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ABSTRACT 
This study deals with the analysis of Persuasive Strategies Used in SloganWoman 

Cosmetics “Wardah” Advertisement on Instagram. Wardah is the onefamous brand of the 
beauty from local brand and also every woman use theproduct of Wardah. It is be a 
reason why the researcher use a Wardah as anobject in the product can be the research. 
Wardah product has a several sloganin to advertising their product. The objectives of this 
research is to identify thekinds of persuasive strategies and describe the way or modes 
persuasivestrategy used in slogan advertisement of Wardah Cosmetics. 
Qualitativeresearch is applied to analyze the data. That the qualitative research is 
focusedon analyzing the data in the form of words, and not about numerical data. 
Theresearcher is used 14 slogan advertisement on official account Wardah onInstagram. 
In collecting the data the researcher browsed the sloganadvertisement by search on 
Wardah official account on Instagram, and then theresearcher chosen the slogan 
advertisement of Wardah to be analyzed. Thenext, the researcher identified the slogan, 
understanding what the kinds ofpersuasive strategies used in the slogan and the way or 
modes to persuadeconsumers. The result of the data analysis show the researcher found 
andanalyzed. The types of persuasive strategies, there are: rationalization (5 
data),identification (7 data), suggestion (11 data), conformity (5 data) andcompensation 
(3 data). And the way to persuade consumers, those are: ethos (7data), pathos (2 data) 
and logos (5 data). 
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INTRODUCTION 

The one important thing that 
owned between a connection with 
humanbeing especially people is 
language. In making a 
relationshipwith the other, people 
use a language for communication. It 
is suitable with thedefinition of the 
language it self. Language is a 
system of arbitrators used byhumans 
for communication (Language is an 
arbitrary vocal symbol used 
byhuman being for communication). 
The study is discuss about the use 
of languagein persuading people in 
communication on social media or in 
real life.In the persuasive has an 
areas that using a persuasive 
technique orstrategies it is an 
advertising. Advertising is a way to 
make consumers interestedin the 
form of writing, images, sound and 
intended to persuade a consumers. 
Inadvertisement, slogan is important 
to emphasize a phrase that the 
company wishesto be remember by 
consumers. Moreover, slogans often 
have special languagepatterns to 
deliver message of a product. The 
advertisers can not remove 
theimportance of the sentence 
structure for slogans since without a 
good sentencestructure the reader 
will not be able to understand the 
message of anadvertisement.  

Marketing and advertising is 
used in social media especially 
Instagram,such as the company of 
product a brand beauty cosmetics 
from Indonesia it is avery popular in 
among the women the name is 
“Wardah”.Wardah is one brand of 
beauty Cosmetics is very popular in 
among thewomen, especially in 
Indonesia. It is be a reason why the 
researcher use a Wardahas an 
object in the product can be the 
research. Wardah product has a 
severalslogan in to advertising their 
product for example is: inspiring 

beauty, feel thecolor, feel the glow. 
That slogan has into strategies to 
make consumers interestedwith their 
product, so that the consumers want 
to buy their product. 
Nowadays,advertising is become 
very popular used to sell a product in 
our society. Acompany promote their 
products by using advertising to 
make consumersinterested in their 
products. A various ways can do to 
advertise a product isintroduce the 
product by a label, pack, and slogan 
to make the product differentfrom 
others. In era today many media can 
be used to promote their products 
toconsumers, that is a social media. 
Social media can be used as a tools 
to introducea product to a public. 
One of the social media is 
Instagram. Many company 
arecompete to create an Instagram 
account to introduce their products 
to consumers,no exception is 
“Wardah”. 

In digital era everything doing 
with a mobile phone, especially the 
sloganfrom beauty cosmetic by 
Wardah was chosen in this research 
because it was veryinteresting to 
study. This research is considered 
important because the productfrom 
Wardah very enthused by women. 
Therefore, the researcher used the 
slogansto make the consumer. This 
research aim to investigating about 
types of thepersuasive strategies, 
what a meaning in the persuasion 
strategies and what 
modespersuasion are used in 
advertisements in a product. While, 
the results of this studyare expected 
to give a contribution in Discourse 
Analysis on persuasive strategiesin 
advertisements in a product. The 
persuasive strategies is very 
important in dailylife, especially in 
advertisement. This research 
focused on persuasive 
strategiesused in slogan 
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advertisements woman Cosmetics 
Wardah onInstagram. And whata 
meaning in the persuasion that apply 
in Wardah Beauty Cosmetics 
product intheir advertising. 
METHOD OF RESEARCH 

This research was conducted 
used qualitative design .This 
research wasidentified and analyzed 
persuasive strategies used in 
advertisements of beautyproduct 
Wardah. The qualitative method 
research procedure which 
descriptivedata. So the results of the 
analysis will take the form of a 
variations the languageand the 
meaning used in slogan of 
persuasive strategies.According to 
Daymon and Holloway, qualitative 
research focused onexpressions of 
words even though sometimes the 
numbers also appear and areused to 
indicate frequencies. This means 
that qualitative research is focused 
onanalyzing the data in the form of 
words, and not about numerical 
data. 

This study was taken the data 
from the post picture products of 
BeautyCosmetics on Wardah official 
account on Instagram. From this 
study theresearcher found all the 
advertisements of Wardah from the 
official accountInstagram Wardah 
(@wardahbeauty). Those account 
consists of all aboutthe products, 
picture of the slogan, model in the 
slogan. In the Wardah 
beautycosmetics slogan 
advertisement. Then, she take a 
picture of Wardah 
advertisementslogan from the 
Wardah official account.  
In collecting the original data and 
valid data. The first, the 
researcherbrowsed the slogan 
advertisement from the Wardah 
advertisements by search onWardah 
official account on Instagram, 
changes it to text form. The second, 

theresearcher identifying the slogan 
advertisement of Wardah to be 
analyzed. Thethird, the researcher 
classifying the slogan, understanding 
what the kinds ofpersuasive 
strategies used in the slogan and the 
way or modes to 
persuadeconsumers that how is 
used in those advertisements based 
on the problem ofstudy. 

The systematic procedures in 
conducting the analysis are as 
follows: 
1. Collect the picture about the 

slogan in Wardah beauty 
cosmeticsadvertisements, and 
then identify the persuasive 
strategies used in 
sloganadvertisement of Wardah 
beauty cosmetics. 

2. Classifying the data based on the 
kinds of persuasive strategy, 
meaningand the way to persuade 
consumers. 

3. Analyzing the data of slogan 
based on the kinds of persuasive 
strategy,meaning and the way to 
persuade consumers. 
 

RESULT AND FINDINGS 
After analyzing all the data in 

the slogan advertisement, the 
research findingscan be reported as 
follows: 
1. From this research, the 

researcher found there are five 
types of persuasivestrategies 
using on Wardah Beauty 
Cosmetics advertisement. They 
are:rationalization (6 data), 
identification (7 data), suggestion 
(10 data), conformity (5data) and 
compensation (3 data). 

2. From the slogan advertisement of 
Wardah Beauty Cosmetics the 
researcher foundthe way to 
persuade consumers, those are: 
ethos (7 data), pathos (2 data) 
and logos(5 data). 
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Mostly, in the slogan 
advertisement of Wardah 
BeautyCosmetics the types 
ofpersuasive strategy used in the 
slogan are rationalization strategy 
and suggestionstrategy and each 
advertisement used more than one 
persuasive strategy in theslogan. 
And also in the slogan advertisement 
Wardah Beauty Cosmetics the way 
topersuade consumers used in the 
slogan advertisement is ethos. 
 
DISCUSSION 

The researcher analyzed them 
based on the kindsof persuasive 
strategy such as: rationalization, 
identification, suggestion,conformity, 
compensation, projection, and 
displacement. And the way to 
persuadeconsumers such as: ethos, 
pathos and logos. 
a. Kinds of Persuasive Strategy 

In the data the researcher 
analyzed found 5 type that the 
advertiser used inthe slogan 
advertisement, namely: 
rationalization, identification, 
suggestion,conformity and 
compensation. Mostly, used the 
rationalization and 
suggestionstrategy and each 
advertisement used more than one 
strategy on the slogan. The following 
strategies are persuasive strategy 
which are found this research: 
1. Rationalization Strategy 

This method also used 
persuasive word such as impossible 
words but still make sense or have 
logical reason. The advertiser should 
know well about what is needed by 
their consumers. This kind of 
persuasive strategy can be found in 
the data 1, 3, 4, 6, 12 and 13. The 
statements of the product draw the 
quality of each product with using 
convincing words. The following data 
are which used rationalization 
strategy: 

Data 1: Inspiring Beauty 
Analysis: Inspiring Beauty explains 

that the slogan is included in 
therationalization strategy, Based 
from the sentence “Inspiring Beauty” 
itshows a logical statement that 
Wardah products will be an 
InspiringBeauty for Indonesian 
women. Thatway consumers will be 
interestedin the products offered with 
the slogan Inspiring Beauty. 
Data 3: Feel the Brighter You 
Analysis: This type of advertising 
used rationalization strategiesbased 
on the functionality of the advertised 
product. Thisadvertisement tried to 
show consumers the benefits of the 
product witha logical statement. The 
word "Brighter You" in the slogan 
that meansthe product have the 
benefit to give a bright effect on your 
face whenusing the product, By 
making a slogan that fits meaning of 
the productwill easily to persuade 
the consumer with the quality offered 
and easilyconsumers will believe 
and trust with the product. 
Data 3: Feel the New You 
Analysis: This kind of advertisement 

used the rationalization 
strategy.Rationalization strategy is 
showingsomething by giving a 
logicalstatement. Feel New You ” By 
this sentence, consumers will know 
thatthere is a new product from 
Wardah and can give a new you 
fromyourself, In this slogan show the 
product is a one of skincare 
fromWardah, that the slogan means 
want to give a new you from 
yourself,it can said a new skin 
condition. With the slogan "Feel the 
New You"Wardah invites Indonesian 
women to take care of skin 
rejuvenationand prevent premature 
aging. Thus, it is expected 
thatIndonesianwomen will no longer 
be worried and remain confident in 
the face ofchange according to the 
slogan, "Feel the New You". 
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Data 6: Feel Flawless 
Analysis: The advertisement from 

slogan "Feel Flawless" 
usedrationalization strategy and it 
was logical statement. It is 
arepresentation of the benefit or 
quality of the product it can used 
onface, and then the product can 
give flawless look, as needed for 
theconsumer who want the look of 
the flawless look on the 
consumersface. It can be accepted 
by the consumer’s logic. 
Data 12: Be Bright Be Ready 
Analysis: The strategy used in this 

slogan advertisement 
isrationalization strategy. Which can 
be seen from the slogan "Be Bright 
Be Ready" used the logical 
statement which explains about 
theproduct. In this slogan of the 
product can be seen that the product 
wantto give for consumer who have 
a short time to get ready it can be 
usedthis product, The advertising 
make a slogan so that consumers 
canchoose according to their needs. 
Data 13: Simply Shine Simply 
Chic 
Analysis: The slogan advertisement 
in "Simply Shine, Simply Chic"used 
the rationalization strategy is 
representation the quality or 
thebenefit of the product. This 
product is lipstick, "Simply Shine, 
SimplyChic" explain that this product 
give a convenience to consumer 
who do not want to complicated but 
want to be instantly beautiful, but 
with a simple which match the 
slogan which means shining and 
beautifulsimple which is meant for 
the convenience in the given the 
look. 
 
2.Identification Strategy 

Identification strategy is the 
process of identifying 
consumers.Identification is also 
required for advertisers and can be 

the second keyto making their ads 
successful in the market, because of 
identificationtechniques, advertisers 
know about consumers, namely: 
young or old,male female or, 
educated or uneducated, etc. The 
advertiser also haveto analyze the 
consumer’s needed and based on 
the situation accurate.This kind of 
persuasive strategy can be found in 
data: 1, 2, 3, 5, 7, 13and 14. 
Data 1: Inspiring Beauty 
Analysis: In this advertisement used 
an identification strategy, wherethe 
identification strategy is for whom 
the advertisement is formulatedor 
intended, be it for women, men, 
teenagers, and others. And for 
theadvertisement slogan "Inspiring 
Beauty" it is clear that the slogan 
isintended for women from the word 
beauty contained in the slogan.And 
also the advertisers try to attract 
women to use Wardah productsin 
inspiring women in the beauty. So 
the goal or target in consumersabout 
this product is women or girl. 
Data 2: Feel the Color Comfort 
Analysis: The type of persuasion 

used in this slogan is 
theidentification strategy, which is 
the slogan "Feel the Color 
Comfort"which is also intended for 
women who want comfort when they 
use alipstick, can be seen from the 
word "comfort" in the slogan and 
notonly that it is also intended for 
women who want to use lipstick 
withcolors that are very safe to use 
every day or certain events that can 
beseen in the image in the slogan. 
So he target of this slogan is 
womenor girl who want to keep 
using lipstickwith a safe color 
withoutmaking lips dry and also do 
not look excessive. That way it 
willcertainly be easier to influence 
consumers. 
Data 3: Feel the Brighter You 
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Analysis: The next slogan also still 

used identification strategy in 
itsadvertising. In this advertisement, 
the advertisers use a 
beautifulwomen with their hijabs, that 
have been seen that the product 
isintended for women, the use of 
models in the slogan picture to 
attractto consumers when viewing 
the advertisement and believe that 
theproduct can provide brightness 
when used on the face that matches 
theslogan created which is "Feel the 
Brighter You" and also most 
ofwomen want a bright looking face. 
Data 4: Feel the New You 
Analysis: In this advertisement also 

used strategy identification. 
Theslogan is "Feel the New You" 
with Wardah Renew You 
productsaimed for women aged 25 
and older. This product offers skin 
cellrejuvenation treatment solutions 
and prevents premature aging. 
Andalso, this product is clearly 
aimed for women. With the word 
"newyou" which when using the 
product gets a new skin condition 
with thisfacial treatments to prevent 
premature aging, give bright 
effects,tighten skin, and disguise fine 
lines on the face, and can make 
thisproduct a goal or target for 
women aged 25 years and older. 
Data 5: Feel the Perfection 
Analysis: The slogan advertisement 

in "Feel the Perfection" used 
theidentification strategy in the 
advertisement. Advertisers used a 
beautyinfluencer as an advertising 
model in it, which the aims to 
attractconsumers when they see 
beauty influencers are using 
makeupproducts from Wardah. The 
product is certainly targeted at 
womenwho work in the office, or an 
artist, etc. who must look beautiful 
orperfection in the word "perfection" 
in the advertisement. 
 

Data 7: Feel The Glow 
Analysis: This kinds of 

advertisement used identification 
strategies inadvertisement. This 
product included in the skincare 
product. Which istargeted at women 
who want a bright face, a glowing 
face, and usefulto keep skin healthy, 
smooth, soft and supple. Women are 
referredmore to teenagers or adults 
with benefits offered to attract 
consumers. The advertiser’s 
purpose to make the consumers feel 
they need theproduct. 
Data 13: Simply Shine Simply 
Chic 
Analysis:The advertisement with 

the slogan "Simply Shine, 
SimplyChic" use identification 
strategies in their advertising 
slogans. Theslogan is contained in 
lipstick products from Wardah that 
are meansfor women who use 
simply to still look beautiful shining. 
With asimple product and also the 
quality resulting from the product 
that alsoappears to make the glossy 
lip. 
Data 14: Perfect Line in One 
Stroke 
Analysis: And the last one that used 

identification strategy is "PerfectLine 
in One Stroke" the product is 
intended for women who like to 
useeye makeup products such as 
eye liner. The product fits the 
sloganwhich means the perfect line 
in one swipe which is when using 
theproduct will make the perfect line 
easily without having to fuss 
ordifficulty in using it as well as a 
firm line in one swipe. With 
theslogan will make consumers feel 
easier when using eye liner 
products. 
3. Suggestion Strategy 

Suggestion is key in 
persuading consumers. Advertisers 
must choosethe right words to make 
them acceptable in the minds of 
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consumers.An attempt to persuade 
or influence others to accept a 
particular beliefor establishment 
without providing a logical basis of 
belief in peoplewho want to be 
influenced. In this strategy be found 
in data: 2, 3, 4, 5,6, 7, 8, 9, 10, 11 
which begins with the word feel in 
front of it.. In datafrom 2-11 the word 
“feel” can make a consumers to 
persuade with theproduct, cause 
word of feel can bring consumers 
closer to the existingslogan, the 
word "feel" will make consumers drift 
away and feel moreinvolved when 
using the product. The word will also 
make consumersthat when they use 
the product will look or feel like what 
is mentionedin the slogan so that 
easily consumers will be interested. 
And for data12 (Be Bright Be Ready) 
this slogan can make consumer 
confident andconfident when using 
the product will speed up in getting 
ready andalso brighten up instantly, 
with the use of sentences that fit the 
productwill certainly make it easier 
for consumers to be interested in 
theproduct. 
4. Conformity Strategy 

Conformity is a desire or an 
act to make itself similar to 
somethingelse or a mental 
mechanism to conform to something 
that is desired.This technique has 
similarities with identification. 
Advertisers presentonly a few things 
in the same way as the reader, 
whereas in conformitythe author 
shows that he is capable of acting as 
the reader himself.Conformity aims 
to provide an idea of how a product 
has realcapabilities as expected by 
potential consumers. In the 
advertisementfound conformity 
strategy in the data: 5, 9, 11, 13 and 
14. 
Data 5: Feel the Perfection 
Analysis: In this slogan used a 

conformity strategy, which in 

thissection advertisers want to 
provide the same product as other 
brandsthat also have the same 
product, with new innovations and 
withdifferent advantages. With the 
word perfection in the slogan, 
theconsumer will find a perfection 
same like another brand. 
Data 9: Feel the Refreshed 
Analysis: The type of strategy used 
in this section is a 
conformitystrategy, in this ad 
advertisers also make the same 
products as otherbrands but with 
better product quality, advertisers 
just don't want tolook less update to 
products that will be much in 
demand byconsumers. With the 
word refresh in the ad of course the 
ad willprovide freshness as well as 
comfort when using the product. 
Data 11: Feel the Sun 
Analysis: In this ad shows the new 
advantages and innovations 
thatexist in the product with the 
benefits in the product. Wardah also 
wantsto provide the same products 
as other brands but with new 
innovationsand with much better 
composition. In advertisement used 
conformitystrategy. This product is 
also intended for those who have 
outdoor orindoor activities. 
Data 13: Simply Shine Simply 
Chic 
Analysis: In this advertisement, 

Wardah also issued the same 
productthat is lipstick but with 
different shapes, with different 
packaging andalso with new 
innovations. This product gives a 
slogan that will make 
theconsumereasier to stick with the 
given slogan and also the imageof 
the product in the advertisement. In 
this advertisement used aconformity 
strategy. 
Data 14: Perfect Line in One 
Stroke 
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Analysis: Thistype of strategy used 

in advertising is a 
conformitystrategy. this ad with the 
slogan "Perect Line in One Stroke" is 
an eyeproduct from Wardah that is 
eyeliner, this product is also made to 
follow the trend, this product also 
offers with a single swipe 
obtainedperfect line and firm color, 
thus will keep consumers 
interestedespecially for lovers who 
like to use eyeliner. 
5. Compensation Strategy 
Data 2: Feel the Color Comfort 
Analysis: In this ad shows a product 

with a new formula, which willprovide 
comfort, which is in the word in the 
slogan "Feel the ColorComfort" 
consumers who use this product will 
feel comfortable withthe formula, 
with the color of the lipstick as well. 
In this ad use acompensation 
strategy. In the ad also shows shade 
color and also fullcolor in packaging. 
That will not necessarily have 
advertising otherproducts. 
Data 8: Feel the Light 
Analysis: Compensation strategies 

are used in these ads, these 
adsshow the difference in time in the 
products offered and with 
differentfunctions as well as new 
formulas, which this product used 
not to withthe packaging and 
benefits that as it is now, the ad will 
makeconsumers interested in the 
word "light" which indicates that 
when using the product it will make 
the face brighter. 
 
Data 10: Feel the Difference 
Analysis: In this advertisement, 

compensation strategy is applied, 
inthe case give something better and 
different from the situation 
before,this product a new benefit in 
the product. The advertisers uses 
theword “different” which refers to 
the differences in formulas or 
benefitsgiven from previous 

products, thus what consumers 
expect with newformulas already in 
the product and ill make consumers 
interested innew formulas or 
benefits. 
b. Ways to Persuade Consumers 

The second part of research 
problem in this research is 
identifying the wayto persuade 
consumers. In this part, the 
researcher discusses about the way 
topersuade consumers, the 
advertiser used persuasive 
strategies in each data based 
ontheory of Aristotle those are: 
ethos, pathos and logos. The 
following table isthe list of the slogan 
and the way to persuade consumers. 
1. Ethos 

In this research ethos can be 
found in data 2, 4, 7, 8, 12, 13 and 
14.The way to persuade consumer 
by showing the credibility and the 
qualityof the product. The slogans in 
the advertisement are representing 
of thebenefit and superiority of the 
product. In the advertisement, the 
advertiseralso add a picture of the 
product which can make the 
advertisement moreinterest and 
persuade. For example in the Simply 
Shine Simply Chicadvertisement, the 
advertiser show the benefit and 
quality of the productby giving a 
logical meaning and the picture of 
the product show the qualityof the 
product. That way consumer can 
belief and interest to buy a product. 

 
2. Pathos 
Pathos in this research found in data 
3 and 5. The advertiser persuadeor 
influence the consumer used a 
function of the consumer emotion. 
Indata 3 and 5 the advertiser show a 
picture of the woman with a smile 
intheir face. The advertiser tried to 
show to consumer about this 
productabout this product that 
people will be happy when using 
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such products. Byusing two women 
who smile sweetly in the ad. It is 
used to appeal toconsumers by 
looking at the product with a big 
smile. 
3. Logos 

Logos in this research can be 
found in data 1, 6, 9, 10 and 11. The 
wayto persuade the consumer by a 
logical information and show 
evidence asthe way to attract the 
consumer. The advertiser also 
inform about theproduct. For 
example in the advertisement: Feel 
the Difference, theadvertiser claimed 
about the product and give some 
evidences evidencecontained in the 
product with the benefits contained 
in the product listed inthe 
advertisement. 

 
CONCLUSION 

Based on the research 
findings. It is obtained some 
conclusions as follows: 
1. There are 5 kinds persuasive 

strategy used in the slogan 
advertisement,there are: 
rationalization (6 data), 
identification (7 data), suggestion 
(10 data), conformity (5 data) and 
compensation (3 data). And 
mostly usedrationalization and 
suggestion as kind of persuasive 
strategy. 

2. The way to persuade consumers 
in the slogan advertisement, there 
are:ethos (7 data), pathos (2 
data) and logos (5 data). Mostly, 
used ethos as theway to 
persuade consumer. 
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