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A}IAIYSIS A}ID E INDING

In  analys ing the data,  the wr i ter  f inds out  that

the f lout lng of  maxims makes the conversat ion

in te res t i ng .  A l though  i t  may  sound  a  l i t t I e  b i t

awkward,  the radio l is teners sure ly  prefer  the

adver t isements in  which the conversat j -on f louts  so many

maxims.  For  adver t is ing purposes,  mpxim of  quant l ty  is

the most  f louted among the three maxims,  whi le  maxim of

re levance  i s  v io l -a ted  ra re l v .

The maxims that  are going to  be d iscussed here are
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re levance,  and maxim of  manner .  The tab le in  the next

page shows the percentage of  the f lout ing and fo l lowing

o f  max ims  in  rad io  adve r t i semen ts .
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Tab le  1 .  The  Fo l l ow ing  and  the  F lou t i ng  o f  Max ims

Advertisements

M A X I M S

Maxim of QuantitYMaxim of Relwance Maxim of Manner

Fl (%) Ft (%) Fl (%) Ft(%) Fl (%) Ft(%)

Pantene
Pantene Pro-V

llear
Sunsilk
Natur
Elida
Lifebuoy
Surf
New Era

Q,raLe" Oat Meal
Lippo Visa Electron

Aqua
Zaltu
Ardath
Taruna

44
60

55
63
43
73
50
67
44
78
67
70
56
40
36

56
40

45
) T

57
27
50
J J

56
22
J J

30
44
60
64

100
100

100
100
t00
100
90
100
100
100
78

100
89
100
93

0
0

0
0
0
0
l 0
0
0
0
22
0
1 1
0
7

78
80

100
88
86
9 l
80
89
100
89
78
70
67
70
79

22
20
0
12
I4
8

20
1 1
0
1 1
22

30
J J

30
2 T

Averag€ 56,4 43,6 96,7 ) r ) 83,0 16,9

4.L tfaxim of QuantitY

Based on the ru le  of  maxim of  quant i ty '  a

par t ic ipant  should g ive enough in format ion-  To fo l low

tha t  ru le ,  t he  speake r  shou ld  no t  g i ve  l ess  o r  more

informat ion that  is  requi red.  The par t ic ipants should

answer  the  ques t i on  p rec i se l y  w i thou t  add ing

j -nformat ion which is  not  asked.  Otherwise,  he or  she

wou ld  v io la te  max im o f  quan t i t y .  O the r  c r i t e r i a  used  to

determine whether  the ut terance f louts  maxim of

http://www.petra.ac.id


23

quan t i t y  can  be  seen  i n  append ix .  Nex t  i s  t he

discuss ion of  the f lout ing and the fo l lowing of  maxim

o f  guan t i t v .

4 .L.L The Flouting of Maxim of Qtrantity

As we can see f rom the tab le above,  maxim of

quant i ty  is  the most  f louted maxim in  conversat ional

radio adver t isements.  From the adver t isements which are

analysed, they violate maxim of quantity from 229. to

642  o f  t he i r  conve rsa t i on .  Da iha tsu  Ta runa  has  the

highest  percentage of  f lout ing th is  maxi_m among other

adver t isements.  whi le  Quaker  oat  MeaL is  the l -east  one

f lout ing maxim of  quant i ty .  The rest  f lout  maxim of

quan t i t y  on  the  ave rage  o f  402  o f  t he i r  conve rsa t i on .

The f lout ing of  maxim of  quant i ty  is  most ly

because of  g iv ing too much in format ion which is  not

necessary.  r t  is  obv ious ly  seen that  i t  is  v iorated on

purpose ,  l i ke  the  fo l l ow ino  examn l  es  -

A'1: "Anak papa sudah sarapan belum?,,

B1:  "Nomer  7 ,  mama kan b ik in  Ouaker

Oat Meal- kesukaan Adek

Ka l -au  papa sarapan apa d isana?, ,
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bz

A2:  "Quaker  Oat  Mea l -  juga ,  karena

Quaker Oath MeaJ- baik untuk

semua orangdaffi

E1

r I

E2

r  ^ - ]  - l - , - l . i  t l
L O . g L  I  J d . v L . . .

" b i k i n  j a n t u n g  s e h a t . "

(Advert isement:  Quaker Oat Meal)

"shampoo apa?"

" I tu  lho ,  Suns j -Zk  ex t ra  mi ld ,

tampi l  baru dengan kelnasan

leb ih  baru  dan keren . "  '

"Shampoo baru?"

L \ d r formulanya r inqan,

bahannya alami,  extrak bunga

camomile dan air  mineral  segar-

Gimana Spnsi lk nggak extra

Iembut?"

(Adver t i sement  :  Suns i l k  Ex t ra  Mi ld )

" H u h !  B i l a n g  a j a  j a d i  k e r e n . "

" f y a ,  S a n .  "

"Rambutnya jadi  sehat dan bagus

s e j a k  d i a  p a k e  P a n t h e n e  b a r u . "

' tKamu tahu dari  mana?"

\ \SAmrr^  i  r rn2  tahU.  PanteneJ  u : r e

shampoo dan kondisioner beru

membuat rambut jadi  lebih sehat.

Kalo punya . I :ambut sehat dan

! _ ^ _ , , ^  I a - i  , " l , , ^  i , , ^ 5  l - r a r r r l . . - l - ,
l ) d g u 5  r  r t r q u P  J  u g d  r J E r  u u d r r t

d o n g .  "

c1
D 1

C2

D2

F2

t5J

(Adver t i sement : P . a n t o n a )
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K 1 : " fya ,  i ya ,  gue percaya.  Aku juga

tau Taruna emang keren diPakai

kemana a ja .  Ah,  udah dh ,  mau

potong rambut ,  udah malam n ih . "

"Ah,  g imana,  ya? Nggak enak  n ih

ngomongnya. Ehn..sorry yd, besok

a ia .  Gue ba l i k  kes in i  mau ambi l

sepatu, mau tennis sama }4cak

Dewi ,  mumpung ada Taruna."

(Advert lsement : Taruna)

The f i rs t  three d ia logues above f lout  maxim of

quan t i t y  i n  answer ing  the  ques t i on  ( the  under l i n ing

par t ) .  A11 of  them give more in format ion than what  is

quest ioned.  L ike in  the f i rs t  d ia logue when the fa ther

asks  whe the r  h i s  son  has  had  b reak fas t  (A1 ) ,  h i s  son ' s

u t te rance  (B1 )  does  no t  on l y  answer  the  ques t i on ,  bu t

a lso adds another  new in format ion which is  '  not

ques t i oned .  Speak ing  a  l o t ,  i t  seems  tha t  t he  ch i l d

wants to  create a par t icu lar  impress ion,  for  example

showJ-ng  tha t  he  1s  smar t ,  o r  t e l l i ng  eve ry th ing  to  h i s

fa the r  s ince  they  have  a  c lose  re la t i onsh ip .

Then ,  t he  l as t  adve r t i semen t  a l so  v io la tes  the

max im o f  quan t i t y  1n  the  second  u t te rance  (L1 ) .  The

speaker  means to  say that  he cannot  have her  ha l r  cut

a t  t ha t  t ime  because  he  has  to  goes  ou t .  However ,  he

d o e s  n o t  o n l y  t e I l  h e r  a b o u t  h i s  r e j e c t i o n '  b u t  a l s o

L 1 :
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gives more explanat ion which is  not  expected.  I t  seems

tha t  he  i s  a f ra id  o f  hu r t i ng  he r  f ee l i ng  and  t r i es  to

be  cou r teous  so  tha t  he  t r i es  to  g i ve  reason  fo r

refus ing her  request .  The conversat ion in  that  parc

v io fa tes  quan t i t y  max i -m  because  o f  t he  ha i rd resse r ,  s

apology and being cour teous.

Genera l ly ,  g iv ing more in format ion is  a  common

vio lat ion in  these radio adver t isements.  Moreover ,  the

wr i ter  recognised that  every adver t isement  must  f lout

th is  maxim.  Actual ly ,  by f lout ing th is  maxim,  the

adver t isers use i t  as a too l  to  in form and in t roduce

the product .  On the other  hand,  the addi t ional

in format ion is  not  impor tant  to  the par t ic ipant  i f  i t

is  in  a natura l  conversat ion in  dai lv  ] i fe .  When a

fa the r  asks  h i s  son  i f  he  has  ea ten  wc f  -  i  I  i  s  no r

necessary for  the son t .o  expla in  what  he eatsr  or  when

a f r iend asks the brand of  a  shampoo,  he/she does not

need to in form how the package is  l_ ike.  However ,  s ince

the conversat ion funct ions as a too l -  o f  rad i -o

adver t isements,  the addi t ionar  in format ion counts.  yet ,

i t  s t i l l  f l o u t s  t h e  r u l e  o f  c o o p e r a t i v e  p r i n c i p t e .
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4.L.2 The FolJ.owing of Maxim of Q,uantity.

From al l  o f  the adver t isements here,  there is  no

adver t isement  that  fo l - lows maxim of  quant i ty  fu l ly .  The

highest  percentage of  fo l lowing maxim of  quant i ty

belongs to  Quaker  Oat  Meal -  and i t  obevs the maxim of

quan t i t y  78% o f  i t s  conve rsa t i on .  Wh i l e  o the r

adve r t i semen ts  fo l l ow  th i s  max im f rom 368  to  lOZ  o f

the i r  conversat ion.  Below are some par ts  of

adver t isements showing that  they fo l - Iow maxim of

quan t i t y .

"Oh, .Surep yang baru i tu?"
" I y a ,  S u r f ,  m a s . "
"Ya i tu lah .  Pas  banget  baru  a ja

l l - + ^ h -  ^ ^ ^ ^ +\ rd  LUr lg ,  uu1, ,c  u  ab isnya,  neng i  .  "

"Laku ya,  mas?"

(Adver t i sement :  Sur f )

\ \ f \ l a  n . i n + a *  r n + l -  ^ - - ^ / /v r r ,  y r r t L E t  a r r a A  P d P d

" f y a ,  d o n g !  "

"Tap i  mas ih  ngompol  a1a. "
" E h ,  p a p a ,  e n g g a k ! "
"Hayo,  ngaku a1a! "

(Advert isement: euaker Oath meal)

These adver t isements above t ry  to  comply wi th

maxim of  quant i ty  in  the i r  conversat ion.  The speakers

rep l y  the  o the r  pa r t i c i pan ts  w i th  adequa te  i n fo rma t ion ,

not  less or  more than i t  should be.  For  exampre in

a 1  .

8 1 :

A 2 :

P , ? .

C 1

D1

C2

D2

U J
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Surf ,  the se l ler  asks quest ion to  make sure the product

that  the woman is  go ing to  buy,  and she answers h im as

we l l  as  make  co r rec t i on  to  the  wronq  p ronunc ia t i on

spoken  by  the  se l l e r .  I t  i s  t he  same w i th  a  pa r t  o f  t he

conversat i -on between a fa ther  and h is  son in  which the

par t ic ipants do not  add or  leave other  in format ion.

4.2 l"Iaxin of Relevance

Accord ing to  Gr ice,  to  achi_eve the goal  o f

communicat ion,  one of  the ru les should be fo l lowed is

that  we have to  be re levant  in  our  conversat ion.  I t

means that  the top ic  we are going to  ta lk  about  ought

to be re la ted to  the top ic  being d iscussed by our

pa r t i c i pan t .  I f  no t ,  we  m igh t  be  cons ide red  tha t  we  do

not  want  to  cooperate in  the conversat ion by t ry ing to

change  the  sub jec t  o f  d i scuss j -on .  Au tomat i ca l l y ,  we  a re

said to  v io la te the maxim of  re levance on purpose.

4 .2.1, The Flouting of l'laxi& of Relevance

Maxim of  re levance is  the least  f lout inq of  maxlm

in  those  rad io  adve r t i semen ts .  On lv  4  ou t  o f  15

adver t isements,  chosen by the wr i ter ,  f tout  maxim of

re levance .  They  v io la te  th i s  max im no t  more  than  222  o f
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t he i r  conve rsa t i on .  They  mere l y  v io l_a te  the  ru le  once

or  twice in  the i r  chat ,  for  example l ike in  Taruna and

Li febuoy.  Both of  them v io la te the rufe main l -v  because

they want  to  changre the tcp ic  of  d ia logues by not

answer ing  the  ques t i on  o r  respond ing  w i th  d i f f e ren t

t o p i c .

"Seka l ian  mbak,  ' kan  keren  paka i

Taruna"

"Tuh,  ' kan ,  ke las  gue

kedongkrak. Namanya juga pakai

Tarunat ayo-ayo aja. Rugi dong

k a l o  n o l a k .  "

" Iya ,  i ya ,  gue percaya.  Aku juga

tau Taruna emang keren dipakai

kemana a ja .  Ah,  udah dh ,  mau

potong rambut .  Udah mal_am,  n ih  ! "

(Advert isement :  Taruna)

"Bapak-bapak,  Ibu- ibu ,  b isnya

mogok.  Ayo,  k i ta  dorong! "
"Wal -ah  to ,  mas !  Masa d is iang

bolong gini  disuruh ndorong

b l s ! "
' t 1 . . . 2 . . . 3 . . . d o . . E h ,  € h ,  e h !

Mbak yu, kau sudah seminggu

t idak  mand i ,  ya?"

"Sembarangan!  Aku mand i  tu juh

kal i  tadi .  Sabunku yang wanginya
'ehem'  i tu  tho  !

wang inya .  "

P 1

llr.

R1

J Z

6,2

In i  c ium

(Advert isement :  Li febuoy)
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The shor t  d ia logue above f louts  maxim of  re fevance

because the th i rd  speaker  (o)  t r ies to  change the

sub jec t  o f  conve rsa t l on .  F rom the  who le  conve rsa t i on '

a t  f i r s t ,  t he  ha i rd resse r  (P )  on l y  g i ves  reason  fo r

going out  and defending h imsel f ,  but .  he and another

par t ic ipant  (o)  keep d iscuss ing about  the car '  Taruna

(see  append ix ) .  The  o the r  woman  (O)  rep l i es  them fo r

whi le  about  i t  and af ter  that  she cont inues wi th

another  d i f ferent  top ic .  when th is  s i tuat ion happens in

real  l i fe ,  o f  course,  A is  jea lous wi th  O,  the owner of

the car ,  and angry because she wai ts  P for  a  long t ime

to get  a  hai rcut ,  whi le  P goes out  wi th  O'  So,  i t  is

obvious that  O does not  want  to  d iscuss about  the car

anymore and then changes the topic. Relating to the

feature of  adver t isement ,  t ry ing to  be as real  as dai ly

conversat ion,  the f lout ing of  maxim of  re levance here

has a purpose to  turn the top ic  of  d iscuss ion about  the

car  back to  the ta lk  about  the woman's  compla in to  have

h e r  h a i r  c u t .

The f lout ing of  the maxim in  the second

adver t isement  above is  a lso the Same wi th  the one

be fo re  (Ta runa) .  The  d r i ve r  f l ou ts  max im o f  re levance

by  ta l k ing  abou t  ano the r  d i f f e ren t  t h ing  ( s2 )  wh ich  i s
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not  re la ted to  what  he and another  par t ic ipant  have

d i s c u s s e d b e f o r e a s s e e n i n S l a n d R l ' F i r s t ' b o t h o f

them ta l k  abou t  t he  d i s func t i on  bus  and  s ta r t  t o  g i ve

command to push the bus together .  Despi te  of  pushing

the bus,  suddenly  the dr iver  u t ters  someth ing about  the

woman, S odour which does not have nothing to do with

p u s h i n g t h e b u s . T h e n , t h e c o n v e r s a t i o n r u n s w i t h t h a t

new topic  which ta lk  about  the adver t ised product  (see

a p p e n d i x ) . T h i s o b v i - o u s l y s h o w s t h a t t h e f l o u t i n g o f

maxim here functions as a way to begin the talk about

t h e a d v e r t i s e d p r o d u c t . S t a r t i n g w i t h t h e w o m a n ' S

dis turb ing scent ,  the conversat ion then leads to  the

promotion of LifebuoY-

Another  character is t ic  o f  f lout ing maxim of

re levance is  that  i f  the speaker  quest ions someth ing '

the l is tener  does not  g ive the answer.  Yet ,  he/she may

ta lk  about  someth ing e1se,  l i -ke the fo l lowing example '

T1:  "Win ,  aku  mau buka kar tu  n ih

sama kamu. "

*Oh ya?" (Akhirnya dia ngomong

j  u g a )
"Tapi kamu juga harus buka kartu

juga dong I  B ia r  sama sePer t i

d  , \ . u .

" B o l e h !  B o l e h l  "

U1

I L

U2
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r n Q . "Aku mau buka kartu debit  LrPPo

V i s a  E l e c t r o n . "

"Hah? !  "

" Iya ,  kar tu  in i  kaYa kar tu

kred i t ,  d i te r ima d imana-mana '

t ingga l  tanda tangan,  juga  b isa

ambit  tunai di  ATM manapun' dan

gengsinya dong. Nggak Cuma aku

tho yang ikutan, temen-temenku

yang Iain juga. MakanYa kamu

i u q a  h a r u s  i k u t - "

In  another  s i tuat ion:

T5:  "Win,  aku mau buka kar tu '  n ih" '

U5: "Emangf ada yang lebih bagus dari

V i sa  E fec t ron?"

T6: "Aku jatuh cinta sama kamu

U6:  *Ah!  Akhi rnYa buka kar tu luga" '

(Advert iSement: Lippo Visa Electron)

Because the conversat ion above conta ins of  an

ambiguous phrase,  the par t ic ipants might  be led to

f l -out  maxim of  re levance.  ln  a ambiguous sentence or

phrase,  there are two d i f ferent  meaning impl ied in  that

sen tence  o r  ph rase .  Tn  the  d ia logue ,  t he  f i r s t  speake r

(T1)  produces an ambiguous phrase,  that  is  "buka

kar tu, , .  I f  we read the whole d i -a logue,  i t  may imply

tha t  t he  speake r  wou ld  l i ke  to  te l l  h i s  sec re t  (as  the

imp l i c i t  mean ing ) ,  o r  app ly ing  a  c red i t  ca rd  (as  the
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l i t e ra l -  mean ing ) .  The  o the r  pa r t i c i pan t  once  has  been

wrong in  in terpret ing the messaqe,  for tunate ly ,  she

does not  respond h im.  Then,  in  the second par t  o f  t .he

same conversat ion,  she repl ies h im wi th  her  wrong

in te rp re ta t i on  (u r1  tha t  he  wou ld  l i ke  to  app ly  ano the r

credi t  card,  instead of  L ippo v isa Elect ron.  In  fact '

the man means to  te l l  h is  secret  which he 10ves her .

so,  the ut terance in  par t  u l  is  not  re la ted to  T1 and

T2  aS  the  second  speake r  has  a  wrong  i n te rp re ta t i on

toward what  the f i rs t  speaker  means-

To make the adver t isement  more in terest ing and

easy to remember, the part icipants sometimes use a

rh r rmer - l  noem fn  c r ) ve \ /  t he  maqq^ . ra  Tn  a  f hymed  poem,
t I l y l l t c L r  l / v s l r t  u v  v v  v  u J  r l t v  v  e s Y  v  '

there are two d i f ferent  par ts  that  do not  re la te to

each other .  I ts  f i rs t  par t  does not  re l -a te to  the

fo l lowing par t  s ince usual ly  the f i rs t  par t  on ly

funct ions to  accompany the real  message of  the next

par t .  There is  one example of  adver t isement  that

u t l l i zes  a  rhymed  poem to  b r i ng  i t s  message-

w1

V1 : \\

w2

v2

"Pus ing ,  Mas T imbu l  !  "

I k i  t h o  n g o m b e - o  p u y e r  Z a l k i "

"Buah mangg is ,  buah kecaPi .

Wa;ahku man is  minum Za ik t "

"Buah manggis endang banget"

( A d v e r t i s e m e n t :  Z a i k i )
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The adver t isement  of  za ik i  f l0uts  the maxim in  the

for th  ut terance.  Actual Iy  the top ic  of  the conversat ion

is  about  the aspi r in .  The woman does not  l ike to  take

medic ine that  most ly  has b i t ter  taste for  her  headache,

and her  f r iend,  T imbul ,  br ings her  another  aspi r in  that

i s  no t  b i t t e r  a t  a l l .  Then ,  she  uses  a  rhymed  poem to

express her  fe l l ing af ter  consuming Zaik i  that  is  ab le

to get r id of her headache and her face become sweet

again.  On the other  hand,  T imbul  uses that  pres id ing

par t  o f  the rhymed poem, "buah manggis" ,  as h is

subject  in  v2 that  does not  re la te at  a l }  wi th  the

aspi r in  they ta lk  about .  The conversat ion is  unmatch

because  o f  T imbu l ' s  i r re levan t  respond .

4 .2 -2 The Following of lvlaxim Relevance

Most  of  the conversat ion in  dai ly  l i fe  fo l lows

maxim of  re levance,  and so does the conversat ion in

radio adver t isement  s inCe they t ry  to  be aS natura l  aS

in  rea l  1 i f e .  F rom the  ana lys i s ,  a l l  o f  t he

conversat ion in  the se lected radio adver t isements

fo l low maxim of  re levance,  except  four  conversat ion.

The  pa r t i c i pan ts  t r y  t o  fu l f i l  t he  ru le  by  g i v ing

respond  wh ich  re la tes  to  the  u t te rance  o f  t he  speake r
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before.  Here are some shor t  d ia logues adher ing maxim of

re levance .

X1

Y1

x2

Y2

x3

A1

TJ.L

A2

B Z

"Akhirnya ketemu juga shamPo

yang bikin rambut lembut t iaP

h a r i .  "

"shampo apa?"

" I t u  l h o ,  S u n s i l k  e x t r a  M i l d ,

tampi l  baru dengan kemasan lebih

baru  dan keren .  "

"Shampo baru?"

"Iya, formulanya r ingan, .- ."

(Adver t i sement :  Suns i l k  Ex t ra  Mi ld )

:  t 'D ip i l in ,  d ikepang,  d i i ka t - i ka t '

h u h !  N g g a k  o k e ! "

:  "Un ik  lag i ,  ke l iha tan  ku l i t

k e p a l a .  "

: "Huh ! Ketombeku mau ditutuPi-n

pake apa?"
"Ketombe di tutupin, dihi langkan

dong. Aku sih pakai Pantene Pro-

V  a n t i  k e t o m b e . "

(Advert isement:  Pantene Pro-V)

"Aduh panasnya.. .  IkannYa nggak

depat -dapet  lag i .  Udah,

ah.. .Pul-  ang-pu1ang !  "

\ \ d ^ r  I  l T - n - h r :"5St  I  I \amanya luga manctng .

'Ndr i ,  harus  sabar ,  Sambi l

nunggu,  n ikmat i  a ja  sama Ardath

kemasan baru  dan t rend i . "

" S a b a r  s i h  s a b a r .  T a P i  k a l i a n

sadar  nggak  s ih  sekarang udah

C 1

D 1
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j  am berapa .  Sekarang j  am 1-2

lewat .  In i  ' kan  waktunYa makan

s iang.  Eh,  tad i  aPa? Ardath

kemasan t rend i?  APaan ' tuh?"

D2:  "Udah b icara  melu lu ,  nggak  gau l

tagi  !  Ardath kemasan trendi i tu

ke luaran dar i  Arda th  Yang asYik

punya.  Is i  20  ba tang,  harga  Ok '

gampang dibawa-bawa. Cari

dapet innya juga mudah. "

(Advert isement :  Ardath)

Some of  the adver t isements only  consis t  o f  one

top i c  o f  conve rsa t i on  i n  t he i r  d ia logues ,  l i ke  the

f i rs t  adver t isement  above,  Sunsi lk  Ext ra Mi ld .  I t

in t roduces and promotes the product  d i rect ly ,  wi thout

ta lk ing about  other  top ic .  I t  is  one way to  avoid

v io la t ing maxim of  re la t ion in  the converSat i -on for

adver t isements.  Yet ,  Some adver t isements a lso have two

l -  r - rn ' i  r -s  ' i  n  fhe i r  conversat ion,  l ike in  Pantene Pro-V.  I tu v u ! v u

has an opening top ic  before going fur ther  to  promote

the  se l l i ng  good .  As  we  can  see ,  t hey  ta l k  abou t  t he

h a i  r  s f v l  e  f i  r s t  -  f h a t  s h o w s  t h e  s c a l p .  F o r  p e o p l e
r l q ! !  o L J r v  ! ! ! u u t

having dandruf f ,  o f  course i t  is  a  problem, then the

conversation moves j-nto the main part about shampoo

an t i  dandru f f .  I t  i s  no t  f l ou t i ng  the  max im as  l ong  as
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the changing top ic  is  s t i l l -  re levance wi th  the top ic

be fo re .

The other  example,  Ardath,  a lso has two top ics of

conversat ion.  somet imes,  the par t ic ipants mix both of

the  top i cs  i n  one  u t te rance  as  seen  i n  D l  and  C2 '

F i rs t ,  they ta lk  about  f ish ing and then they cont i -nue

wi th c igaret te .  For tunate ly ,  the i r  u t terances are

re lated and do not  jump so that  they do not  v io la te the

relevance maxim. This kind of advert isement, in which

the par t ic ipants ta lk  more than one top ic ,  is  more

r isky to  v io la te maxim of  re levance'

4.3 Maxin of Manner

The main point of maxi-m of manner is that the

speaker  mus t  be  c lea r  i n  de l i ve r i ng  h i s /he r  message .  To

be c lear ,  he/she has to  fo l low some ru les,  that  are

avoid ing ambigui ty ,  avoid ing obscur i ty  express ion '

be ing  b r i e f ,  and  be ing  o rde r l y .  I n  o the r  words ,  t he

par t i c i pan ts  shou ld  ta l k  s t ra igh t  t o  t he  po in t ,  w i thou t

causinq the conversat ional  par tner  confused'
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4.3.1 The Flouting of Maxim of Manner

In  adver t isements '  i t  is  qu i te  easy to  obey maxim

of  manner  because the par t ic ipants in  conversat ionar

adver t isement  have to  ta lk  in  a l imi ted t ime'  so they

w o u l d a v o i d u s i n g s o m a n y w o r d s a n d t a l k d i r e c t } y . T h i s

is  proved in  Table I '  showing that  severa l

adver t isements do not  v io la te maxim of  manner  and the

r e s t o n } y f l o u t m a x i m o f m a n n e r m a x i m u m o f 3 3 % o f t h e i r

d ia logues.  I t  means that  they do not  fo l l -ow the ru le

f o r t w i c e o r t h r e e t i m e s i n a c o n v e r s a t i o n . T h e y f l o u t

m a x i m o f m a n n e r i n a s u c h w a y a s f o l l - o w :

E1:  "Eh,  €h,  eh!  I4oak YU'  kau sudah

seminngu t idak mandi ,  Yd?"

F1: "sembarangan! Aku mandi tujuh

kali  tadi - Sabunku itu Yang

wanginYa "ehem" i tu  lho!  In i '

c ium wanginYa" '

, r t  "Hah!  BB? '

E 4 :  " B e t u l ,  ' k a n ! "

F 4 :  " H e - e h  !  T a P r

yang wanginYa

Y a n g  ; a n j i n Y a

aku pakai sabun

"ehem" i tu lho,

u 1  .

"Kulu k u f u .

"Eh, Andi !

h u j a n !  A Y o '

w a n g i  t e r u s .  "

(Advert isement :  Li febuoy)

hu jan  gede !  "

Jangan marn

masuk !  "
Andi- !

masuk ,

http://www.petra.ac.id


39

u z :

H 2 :

\ \ E - n a a r l e  m r  ? \ n r i ' i  
' l : n i  

m i  n + -! r r y Y q ^ t  l l r q .  r u r u t  r a 9 f  r t r l l t  L d

hujan,  supaya turunnya banyak,

biar pohonnya pada minum. "

"D ia ja r i n  nenek ,  ya?"

(Advert isement:  Aqua)

"Huh!  Potong rambut  a ja  nunggu 4

j a m . "

" f h ,  m a r a h , y a ?  H a b i s  g u a  d i a j a k

ke l i l i ng  sama mbak yang cant ik

i  n i  t t

' * " 0  D e w i ? "
" Iya .  Ih ,  keren  deh!  Hab is  gua

d ia jak  ke l i l i ng  pake Taruna,  ya

Mbak Dewi,  ya?"

(Advert isement : Taruna).

AII of the example above violate maxim of manner

fo r  be ing  no t  c l -ea r  i n  t he i r  u t te rances .  As  we  can  see

in the f i rs t  conversat ion above,  there is  unc lear

statements in  F1 and F5 that  are produced in  purpose.

The speaker  would l ike to  say how good the scent  o f  her

soap is .  Anyway,  i t  is  not  impor tant  s ince the soap the

woman  usua l l y  uses  i s  no t  t he  se l l i ng  p roduc t  so  tha t

the  adve r t i semen t  does  no t  expose  the  qua l i t y  o f  t ha t

soap  by  say ing  someth ing  b lu r rec l ,  "ehem" ,  i n  t he

conve rsa t i on .  Hence ,  t h i s  adve r t i semen t  obv ious l y  does

no t  f u l f i l  t he  max im o f  manner  on  pu rpose .

I 1

J1

I 2

J2
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Whi le the second adver t isement  f lout  the maxim

no t  as  obv ious l v  as  the  f i r s t  one .  I t  v i o l -a tes  when  the

ch i l d  ac ts  as  i f  he  sang  an  Ind ian  t rad i t i ona l  song  to

cal l  for  the ra in  and h is  mother  does not  understand

wha t  he  means .  S ince  he  im i ta tes  ' I nd ian  song '  wh ich

can be considered as us ing secret  Ianguage,  the boy

b reak  max im o f  manner .

In  the adver t isement o f Taruna,  another

par t ic ipant  cannot  get  the message of  who the

hai rdresser  going wi th  s ince he does not  ment ion

d i rec t l y  i n  h i s  u t te rance  ( J1 ) .  I t  makes  the  woman  has

to ask again to  make sure she gets  the r ight

i n fo rma t ion .  Thus ,  i t  can  be  sa id  tha t  t he  ha i rd resse r

f louts  the maxim of  manner  because of  h is  unc lear

u t te rance .

There  i s  a l so  d i scuss ion  abou t  f l ou t i nq  max im o f

manner  in  another  wdy,  speci f ica l ly  in  the way the

s p e a k e r  t a l k s .

K 1 :  " I y a ,  i y a ,  g u e  p e r c a y a .  A k u  j u g a

tau  Taruna emang keren d ipaka i

kemana a ja .  Ah,  udah dh ,  mau

potong rambut ,  udah malam n ih . "

L1 :  "Ah,  g imana,  ya? Nggak enak  n j -h

ngomongnya .  Ehrn-. .sorry yo, besok

a i a .  G u e  b a l i k  k e s i n i  m a u  a m b i l
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sepatu, mau tennis sama

Dewi, mumpung ada Taruna."

(Advert isement :  Taruna)

M 1 :  " S a b a r  s i h  s a b a r ,  t a p i  k a l i a n

sadar  nggak  s ih ,  sekarang udah

jam berapa.  Sekarang udah jam 12

l-ewat.  Ini  'kan udah waktunYa

makan s iang.  Eh,  tad i  aPa?

Ardath kemasan trendi? APaan
' tuh?"

N1:  "Udah b icara mefufu,  nggak gaul

Iagi. Ardath kemasan trendi i tu

(Advert isement : Ardath)

Ta lk ing  a  l o t  i s  a l so  cons ide red  to  fa i - l  i n

fu l f i l l i ng  the  ru le  o f  manner .  I n  t he  f i r s t

conversat ion above,  the hai rdresser  does not  ta lk

b r i e f l y  t o  re fuse  to  cu t  he r  ha i r .  He  t r i es  to  f i nd

appropr ia te words to  expla in  h is  reason s ince he does

not  fee l  comfor tab le wi th  the woman and he gets

con fused  how to  te I l  i t .  So ,  i t  t akes  a  l ong  t ime  and

wastes many words as seen in  under l ined example (L1)  '

be fo re  he  rea l l v  re fuses  he r .

The adver t isement  of  Ardath d isobeys the maxim of

manner  when  one  o f  t he  speake rs  t r i es  to  no t i f y  abou t

the  l unch  t ime .  I ns tead  o f  i nv i t i ng  h i s  f r i ends  to  have

I4cak
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lunch,  he asks about  t ime and answers h is  quest ion

himsel f  in  order  to  remind h is  f r iends.  To obey the

maxi_m, he may say s t ra ight ly ,  "sekarang waktunya makan,

a y o  k i t a  m a k a n ! "  ( " I t ' s  l u n c h  t i m e ,  l e t ' s  e a t ! " ) ,  f o r

examp le .  Us ing  so  many  unuse fu l  wo rds ,  i t  makes  h i s

f r iend gets  bored by h is  own ut terances as shown in  h is

next  respond in  N1,  "  Udah b icara mel-uLu,  nggak gauJ

7agi ' . "  ( "You ta lk  a lo t ,  . . . " )  -  Obvious ly ,  he f louts

maxim of  manner  in  h is  waY of  sPeak.

Below is another example about ambiguity which

inc l -uded in  the v i -o la t ing of  maxim of  manner-

T1: "Wi-n, aku mau buka kartu, nLh."

U1:  "Emang ada yang leb ih baqus dar i

V isa Elect ron?"
"Aku jatuh cinta sama kamu"

*Ah! Akhirnya buka kartu Jrrga."

(Adver t isement :  L ippo Visa Elect ron)

In the d ia logue above,  i t  consis ts  of  an ambiguous

phrase  i n  the  u t te rance  wh ich  i s  spoken  by  T1  -  The

phrase "buka kar tu"  is  considered ambiguous because i t

has  l - i t e ra l -  mean ing  and  imp l i c i t  mean ing  wh ich  a re  no t

the same.  The meaning of  the phrase is  uncer ta in  that

m A \ . 7  . a i l s e  t h e  a + l - , a  r f  i  n i n a n l -  o e t s  r : o n f U S e d  S i n C e  S h e^ . . . J J  -  \ - / L l I g I  I / O !  L r U r } r q l r L  Y s L J  u v r r

has to  guess what  he in tends,  fur thermore,  she repl ies

w i th  he r  w rong  i n te rp re ta t i on ,  ds  seen  i n  U1 '  "Enang

T 2 :

t l / .
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ada yang lebih bagus dari Lippo Visa ELectron?" In

fac t ,  he  does  no t  t a l k  abou t  c red i t  ca rd  as  she  th inks ,

but  ta lks about  h is  fee l ing.  Her  unmatch answer proves

that  the phrase is  ambiguous.  Avoid ing ambigui ty ,  he

can add the phrase wi th  more words that  he lp g iv ing a

c lue  to  the  l i s tene r .  I f  he  wou ld  I i ke  to  te l l  abou t

apply i -ng a credi t  card,  for  example,  he can say " I t l in ,

aku mau buka kar tu d i  bank (L ippo)" ,  or  " f f in ,  aku mau

buka kar tu hat iku"  for  te l l ing about  h is  fe l l ing-

Al though st i l l  us ing the phrase,  i t  is  not  ambiguous

anymore.

4 .3.2 The Following of Maxim of l'lanner

The main point  o f  f  o l lowing maxi -m of  manner  is

j us t  be ing  c lea r  i n  say ing  someth ing .  I n  adve r t i s i ng '

the message sure ly  must  be c lear  so that  the consumers

can get  the same in terpretat ion as the message in tends.

The adver t isements here fo l low maxim of  manner  in  a

qui te  h iqh percentage for  each adver t isement .  The

' r ^ - -+ -  ' � 7a ' i v i  o l ' r o r r s  t hc  max im 672  i f  i t s  conve rsa t i on .. L U c l 5 > L 1  L d f  J \ - L  /  \ J U c Y  o  L r l s  l L L q ,

In  some adver t isements,  they seem to d isobey the maxim

s ince  the  pa r t i c i -pan ts  do  no t  use  con junc t i ons  o r  t ime

orde r  i n  a  l ong  sen tence  tha t  poss ib l y  t o  cause  the
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message unclear .  In  fact ,  they indeed fo l low the ru le ,

as proved in  examPle below:

"Aku mau buka kartu debit LiPPo

V i s a  E l e c t r o n . "

"Hah? !  "

" Iya ,  kar tu  in i  kaYa kar tu

kredit ,  di ter ima dimana-mana'

t ingga l  tanda tanqan,  juga  b isa

ambit  tunai di  ATM manapun.

Aman,  p rak t is rdan gengs inYa

dong. . . ."

(Advert isement:  Lippo Visa Electron)

"Laku ya ,  Mas?"

" Iya ,  de ter jen  SureP mah,  oke

bers ihnya,  en teng harganYa. "

(Advert isement: Surf)

Both of the advert isements above are the examples

of  fo l lowing maxim of  manner .  The speaker  expla ins

c lear ly  and br ie f ly  about  the card the woman

quest ion ing in  R2.  Though i t  is  one long sentence wi th

a few conjunct ion and many cof iunas,  i t  does not  v io la te

the  ru le ,  ds  we l l  as  V1 .  They  a re  cons ide red  to  no t

v io la te the ru le  of  be ing order ly  because the t ime

orde r  i s  no t  impor tan t  i n  t hose  sen tences .  Bes ides ,  t he

message is  a l ready c l -ear  enough and seems to be

unders tandab le  eas i lY .

R1

R2

U1

V1
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