingle is in
advertising product, in this case in McDonald’s slogan through television.
The writer is challenged in doing research on McDonald’s slogans. For a
franchising company like McDonald’s, it is difficult to keep on exist around the
world since there are many franchise company which runs mostly the same as
McDonald’s. To date, McDonald's has used 43 different slogans in United States
advertisment, as well as a few other slogans for select countries and regions. At
times, it has run into trouble with its campaigns. However, McDonald’s still can
survive and compete with other food franchise.
Perhaps the best-known slogan was "You deserve a break today" (a song
sometimes incorrectly attributed to a young Barry Manilow [1]). In the
accompanying TV commercial, there was almost no mention of food.
Instead, the ad featured an all-male McDonald's cleaning crew, singing
after-hours about their individual tasks, and emphasizing that "at
McDonald's it's clean!" just before launching into the almost operatic
chorus: "You deserve a break today / So get up and get away / To
McDonald's!"
(http://www.list-of-McDonald's-TV-campaigns-andslogans.html).
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From the above sample slogan, the writer curious to know how effective
the McDonald’s slogans to build the brand name. The slogan in television,
however, influences the audience on purchasing and consuming the product of
McDonald’s. In this thesis, the writer is interested in analyzing the written text
and the result of the written text to sales. The focus of the study is to reveal how
the written text can affect the sales of McDonald’s. The study will be worth
studying to help the readers to understand stylistically and psychologically the
written text occur in commercial.
B.

Problem Formulations
The problems are formulated as follows:
1. What are the language styles used in McDonald’s slogan during
1960s-2008?
2. How effective do McDonald’s slogans give impact and result to its
customers?

C.

Objectives of the Study
This study investigates the effective use of language styles on slogan by

answering the problem formulation that has formulated above. Firstly, the writer
tried to find out what slogans McDonald’s used and how the language styles
formed. Secondly, the writer tried to analyze and find out the impact and how the
slogans resulted in using a certain language style.
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5

Limitation of the Study
Studying language styles on McDonald’s slogans during 1960s-2008 is a

complex study. In which the writer has to understand each language styles applied
on McDonald’s slogan. McDonald’s has build since era 1960s until nowadays and
since that time McDonald’s has created many slogans. Learning from one era to
era, the writer believes that something interesting in era 1960s is not the same
with 1990s or 2000s. Thus the limitation of this study is on the differences of the
image of interesting toward consumers in each era. Since this study is using the
students of English Letters Department as the respondents represent the
consumers of McDonald’s, who live in era 2000s, then the result of this study
shows the respond of the respondents represent the consumer of McDonald’s in
era 2000s.

E.

Definition of Terms
There are some terms that the writer wants to define in order to avoid

misunderstanding and differences in understanding certain terms in this thesis.
Stylistics, according to Paul Simpson in A Resource Book for Students
proposes the definition of stylistics as ‘a method of textual interpretation in which
primacy of place is assigned in language’ (Simpson, 2004: 2). In other words,
Simpson wants to say that language is the most important thing in exploring
stylistics because of ‘its various forms, patterns and level that constitute
linguistics structures’ that are an important index of the function of the text.
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Slogan, according to Rosenberg in Dictionary of Marketing and
Advertising defines slogan as verbal material in an advertisement that is repeated
and recalled precisely as presented. Highly memorable slogans ultimately define
the features of the advertised product or service (Rosenberg, 1995: 361).
Goddard in The Language of Advertising proposes that slogan is a phrase
designed to be memorable, attaching to the product or service during a particular
advert campaign (Goddard, 2002: 127).
McDonald’s, according to Wikipedia online accessed on November 4th
2008, McDonald’s is the world’s largest chain of fast food restaurant that
primarily sells various kinds of burgers, french fries, breakfast items, soft drinks,
milkshakes, and desserts. More recently, it offers salads, wraps, and fruits.
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CHAPTER II
THEORETICAL REVIEW

A. Review of Related Studies
One at the many studies on Stylistics study is the thesis by Felix Suparno
entitled “A Study of Language and Sign in TIME Magazine’s Front Covers issued
in January to December 2006”. In his study, Suparno analyzed the written text
(language) of TIME’s magazine front covers to reveal the semiotics by visual
object in producing the meaning. Suparno argues that the front cover of magazine
is the identity of the magazine. The title, the visual image, layout and graphology
of the front covers enable us to distinguish one magazine from another. In other
words, he wants to say ‘we judge a magazine by its covers.’
The study uses the front covers of TIME’s magazines in January to
December 2006. Suparno focuses on the language style of each headline in the
front covers which proposes the theory of stylistic and the visual object which
proposes the theory of semiotics.
Suparno found, first, that TIME’s magazine employs certain stylistics
devices in its written text (headlines). Such devices are graphology, vocabulary
(diction), intertextuality and grammar. This strategy is used to attract the readers
to buy the magazine. Second, that TIME’s front covers deliver powerful semiotics
devices which create certain meanings and effects for the readers. Suparno
believes that the written text and visual object has a unique relationship in

7
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producing the meaning. Thus, ‘the written text and visual object are inseparable
parts which create precise meaning for the readers.’ (Suparno, 2007: ix)
Different from Suparno’s thesis, the writer will focus on the language as a
part of psychology. This study will investigate the use of language styles and how
it is influence to the customers economically and psychologically. Furthermore,
the object of the study is different from the previous study. This thesis will use
McDonald’s slogans as the object of the study.

B. Review of Related Theories
1. Theory of Stylistics
Specifically, language in advertising is very unique. It has the power to
attract the target consumers. The copy writer give the trick of language in each
advertisement they make, in an atttempt to stimulate sales. The language of
advertisement is usually in the form of persuasive speech to give the persuasive
effect.
Stylistics is the study that is concerned with the style in language.
However, it is not clearly enough what style in language is. Because in everyday
life, style is used in a particular subject such as architecture, painting, dress,
furniture, artist, a school, or a period. To go deeper, we need to consider what
makes an expression distinctive, why it has been devised, and what effect it has.
Thus, stylistics is the study of style, can be defined as the analysis of “distinctive”
expression in language and the description of its purpose and effect (Verdonk,
2002: 4). In other words, the study of style is on how such an analysis and
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description should be conducted, and how the relationship between them is
established on which different scholars of stylistics, or stylisticians, disagree, but
will serve the purposes for the present.
Stylistics is a textual interpretation in which primacy is assigned to
language. The reason why language is so important to stylistics is because the
various forms, patterns, and levels that constitute linguistic structure are an
important index of the function of the text.
To work under stylistics approach is to explore creativity in language use
(Simpson, 2004: 3). This theory is devoted that doing stylistics enriches our way
of thinking about language and, as observed; exploring language offers a
substantial purchase on our understanding of texts.
Here are the diagram of categories, levels, and units of analysis in
language that can help organise and shape the stylistics analysis.
Table 1. Stylistics and level of language (Simpson, 2004:5).

LEVEL OF LANGUAGE
The sound of spoken language; the way
words are pronounced.
The patterns of written language; the
shape of language on the page.
The way words are constructed; words
and their constituent structures.
The way words combine with other
words to form phrases and sentences.
The words we use; the vocabulary of
language.
The meaning of words and sentences.
The way words and sentences are used
in everyday situations; the meaning of
language in the context.

BRANCH OF LANGUAGE
STUDY
Phonology; phonetics
Graphology
Morphology
Syntax; grammar
Lexical analysis; lexicology
Semantics
Pragmatics; discourse analysis
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The diagram is the the tool to stylistics approach.
a. Grammar
Grammatical units are ordered hierarchically according to the size. The
hierarchy is known as a rank scale (Simpson, 2004: 10). As the arrangement, the
rank scale sorts units in a relationship, progressing the largest down to the
smallest:
SENTENCE
↓
CLAUSE
↓
PHRASE
↓
WORD
↓
MORPHEME
(Simpson, 2004: 10)

In the arrangement above, the most important unit on the scale is the
clause. Because it is the site of several important functions in language; it
provides, distinguish between positive and negative polarity, provides the core of
a proposition in language, and information on grammatical mood (declarative,
interrogative, or imperative) (Simpson, 2004: 10).
Being linked to grammatical “mood” this explanation proceeds to the
formal classification of clause. Such explanations are taken from A Grammar of
Contemporary English (Quirk et all, 1972: 385).
1. STATEMENTS are sentences in which subject is always present and generally
procedes the verb:
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Doni will speak to the boss today
2. QUESTIONS are sentences marked by one or more of these three criteria:
(a) the placing of the operator in front of the subject:
Will Doni speak to the boss today?
(b) the initial positioning of an interrogative or wh- element:
Who will you speak to?
(c) rising ‘question’ intonation
You will speak to the BOSS?
3. COMMANDS are sentences which normally have no overt grammatical
subject, and whose verb is in the imperative mood.
Speak to the boss today
4. EXCLAMMATIONS are sentences which have an initial phrase introduced by
what or how, without inversion of subject and operator:
What a noise they are making!
b. Alliteration
Alliteration is repeated initial consonant sound (Madden, 2002: 70).
For example:
Life on Mars—war of the words
(Verdonk, 2002: 4)
This strategy gives certain effect to the readers. Apart of being pleasing to our ears
and sense of rhythm, such sound effects add to the attention-drawing aspect and
memorability (Verdonk, 2002: 5).
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c. Rhyme
Rhyme occurs when the final vowel and consonant sounds in a word at the
end of one line match the vowel and consonant sounds at the end of another
(Madden, 2002: 70).
For example:
In every cry of every Man,
In every Infant’s cry of fear,
In every voice, in every ban,
The mind-forg’d manacles I hear.
(Madden, 2002: 71)
d. Meter
Some rhythm in poetry is described by the word meter. Meter refers to the
pattern of stressed/strong ( / ) and unstressed/weak ( ˇ ) syllables in line. The
group of syllables making up one metrical unit is called a foot. /the metrical feet
most commonly used are iambic (unstressed, stressed), trochaic (stressed,
unstressed), anapestic (two unstressed, one stressed), and dactylic (one stressed,
two unstressed).
The number of feet in each line is described as monometer (one foot),
dimeter (two foot), trimeter (three feet), tetrameter (four feet), pentameter
(five feet), hexameter (six feet), heptameter (seven feet), and octameter (eight
feet) (Madden, 2002: 71).
For example:
The ploughman homewar plods his weary way
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In the following the metrical feet are seggmented off one another by vertical lines.
Position below are methods for capturing the alternation between strong (s) and
weak (w) syllables:
The plough | man home | ward plods | his wea | ry way
w

s

de dum

w

s

de dum

w
de

s

w

s

w s

dum de dum de dum

As there are five iambs in the line, this metrical scheme is iambic pentameter
(Simpson, 2004: 15).
e. Assonance
Assonance is when the same vowel sound is repeated in adjacent words.
For example:
Fake mates
(McLoughlin, 2000: 21)
f. Consonance
Consonance is a repeated consonant sounds (Madden, 2002: 70)
For example:
When I heard the learn’d astronomer
(Madden, 2002: 74)
g. Ellipsis
Ellipsis is the ommision of one or more words from a text,which the hearer
or the reader can recover or guess from the context (Verdonk, 2002: 118).
For example:
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After all, jumping off a cliff into churning icy water is behaviour suitable
only for the insane – so I’ve decided that I may as well go the whole hog.
The result of ellipsis is a succint, pungent style, which has a direct and
powerful effect on the reader. Usually, the omissions of the ellipsis can be guessed
from the context. The above phrases has not added “jumping off a cliff into
churning icy water”. However, the meaning is not obscured since the reader can
easily fill in the gaps (McLoughlin, 2000: 87).
h. Simile
Simile is a figurative language which announced comparison. When
comparing, simile uses the words like or as (Madden, 2002: 63)
For example:
She swims like a fish
(Madden, 2002: 63)
i. Repetition
Repetition is a strategy in which a word or some words are repeated
because of its prominence.
For example:
Catch him, snatch him, make him yours.
(McLoughlin, 2000: 21)
j. Vocabulary
In textual analysis it is important to consider the choice of word or
vocabulary in advertisement. Superlatives and pun are some examples of this
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concept. Superlatives use the third term in a three term systems in which it
achieves the highest degree of comparison (McLaughlin, 2000: 22).
For example:
Scrap the rest we’ve got the best
The last word of this sentence uses superlative. The word ‘best’ is the highest
degree of the term “good/better/best”.

2. Theory of Advertising
a. The Definition of Advertising
Albert Lasker, who has been called the father of modern advertising, said
that advertising is “the salesmanship in print” (Bovee &Arens, 1986: 5). However,
he gave this definition when there were no radio and television at that time in
which the scope of advertising was different from nowadays.
As time flies, advertising also has its evolution in which there are many
variations of advertising definitions. Then it may be defined as a communication
process, a marketing process, an economic and social process, a public relation
process, or an information and persuasion definition that is closest to the idea of
advertising:
Advertising is the non-personal communication of information usually
paid for and usually persuasive in nature about products, services, or ideas
by identified sponsors through the various media (Bovee &Arens, 1986:
5).
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b. The Function and the Psychological Aspects of Advertising
According to Contemporary Advertising, to describe the functions of
advertising consists of: marketing function, communication function, education
function, economic function, and social function (Bovee &Arens, 1986: 8-11).
To compete in the marketplace, a company has to increase their sales or
profits within the marketing strategies. The marketing strategy is determined by
the particular way companies combine and use various marketing elements. This
marketing mix includes a variety of options known as the four Ps (product, price,
place, and promotion) that mix along with personal selling, sales promotion, and
public relation and it is used to win acceptance of the company’s products,
services, or ideas to the target audiences. In other words, the marketing function is
to identify products and differentiate them from others (Bovee &Arens, 1986: 8).
All forms of advertising communicate some messages to a group of
people. As a communication function, advertising is to communicate information
about the product, its feature, and its location of sale (Bovee &Arens, 1986: 8).
Today, the communication of information is still become the objective of
advertising in telephone directories, newspaper classified advertising, and legal
notices published by various organizations and government bodies.
Advertising gives education to people on learning about the products that
are available to them, and learn how they can better their lives. Here, the
advertising induces consumers to try new products and to suggest reuse.
Since the name is economic function, so another function of advertising is
to stimulate the distribution of a products. By making people aware of products,
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services, and ideas, advertising promots sales and commerce as well (Bovee
&Arens, 1986: 9). By informing many people at once about available products
and services, advertising greatly leads to higher profits.
The last is the social function. By publicizing the material, social and
cultural opportunity of consumer society, advertising has encouraged increased
productivity by both management and labor. By this, advertising has helped
improved the standard of living in the country around the world. Advertising
serves social needs other than the stimulation of sales. Thus, the advertising’s
effect on society has led to important social changes.
There are four basic psychological categories to analyze how advertising
works. They are perception, awareness, persuasion, and memorability (Wells, et
al., 1998: 250).

i. Perception
Perception is how advertising can create the stopping power. The main
challenge of the advertisers is to make consumers notice their messages. For
instance, it is the way we perceive something. Some steps to get consumers
attention (Wells, et al., 1998: 250):
a. Exposure
Exposure is how the advertisement is displayed in a medium to the
consumers so they will see, read, or listen. It is failed advertising if the consumers
skip the page where advertising placed or change the channel where advertising is
broadcasted. Therefore exposure is the minimum requirement to perception,
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because once it can capture the senses of the consumers, then the advertising
works toward the consumers.
b. Attention
After the message is displayed, the next is to catch the consumer’s interest
by a “trigger”. The trigger can be something in the message that can make the
consumer is locked in the particular message. In the print advertising, the trigger
can be the price in the large type, the interesting illustration, or the strong
headline. For instance, it gives more statement about the products.
c. Intrusiveness
Every word in advertisement has to be intrusive. It is important for the
product that’s a small “share of mind”—they are usually either not very well
known or not very involving or interesting. Being different is the idea of
intrusiveness. The advertisers have to identify the characteristics of the medium
environment then do something different, such as if the other advertisements are
colorful, then use black and white. Thus, the advertisement has to enter
consumer’s mind to get closer.
d. Originality
An interesting advertisement is the advertising which presents a unique or
novel thought. The consumer will notice something new, novel, or surprising in
the advertisement. For instance, something original about what is presented on a
product will get the attention of the consumers and give a strong reason for the
consumer to try the product.
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ii. Awareness
Awareness is how the message makes an impression to the reader or
viewer. There are four aspects of awareness which will be discussed.
a. Relevance
The audience will pay attention to the advertising which deals with their
personal concerns and interests. Then it is important for the advertiser to provide
information about audience’s concern or interest. Because something which is
near to the reality and relevant to the people’s life will get positive effect toward
the consumers.
b. Interest
There are different types of interest and relevance. Interest is usually
created by one of two things—personal involvement or curiosity. The advertiser
lists some predoposition that affects consumer’s interest such as getting through
school, hobbies, a trip want to take, or career goal. Then the message will be
applied to any of these elements and it will affect the consumer personally.
Curiosity in the message has something which can touch the consumer’s mind.
Curiosity in the message is confronted with something new, and then there will be
a period of curiosity, which is usually accompanied by doubt or some kind of
questioning. The confrontation of curiosity with doubt means that the message has
entered the state of interest.
c. Maintaining interest
To maintain the target audience’s interest until the message is reach is a
big challenge to the advertiser. Then the advertiser will face to “How to make the
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development of the message so that it can interest the viewer through the end of
the message?” Then the story telling is a good technique to hold the audience’s
interest. Suspense, drama, and narrative are good to maintain the interest.
d. Involvement
Involvement is the intensity of the consumer’s interest in a product,
medium, or message. High-involvement means that a product is important and
personally relevant, whereas the low-involvement is vice versa. Advertising with
high-involvement usually provides a lot of information about the product. For
instance, advertising with few information about the product will be easy to forget
and gives effect that the advertising does not offering something.

iii. Understanding
It is expected to understand the message by the target audience because
understanding is the important part of the process of dealing with the information.
Understanding demands an active response from the target audience. First, the
target audiences interested, then they learn something from it. Thus, it is important
to make a clear and relevant message. The facts in the message should be easy for
the target audience to understand so that the advertising can captivate the
audience.

iv. Persuasion
In creative advertising, the advertiser must persuade people to believe or
do something. The persuasive message will try to establish, reinforce, or change
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an attitude, build an argument, touch an emotion, or anchor a conviction firmly in
the prospect’s belief structure.

Then, plausibility is the important aspect in

advertising.
Here are several strategies used in makeing of persuasive message:
Appeals
An appeal is something that makes the product particularly attractive or
interesting to the consumer. The common appeals used in the advertising are
security, esteem, fear, sex, and sensory pleasure. Appeals usually pinnpoint the
anticipated response of the prospect to the product and message. The word appeal
is used by advertiser to describe a general creative emphasis, as an example is is a
product saves time or effort, the appeal is convinient.
Attitudes and opinions
People’s opinion are built on a complex structure of attitudes. Advertising
which tries to affect the complex structure of attitudes will accomplish one of
three things: (1) establish a new opinion where none has existed before, (2)
reinforce an existing opinion, and (3) change an existing opinion.
Likability
Every consumer has different attitude (positive or negative) toward a
product or message. Here, the advertiser tries t build the positive attitude for a
new product or maintain the existing positive product for successful mature
product. If the product is liked well enough byconsumers it leads to brand loyalty.
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The one of likability tehnique is the use of entertainment. It is found that the
commercials that look like show and provide high entertainment values to be
better liked by audience than with high levels of information.
Argument
In persuasive message people are persuaded by argument or reasoning.
Reason refers to the logic of claims and the way the claims are supported, while
argument refers to an agreement. Therefore, the advertisement must focus on logic
and proof when advertising is dealing with the reasons.
Emotions
Persuasive message can be created by touching the consumer’s emotion.
The advertiser tries to make a message which arouse certain feeling. Telephone
and greeting-card companies usually use emotional message. They related the
products with warm feelings, love, missing someone, and nostalgia.
Conviction
A conviction is a strong believe which has been anchored firmly in the
attitude structure. Test result, before-and-after visual, and demonstration to prove
something are techniques used to create a strong and rational arguments, those in
turn lead to the conviction.

v. Locking power
One of the features of effective advertisement is the locking power into the
mind. In other words, the advertising has to be memorable enough. Advertising
research focuses on two types of memory: recognition and recall. Recognition is
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the ability to remember having seen something before and recall refers to the
ability to remember specific information content (Wells et al., 1998: 250-259).
For instance, an advertisement has to give a good persuasion and resulted to higly
memorable toward the consumers

C. Theoretical Framework
There are two main points to be analyzeed in this thesis. The points
concern on the stylistics processes occured in McDonalds’s slogans, and the
impact of the stylistics processes of McDonald’s slogans to the sales. The writer
needs some theories that will help in analyzing the points.
The first point needs the theory of language and the theory of stylistics.
Those theories give an explanation to what actually the language is that help the
writer to identify the styles of language in McDonald’s slogans. Moreover, the
theories contribute in determining the use of certain language styles that resulted
in determining the stylistics characteristics of McDonald’s slogans.
The theories of advertising is used to answer the problem number two. The
theories of advertising is provided to fortify the theory of language in answering
how the written text coorporate to generate meaning. In the theory of
psychological aspects of advertising, it gives the explanation on how
advertisement slogan has powerful effects on the targets marketing. The theory of
advertising and the theory of language are contributory to present the findings in a
in a definite forms which finally lead to a conclusion.
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CHAPTER III
METHODOLOGY

A. Object of The Study
This thesis is working on the application of language styles and its affect
to the consumers in McDonald’s slogan. McDonald’s slogan deliberates as a
primary source which is extensively examined. McDonald’s is a chain restaurant
which serves so quickly. It was first made in May 15, 1940 by Dick and Mac
McDonald in San Bernandino, California. Then Ray Kroc in 1955 came as the
founder of McDonald’s Coorporation in Des Plaines, Illinois.
McDonald’s has produced some advertisements in various forms to
persuade people around the world through communication media. McDonald’s
presented the advertisement in magazines, newspapers, television, radio station,
billboards, flyers, posters, stickers, internet, and etc. Some advertisement
materials were distributed and McDonald’s become more familiar in the public.
McDonald’s has for decades maintained an extensive advertising campaign. In
addition to the usual media (television, radio, and newspapers), the company
makes significant use of billboards and signage, sponsors sporting events from
ranging from Little League to the Olympic Games, and makes coolers of orange
drink with their logo available for local events of all kinds. Nonetheless, television
has always played a central role in the company’s advertising strategy
(http://en.wikipedia.org/wiki/McDonald’s_advertising.html).
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It can be seen that the certain communication media for advertising is
needed to influence and to persuade people. Historically, during the last five
decades of the existence, McDonald’s has conducted and carried out a great
number of advertising campaigns and has created many of great advertising
slogans. Starting with only two new slogans per decade, McDonald’s has reach
mark of coming up with ten new advertising slogans per decade. Considering the
research is in English language, the advertisements using the English language
were suggested for analyzing. Therefore, the writer collected the sample of
McDonald’s slogan from the Internet from the official McDonald’s website. In
McDonald’s website, the writer found the sample in between the year 1961-2003.

B. Method of the Study
In this, the writer used the empirical research. In which, the theory the
writer took aimed to help in answering the problem formulations in the analysis.
After collected all the theories, the writer analyzed what language style used in the
slogan as the object of the study. This step used the theory of stylistics and the
theory of language. Furthermore, the writer distributed questionnaire to know how
deep people know about McDonald’s and some slogans they know in keeping
McDonald’s still on their mind. In what ways McDonald’s attracts the consumers
by using the catchy jingles.
The writer used two kinds of data, namely primary and secondary data.
McDonald’s advertisements (slogans) were considered as the primary data to be
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analyzed. Whereas some books on advertising, communication, marketing,
linguistics, and data of McDonald’s sales were considered as the secondary data.

C. Research Procedure
1. Data Sources
In this thesis, the writer used two kinds of data, namely primary and
secondary data. McDonald’s advertisements (slogans) were considered as the
primary data to be analyzed, whereas some books on advertising, communication,
marketing, linguistics, and data of McDonald’s sales were considered as the
secondary data. Since McDonald’s advertisements were various and universal, the
writer limited the primary data in some criterias. The writer classified the primary
data in order to answer the problem in analyzing the slogans.
All of the primary data were taken from McDonald’s website and
television jingle that contained the slogans of McDonald’s from decades
McDonald’s built. Some books that can be supported as the secondary data were
taken from library, while the data of McDonald’s sales were taken from the
official McDonald’s website.

2. Data Collections
The sources of the data were McDonald’s slogans which were collected
from official McDonald’s website, some related articles, and the visual version
(the video) of McDonald’s slogans from the internet. The visual version was
going to use in doing the step of the study, and the respondents were needed also
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to support the study. Since the consumers of McDonald’s were going old, and the
selected respondents were not living from the year of 1961, thus, the data of visual
version McDonald’s have from 1961-2003 were prominent. The data were
collected by performing the visual version (the video) of the selected slogans to
the respondents. Furthermore, the writer distributed questionnaires to the selected
respondents to fill in about how familiar were they with McDonalds’s slogans and
how effective were the slogans to people.

3. Sample Selections
After collecting the samplings, the writer found about 43 slogans as the
headlines in decades of the year 1961-2008 specifically in America. Having many
McDonald’s slogans in advertising at that time, the writer only selected the
popular slogans that required to be analyzed based in function, category, and
characteristics they had. Thus, the selected slogans were slogans that have its
visual version. Because this study due to the language styles in McDonald’s
slogans and its impact to the consumers, it would be easier to have the data of
McDonald’s slogans as it were in original commercials television. Having the
original commercials television in doing the questionnaire, it gave the illustration
to the respondents who were not living at the time of McDonald’s, how the
founder build the slogan in commercials television. This method was done to
make the respondents easier to give their opinion on the questionnaire.
To solve the problem formulations, the writer used respondents to help in
doing the analysis. The writer used 19 respondents which were taken from

PLAGIAT
PLAGIAT MERUPAKAN
MERUPAKAN TINDAKAN
TINDAKAN TIDAK
TIDAK TERPUJI
TERPUJI

28

English Letters students. The respondents were limited only 19 students who were
studying english in English Letters Department randomly in semester. The writer
believed the students of English Letters were already have basic knowledge about
the trick of language and it could help the writer in getting their opinion toward
McDonald’s slogans. Some slogans in every decade, those are in 60’s, 70’s, 80’s,
90’s, and 2000’s were taken to be analyzed. The writer found in the internet, that
there are only 7 particular slogans that have the visual version. In analyzing the
data, publication in communication media was also the criteria for the slogan
chosen. It is indeed needed to date that McDonald’s was really productive in
doing their marketing strategy by producing slogan in every decade. The
samplings which were going to analyze as follow in a table below:

Table 2. McDonald’s slogans during 1961-2008

Number

McDonald’s Slogans

Year

1.

McDonald’s is Your Kind of Place

1967

2.

We do it all for you

1975

3.

Nobody can do it like McDonald’s

1979

4.

Good time, great taste

1988

5.

Food, folks, and fun

1990

6.

Have You Had Your Break Today

1995

7.

I’m lovin’ it

2003
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By having those samplings, the writer would be easier to analyze and
answer the problem formulations.

4. Data Analysis
There were two problem formulations to answer in this study which were
the stylistics processes on McDonald’s slogans and how the stylistics process built
the psychological impact to the consumers toward the sales of McDonald. To
answer the problems, the writer did the analysis in some steps.
Firstly to be done after gathering data was selecting the McDonald’s
advertisement based on the criteria and analyzing the topic from printed media.
After comprehended the selected slogans as the primary data, the writer found out
the criteria of each slogans in order to support the evidence of the analysis. Here,
the writer used library research in getting some information needed. It was meant
that the information in this study were taken from books and articles that can be
related to the topic, such as some theories on linguistics, stylistics,
communication, and advertising, as the basis to answer the problem formulations.
The first problem was answered by the stylistics analysis. Every slogan were
analyzed its language style, what categories of linguistics involved and what
stylistics devices used in each slogan to find out the stylistics and linguistics
devices proceed in McDonald’s slogans. The writer analyzed each word of each
slogan by applying all possible stylistics and linguistics devices. From the
analysis, the writer then categorized all possible stylistics and linguistics devices
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in each table according to its stylistics and linguistics devices, for instance the
grammar, alliteration, rhyme processes, diction, repetition, and ellipsis.
The second problem was answered by distributing the questionnaire to the
selected respondents to count down the impact of McDonald’s slogans to the
consumers. The respondents were collected in a place and they were viewed the
visual version of selected McDonald’s slogans. The content of the questionnaire
was made to know how interesting and how the slogans captured the attention of
the respondents. From the result of the questionnaire, the writer counted down
what McDonald’s slogans can capture the attention of the respondents the most
and categorized the answer of the respondents in each table according to the most
attractive slogan. The distribution of the questionnaire was needed to support in
answering the second problem formulation. Every answered questionnaire were
considered to make the analysis on psychological effect of McDonald’s slogan
toward the consumers.
In analyzing the problems, the writer classified the advertisements based
on the criteria then explained further systematically. To enlarge knowledge on the
related theories, there were some books to help in getting a deeper analysis. The
references book of language were

An Introduction to Language (1988) by

Victoria Fromkin and Robert Rodman, A Resource Book for Students (2004) by
Paul Simpson, Stylistics (2002) by Peter Verdonk, The Science of Language: An
Introduction to Linguistics (1963) by John P. Hughes, The Cambridge
Encyclopedia of the English Language (2003) by David Crystal. From those
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books, the writer knew several definitions of language and the role of language in
human life.
In conducting the topic analysis in the side of communication, the writer
used The Significance of Communication (1950) by Charles H. Cooley, and
Communication Strategies: Sociolinguistics and Psycholinguistics Perspectives.
To help in analyzing the slogans, the writer used some books of advertising such
as Contemporary Advertising (1986) by Bovee and Arens, Dictionary of
Marketing and Advertising (1995) by Jerry Martin Rosenberg, There was also
supporting

data

from

the

internet

in

(http://en.wikipedia.org/wiki/McDonald’s_advertising.html) to exploit the slogans
chosen.
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D. Research Framework
To explain the step of the study, here is the diagram to show the flow of
the study.

McDonald’s
slogan since
1961-2008

Language style
used

Respondents

Effects to the
readers
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CHAPTER IV
ANALYSIS

A. Stylistics Analysis of McDonald’s Slogan Since 1960s-2008
McDonald’s slogan is one of the broadly area in applying stylistics
devices. Such style is designed to attract the reader or the listener to buy the
products, services or ideas. McDonald’s slogans use certain stylistics devices
which give psychological impact to the consumers. Therefore to dig up the issue
of stylistics usage in a deeper level of analysis is an essential thing. There are
seven slogans of McDonald’s to answer the first problem formulation that the
stylistics devices work in McDonald’s slogans. The data was collected and chosen
from the very first McDonald’s made slogans in 1960s-2008.

1.

McDonald’s is Your Kind of Place (1967)
The main concern in this thesis is to look into McDonald’s slogan, and

analyze their stylistics devices. The slogan McDonald’s is Your Kind of Place
above is obviously in positive sentence that signifies a statement.
Consequently, the meter has an iambic foot, which has two syllables, of
which the first is less heavily stressed than the second (a ‘de-dum’ pattern, for
want of more formal typology) (Simpson, 2004: 15). In the following is the
position of metrical feet for capturing the alternation between strong (s) and weak
(w) syllables:
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McDo | nald’s is | Your Kind | of Place
w s

w

s

w

de dum de dum de

s

w s

dum de dum
(Simpson, 2004: 15)

As there are four iambs in the line, the metrical scheme is iambic
tetrameter.
In the point of diction, the slogan chooses the word “kind” which has more
emphasized than the other words. Furthermore, from the path of the metrical feet,
the word “kind” is identified as the strong syllable. Emphasis is an extra intensity
and prominence given to words/ syllables for special significant, can be indicated
by capitals, italics, underlining, exclamation marks (Simpson, 2004:16). Though
the word “kind” is not indicated by special graphology, it would be easier to find
that “kind” is prominence. The emphasized word “kind” can be easily seen in the
visual version of its slogan that the word “kind” has more stress in the
pronunciation. This choice of this diction plays an important role in attempt to
attract the listeners’ attention. From the word “kind”, the advertiser wants to say
that McDonald’s is a nice place for the customers. The image of nice place for
people here will capture more attention toward the customers. Therefore, the
writer concluded that the diction is the most prominent applied in slogans to
achieve certain effect to the target consumers. Consequently, this slogan has not
much explore on the strategy of alliteration, and assonance.
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We Do It All for You (1975)
This slogan is not much different from the previous slogan, which still use

the pattern of positive sentence indicating a statement. Stylistically there are not
much stylistic devices used. The strategy of meter is applied that it has an iambic
foot, with the first syllable is less heavily stressed than the second. The
exploration is as following:

We do | it all | for you
w s

w s

w s

de dum de dum de dum
(Simpson, 2004: 15)

As there are three metrical feet, the metrical scheme is iambic trimester. In
this point, the application of assonance is also done indicating by the same vowel
sound of /i/ in the words /we/ and /it/. Thus, the strategy of assonance is taking
part to pattern the rhyme.
We do | it all | for you
/i/

/i/

Respectively, McDonald’s use “you” as the emphasis word as easily seen
in the visual version that the word “you” has more stressed pronounce than other
words. Remembering from the previous analysis, the first slogan uses the pronoun
of the word “you”, that is “your”. “You” addressed to the consumers is prominent
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to McDonald’s slogan as the whole because the target of the slogan will be
reached if the customers taking part to the slogan. According to Collin Cobuild
Dictionary for Advanced Learners, the word “you” has some meanings, and the
most appropriate meaning of “you” is the second person pronoun (Collin Cobuild,
: ). You can refer to one or more people and is used as the subject of a verb or the
object of a verb or preposition. A speaker or writer uses “you” to refer to the
person or people that they are talking or writing to. Which is true is “you” here is
address to the consumers directly. Since the pronoun of this slogan is “you”, then
as the whole sentence, the writer decides the word “we” functioned as the subject
of the sentence. “We” here is indicated as McDonald’s itself. This slogan can be
guessed that McDonald’s works multifunction can do everything to their
consumers, for instance the service, and the meal of McDonald’s to get the loyalty
of the consumers. Whereas “you” is indicated as the customers of McDonald’s to
be the target of making this slogan.
The advertiser of the slogan is directly showing that their target market in
arranging words is the consumers. Thus there is clear enough about who is the
subject and the object of this slogan. The writer sees it as an attempt to arouse the
listeners’ attention toward McDonald’s itself.

3.

Nobody can Do It like McDonald’s can (1979)
In this slogan the writer finds many stylistics devices applied. This slogan

is stated in the form of statement, and combining of two clauses. These two
clauses are noun clauses which are linked by coordinator “like”. The coordinator
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“like” is indicated as the Simile strategy. In which the strategy of Simile is a figure
of speech in announcing comparison by using the words like or as (Madden, 2002:
63). In here, the strategy of using Simile is to compare one to another, in this case
“McDonald’s” is compared to “Nobody”. From those analysis, the audiences are
invited to think further on this slogan, in which the slogan wants to say that
nobody or no other restaurants can do better than McDonald’s.
Another stylistics devices used is ellipsis, in which the strategy of ellipsis
is the omission of one or more words from a text, which the hearer or reader can
recover or guess from the context (Verdonk, 2004: 118). Some words that are
omitted are “do it”, that the writer can trash it back in a complete sentence
“Nobody can do it like McDonald’s can do it”. By using the strategy of ellipsis,
the slogan above will more effective without repeating the same words and still
the slogan does not lose its sense. Another stylistics devices is Repetition of the
word “can” in “Nobody can” and “McDonald’s can”. The repetition of the word
“can” is the whole strategy of the advertiser of this slogan to complete the
comparison of Simile. Thus, the repetition lies neither to complete the comparison
between “Nobody” and “McDonald’s”.
The perspective of this slogan is given to the customers that the word “it”
here is refers to all what McDonald’s had that no other restaurant can not do better
than McDonald’s in their products and their services.
This slogan also has its rhyme; however the rhyme is irregular as the
previous slogan had in the pattern. The rhyme has a free verse as in one foot the
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pattern of the strong and weak syllables are not the same from the beginning to the
final. The illustration will be shown as following:

No bo dy | can Do It | like Mc Do | nald’s can
s w s

s w s

s

w w

dum de dum dum de dum dum de de

s

s

dum dum

(Simpson, 2004: 15)

It is seen clearly that there are no certain pattern in each verse. The meter
using a randomly ‘dum-de’ pattern.The exploring metrical scheme above is
applying the free verse, which is not constrained by an imposed form. Free verse
does not have a rhyme scheme or regular rhythm (Madden, 2002: 74). It is not
formless, however, but relies on its own words and content to determine its best
form. Even this slogan is using the free verse, it is not giving a minus strategy
since the strategy of phonological has applied, it has already give an ease of
listening to the listeners to persuade the customers capturing the idea of this
slogan.

4.

Good Time, Great Taste (1988)
Most of the slogans above explore the certain pattern, which is the pattern

of sentence and clause. However, this slogan proposed a different pattern. “Good
Time, Great Taste” has a pattern of phrase. It is a combination of two noun
phrases. Noun phrase is a phrase which has noun as the head. It thus appears that
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the noun head of the slogan is “time”, and “taste”. The noun “time” takes the
adjective “good” as its complement. Meanwhile, the noun “taste” takes the
adjective “great” as its complement.
The slogan above has a clear exploration that it has phonological feature in
the text. The phonological feature is seen in the usage of Alliteration as one of
stylistics devices used. According to Madden, alliteration is the repeated initial
consonant in lines (Madden, 2002: 70). The path of alliteration is formed from
repeated initial consonant sound /g/ and /t/ in the initial sound of the word “good”
and “great” and also “time” and “taste”. Consequently, the rhythm has an iambic
foot, which has two syllables, of which the first is less heavily stressed than the
second (a ‘de-dum’ pattern, for want of more formal typology) (Simpson, 2004:
15). In the following the position of metrical feet for capturing the alternation
between strong (s) and weak (w) syllables: It is shown by the application of the
initial consonant of /g/ and /t/ as following:

Good Time | Great Taste
w

s

de dum

w

s

de dum

(Simpson, 2004: 15)

As there are two iambs in the line, the metrical scheme is called as iambic
dimeter.
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The initial sounds of the word “good” and “great” and neither do to “time”
and “taste” are the example of alliteration respectively. Verdonk states that this
strategy is not only devoted to a state of being pleasing to our ears but such sound
also leads to the attention-drawing aspect and memorability (Verdonk, 2002: 5).
Furthermore, the meaning of the word “good” and “great” here is moreless
the same as a nice image, while different in the level of usage. “Great” has a
higher level than “good” when using it in expressing something nice. Expressing
something in the word “good” is about pleasant or welcome, while the word
“great” is talking about something wonderful. Looking further to the words
“great” and “good”, both of them has its level in superlative. ”Great” has “great/
greater/ greatest” while “good” itself has “good/ better/ best” as their own level in
the comparison. Though “great” and “good” are the first level in their comparison
degree, the writer finds out that “great” has much higher than “good” in the sense
of usage.

5.

Food, Folks, and Fun (1990)
A consideration of this short slogan, Food, Folks, and Fun is a perfect

example of a succint slogan which conveys a direct and a powerful effect to the
listeners. This slogan demonstrates to capture the listeners’ attention. By scanning
the short slogan the advertiser invited the audience to understand what is being
communicated by the slogan.
Grammatically, the slogan above is a unique thing in the pattern. As the
writer found this slogan is in the form of phrase. In which the phrase is a
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combination of free morpheme and bound morpheme. The four free morphemes
are /food/, /folk/, /and/, /fun/. Meanwhile the bound morpheme is /-s/. Morpheme
can be defined as the minimal grammatical unit.
Stylistically, this slogan has not much exploring in the strategy of
stylistics. This slogan is only using the strategy of Alliteration which is shaped in
this slogan as the ease of listening by the sound of /f/ in food, folks, and fun.
Food | Folks | and Fun
/f/

/f/

/f/

Phonologically, this slogan has also applying the rhyme. Here is the
illustration of the rhyme:

Food | Folks | and Fun
s

s

dum dum

w

s

de dum

(Simpson, 2004: 15)

The metrical scheme above is applying the free verse, which is not
constrained by an imposed form. Free verse does not have a rhyme scheme or
regular rhythm (Madden, 2002: 74). It is not formless, however, but reies on its
own words and content to determine its best form.
By having a short slogan, makes the audience curious about what is inside
the slogan. This succint slogan explores more on the vocabulary or the diction.
The slogan Food, Folks, and Fun indeed bring the spirit of McDonald’s to the
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audience. According to Oxford Advanced Learner’s Dictionary, the word ‘folks’
having two meanings, in which refers to people in general, and music in the
traditional style of a country or community (Hornby, 1995: 456), so that, the
exact meaning is used in the plural as a friendly form of address; people in
general. Since the meaning of the words combination of food, folks, and fun
above, the writer can conclude that the slogan wants to deliver the image that
McDonald’s can bring fun to the consumers by the food in McDonald’s.

6.

Have You Had Your Break Today? (1995)
The slogan above has something different from the previous analysis. The

pattern of this slogan is using an interrogative sentence. Specifically, this slogan is
Yes-No interrogative sentence. Such sentence above is primarily used to state lack
of information verbally. The copywriter directly involves the listeners by
questioning them on a certain idea that has to accomplish. By such impression the
listeners will effectively discover the vision of the advertiser and accurately
generate the meaning of such slogan.
In the light of analysis, advertiser employs certain word choices (diction)
and grammatical pattern to communicate with the listeners. The word “break”
seems to be the focus of this slogan, though there is no special graphology than
the other words. According to Oxford Advanced Learner’s Dictionary, the word
“break” is polysemous because it consists of at least sixteen meanings of the word
“break”. Among nine meaning of the word “break”, the most appropriate meaning
of “break” itself means a short period of time when you have a rest or a change
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from what you are doing, especially if you are working or if you are in a boring or
unpleasant situation (Hornby, 1995: 134). By using the emphasis word, in here
“break”, will much more effective as an attempt to arouse the listeners’ attention.
Consequently, McDonald’s takes part of place where people would have their
break in McDonald’s.
Another vocabulary choices targeted to the consumers is the word “you”.
“You” here is the subject of the clause which is typically filled by noun phrase.
The subject is the cluster of words in which a noun forms the central component.
The listeners can take part in the application of the slogan because the listeners
will ask in their mind “who” and “what” deserve a break today. As the result, the
listeners themselves are the targets of the slogan. In other words, the slogan is in
line address to the listeners (consumers).
Speaking of the rhyme, there is a beautiful rhyme in this slogan. In which
the advertiser applied the strategy of alliteration of the repeated initial sounds of
/ha/ in the word have and had, the repeated initial sounds of /j/ in the word you
and your. Another phonological strategy in this slogan is the strategy of
assonance which is applied in the repeated initial sounds of /æ/ in the final sound
of the word break and today. The strategy of alliteration and assonance above is
helping to produce a certain rhythm to this slogan to give not only an ease of
listening but also to give a highly memorability to the customers. In which the
structure of the rhyme will be clear in the illustration below:
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Have You | Had Your | Break To | day ?
/hæ/ /ju:/ /hə/ /jə:(r)/
s

w

s

dum de dum

w
de

/æ/
s

/æ/
w

s

dum de dum
(Simpson, 2004: 15)

The meter using a ‘dum-de’ pattern, which is the first is heavily stressed
than the second, thus the metrical feet used trochaic (stressed, unstressed)
(Madden, 2002: 71). As there are four throic in the line, the metrical scheme is
trochaic tetrameter. The meter of this slogan is not the same like the others,
because it occurs in the form of interrogative sentence, in which the content word
of verb is which is mentioned in the first syllable applying the strong syllable.
Then the rest will follow the pattern.
This slogan has a clever strategy in the phonological and in the pattern of
sentence. The strategy of interrogative pattern has an impicit idea to McDonald’s,
in which if someone asked someone else about ‘have you had your break today’,
the idea directly goes to McDonald’s to have a break in McDonald’s. Moreover,
an ease of listening in the phonological strategy makes this slogan more attractive
and gets the idea of persuasive toward the listeners.

7.

I’m Lovin’ It (2003)
This slogan is in the pattern of positive sentence; however it uses the non-

formal sentence. The using of the word “lovin” indicates the non-Standard
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English. In the continous form the word “lovin” has its formal form that is
“loving”. In this slogan, it found the phonological process in which alveolarization
processes, it is velar alveolarization. Phonological process applying the rule of
velar alveolarization in which it has the consonant velar /ŋ/ as the input. It occurs
when final velar stop /ŋ/ which is [- alveolar] becomes /n/ which is [+ alveolar]. It
means that the final velar stop is alveolarized. In the word /lovin/, the /ŋ/ is
alveolarized and it becomes /n/. Therefore, it can be said that the slogan has the
characteristics, the consonant velar /ŋ/ is alveolarized to /n/ if it occurs in the final
position of a word.
loving [-alveolar]

lovin [+ alveolar]

The using of the strategy of alveolarization here is to make an ease of
listening for the listeners, not only to make it easy to listen but also to make it
easy to pronounce, and to leave attention-drawing and memorability. What is thus
demonstrated by this slogan is leading the listeners to the central idea presented in
the slogan.
The rhyme is also the strategy to make a high memorability to the
customers, thus the rhyme of the slogan will be drawn as follow:

I’m Lo | vin’ It
w s

w s

de dum de dum
(Simpson, 2004: 15)
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As there are two iambs in the line, the metrical scheme is iambic dimeter.
The meter using a ‘de-dum’ pattern, which is the first is less heavily stressed than
the second (Simpson, 2004: 15).
The light of analysis, this slogan is not much creative in using the strategy
of Stylistics. Thus, the advertiser employs certain word choices (diction) and
grammatical pattern to communicate to the listeners. The advertiser uses the word
“it” and “I”, which directly involves the listeners by guessing the certain ideas to
accomplish. By such impression the listeners will easily discover what is hidden
in this slogan. The word “I” addresses to the consumers of McDonald’s, while the
word “it” addresses to McDonald’s itself as the object of making the slogan.
Furthermore, the expression of “lovin” as feeling or showing love, has a
persuasive style to the listeners to deliver “love” between the listeners and
McDonald’s.
To sum up, this analysis has revealed the stylistics devices applied in
McDonald’s slogans. It provides a broad coverage in stylistics analysis because
many slogans modes have been already elaborated and investigated. To
summarize, the result of this study will be given in a systematic way. Thus, the
slogans that have being studied will be grouped in the following table.
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Table 3. Summary of the Analysis Result
SLOGANS
1.
2.

CATEGORIES

McDonald’s is Your Kind of Sentence
Place
Sentence
We Do It All For You

3.

Nobody Can Do
McDonald’s Can

4.

Good Time, Great Taste

Noun Phrase

5.

Food, Folks, and Fun

Noun Phrase

6.

Have You Had Your Break Sentence
Today?

7.

I’m Lovin’ It

It

Like Clause

Sentence

STYLISTICS
APPLICATIONS
Grammar, Diction,
Rhyme, Assonance.
Grammar, Diction,
Rhyme, Assonance.
Grammar, Rhyme,
Simile, Repetition,
Ellipsis.
Grammar, Diction,
Rhyme, Alliteration.
Grammar, Diction,
Rhyme, Alliteration.
Grammar, Diction,
Rhyme, Alliteration,
Assonance.
Grammar, Diction,
Rhyme,
Alveolarization.

After doing the analysis of the first problem, which shows the
characteristics of McDonald’s slogan, the writer found out stylistics devices
mostly used in McDonald’s slogan. The characteristics are written as the
following:
McDonald’s slogans mostly explore their grammar, the form of the
grammar are various, mostly in the form of sentence; McDonald’s is Your Kind of
Place, We Do It All For You, Nobody Can Do It like McDonald’s Can, Have You
Had Your Break Today, and I’m Lovin’ It. The most interesting exploration form
of sentence is Have You Had Your Break Today, in which this slogan uses the
interrogative sentence meanwhile the others are in the form of positive sentence.
The use of the interrogative seems interesting because by doing this strategy, the
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listeners will have their own opinion in their mind about what is questioning in the
slogan.
In building slogan, the advertiser should choose the right diction to arouse
the audience’s attention. Thus, diction is the most important device in the making
of slogan. In McDonald’s slogan, the advertiser applied this device. As seen in the
slogan, McDonald’s is Your Kind of Place and We Do It All For You, the diction
is quite simple, however, the word “you” and “your” is prominence in each
slogan. It is prominence because “you” and “your” indicated as personal pronoun
of “you” here addresses directly to the consumers of McDonald’s. The word
“you” and “your”, can trash back into the basic word “you”, which is quitely the
same characteristics, different in the function.
Meter is one of the stylistics devices which can push a slogan into an
attractive one. By having meter in slogan, the audience/ the listeners will feel the
slogan closer to them and resulted to rhythmic slogans. Position below are
methods for capturing the alternation between strong (s) and weak (w) syllables. a
‘de-dum’ pattern, for want of more formal typology which the first is less heavily
stressed than the second (Simpson, 2004: 15).
The strategy of Alliteration is one of effective stylistics device used in
McDonald’s slogan. The strategy can be seen in the slogan McDonald’s is Your
Kind of Place; Good Time, Great Taste and Food, Folks, and Fun. Alliteration is
repeated initial consonant sounds. For example: Food, Folks, and Fun. It shows
the repeated initial sound of /f/ in Food, Folks, and Fun. This strategy gives
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certain effect to the readers. Alliteration is not only pleasing to the ears, but it also
gives a long memorable to the audiences.
McDonald’s slogan is also using the strategy of Repetition in arouse the
audience’s attention. The strategy of repetition is a strategy in which a word or
some words are being repeated in a text. It can be seen in the slogan, Nobody can
Do It like McDonald’s can. The repeated word “can” in the slogan usually used
because of its prominency to give stress to the repeated word.
Another characteristics of McDonald’s slogan is the use of Ellipsis. The
ellipsis occurs in the slogan Nobody can Do It like McDonald’s can. The strategy
of Ellipsis used to invite the audience or the listener guessing what words are
omitted in the slogan. Thus, what is being guessed would be Nobody can Do It
like McDonald’s can Do It.
Simile is one of stylistics strategy used in McDonald’s slogan. The
strategy of simile can be seen in the slogan Nobody can Do It like McDonald’s
can. The word “like” is indicated as the tool of Simile, in which comparing what
Nobody can do and what McDonald’s can.
McDonald’s is also exploring the strategy of Assonance, which is the
repeated vowel sounds. The strategy of assonance is seen in the slogan, We Do It
All For You. The repeated vowel sound is the sound of /i/ in the word /we/ and /it/.
McDonald’s slogan also has the strategy alveolarization in the slogan I’m
Lovin’ It. The alveolarization in the word lovin’ characterize the phonological
feature. In the word lovin, the /ŋ/ is alveolarized and it becomes /n/. Therefore, it
can be said that the slogan has the characteristics, the consonant velar /ŋ/ is
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alveolarized to /n/ if it occurs in the final position of a word. That the sound
loving as it is in the Standard English, weakened become lovin when it is sang into
a song.
Thus, the result of the analysis will sum up to the following table:

Table 4. Stylistics Devices Mostly Used

Stylistics Devices
McDonald’s Slogan

1.
2.
3.
4.
5.
6.
7.

Gra

McDonald’s is Your √
Kind of Place.
We Do It All For You.
√
Nobody can Do It like
√
McDonald’s can.
Good
Time,
Great
√
Taste.
Food, Folks, and Fun.
√
Have You Had Your
√
Break Today?
I’m Lovin’ It.
√
Total =
7

Notes:
Gra: Grammar
Dic: Diction
Rhy: Rhyme
All: Alliteration
Rep: Repetition

Dic

Rhy

√

√

√

√
√

All

Rep

Ell

Si

Ass

Alve

√
√
√

√

√

√

√
√

√
√

√

√
6

√
7

√

√

√
2

1

1

Ell: Ellipsis
Si: Simile
Ass: Assonance
Alve: Alveolarization

1

3

√
1
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B. Relation Between The Styles and The Sales
After doing the analysis on the first problem, that is the stylistics processes
in McDonald’s slogan. Hereafter, to answer the second problem, the writer needs
the answer of the questionnaire that has distributed to the selected respondents as
the data. The second problem is meant to find the relation between the slogan, the
styles, and the sales. Based on the theory of advertising about the language of
advertising, it is predicted that an advertisement which explores more on its styles,
different from others can be more interesting and will help in increasing the sales
of the product. In this case, the styles of an advertisement signify the sales of the
products.
The first thing to do to find the relation between the styles and the sales is
scoring the respondents’ answer of the questionnaire. The answer of the
questionnaire is to fill the rank number from 1-7 to McDonald’s slogans, which
one is in the respondents’ perception the most interesting (1) to the less interesting
slogan (7). The result of the questionnaire can be seen in the table 5. The
following table 5., shows the most attractive slogan according to the respondents.
The column is for the rank of attractiveness, and the row is for the McDonald’s
slogans.
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Table 5. Result of Respondents’ Questionnaire

The Rank of Attractiveness
McDonald’s Slogans

1st

1. McDonald’s is Your Kind of

1

2nd

3rd

4th

5th

6th

7th

2

1

2

2

11

3

2

3

5

3

3

5

2

5

3

4

Place
2. We Do It All For You
3.

Nobody

can

Do

It

like

McDonald’s can
4. Good Time, Great Taste

3

4

4

4

2

2

5. Food, Folks, and Fun

2

4

6

3

2

1

1

6. Have You Had Your Break

1

1

2

5

8

1

1

1

2

2

Today?
7. I’m Lovin’ It

11

2

Based on the above data, it can be seen which slogan is more attractive and
which is less attractive. The writer explains the above data from the first rank until
the seventh rank to avoid confusion of numbers based on the data in table 5.
Explanation comes from the very first column of the rank of attractiveness.
Column number 1 is the 1st rank slogan according to respondents’ opinion. As
seen in the column number 1, the highest score for the most attractive slogan is
11, as stated in the result of the questionnaire, the slogan number 7, I’m Lovin’ It
got the higher score than the others that makes it as the most attractive. It means
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that 11 respondents choose the slogan I’m Lovin’ It, 3 respondents choose the
slogan Good Time, Great Taste, 2 respondents choose slogan Food, Folks, and
Fun, while there is 1 respondent chooses slogan McDonald’s is Your Kind of
Place and Have You Had Your Break Today?
The highest score is I’m Lovin’ It, in which this slogan has not much
involved the language styles, as discussed in the previous analysis on language
styles. However, the strategy of alveolarization in the word “lovin “ has been
applied to the slogan. The non-standard form which is applied to the slogan gives
a high memorable and plausible to the audience. Moreover, this slogan is the
newest than others which still stick on the respondents’ mind, thus, this slogan can
attract the audience than the others.
September 2, 2003 - (Munich, Germany) - "i'm lovin' it?." "ich liebe es?."
This simple expression of pleasure in everyday life will soon make its way into
the vocabulary of McDonald's 47 million daily customers in more than 100
countries as the Golden Arches launches its unprecedented worldwide brand
campaign today from Munich, Germany.
"i'm lovin' it?" is the centerpiece of a new marketing strategy that will
connect McDonald's with customers in highly relevant, culturally significant ways
around the world. Key to this campaign are five new cutting-edge, high-energy
television commercials that reflect the lifestyles and attitudes of today's customers
and culture. It's much more than just a new tagline or commercials - it's a new
way of thinking about and expressing our worldwide brand appeal to the
consumer. The five new "i'm lovin' it?" launch commercials were shot in 12
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languages and a variety of locations including the Czech Republic, Brazil, South
Africa and Malaysia. They depict how consumers from around the world feel
about

the

brand

and

the

way

McDonald's

fits

into

their

lives

(http://en.wikipedia.org/wiki/Talk:I'm_lovin'_it).
From the data above, we can see that the slogan I’m Lovin’ It is the most
famous, because of its worldwide and can depict the consumers’ feel around the
world.
The slogan “Nobody Can Do It like McDonald’s Can” is the number 2
slogan which succeed attract the students attention. In which, there are 5
respondents choose this slogan among the other. Since the other slogans choose
by 4, 3, and 2 respondents only, so there is no other consideration to conclude that
the slogan is placed the second rank of attractiveness. Related to the exploration
of the stylistics analysis, this slogan have some stylistics device which is different
from others. It explores the strategy of simile, in which McDonald’s compares to
Nobody signify by the word “like”. It also explores the strategy of repetition of the
word “can” in which to complete the strategy of comparison in simile. Moreover,
this slogan has the strategy of ellipsis, in which the word “Do It” has been ellipted
from the full version “Nobody Can Do It like McDonald’s Can Do It”. Having
much exploration in its styles can give more attraction to the audiences, in this
case the students as the respondents.
The number 3 slogan is the slogan “Food, Folks, and Fun”. This slogan
gets 6 respondents, while the other only get 4 to below, which makes this slogan
as the third attractive slogan. This slogan has not much specification in its

PLAGIAT
PLAGIAT MERUPAKAN
MERUPAKAN TINDAKAN
TINDAKAN TIDAK
TIDAK TERPUJI
TERPUJI

55

exploration of styles. However, this slogan attracts the students by its creative,
succint, and pungent choice of words. The diction explores more since the
combination of only three words, has ability to represent the characteristics of
McDonald’s.
The classification of the slogan Food, Folks, and Fun is more or less the
same as explored in the slogan Good Time, Great Taste. This slogan also has the
strategy of grammar, diction, rhythm, and alliteration. A short slogan with its
perfect combination of words can have a long memorable in people’s mind. In the
theory of advertising this is called the strategy of locking power. In which the rank
number 4 goes to slogan Good Time, Great Taste, that this slogan gets 4
respondents among others. Although the slogan Nobody can Do It like
McDonald’s can gets 5 respondents, in which the score is higher than 4, the writer
already chooses it as the second rank since there are two slogans chooses by 4
respondents and to avoid the confusion.
The next less attractive slogan is “We Do It All For You” placed the rank
number 5, in which there are 5 respondents choose it as the less attractive. There
is another slogan which is chosen by 5 respondents. However, that slogan has
been chosen by 8 respondents as the sixth position, which conclude We Do It All
For You as the fifth position. The styles of this slogan is using the strategy of
assonance in which vowel sound is being repeated. The exploration of the
repeated vowel sound is the sound of /i/ in the word /we/ and /it/.
As mentioned before that the slogan “Have You Had Your Break Today?”
is chosen by 8 respondents,therefore it is placed in the rank 6. Based on the theory
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of advertising, this slogan has given the awareness to the audience. What is meant
by awareness here is this slogan has impressed someone to give a personal
involvement or curiousity by having a question as this slogan in the form of
interrogative sentence. As discussed on its stylistics analysis, this slogan has not
much explored the strategy of stylistics. However, by having its grammar
exploration on interrogative form, it actually can give a high score for this slogan.
The slogan that is the most less attractive based on the students’ opinion is
“McDonald’s is Your Kind of Place”. In which in the rank column number 7 is
mostly chosen by 11 respondents that make it as the unattractive than others
placed in seventh position. The styles in this slogan is not much giving an
impression to the audience, by having the exploration of its grammar, diction,
rhyme, and alliteration. It does not have a specific characteristics on its style so
that the score for this slogan is the lowest.
For the other slogans that has the rank 2-7 has no such data of sales like
the rank 1, I’m Lovin’ It. Therefore, the language styles of its slogan is the
implication for the respondents to give their score on the questionnaire.
The result of the data analysis above concludes that a short and simple
slogan can catch the attention of people rather than a long slogan. It has a strong
correlation as seen in the students’ opinion in the questionnaire that is an unusual,
a unique and creative stylistics application used in a slogan will have a long
memorability in people’s mind.
After knowing the result of the second problem formulation, it seems that
the result proves the theory of advertising function and its impact to the
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consumers. Here, after we find the result from the students’ opinion that a short
and simple slogan can catch the attention of people rather than a long one, we
have to also see the result of the first problem formulation. The result shows that
the long slogan have explored much on the stylistics devices rather than the short
one. However, the stylistics application is usual with only the exploration on
grammar, and rhyme. Meanwhile, the short one have not much explore on its
styles, but a smart choice of words, and unusual stylistics device used in the
slogan gives impact more to the students. Therefore we may say that the short
slogan have a good impact to the students because they have an unusual
exploration in styles, it is not simply because the slogans are long and having a lot
of exploration in styles will catch the attention of students.
The result proves the theory of advertising about the language of
advertising that states that a language which has its perception, awareness,
understanding, persuasion, and locking power will catch the attention of the
consumers and will increase the sales of its products. In other words, it can be said
that the language styles of a slogan would signify the sales of its product.
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CHAPTER V
CONCLUSION

The problem formulations stated in Chapter I had been thoroughly
discussed in Chapter IV. Therefore, the discussion of two points: the stylistics
processes that is occured in the slogan of McDonald’s during the period of 1960s2000s, and the impact of the stylistics processes to the sales of the McDonald’s
products, is to be made in the form of summary.
The first problem is meant to find out the stylistics processes occured in
McDonald’s slogan. From the analysis, the writer can conclude that there is some
stylistics devices applied in McDonald’s slogans. In the term of grammar,
McDonald’s uses three largest rank scales of grammatical units. It involves
sentence, clause, and phrase. Those forms take two syntactic classes: statement
and question. In the analysis, it has been confirmed that statement is used to give
information, while question is used to arouse the audience curiosity about what is
being questioned presented in the slogans.
Stylistically, McDonald’s delivers a certain vocabulary choices (diction).
It is found that McDonald’s employs a simple, common or colloquial language in
its slogan. Even one of them uses the informal language. In fact, this kind of
method is used to give an ear-pleasing and sense of memorability to the audience
so that the audience will be able to grasp the slogan when it is sang as a jingle.
Furthermore, the vocabulary exploration found superlatives in McDonald’s slogan
occured in the year of 1988 with the slogan “Good time, Great taste”. Another
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vocabulary mode found polysemous in the slogan “Have You Had Your Break
Today?”.
In terms of sound schemes, most of McDonald’s slogans have much
explored the strategy of ear-pleasing. McDonald’s slogans “McDonald’s is Your
Kind of Place”, “Good Time, Great Taste”, and “Food, Folks, and Fun” facilitate
a powerful mode of sound pattern namely alliteration. McDonald’s slogans also
explored another sound schemes found in the strategy of assonance in “We Do It
All For You”. Moreover, a stylistics study on the sound schemes has confirmed
that some of McDonald’s slogans have rhyme which is not only pleasing to the
ears, but it also can give a long memorability to the audience. The strategy of
alveolarization found in the slogan “I’m Lovin’ It” has also contributed to give
rhythm to the slogan.
Another finding is the strategy of simile, a figurative language which is
announced comparison. The words to compare are like or as. The slogan “Nobody
can Do It like McDonald’s can”. This slogan is also exploring on the repetition
device, that a word or some words have been repeated and the strategy of ellipsis,
in which some word has been ellipted or erased. The stylistics devices repetition,
and ellipsis here are taken to complete the strategy of simile. The result of this
method is to give a sense of emphasized to the audiences.
Next up the second problem, the study is intended to find out the relation
between the styles and the sales. Based on the result of the analysis, it can be
concluded that a short and simple slogan is the most attractive that can catch the
attention of the audience rather than a long slogan. The result of the analysis
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related negatively that a long slogan can not grasp the attention more rather than
the short one. The problem is not on how long a slogan is, it is rather than on the
locking power of a slogan. As seen in the students’ opinion in the questionnaire
that is an unusual, a unique and creative stylistics application used in a slogan will
have a long memorability in people’s mind. At this point, the style of a slogan has
also determines the sales. Such styles which had been analysed in the research
problem number one have a strong relationship with the sales. They coorporate to
stimulate willingness to try the product for the audiences.
Throughout the analysis, as noted above, it is found that the perception,
awareness, understanding, persuasion, and the locking power of a slogan are the
prominent types to the sales of McDonald’s slogans.
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APPENDICES
APPENDIX 1.

Kuesioner Pengaruh Gaya Bahasa Pada Slogan McDonald
terhadap Tingkat Penjualan

KUESIONER PENGARUH GAYA BAHASA
PADA SLOGAN MCDONALD
TERHADAP TINGKAT PENJUALAN

Responden Yth.
Untuk keperluan penelitian berjudul “A Stylistics Study on McDonald’s Slogan
during 1960s-2008”, perkenankanlah kami mohon bantuan para responden untuk
mengisi kuesioner ini dengan memberikan peringkat dari 1-7 pada slogan-slogan
McDonald yang menurut persepsi para responden paling menarik (1) hingga
tidak menarik (7).
Atas perhatian dan kerjasama para responden, kami ucapkan terimakasih.
Hormat saya,
Cyrilla Setiastuti

Slogan
McDonald’s is Your Kind of Place
We Do It All for You

Peringkat
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Nobody can Do It like McDonald’s can
Good Time, Great Taste
Food, Folks, and Fun
Have You Had Your Break Today?
I’m Lovin’ It
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