PROCEEDINGS

NATIONAL CONFERENCE

Language
in
the Online and Offline World

Petra Christian University, Surabaya
June 1 & 2, 2010

Editors:
Dwi Setiawan
Liem Satya Limanta

>

\

-—17 English Department
o/ Petra Christian University




National Conference
Language in the
Online and Offline World

Petra Christian University, Surabaya
June 1 &2, 2010

Editors:

Dwi Setiawan
Liem Satya Limanta

PT Revka Petra Media

CopyrightRPM@2010




(Cetakan Pertama Mei 2010

Penerbit dan Percetakan

PT Revka Petra Media
Jalan Pucang Anom Timur No. 5
Telp/ Fax : 031-5051711 / 5056848

Perpustakaan Nasional Rl : Katalog Dalam Terbitan ( KDT)

148 Halaman ; 148 x 210 mm

ISBN : 978-602-8671-36-1

llllllllllllll
--------------
------------------------------
|||||||||||||
llllllllllllll

! l{f: ___lfl'l Fu’iang—undan %HHQ mempelbanya ;
Selil %ﬂlukapapun, secara elektronis maupun -
SR
ahun k Cipta,
oo, s ot

=13 rﬁf‘m{:.ﬁ*;




B

Language in the Online and Offline World

PREFACE

At present, every second all around the world, language is used not only in the real but also in the
virtual world. This condition has inspired the English Department of Petra Christian University,

Surabaya, to conduct a national conference on “Language in the Online and Offline World.”

It is a great privilege for me to welcome you all to this conference, which is the first of its kind
organized in Indonesia, particularly to bring together students, teachers, and scholars to focus on

language issues in our society from linguistic, cultural, literary, and media-related points of view. |
the country, namely

am also very pleased to welcome presenters from nine different cities of

Jakarta, Bandung, Semarang, Jogjakarta, Salatiga, Kudus, Surabaya, Singaraja, and Makassar. In this
two-day conference, various sub-themes will be covered: Language and Media, Language and
Popular Culture, Language and Professional Worlds, Language/Communication Strategies, Language

and Multilingua! Society, Language and Self-Identity, World Englishes and Other Global Languages,

Bilingual/Multilingual Education, and Non-Verbal Language.

The committee of this conference has planned and worked so hard for this event since a year ago.

The organizing committee is committed to make this conference a success, yet conducting a
conference is not without complications and problems. Thus, if there is any inconvenience before,

during, or after the conference, please, accept our sincere apology.

Last but not least, | am very grateful to our distinguished keynote speakers, Prof. Esther Kuntjara,
M.A., Ph.D., and Drs. Ribut Basuki, M.A., and to Petra Christian University for supporting us to hold
this opportunity to thank the hardworking

this national conference. | would also like to take
committee members and many other people who have made this conference possible. | sincerely
hope that you leave the conference with valuable experiences, a wealth of knowledge and

networking for years to come.

Thank you and enjoy the conference!

Herwindy Maria Tedjaatmadja
Chairperson of the Organizing Committee
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The Advertising Campaign Strategy

Definition of advertising based on Kotler and Amstrong (2004) is any paid form of non personal
presentation and promotion of ideas, goods, or services by an identified sponsor. Although
advertising is used mostly by business firm, it also used by a wide range of non profit organizations,
professionals, and social agencies that advertise their causes to various target public.

There are several advertising objectives; they are informative advertising, persuasive
advertising, and reminder advertising. Informative advertising is used heavily when introducing a
new product category. In this case, the objective is to build primary demand. While the persuasive
advertising is used in purpose to persuade the customer to buy the product. This objective can
change into the comparative advertising along with the increasing of the competition which means
that the advertising objective is to compare its brand with others directly or indirectly. Finally the
reminder advertising is used in purpose to remind the customer towards the product. This objective
commonly used by the mature products or brands.

Developing the advertising campaign strategy required two major elements; the creating
advertising message and selecting advertising media. Nowadays, more and more advertisers are
orchestrating a closer harmony between their message and their media that deliver them. In some
cases, and advertising campaign might start with a great message idea then followed by the choice
of appropriate media.

The advertising campaign can succeed only if commercials gain attention and communicate
well. Good advertising message are especially important in today’s costly and cluttered advertising
environment. Just to gain and hold attention, today's advertising message must be better planned,
more imaginative, more entertaining, and more rewarding to customers.

According to Grewal and Levy (2010), there are several steps in planning and executing an
advertising campaign that can be seen on figure 1 below:

Step 2 Step 3 Step 4
Set advertising o Determine the o  Convey the
objectives ads budget message

_ Step 7 o —— Step 6 * Step 5§
e “ias Assess impact Create Evaluate &
advertisements Select Media

Figure 1: Advertising Campaign Planning & Execution

follow each step to develop the effective and efficient advertising campaign
on this essay is on the fourth step that is conveying the message. There are two
 the message; firstly is the firm determines the key message it wants to

“to the target audience. Secondly is the firm decides what appeal would most
e provides the target audience with reasons to respond in the desired way. A
1t for deciding on the advertising message is to tout the key benefits of the
s service. The message should communicate its problem solving ability clearly and in a
Another common strategy differentiates a product by establishing its unique
forms the basis for the unique selling proposition which is often the
an advertising campaign. The proposition should be communicated as
and it must be not only unique to the brand but also meaningful
ss to be sustainable overtime even with repetition.

8 S s steps in planning and executing an advertising campaign strategy. The
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the determination of local dialect at those advertisements will enhance the effectiveness of message

delivery instead of using the formal Indonesian language.
During the local election for instance the Governor or the Mayor election in Indonesia, many

candidates used the local dialect as their campaign slogan to attract and to gain attention from the
voters as can be seen on figure 4. Even this approach is also used for the candidatures campaign for
the Presidential and National Senate Election. The determination of which local dialect used is based

on where the advertisements are located.

e g e A g e 8 i 2

Vet XETT TICamnwaiikotaSurabayai201 0.22015)

Figure 4: The Campaign, One of the Candidates for the Surabaya Mayor

KFC and Fren advertisement at figure 4 showed the using of certain situation language

on in this case in the form of non formal language. KFC use the word “Goceng” which is
originated from Chinese word that means five thousand. The consideration behind the
determination of this word within the advertisement is because this word is used in daily trade
activities within the Indonesian society. The word “Goceng” creates the bombastic effect to attract
the audience attention instead of using the Indonesian word “Lima Ribu”. Nevertheless, the amount

Rp 5.000 is inserted within the advertisement to support the message delivery.

variati

Figure 5: KFC and Fren Advertisement

Next, the Fren advertisement comprised full of non formal Indonesian language to
communicate its offering to its customer. First, the advertisement used the word “Doweerr” which is
originated from the slang language that means the dropping lower lips. Many other slang word such
as “trus” from “terus” and “sampe” from “sampai”. In addition, another word used is the English
word “Swear” but it is used inappropriately by change it into the slang word of “Sueerr”. The use of
those slang words enhanced the message delivery because mostly Indonesian society using non
formal language when communicating with their close friends and relatives.

Most of the advertisements in Indonesia used non formal language within their campaign no
matter the form of the advertisement either the electronic advertisements such as television

2
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Figure 8 showed that Petra Christian University use English language as the tagline to create
the image of international standard university. This approach is effective to develop and to increase
the image of the university from the point of view of the Indonesian customer perception. Assuming
that Petra uses the Indonesian language for its tagline for instance “Sebuah Kampus yang Peduli dan
Global”, comparing the English and the Indonesian version reveals that the Indonesian version of

tagline is not as strong as the English version especially in the point of view of the Indonesian
customer perception,

Language in the Online and Offline World

Conclusion and Discussion

This essay is started with the concept of language and advertising campaign strategy as the
introduction. The concept of language comprises the definition, the function, and the variation of
language. While the concept of advertising campaign strategy comprises the definition, the goals of
advertising, the steps to develop and to execute the advertising plan, and the strategy to deliver the
message.

After understanding the two concepts then it is continued by connecting those concepts to
figure out the roles of language within the advertising campaign strategy. Several examples of the
advertisement both the commercial and the public advertisements are given to prove the
importance of language determination in purpose to deliver the message from company to the
target audiences or target customers.

There are several conclusions that can be taken from this essay as follow: Firstly, the
determination of language plays critical role toward the successfulness of an advertising campaign
strategy. Therefore the company or the advertising agency should pay special attention regarding
the determination of the language when setting the advertising campaign strategy.

Secondly, the determination of language within the advertising campaign should consider
the characteristics of the target audiences such as the location, occupancy, lifestyle, education, etc.
This consideration is important indeed when selecting the appropriate language variation to
communicate the message. Finally, the determination of language within the advertising campaign
strategy needs the support from other elements such as the brand ambassadors, the visual graphic,
etc. The combination of the appropriate language with other important elements will enhance the
effectiveness in message delivery.
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