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ABSTRAK 

 
Penelitian ini mendeskripsikan dua implikasi yang ditemukan dalam slogan iklan majalah Time. 
Adapun permasalahan penelitian ini adalah implikasi apa saja yang terdapat pada iklan di 
majalah Time dan bagaimana implikasi khusus dan umum yang digunakan dalam iklan di 
majalah tersebut. Penelitian ini mengaplikasikan data kuantitatif dan kualitatif yang difokuskan 
pada fungsi ekspresi kebahasaan dan membahas isi yang ditemukan dalam iklan pada majalah 
Time. Analisis data menggunakan klasifikasi Grice dengan hasil penelitian yakni ada sebanyak 
26 slogan iklan yang termasuk dalam implikasi umum dan 34 slogan iklan yang termasuk dalm 
implikasi khusus. Dari jumlah data yang ditemukan, ada perbedaan persentase sebanyak 56.67% 
untuk hasil implikasi khusus dan 43.33% untuk hasil implikasi umum. Dari hasil tersebut 
dapat disimpulkan bahwa majalah Times menggunakan slogan iklan sebanyak 56.67% 
bermakna implikasi khusus. Penelitian ini diharapkan menambah informasi kepada peneliti 
maupun mahasiswa bahasa Inggris untuk menambah pengetahuan tentang prakmatik sehingga 
dapat menyusun penelitian lanjutan. 

 
Kata kunci: implikasi umum, implikasi khusus, slogan iklan 

 
 

1. Introduction 
1.1. Background of the Study 

The important means of communication is language. It is a general 
humanism symptom. People need language to interact and express most of their 
thought, feeling, and knowledge to the others. By using language, they can increase 
their life, since it is principal modality of human communication in their daily life. It 
has a powerful influence over their behavior. Language is also a verbal symbol system 
that allows us to take messages and utterances in the form of words and translate 
them into meaning. One of human activities in using language is a trading activity. 
Talking about trading is always related to business. When we are talking about 
business, we will always think about how is the success of a company in hunting 
profit as the main purpose. This success depends on the product sold in the market. 
The more products are sold, the more company will get profits. That is why the 
entrepreneurs will always find a way to expose their products in society. Since they 
believe if their products have been known by the society, they would get more 
chance to gain great profits. Here, language takes an important role because a 
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company will always depend on language in giving information of its products to the 
consumers. 

One of the media used by the entrepreneurs in spreading the information of 
their products to consumers is advertising. Advertising succeeds or fails depends on 
how well it communicates predetermined information and attitudes to the right 
people, at the right time, at the right cost (Lancaster & Reynolds, 1995:210). 
Language is especially true in fields of marketing and advertising the choosing of 
language in conveying specific messages with the intention of influencing people is 
vitally important. 

 The language of advertising is normally positive and emphasizes on why 
one product stands out in comparison with another. Advertising of language may not 
always be a correct language in the normal sense. For example, an advertisement of a 
face moisturizer may say it makes face whiter but whiter than what? By using goods 
and effective language, the consumers will get certain impression of the offered 
products and then decide to buy them then.  

Nowadays, there are many kinds of advertising in order to attract 
prospective consumers. Advertising can be found in almost a ll mass media such as 
TV, radio, newspaper, magazine, internet, and etc. in written and spoken forms. In 
written advertising besides pictures, color composition, and size, the use of the 
language is the most important thing. That is why the entrepreneurs will always be so 
careful in using language for their advertisement in which they persuade prospective 
consumers.  

As one of the appeals in advertising, language plays an important role, 
including the use of language in slogans. Slogans are often used to make an 
advertisement. The slogans are often used to make an advertisement more attractive. 
Gaw (1969:50) states that nevertheless some slogans are so closely associated with 
trademarks, the picture mark often illustrating the idea put forth in the slogan, that 
the slogan establishes a three way ² recall, the product, the trademark and an 
important sales message. 

Usually, the slogans are made so effectively and modesty that people can 
remember them well. For example, whenever somebody reads a slogan in magazine 
´&RQQHFWLQJ�3HRSOHµ�KH�ZLOO�VSRQWDQHRXVO\�NQRZ�WKDW�SURGXFW�LV�1RNLD�KDQG�SKRQH��
These days, a slogan is considered as the product identity of a company that is 
different from other. That is the reason why companies create slogans. Talking about 
slogans in advertising is interesting for some reasons, namely (a) slogans have certain 
specifies in their performance, (b) slogans are brief and easily remembered, and (c) 
slogans can be considered as an art of language. Based on the reasons above, the 
writer is interested in identifying the language expression used in slogans in Time 
magazine.  

 
1.2. Statement of the Problem 

In this study, the writer limits the discussion by formulating the following 
research questions: 
1. What implicature contain in the advertisement slogans in Time magazine? 
2. How is the generalized and particularized implicature used in the advertisement 

slogans? 
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2. The study of generalized and particularized implicature found in time 
magazine advertisement slogans 

2.1. The Definition of Pragmatics 
Pragmatics is the study of language used in communication and the 

DVVRFLDWHG�XVDJH�SULQFLSOHV��0RUULV�GHILQHG�SUDJPDWLFV�DV�WKH�VWXG\�RI�´WKH�UHODWLRQ�RI�
signs to interpreters, the signs are applicable and syntactic as the study of the formal 
relation of sLJQV� WR�RQH�DQRWKHUµ� ���������� ,Q�SUDJPDWLFV��DSSHDUV� WR� WDNH�SRLQW� RI�
view of the producer of the sign more naturally than that of the receiver (even when 
KH�UHIHUV�WR�¶WKH�ZKROH�VLWXDWLRQ�FRPSULVLQJ�VSHDNHU��KHDUHU��DQG�HQYLURQPHQW·��/HHFK�
(1983) supported by Yule (1996:36) considered pragmatics as a study of discussing 
the speaker meaning linking with discourse situation.  

As stated by Levinson (1983: 21) that pragmatics is the study of the 
relations between language and context that are basic to an account of language 
understanding. Referring to Fasold (1991:119), pragmatics is a study of context use 
to draw an inference of meaning. The inference is a conclusion drawn from an 
XWWHUDQFH��3UDJPDWLFV�GLVFXVVHV�D�ODQJXDJH�XVHG�LQ�D�KXPDQ·V�OLIH�IRU�YDULRXV�D ims in 
DFFRUGDQFH� ZLWK� WKHLU� DELOLW\�� ,W� DOZD\V� UHODWHG� WR� GDLO\� KXPDQ·V� DFWLYLWLHV�� 7KH�
language and its speaker are the main characteristics besides the pragmatics itself.  

From the definition above, pragmatics refers to the utterance of speaker 
connecting with a context. It also includes language use, communication, and 
interpretation.  

 
2.2. The Definition of Entailment 

Talking about implicature is not be taken apart from entailment. It should 
be known that entailment is also the main part in supporting the difference between 
conventional and non-conventional meaning. In the other hand, it could be called as 
FRQYHUVDWLRQDO� LPSOLFDWXUH�� *ULFH� �����D�� DV� TXRWHG� LQ� )DVROG·V� ERRN� KDV� PDGH� D�
distinction between the natural and non-natural meaning. The natural meaning is 
often called as entailment, a meaning that is present on every occasion when an 
expression occurs when we make a sentence. The entailment of conventional 
meaning must always result in a contradiction. Since the speaker is saying something 
and no something simultaneously. 

The entailment is also called a literal meaning which has lexical items and it 
means in reality or in actually. It extents that is conventional rather than inferred 
meaning in context, it is also a meaning that is always associated with an expression 
occurs the meaning occurs. There are two concept of entailment. A proposition p 
entails another proposition q if and only if whenever p is true, q is also true and a 
proposition p presupposes another proposition q if and only p entails q and the 
negation of p also entails q.  

Entailments are conventional or semantic meanings which cannot by 
definition be cancelled without creating a contradiction, but implicatures are 
inductive inferences which the hearer draws and may therefore be cancelled. The 
important thing to know that an implicature, because it is not a part of the 
entailment, it is conventional in the sense that it does not derive from knowing the 
rules for talk (therefore it is not conversational) and it is almost always associated 
with the particular lexical item (and thus a kind of natural meaning).     
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2.3. The Study of Implicature 
According to Grice (1967a) implicature is an inferred meaning and it is 

defensible and non-detachable. If the context holds, the item with the same meaning 
will have the same implicature. It is something meant, implied, a suggested distinct 
from what is said. It can be part of sentence meaning or dependent on 
conversational context and can be conventional or unconventional. It has also been 
used to explain lexical gaps. In the other hand, implicature is the relationship 
between the statements where the truth of one suggests the truth the other but 
distinguishing implicature. 

Meanwhile Levinson (1983:98), implicature analyzed as pragmatics in 
references, bridJH� WKH� JDS�EHWZHHQ�ZKDW� LV�VDLG� DQG�ZKDW�LV� FRPPXQLFDWHG�*ULFH·V�
theory of implicature is on the other hand based on the function of human 
reasoning, which is cognitive process, and on the socially based factors pertaining to 
the communicative event, which comprise social behavior.  

Grice mainly concentrating on one type of implicature that namely 
generalized implicature (Levinson, 1988). But actually there are two kinds of 
implicature mentioned by Grice as follows: 

 
2.3.1. Generalized Implicature 

Based on Grice (1975) generalized implicature arises irrespective of the 
context in which they occur. It has a little or nothing to do with the must relevant 
understanding of an utterance. Besides it is inferred irrespective of the context. 
Generalized exists because of the fact that the cooperative presumption, 
determinacy, and mutual knowledge conditions hold. It is inferable without reference 
to a special context. If we pursue the generalized implicature to its logical conclusion, 
that it is very nature of what may be lexicalized is determined by systems that began 
life as principles that guide language use.  

Grice added it is an attempt of implicit meaning, the former in terms of 
some kind default logic the latter by employing the concept of stereo typicality in 
DSSO\LQJ� WKLV� ORJLF�� $V� ZKDW� *ULFH·V� REVHUYHG�� LW� LV� DULVLQJ� LQ� WKH� REVHUYDQFH� RI�
flouting of the maxims and in terms of implicature are generally generated in 
particular context of use. Grice (1975:46) consider that maxim of relation very 
important in generalized implicature but at the sometime leaves it relatively 
unspecified.  

 
2.3.2. Particularized Implicature 

Particularized is to infer in a specific way from the cooperative principles 
using particular facts about the meaning of the sentence uttered and the context of 
the utterance. Particularized implicature is not derived from the utterance alone but 
from the utterance in context. And it is also inferred in relation to a context. Besides 
it is particular to the context of the utterance in which they arise. That it must be 
relevant to the context which is talking about if we pursue the particularized 
implicature to its logical conclusion, we may suggest that relevance is the single 
principle which determines utterance understanding, as Sperber and Wilson put it is 
UHOHYDQFH�ZKLFK�LV«�JLYHQ�DQG�FRQWH[W�ZKLFK�LV«�D�YDULDEOH������������ 

Moreover Grice (1975) suggested that there are some properties that 
characterize particularized implicature, which may not be shared by generalized one. 
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It could be described as follows; (1) particularized implicature is cancelable, (2) it is 
also non-detachable; that cannot be detached from an utterance simply by changing 
the words of this utterance or their synonyms, and (3) particularized implicature is 
calculability; it is calculated in terms of rational steps that show how the sense of 
utterance, the cooperative principle and the maxims give arise to inferences in order 
assumption of cooperation to be preserved. Then, (4) particularized implicature is 
non-conventionally attach to specific lexical items, buy they systematically in certain 
pragmatics context.  

In the other hand, to work out that a particularized implicature is present 
relying on the following reasons; (1) the conventional meaning of the words used 
together with the identity of any references that maybe involved, (2) the cooperative 
principles and its maxims, (3) the context, linguistics or otherwise, of the utterance, 
(4) other items of background knowledge, (5) the fact or supposed fact that all 
relevant items under the previous headings are available to both participants and 
both participants know or assume this to be the case. Particularized implicature is 
derivable only in a specific context. Based on Levinson (1983), it is observing the 
conversational ma[LPV�RI� UHODWLRQ�RU� UHOHYDQFH� LQ� D� VSHFLILF� FRQWH[W� RI� VRPHRQH·V�
utterance. 

  
2.4. The Definition of Advertising 

  Advertising is paid form of non-personal presentation and promotion of 
ideas, goods, or services by an identified sponsor as what James M. Carman and 
Kenneth. P. Uhl (1973:527). From the aim point of view, Dirksen and Kroeger 
(1972:56) states that advertising is communication on a mass basic information about 
the qualities and features of products, services, and ideas of significance to the 
consumers with the intention of persuading sufficiency buyers to warrant the 
expenditure involved, and this to be profitable or worth while from the stand point 
of the designated sponsor.  

Related to this study, advertising media has an important role in informing 
and influencing consumers. An advertising media needs a certain medium for 
sending the messages to the people. Media is the means used to convey the 
DGYHUWLVHU·V� PHVVDJHV�� 7KH� SULQFLSOH� PHGLD� DUH� QHZVSDSHU�� PDJD]LQH�� H-mail, TV, 
radio, internet, business publications, and point of purchase advertising. According 
to Gaw (1969:132) as one of the advertising media, magazines have several strong 
advantages among others; (a) magazines enjoy considerable prestige among their 
readers and it is shared by the advertising that appears in them, (b) a high degree of 
selectivity is obtainable through the use of class magazines and it permits the 
advertiser to reach specific markets with a minimum of waste circulation, (c) by 
purchasing of regional segments or national circulations, the geographical flexibility is 
possible to reach, (d) magazines enjoy a long term of life within the home often 
being kept for weeks, months, or years. (e) magazines enjoy as much larger secondary 
or pass on circulation than daily newspaper, (f) magazines give good color 
reproduction, (g) magazines are usually read carefully and thoroughly at leisure, (h) a 
variety of layout is made possible through the use of gatefolds, pleads, spreads, 
insects, multi page use, etc. Advertiser specifically designs television, radio 
commercials, billboards, and advertisement in the print and electronic media to catch 
our intention and entice us to purchase products and services. 
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2.5. The Definition of Slogan 
In American Heritage Dictionary of English Language (1981), slogan is the 

catchwords or motto of a political party, school or other groups, a catch phrase or 
VHQWHQFH� XVHG� LQ� DGYHUWLVLQJ� WR� GUDZ� SHRSOH·V� DWWHQWLRQ� E\� XVLQJ� LQWHUHVWLQJ� DQG�
striking words, it is usually remembered, it is used as an identity of a certain product 
or service.  

Meanwhile, Gaw (1969:50) says that nevertheless some slogans are so 
closely associated with trade marks, the picture mark often illustrating the idea put 
forth in the slogans, then the slogan establishes a three way; recall, the product, the 
trade mark, and an important sales message. Usually the slogans are made so 
effectively and modestly that people can remember them well.  

Talking about slogan in advertising is interesting for some reasons namely 
(a) slogans have certain specifies in their performance, (b) slogans can be considered 
as an art of language, (c) slogans are brief and easily remembered. 

,Q�WKH�RWKHU�KDQG��LQ�:HEVWHU·V�7KLUG�1HZ�,QWHUQDWLRQDO�'LFWLRQDU\�RI�WKH�
English Language Unabridged (1985), slogan is a brief striking phrase used in 
advertising or promotion a word or phrase imprinted on a piece of mail usually with 
the cancellation as a commutative or publicity device; an advertising phrase imprinted 
on mail together with the postage by a postage matter. 

Based on the explanation above, the writer concludes that slogan is a word 
RU�SKUDVH�WKDW�LV�HDV\�WR�UHPHPEHU��XVHG�E\�DGYHUWLVHUV�WR�DWWUDFW�SHRSOH·V�DWWHQWLRQ�
quickly.  

 
3. Method of Analysis 
3.1. Object of the Research 

The purpose of the research is to identify the use of generalized and 
particularized implicature in advertisement slogans quantitatively and qualitatively. 
Based on the purpose, the writer took the advertisement slogans in TIME magazine 
as the object of the research. The writer chose the object because of the following 
reasons. Firstly, the advertisement slogans are using language expressions and it 
could be analyzed using the generalized and particularized implicature. Because 
instead of implicature we must try to understand the implied meaning on its language 
expression. Secondly, the language expression in the advertisement slogans is more 
complete and different with the other language communication besides, they have 
implicit meaning that could not be recognized by reading at glance. Therefore, this 
study was really enjoyable thing to do. Last of all, TIME magazine is the well known 
magazine which is contained a lot of advertisement slogans.  

 
3.1.1. Population  

The population of this research covers all the advertisement slogans in 
TIME magazine issued in 3rd March 2005 up to 5th May 2005 and 1st September 2005 
up to 17th December 2005. 

 
3.1.2. Samples and Sampling Technique 

The numbers of the whole advertisement slogans from seven months 
consisting 28 editions were 150 slogans; the researcher will apply purposive sampling 
that is by taking around eight or nine advertisements slogans every editions from 3 rd 
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March 2005 up to 5 th May 2005 and 1st September 2005 up to 17 th December 2005 
based on the criteria slogans.  
 
3.2. Role of the Researcher 

In doing this study, the writer gives her role as a data analyzer. The writer 
tries to analyze the use of generalized and particularized implicature in the 
DGYHUWLVHPHQW� VORJDQV� EDVHG� RQ� *ULFH·V� ZRUN�� 7KH� NLQGV� RI� LPSOLFDWXUH� DUH�
implemented through the language expressions in the advertisement slogans and then 
the writer analyzes the use of those expressions.  
 
3.3. Instrument 

The instrument will be in form of word, phrase, sentence of the language 
expressions in the advertisement slogans, the use of generalized and particularized 
implicature can be explored. 

 
3.4. Method of Data Collection 

The technique in collecting data applied in this study is by using several 
steps; 
(1) Looking for the magazine selectively 

In this study, the writer chooses TIME magazine which are published from the 
3rd March 2005 up to 5th May 2005 and 1st September 2005 up to 17 th December 
2005. From the all of term, the writer gets 60 advertisement slogans that could be 
analyzed.  

(2) Collecting the data 
The writer found around 150 advertisement slogans in TIME magazine from 
term of 3rd March 2005 up to 5 th May 2005 and 1st September 2005 up to 17 th 
December 2005. Regarding there are some slogans which are published more 
than once time so the writer only chooses the advertisement slogans which are 
different and fulfilled the slogans criteria.  

(3) Inventorying 
In this step, the writer divides the advertisements which are fulfilled the slogans 
criteria and which are not. By this purpose, the writer only found 54 
advertisement slogans.  

(4) Classifying  
The writer classifies the advertisement slogans into two kinds, which slogans are 
included into generalized implicature and which slogan are include into 
particularized implicature. 

(5) Simplifying 
After classifying, the writer simplifies the slogans into generalized and 
particularized implicature. 

(6) Selecting 
From all the slogans then the writer selects it, which one concluded into 
generalized and particularized implicature. 
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3.5. Method of Data Analysis 
In this research, the writer uses quantitative and qualitative research data in 

form of language expressions describes the contents and use of generalized and 
particularized implicature on the advertisement slogans which are found in the 
magazine. The language expressions are classified into generalized and particularized 
implicature based on Grice principles. Then as we find out the use of generalized and 
particularized implicature, we analyze what each language expression functions in the 
advertisement slogans. The analysis will be using the steps as follows: 
(1) Exposing 

In this step, the writer would like to expose there are many advertisements in the 
magazine that have a certain meaning which cannot be explored simply, because 
they have implied meaning. Besides, there is some language expressions should 
be analyzed by certain theory. 

(2) Explaining 
After exposing, the writer starts to explain in the magazine there are some of the 
advertisement slogans that are included into generalized and particularized 
implicature. 

(3) Interpreting 
The next step is interpreting which slogans included into generalized and fulfills 
the criteria of inferring irrespective of the context and also the interpreting the 
slogans into particularized the particular to the context of the utterance in which 
they arise.  

(4)  Elaborating 
Then elaborating all the slogans data which fulfill all of the generalized and 
particularized criteria. In this step, the writer needs a concentration because not 
all the slogans have those criteria.  

(5) Summarizing 
After elaborating, the writer takes a summary from all of the data slogans that 
have been categorized into generalized and particularized implicature and make a 
definition.  

(6) Concluding 
The next step is making a conclusion from all of the data slogans analysis which 
has been analyzed. 

(7) Reporting 
Then the last thing to do is making a report so it could be proved not only oral 
but also written. 
 

4. Result of the Analysis 
In this section, the writer will give analysis the use of conversational 

implicature from Grice found on the advertisement slogans in TIME magazine. The 
advertisement slogans are taken from the edition of 3 rd March 2005 up to 5th May 
2005 and 1st September 2005 up to 17 th 'HFHPEHU� ������ %DVHG� RQ� *ULFH·V�
classification, there are two types of implicature, generalized and particularized. The 
results of the analysis are as follows. 
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4.1. Generalized Implicature 
Generalized is the kind of implicature, which arises irrespective of the 

context in which they occur (Grice, 1975). If we pursue the generalized implicature 
to its conclusion, they are very nature of what may be lexicalized is determined by 
systems that began life as principle that guide language use. It is that the cooperative 
presumption, determinacy, and mutual knowledge conditions hold.  

The results of the analysis found on the advertisement slogans are as 
follows: 

 
(1) Thai ALUZD\V�´6PRRWK�DV�VLONµ 

The context of the slogan and the product of airlines have no relation each other. 
Here, means flying by this airline will give you a comfortable as if you are not 
flying in the air. Because it gives no relevance so it is included into generalized 
implicature. 

(2) 5ROH[�,�´+RZ�ZLOO�\RX�HDUQ�\RXUVµ 
It is a kind of watch advertisement. By using this product, the reader will be 
asked by the advertiser to feel how confident and comfortable using Rolex watch. 
Here, means that it has nothing to do with the relevance of the product sold.  

(3) 5ROH[�,,�´%H�WUXH�WR�\RXU�GUHDPVµ 
7KLV�LV�DOVR�D�NLQG�RI�ZDWFK·V�DGYHUWLVHPHQW�ZLWK�WKH�VDPH�SURGXFW�EXW�GLIIHUHQW�
slogan. The advertiser here wants to approach the reader to wear Rolex watch to 
make his/ her dreams come true as the reader wants. Here, the slogan also shows 
irrelevance to the context of these utterances and it gives a little informative 
contribution. So, we can conclude that the slogan belongs to generalized 
implicature. 

(4) 6RQ\�(ULFNVRQ�=���´&RPH�DQG�JHW�PHµ 
In a glance, there is also no relation between the slogan and the product of 
mobile phone. Come and get me means that the advertiser wants the user of 
Sony Erickson mobile phone will choose and buy it because it has good quality 
and new edition. So, the reader should take it as his/her private mobile phone 
with many advantages. But, here the advertiser would make an informative 
contribution towards the context of the product.  

(5) 7RVKLED�,�´%H\RQG�IUHHGRPµ 
The slogan of Toshiba above is formed in a brief and orderly phrase. The word 
´EH\RQG�IUHHGRPµ�KDV�DYRLGHG�DQ�REVFXULW\�H[SUHVVLRQ�DQG�DPELJXLW\��%HVLGHV��
those words are made as informative as is required even in a glance there is no 
relation between the slogans of the product with the product itself. 

(6) 7R\RWD�´:KDW�FDQ�ZH�KDUPRQL]H�WRGD\"µ 
Actually it is a kind of automotive advertisement. Toyota has made a good 
interrogative sentence grammatically. But the sentence has no relation to the 
product they made; in fact it has certain meaning. The slogan is not shown an 
obscurity expression too.  

(7) 7RVKLED�,,�´/HDGLQJ�,QQRYDWLRQµ 
As one of computer products, this advertisement talks about a laptop. Here, the 
readers are asked to look further what is the new innovation of Toshiba and what 
is more from its product. This phrase is too broad and has absolutely no relation 
WR� WKH�SURGXFW� LWVHOI��%XW� WKH�SKUDVH� ÓHDGLQJ� LQQRYDWLRQµ�� LV� EULHI�� RUGHUO\��DQG�
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gets the point. Besides, it has avoided the obscurity of expression and ambiguity 
of sentence. 

(8) 5ROH[�,,,�´&DUHIXO�ZLWK�WKH�ZRUG�OHJHQG��6KH·V�QRW�ILQLVKHG�\HW�µ 
This advertisement is the same product that discussed above but use different 
slogan. It is a watch advertisement, Rolex watch. The slogan uses two sentences 
which has no relation each other. They also do not have relation to the context 
and do not give an informative contribution. Because of that, it is included into 
generalized implicature. 
 

(9)  8QLTXHO\�6LQJDSRUH�,�´,�OHDUQW�WKDW�LFH�FRXOG�UHDOO\�ZDUP�SHRSOH·V�KHDUWV�µ 
According to the context, this slogan is included generalized conversational 
implicature. This advertisement is a kind of promotion about Singapore country 
where there are many beautiful and pleasure places. It gives understanding about 
the glamorous and comfortable place to visit. The reader is attracted by the 
advertiser to visit it after he/she read the slogan. He/she will enjoy and spend 
their time when he/she has holiday happily. But the slogan is not giving relevant 
understanding.   

(10) &DQRQ�´&DWFK�WKH�EXEEOH�DV�LW�EXUVWµ 
Canon as one of Electronics Company has produced many products, like a 
camera. This slogan has no relation to the product, but in fact it has certain 
meaning. Here, it is included into generalized implicature characteristics. 

(11) .RQLFD�0LQROWD�,,�´6W\OH�PHHWV�VXEVWDQFHµ� 
This is a kind of camera advertisement. The phrase above does not give clear 
understanding related to the context, but it has certain meaning. It means that 
it has no relation to the context of the product. It would make a little 
informative contribution. Finally, this slogan is included into generalized 
implicature characteristics. 

(12) $OOLDQ]�,�´7KH�ULVN�DUH�FRYHUHGµ 
This is a kind of financial banking advertisement. It has no relation to the 
context of the product, but it has certain meaning using a little informative 
FRQWULEXWLRQ�XVH�D�ZRUG�´ULVNµ��,W�PHDQV�WKDW�LI�WKH�UHDGHU�XVHV�$OOLDQ]�VHUYLFH��
his/ her risk about financial will be covered. Although it has little informative 
contribution, this slogan is still included into generalized implicature 
characteristic.  

(13) 7RVKLED�,,,�´*UDFH��SRZHU��SHUIRUPDQFH��7KH�VSLULW�RI�H[FHOOHQFH�µ 
It is also an electronic advertisement especially laptop. It is the same product 
which is discussed before but it has different slogan. It has no relation to the 
context of the product, but it has certain meaning using a little informative 
contribution. The new product has a good quality and excellent parts. So, the 
performance will have a great capacity than the other products.  Although the 
meaning of the slogan is too deep, t is still included into generalized implicature 
characteristic. 

(14) 9LHQQD�,QWHUQDWLRQDO�$LUSRUW�´2SHQ�IRU�QHZ�KRUL]RQV�µ 
Regarding that Vienna International airport as one of airport advertisement. 
This slogan wants to tell the reader to come to Vienna airport and uses the 
flight services to make comfortable flying like come to the new future time. 



 

91 
 

Although it has little informative contribution but it has no relation to the 
context of the advertisement. So, it belongs to generalized implicature. 

(15) +RQGD�´�7KH�SRZHU�RI�GUHDPVµ 
It is a kind of automotive advertisement. It means that by using Honda 
products, the reader will get his/her dreams come true. It also has brief and 
orderly phrase of slogan which has certain meaning. Although it has little 
informative contribution but it has no relation to the context of the 
advertisement.  

(16) 6RQ\�,,,�´/LNH�QR�RWKHUµ 
As one of the electronic products, Sony makes a slogan, which has no relation 
to the product they offer. They tell the reader that the product is not like the 
other product. Sony product is better than others. They hope that the reader 
will use all the product he/she wants. So, it belongs to generalized implicature 
characteristic. 

(17) 6DQ\R�+'������´7KLQN�*DLD�IRU�OLIH�DQG�WKH�HDUWK�µ 
This is also an electronic company that sells a handy cam product to the reader. 
The phrase means that by using this, the reader can make his/her life and the 
earth better than before. Although it has little informative contribution but it 
has no relation to the context of the advertisement. So, it belongs to 
generalized implicature characteristic. 

(18) 5ROH[�,9�´�$�FURZQ�IRU�HYHU\�DFKLHYHPHQWµ 
It is a kind of watch advertisement. It is the same product that discussed above 
but use different slogan. The slRJDQ�XVHV� ¶µFURZQµ�ZRUG� WR�PDNH� VXUH�WR� WKH�
reader when they read it. It means that the reader will feel comfort and 
elegance when he/she uses it as his/her accessories. The slogan also does not 
have relation to the context and only gives a little informative contribution. 
Because of that, it is included into generalized implicature. 

(19) 7DJKHXU�´:KDW�DUH�\RX�PDGH�RI"µ 
As one of watch advertisement, Tagheur uses a confusing sentence. The slogan 
also does not have relation to the context and does not give an informative 
contribution. Because of that, it is included into generalized implicature. 

(20) 1RNLD������¶6HQVXDO�E\�QDWXUHµ 
When we read the slogan, there is no relation between the slogan and the 
product of mobile phone. Sensual by nature means that the advertiser tells 
about the characteristics of Nokia mobile phone which has designed based on 
the nature. They hope the reader will choose and buy it because it has different 
style and quality. Here, the advertiser would make an informative contribution 
towards the context of the product. But, it is still included into the generalized 
implicature  

(21) -(7�FLJDUHWWHV�´,W·V�EHVW�ZLWK�-(7µ 
Considering it is a cigarette advertisement, there is no relation between the 
slogan used and the product that offered by the advertiser. But, here the 
advertiser wants the reader to understand what kind of sensation or feel when 
he/she smoke JET cigarette. It will give a luxurious taste and absolutely 
pleasure.  

(22) 6RQ\�(ULFNVRQ�=����L�´1RZ�\RX�VHH�PH�µ 
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At glance, there is also no relation between the slogan and the product of 
PRELOH�SKRQH��´1RZ�\RX�VHH�PHµ�PHDQV�WKDW�WKH�DGYHUWLVHU�ZDQWV�WKH�XVHU�RI�
Sony Erickson mobile phone will choose and buy it because it has good quality 
and new style. So, the reader should take it as his/her mobile phone which 
gives pleasure to him/her. But, here the advertiser would make a little 
informative contribution towards the context of the product.  

(23) 6LDP�&HPHQW�JURXS��6&*��´'UDZLQJ�WKH�IXWXUHµ 
It is a kind of cement product advertisement. The company offers many kinds 
of building properties such as cement. The slogan means that by using this 
product, the reader will make their future come true. It gives many benefits for 
his/her. Although it has many benefits but it has no relation to the context of 
the advertisement. So, it belongs to generalized implicature characteristic. 

(24) +\XQGDL�,,�$]HUD�´�:LWK�SHUIHFW��TXDOLW\��KHDGLQJ�VWUDLJKW�IRU�WKH�WRSµ 
This is a kind of automotive advertisement. Hyundai has made a good phrase. 
The slogan has no relation to the product they made, but in fact it has certain 
meaning. The slogan is included into the generalized implicature characteristic. 

(25) 9DFKHURQ�&RQVWDQWLQ�´0RUH�WKDQ�����\HDUV�RI�XQLQWHUUXSWHG�KLVWRU\µ 
The advertisement is a watch advertisement. The slogan tells about the history 
from the first time this product has made by the company which still continues 
until now. They do not change the product but they are only made the product 
better than before. They hope the consumers will appreciate the product as 
his/her worthy accessories. The slogan also does not have relation to the 
context. Because of that, it is included into generalized implicature. 

(26) 7R\RWD�&DPU\�´)LUVW�9LFWRU\�WR�1DVFDUµ 
This is a kind of car advertisement. Toyota has made a new car edition that is 
called Camry. The slogan means that everyone who uses this car will be helped 
to solve his/her problems. But the phrase has no relation to the product they 
made, in fact it has certain meaning. The slogan is not included into 
particularized implicature.  

From the analysis of generalized implicature above, the result can be seen in 
the table below. 

No Types of Implicature Number of data Total 
1. Generalized Implicature 1,2,3,4,5,6,7,8,9,10,11,12,13,14,15,

16,17,18,19,20,21,22,23,24,25,26 
26 

As we seen from the table above, generalized implicature has taken 26 
advertisement slogans. 

  
4.2. Particularized Implicature 

Particularized implicature is not only derived from the utterance alone but 
from the utterance in context. It is also inferred in relation to a context and result 
from the existence of the maxim relation. That it must be relevant to the context, 
which is talking about. Moreover Grice (1975) suggested that there are some 
properties that characterize particularized conversational implicature, which may not 
be shared by generalized one. The characteristics are cancelable, non detachable, 
calculability, and non-conventionally. It is also derivable only in a maxim of relation 
or relevance in a specific context.  
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The results of the analysis found on the advertisement slogans are as 
follows: 
(1) %UHLWOLQJ�´,QVWUXPHQWV�IRU�SURIHVVLRQDOVµ 

%HFDXVH�%UHLWOLQJ�LV�D�NLQG�RI�ZDWFK�DGYHUWLVHPHQW��VR�WKH�ZRUG�RI�¶LQVWUXPHQW·�
in the slogan really makes sense to the context above. Maybe it can be changed 
into another word but would the meaning or the sense of utterance still be 
reached? The advertiser has chosen the right word to convey his mind. The 
slogan looks really rational and understandable. 

(2) 6RQ\�,�´)HHO�PRUH�RI�HYHU\�PRPHQWµ 
As one of the electronic product, which is camera. The slogan of Sony already 
UHODWHG�WR�WKH�FRQWH[W�RI�ZKDW�WKH�DGYHUWLVHU¶V�PDGH��¶0RPHQW·�LV�WKH�NH\ZRUG��
which makes it relation and directly understands by the reader. If the slogan 
XVLQJ�WKH�GLIIHUHQW�ZRUG�RI�H[SUHVVLQJ�¶WKH�FDPHUD·�SUREDEO\�WKH�VORJDQ will be 
tasted different. 
  

(3) 6RQ\�,9�´6KRRW�ILUVW��WKLQN�ODWHUµ 
Considering it is also one kind of electronic advertisements. It is also the same 
product but has different slogan. The slogan has certain meaning. It means that 
when the reader uses Sony camera product, he/she will get good pictures. The 
ZRUG�¶VKRRW·�PDNHV�WKH�UHODWLRQVKLS�ZLWK�WKH�FRQWH[W�DQG�GLUHFWO\�XQGHUVWDQGV�
by the reader. So, It belongs to particularized implicature characteristics. 

(4) ,QWHO�9�3UR�´,QWHO�LQVLGHµ 
In a glance, the slogan above has no relation to the context of the product. But, 
KHUH� WKH� ZRUG� ¶LQWHO·� KDV� VWUHVVHG� WKH� DLP� RI� WKH� DGYHUWLVHU� ZKR� ZDQWV� WR�
approach the reader by using the slogan. Further, the slogan also makes sense if 
LW�LV�YLHZHG�IURP�WKH�DGYHUWLVHPHQW·V�SXUSRVHV. Besides, it has already fulfilled 
pragmatic context. 

(5) %DUFOD\·V�ZHDOWK�,�´*LYLQJ�KLP�D�URG�UDWKHU�WKDQ�D�ILVK��:HDOWK��:KDW·V�LW�WR�\RX�µ 
$W�JODQFH��WKH�VORJDQ�LV�GLIILFXOW�WR�XQGHUVWDQG�EXW�WKHUH�DUH�WKUHH�ZRUGV��¶URG��
ILVK�� DQG� ZHDOWK·� ZKLFK� JLYH� WKH� UHader an understanding. It means that the 
advertiser wants the reader chooses this financial service to earn his/her wealth 
for his/her next generation or children. The slogan makes the relationship with 
the context of its product. It also has fulfilled pragmatic context. We can 
conclude that this slogan has particularized implicature characteristics.  

(6) %ODQF�SDLQ�´$�WUDGLWLRQ�RI�LQQRYDWLRQµ 
Almost the same with advertisement above, Blanc pain is a watch product uses 
the word which makes a relation to the advertisement. Here, the reader is asked 
to feel the sense of trust in using the product that is offered. The slogan has 
fulfilled the pragmatics context and shows a related concept with the advertiser. 

(7) .RQLFD�0LQROWD�,�EL]KXE�´&KDQJHV�WKH�ZD\�\RX�GR�EXVLQHVVµ 
Konica Minolta is an electronic company which produces many electronics. 
This slogan tells about bizhub from Konica Minolta. This has a function as 
EXVLQHVV� ZDUH�� ZH� FDQ� NQRZ� LW� E\� WKLV� ZRUG� ¶EXVLQHVV·�� ,W� FDQ� PDNH� WKH�
connection faster than before. It has fulfilled pragmatics context. 

(8) $OOLDQ]�,,�´&RPSDQLRQVKLS�IRU�OLIH·V�MRXUQH\�µ 
Allianz is the kind of financial bank company. Based on the word 
´FKDPSLRQVKLSµ��LW�PHDQV�WKDW�LW�LV�LPSRUWDQW�LQ�NHHSLQJ�D�JRRG�UHODWLRQVKLS�WR�
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the customers. Here, the slogan has made a good relation between the product 
and the aim that wants to reach by the advertiser. 

(9) 6RQ\�,,�´,PDJLQH�D�FDPHUD�ZLWK�WKH�PLQG�DQG�WKH�H\H�RI�'D�9LQFLµ 
Considering it is one of electronic advertisement, Sony has chosen unsual 
slogan for its products. The word mind and eye give clear and brief 
understanding to the reader. The slogan has fulfilled the pragmatics context 
and shows a related concept with the advertiser. 

(10) 3LDJHW�´2QH�ZDWFK��7KUHH�SRVLWLRQV�WR�SOD\�ZLWKµ 
The word of watch above represented the watch product from Piaget. It is also 
shown a sense utterance and relational context between the slogan and the 
SURGXFW��KHUH�PHDQV�WKDW�¶3LDJHW·�JLYHV�PRUH�FRPSOHWHO\�LQQRYDWLRQ��� 

(11) 3UDGD�´(\HZHDUµ 
This advertisement is a glasses advertisement. The ZRUG� ¶H\HZHDU·� JLYHV�
relational context between the slogan and the product. It means that the slogan 
directly gets the point about eyes and glasses.  

(12) %XOJDUL�´7KH�QHZ�KDQGEDJ�FROOHFWLRQ�µ 
It is also a handbag advertisement. This slogan gives clear and brief 
understanding. It also has relational context between the slogan and the 
product. 

(13) Samsung SGH-'����´,PDJLQH�WKH�FRQYHQLHQFH�RI���SKRQHV�LQ�RQH�µ 
$V�ZH�NQRZ�� 6DPVXQJ� LV� RQH�RI� WKH�PRELOH� SKRQH·V� SURGXFWV�� 6R�� WKH�ZRUG�
¶SKRQHV·�XVHG�DERYH�KDV�UHODWLRQ� toward the context of the advertisement. The 
slogan has fulfilled a rational concept and also made sense to the product 
offered above. Here, the readers would absolutely understand only by reading it 
in a glance. 

(14) +\XQGDL�´'ULYH�\RXU�ZD\µ 
Considering Hyundai is one of the automotive products. The slogan that is 
XVHG� D� ZRUG� ¶GULYH·� ZKLFK� JLYHV� FOHDU� XQGHUVWDQGLQJ� WR� WKH� UHDGHU�� 7KH�
advertiser wants to make a relational context between the slogan and the 
advertisement without any consideration. 

(15) 5LW]FDUOWRQ� ´$�place where meetings and relaxation mix together and mingle. 
,W·V�RXU�SOHDVXUH�µ 
7KH�ZRUGV�RI� ¶SODFH��PHHWLQJV�� UHOD[DWLRQ��PL[�� DQG�PLQJOH·�ZKLFK� JLYHV�FOHDU�
explanation about the place in Singapore. The place is Ritzcarlton. It has 
completely rational utterance because the place is explained clearly, then 
absolutely it makes sense between the slogans. Finally, it can be included into 
particularized implicature. 

(16) (QHHORRS�´:K\�MXVW�FKDQJH�FKDQQHOV�ZKHQ�\RX�FDQ�FKDQJH�WKH�ZRUOG"µ 
It is a kind of electronic advertisement that is remote control. The key word is 
¶FKDQQHOV·� KDV� PDGH� D� VHQVH� RI� XWWHUDQFH�ZKDW� LV� HDV\� WR� XQGHUVWDQG� E\� WKH�
readers. If the word is changed with another one, it will give a different sense 
and makes no relation toward the context of the slogan. 

(17) /XIWKDQVD�´7KHUH·V�QR�EHWWHU�ZD\�WR�IO\µ 
From the slogan above, the readers would absolutely know, what is the relation 
between the contexts of the advertisement with the slogan itself. Here, it is 
clear that flying by Lufthansa has better accommodations and services. It has a 
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real relation between the slogan and the product is offered above. Here, the 
readers would absolutely understand only by reading it in a glance. 

(18) 6RQ\�(ULFNVRQ�´,�ORYH�0XVLFµ 
Sony Erickson is one of mobile phone products. The VORJDQ�XVHG�DERYH�LV�´,�
ORYH� PXVLFµ�� ,W� PHDQV� WKDW� WKHUH� LV� D� UHODWLRQ� EHWZHHQ� WKH� FRQWH[W� DQG� LWV�
SURGXFW�� ¶,� ORYH� PXVLF·� UHSUHVHQWV� WKH� QHZ� VW\OH� DQG� TXDOLW\� RI� WKH� PRELOH�
phone. It has completely rational utterance. Then, absolutely it makes sense 
between the slogan and the product. 

(19) /RQJLQHV�´(OHJDQFH�LV�DQ�DWWLWXGHµ 
5HJDUGLQJ� LW�LV� RQH�RI� WKH�ZDWFK·V� DGYHUWLVHPHQWV�� WKH� VORJDQ�XVHV� WKH�SKUDVH�
which makes a relation to the context of the advertisement. Here, the reader is 
asked to use this watch in order to be more elegance and makes him/her 
becomes confident with his/her attitude. The slogan has fulfilled the 
pragmatics context and shows a related concept with the advertiser. 

(20) 2O\PSXV�´<RXU�YLVLRQ��RXU�IXWXUHµ 
This product is one kind of electronic advertisements that is camera. It is 
UHSUHVHQWHG� E\� WKH� ZRUG� ¶YLVLRQ·� ZKLFK� LV� UHODWHG� WR� WKH� FRQWH[W� RI� WKH�
absolutely have a rational step.  

(21) ,QYHVWPHQWV�FRUSRUDWLRQ�´9LVLRQ��,QQRYDWLRQ��9DOXHµ 
This product is an investment company advertisement. The slogan uses brief 
and orderly words which makes a relation to the context of the advertisement. 
,W� LV� UHSUHVHQWHG� E\� WKH�ZRUG� ¶YDOXH·�ZKLFK� LV� UHODWHG� WR� WKH� FRQWH[W� RI� WKH�
absolutely have a rational step.  

(22) 9LHWQDP�DLUOLQHV�´'LVFRYHU�\RXUVHOI��:KHUH�GUHDPV�WDNH�IOLJKW�µ 
Based on the slogan above, the readers would absolutely know the relation 
between the contexts of the advertisement with the slogan itself. Here, it is 
clear that flying by Vietnam airlines makes better and comfortable feeling. It 
has a real relation between the slogan and the product is offered above. Here, 
the readers would absolutely understand only by reading it in a glance. 

(23) 8QLTXHO\�6LQJDSRUH�,,�´:KHUH�JUHDW�WKLQJV�KDSSHQµ 
According to the slogan, it is included particularized conversational implicature. 
This advertisement is a kind of promotion about Singapore country. The key 
ZRUG� ¶ZKHUH·� JLYHV� UHDO� UHODWLRQ� EHWZHHQ� WKH� VORJDQ� DQG� WKH� SURGXFW�� 7KH�
slogan has fulfilled the pragmatics context and shows a related concept with 
the advertiser 

(24) %DUFOD\·V� ZHDOWK� ,,� ´,� SODQW� WKH� WUHHV� VR� P\� FKLOGUHQ� JRW� WKH� VKDGH��ZHDOWK������
:KDW·V�LW�WR�\RX"µ 
$W�JODQFH��WKH�VORJDQ�LV�GLIILFXOW�WR�XQGHUVWDQG�EXW�WKHUH�DUH�WKUHH�ZRUGV��¶WUHHV��
VKDGH�� DQG�ZHDOWK·�ZKLFK� JLYH� WKH� UHDGHU� DQ�XQGHUVWDQGLQJ�� ,W�PHDQV� WKDW� WKH�
advertiser wants the reader chooses this financial service to earn his/her wealth 
for his/her next generation. The slogan makes the relationship with the context 
of its product. It also has fulfilled pragmatic context. We can conclude that this 
slogan has particularized implicature characteristics.  

(25) .RUHDQ�DLU�´([FHOOHQW�IOLJKWµ 
7KH�ZRUGV�RI�¶H[FHOOHQW�IOLJKW·�KDYH�D�UHODWLRQDO�FRQWH[W�WRZDUG�WKH�SURGXFW�RI�
Korean air. Besides, it makes sense to the meaning of the slogan, which wants 
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to convey to the reader. Here, he/she would absolutely understanding what is 
WKH�DLP�RI�WKH�DGYHUWLVHU·V�WKRXJKWV�WKURXJK�LWV�VORJDQ� 

(26) 0HUFHGH]�%HQ]�´7R�SURYLGH�WKH�XOWLPDWH�LQ�FRPIRUW��6R�ZK\�QRW�WDNH�LW�IRU�D�
WHVW�GULYH"�7KH�H[SHULHQFH�\RX·YH�EHHQ�ZDLWLQJ�IRU�LV�QRZ�ZLWKLQ�UHDFKµ 
Mercedez benz is one of automotive advertisements. The slogan that is used is 
OLNH� GLIILFXOW� WR� XQGHUVWDQG� EXW� WKHUH� LV� D� NH\� ZRUG� ¶GULYH·� ZKLFK� PDNHV� D�
relational context between the slogan and the product. It also has fulfilled 
pragmatic context. We can conclude that this slogan has particularized 
implicature characteristics.  

(27) 6LQJDSRUH�DLUOLQHV�,�´6LQJDSRUH�DLUOLQHV��QHZ�EXVLQHVV�FODVVµ 
According to the slogan above, the readers would absolutely know the relation 
between the contexts of the advertisement with the slogan itself. Here, it is 
clear that flying by Singapore airlines gives new accommodations such as new 
business class with high service from the airlines. So, the reader who wants to 
fly with this product feels comfortable. It has a real relation between the slogan 
and the product is offered above. Here, in a glance the readers would 
absolutely understand only by reading it. 

(28) 6LQJDSRUH�DLUOLQHV�VXLWHV�´$�FODVV�EH\RQG�ILUVWµ 
This is one kind of airlines service advertisements. The readers would 
absolutely understand the relation between the contexts of the advertisement 
with the slogan. Here, it is clear that flying by Vietnam airlines makes better 
and comfortable feeling. It has a real relation between the slogan and the 
product is offered above. Here, he/she would absolutely understanding what is 
WKH�DLP�RI�WKH�DGYHUWLVHU·V�WKRXJKWV�WKURXJK�LWV�VORJDQ��,W�KDV�WKH�EHVW�VHUYLFH�
for each class of the airlines. 

(29) 6LQJDSRUH�DLUOLQHV�,,�´6LQJDSRUH�DLUOLQHV�RIIHUV�\RX�WKH�ZRUOG�DFFRUGLQJ�WR�\RXU�
WLPH�µ 
A Singapore airline has chosen a related slogan to the context of the product. 
7KH�ZRUGV� ¶DLUOLQHV� DQG�ZRUOG�� VWUHVVHV�WKDW� WKLV�FRPSDQ\�KDV� JLYHQ�D� UHODWHG�
sense of a slogan to the products. It has a real relation between the slogan and 
the product is offered above. Here, we can conclude that this slogan has 
particularized implicature characteristics.  

(30) 7DLZDQ�´D�ODQG�D�ZDLWV�«��$W�WKH�KHDUW�RI�$VLD�3DFLILF��7DLZDQ�KROGV�WKH�NH\�WR�
PDQ\�GRRUV�µ 
As a well known city in the world, it has chosen a prompt slogan. Here, the 
advertiser wants the reader to visit Taiwan and it would not be compared with 
other city because it has already the best and becomes the center of Asia 
3DFLILF��,W�LV�VDLG�WKDW�EHFDXVH�RI�WKH�ZRUG�¶KHDUG�RI�¶$VLD�3DFLILF·��,W�DOVR�KDV�D�
real relation between the slogan and the product. In another words, it has a 
relation between the contexts of the advertisement with the slogan. 

(31) ;DFWL�+'�,$�´+LJK�GHILQLWLRQ�PRYLHV�JR�SDOP-VL]HG�µ 
Considering it is one of electronic advertisement, Xacti HD IA has chosen 
EULHI� VORJDQ� IRU� LWV� SURGXFWV�� 7KH� ZRUG� ¶PRYLHV·� JLYHV� FOHDU� DQG� EULHI�
understanding to the reader. The slogan has fulfilled the pragmatics context 
and shows a related concept with the advertiser. Finally, it has a relation 
between the contexts of the advertisement with the slogan. 

(32) 9LHQQD�,QWHUQDWLRQDO�$LUSRUW�,,�´)O\�ZLWK�IULHQGVµ 
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7KH�ZRUGV�RI�¶IO\�ZLWK�IULHQGV·�KDYH�D�UHODWLRQDO�FRQWH[W�WRZDUG�WKH�SURGXFW�RI�
Vienna airport. Besides, it makes sense to the meaning of the slogan, which 
wants to convey to the reader. Here, he/she would absolutely understanding 
ZKDW� LV� WKH� DLP� RI� WKH� DGYHUWLVHU·V� WKRXJKWV� WKURXJK� LWV� VORJDQ�� 7KH� 9LHQQD�
airport will be a friendly team when the reader wants to use their services. 

(33) 6RQ\�,,,�´)HHO�XQOLPLWHG�FUHDWLYLW\µ 
Considering it is one of electronic advertisement, Sony has chosen a brief 
VORJDQ��7KH�ZRUG�¶FUHDWLYLW\·�JLYHV�FOHDU�DQG�EULHI�XQGHUVWDQGLQJ�WR�WKH�UHDGHU��
The slogan has fulfilled the pragmatics context and shows a related concept 
with the advertiser. Finally, it has a relation between the contexts of the 
advertisement with the slogan. 

(34) &,0%�*URXS�´)RUZDUG�%DQNLQJµ 
5HJDUGLQJ� &,0%� JURXS� LV� D� NLQG� RI� SULYDWH� EDQN� VR� WKH�ZRUG� RI� ¶IRUZDUG�
banking are related to the context and it is also relevant to the product that is 
offered. According to the rational step, these expression have the rational sense 
DQG�IXOILOO�WKH�SDUWLFXODUL]HG·V�FKDUDFWHULVWLFV� 

From the analysis of particularized implicature, the result can be seen in the 
table below. 

No Types of Implicature Number of data Total 
1. Particularized Implicature 27,28,29,30,31,32,33,34,35,36,37,38

,39,40,41,42,43,44,45,46,47,48,49,5
0,51,52,53,54,55,56,57,58,59,60 

34 

As we seen from the table above, particularized implicature used in the 
advertisement slogans are 34.  

 
4.3. The Percentage of the Generalized and Particularized Implicature 

The following table is the table of the existing of generalized and 
particularized implicature found in magazine. We can see the whole percentage for 
each type of implicature and also the total percentage of the existing of generalized 
and particularized implicature. 

No Types of implicature Total Number of Data The total Percentage 
1. Generalized 26 26/60X100%= 43,33% 
2. Particularized 34 34/60X100%= 56,67% 

From all the slogan data which are found in TIME magazine, there are 
different percentages between the generalized and particularized implicature. The 
particularized shows a bigger percentage that is 56, 67% rather than the generalized 
which only has 43,33%. 

From the percentage which taken from all the slogan data, the particularized 
implicature are mostly found in the slogan in TIME Magazine. Even the comparison 
of both does not show a significant percentage. 

The result above shows that mostly the advertisement slogans used in 
TIME magazine are included into particularized implicature. Because commonly, 
they are derivable in a specific context and infer in a specific way from cooperative 
principles using particular facts about the meaning of the sentences and the context 
of the utterances. They are also observing the conversational maxim of relation or 
relevance in a specific context. 
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5. Conclusion and Suggestion 
This last discussion presents the important points for the whole discussion 

in this study. Besides, it also suggests some recommendation for academic teaching 
as well as for further research.  

 
5.1. Conclusion 

After analyzing the advertisement slogans found in the magazine, the writer 
can draw some conclusions. Firstly, the advertisement slogans in TIME magazine 
from the 3rd March 2005 up to 5 th May 2005 and 1st September 2005 up to 17 th 
December 2005 reflect the use of implicature as stated by Grice, they are generalized 
and particularized. 

Secondly, among two types of implicature, particularized is the most 
commonly used in the advertisement slogans in the magazine. This type takes about 
56, 67% among the other one. This is because the particularized is the most 
frequently used in the advertisement slogans. In fact the advertisement slogans likely 
fulfill the SDUWLFXODUL]HG·V�FKDUDFWHULVWLFV�� 

Thirdly, generalized are less used in the advertisement slogans in the 
magazine. It occupies only 43, 33% from the whole advertisement slogans. In 
addition, the percentage of generalized and particularized implicature in the 
advertisement slogans does not show significant differences. Both of them have 
balanced percentage, even the particularized are commonly used in the advertisement 
slogans. Their usage is quite in balance.  

Besides, mostly they are made in particularized implicature because 
commonly they are derivable in a specific context infer in specific way from the 
meaning of the sentences uttered and the context of utterance. They are also 
observing the maxim of relation or relevance in a specific context.  

 
5.2. Suggestion  

After presenting some conclusions and analyzing the use of implicature in 
TIME magazine, the writer addresses to the readers, especially those who are 
concerned with the pragmatics studies. 

Regarding there are various interesting topics in pragmatics which have not 
been explored by the writer, the writer suggests that the English department students 
to read this research before they make a further research which explores other topics 
in pragmatics studies, such as deixis, presupposition, speech act, politeness, etc. 
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