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ABSTRACT

This study aims to conduct a contextual analysis of Public Service Advertisements from the
Ministry of Education and Culture: OVERSEAS WORKER. The approach in this research is qualitative
with content analysis method. The source of the data in this study is the Public Service Advertisement
from the Ministry of Education and Culture: OVERSEAS WORKER which is uploaded through the
YouTube channel of the Ministry of Education and Culture of the Republic of Indonesia. From this
research, four data were found that can be analyzed by contextual discourse analysis, which are
divided into the principle of personal interpretation, the principle of locational interpretation, the
principle of temporal or situational interpretation, and the principle of analogy.
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INTRODUCTION

Language is a device of communication that is always used by human to reach a goal. The
use of language will always be developing a long with the development of the times. Goziyah and
Yusuf (2019:120) point out that a language is a unique thing, it always develops and in each part
of the world, the language is used differently of its variety. It shows that the language use cannot
be separated from society life.

Moreover, Damayanti (2017:104) stated that the function of language is as
communication tool in variety of environment, level, and variety of necessities, meanwhile the
language is as social control that can control the communication to ease every person to get
understanding each other. It is clear that a language has a function as communication device and
as a social control in communication or in uttering a language in society life.

Based on the explanation above, it can be seen that a language is a tool of communication
that is used by human in communicating and in interacting with society or individual as a social
creature, the language usage is done to reach the goal from the listener and the speaker in
communication. The language usage will always be developing a long with the times go on and it
will last forever.

Using a language is not only to do direct communication between the individuals, but also
it is delivered into written forms, such as a letter or a message, and it also can be delivered
through communication media, such as audio, visual, audio-visual, or internet-based that can be
watched. Arsyad (2016:4) stated that a media can be also implemented into learning process, so
it can be defined as a learning source component and physical source that contains of
instructional materials in the environment of learning. In its implementation, the usage of media
in learning process can use the internet access and digitalization. Wati (2016:7) stated that the
internet is a communication media that can help students to open their knowledge. Also, the
internet can be used in education field, institution, business, and experts of many fields, in local
or international range. One of the developments of the internet usage is a communication media
that can be watched and can be understood from the content of information that is delivered is
an advertisement, either it is broadcasted through radio show, television, based-internet show,
and/or the advertisement advertised in mass media.
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THEORETICAL FRAMEWORK

An advertisement is used to give information for people. Amalia and Rustanta (2020:315)
stated that an advertisement can be a part of communication which basically defines as a message
transmission process that contains of information related to specific product, either a product or
a service. The information transmission got from the advertisement is persuasive to persuade
people to follow or to use what the advertisement offers.

Advertisement as a communication media must use easy language that can be understood
by people, in other words, the chosen language in advertisement has no ambiguity meaning to
prevent misunderstood from people. Pramesti and Martutik (2020:2) pointed out that a language
is the most important communication tool used in advertisement and it should be an easy to be
understood by the people. The ambiguity meaning will cause misinterpretation and the main
information will not be delivered.

One form of communication, advertising exists to provide information about products and
promotions, but does not rule out the possibility to provide information about public services.
Mukaromah, et al (2017:221) reveal that public service advertisements are used to convey
information, provide persuasion to the public (community) in order to orient social functions, not
just economic orientation like commercial advertisements. The intended orientation can be in the
form of people's views in a matter, in public service advertisements prioritizing social views, in
contrast to commercial advertisements.

Besides giving persuasion from the advertisement, it must use an easy language that can
be understood from people, therefore it will avoid misunderstood and it can cause a problem.
Atika, et.al. (2018:189) pointed out that community service advertisement is a promotion media
to get people’s attention toward the advertisement informed and as a media of social service to
be got to know by many people. Meanwhile, Pratiwi and Hidayat (2020:73) stated that generally,
the community service advertisement in social marketing must use creative strategy in arranging
a message and a usage of media, so it can change consumers’ behaviour or people. In community
service advertisement contains an information delivered to people about an awareness and
sensitivity to social environment surrounding, for example, an information about environment,
education, health, et cetera. Therefore, the society service advertisement can be shown to attract
sympathy and emphaty from people who watch (to see and to listen) to participate based on the
information shown in the advertisement.

Based on the above opinion, it can be concluded that public service advertising is a
communication and promotion medium used to provide information and education to the public
(persuasive) to the social community, this is done to make the public follow the information
contained in public service advertisements.

One of the public service advertisements is the Public Service Advertisement from the
Ministry of Education and Culture: Overseas Worker. The Ministry of Education and Culture of
the Republic of Indonesia (Kemendikbud RI) is a ministry that carries out tasks in the field of
education at all levels ranging from PAUD, primary and secondary education, to higher education.
The Indonesian Ministry of Education and Culture broadcasts this public service advertisement
to educate the public about an invitation to temporarily not return to their hometown during the
Covid-19 pandemic. The Ministry of Education and Culture of the Republic of Indonesia through
public service advertisements wants to convey that they are both pioneers of safety for all people
in Indonesia. Education delivered by the Indonesian Ministry of Education and Culture regarding
the spread of Covid-19 was carried out by uploading a public service advertisement video entitled
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Public Service Advertisement from the Ministry of Education and Culture: Overseas Worker
through the Indonesian Ministry of Education and Culture's YouTube channel.

In the Public Service Advertisement from the Ministry of Education and Culture: Overseas
Worker has her or his own purposes that can be studied through pragmatics. Bawamenewi
(2020:201) argues that pragmatics is the study of real language, in human social life cannot be
separated from interactions or relationships with other communities, both of which strengthen
each other. Syahri and Emidar (2020:55) view that pragmatics is a science that examines
(examines) the intent of speech. Language as a means of communication cannot be separated
from the intent and meaning contained in speech, this is what is then studied in pragmatics.

Furthermore, Nisa, et al (2020:46) suggest that pragmatics studies a language without
compromising the context of speech. The context of speech builds an understanding of the
meaning of speech which makes context the main thing studied in pragmatics. It is the context of
speech or what is more often called contextual which can then be analyzed using pragmatics.
Furthermore, Oktavia and Zuliyandari (2019:230) explain that contextual discourse analysis is
an analysis related to context based on the discourse text itself, context can also be interpreted as
the background and reason for the utterance. There are four principles of interpretation in
contextual discourse analysis, namely the principle of situational interpretation, the principle of
personal interpretation, the principle of locational interpretation and the principle of analogy.

RESEARCH METHOD

This study uses a qualitative approach. Hudhana (2020:79) revealed that qualitative
research is research that refers to data analysis methods and is descriptive, in this study the key
instrument is the researcher. The method used in this study uses the method of content analysis
(Emzir, 2015:28). Sulaeman and Goziyah (2019:226) state that content analysis is a message or
information obtained that is systematically recorded, then interpreted by researchers, while in
content analysis research the objectivity of researchers is very necessary so that an
understanding of a content can actually be realized. The data used in this study is in the form of
Public Service Advertisements from the Ministry of Education and Culture: OVERSEAS WORKER
uploaded through the Indonesian Ministry of Education and Culture YouTube channel.

RESULTS AND DISCUSSION

Naturally, public service advertisements are media or facilities designed to provide
information about social services in the community, such as health and fitness, education, arts
and culture, and so on. Public service advertisements should optimize the use of media to make
people start changing behavior (adapting) with new habits, according to the information that has
been broadcast through public service advertisements.

In the Public Service Advertisement from the Ministry of Education and Culture:
OVERSEAS WORKER has its own meaning which can be studied using contextual discourse
analysis. The assessment of the context contained in this public service advertisement is of course
based on the text (discourse or speech) contained in the public service advertisement. In
contextual discourse analysis there are four principles of interpretation, namely (1) the principle
of personal interpretation, (2) the principle of locational interpretation, (3) the principle of
temporal or situational interpretation, and (4) the principle of analogy.

a. The Principle of Personal Interpretation

The principle of personal interpretation regarding speakers and speech partners
(communicators and communicants) in a discourse in this case is public service advertisements.
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Based on the discourse on the Public Service Advertisement from the Ministry of Education
and Culture: OVERSEAS WORKER, the researcher determined Bagus as the main character of this
public service advertisement, while his partner was his mother. Good character is described as a
man who works in overseas lands and is far from his hometown.

b. The Principle Of Locational Interpretation

The principle of locational interpretation relates to the interpretation of the place where
discourse events (speech) occur in public service advertisements, it is intended to help the public
understand the content of the information conveyed in public service advertisements.

The location or place where the discourse event occurs in the Public Service Advertisement
from the Ministry of Education and Culture: OVERSEAS WORKERS is a halfway house on an
overseas land far from their hometown. It can be seen from the quote from the speech in the
Public Service Advertisement from the Ministry of Education and Culture: OVERSEAS OFFICE
below

(1) Bagus : “Bagus pulangnya nunggu virus korona selesai ya, Bu...”

Bagus : (“It's good to go home waiting for the corona virus to finish, Mom...")

(2) Ibu Bagus : “Ya makanya kamu pulang sekarang, di kampung aman kok,
Gus””

Bagus’ Mother: “That is why you should be home now, it is safer here, Gus”

In the quote (1) above, there are instructions for the location where the speech occurred,
in this quote the location is obtained, this is a description of the initial location mentioned in the
Public Service Advertisement discourse from the Ministry of Education and Culture: OVERSEAS
WORKER. This is the initial utterance in the discourse that describes the location where Bagus is
currently at, namely at the halfway house, where he lives overseas. Whereas in speech (2) it can
be interpreted that in Bagus' hometown, where his mother lives is still in a safe zone from Covid-
19 (green zone) and no one has been confirmed to have been exposed to or positive for Covid-19.

c. The Principle Of Temporal Or Situational Interpretation

The principle of temporal or situational interpretation regarding the overall time description
of the discourse (text and speech) contained in this case is a public service advertisement.

(3) Ibu Bagus : “Ya Allah, semoga virus ini cepat selesai. Izinkan anak saya
biar bisa cepat pulang.”
Bagus’ mother: (Oh Allah, I hope this virus will end soon. Let my son do it:
Hurry home
Bagus : “Hari ini saya belajar berkorban, untuk orang tua yang saya
sayangi.”
Bagus : “Today I learned to sacrifice, for the parents I love."

In the quote (3) above, it can be analyzed that there is a time information contained in the
discourse of the public service advertisement above, it depicts the deep longing of the character
Ibu Bagus for Bagus, and vice versa, but on Eid al-Fitr this time the longing must be temporarily
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restrained. Time, due to suppress the spread of the Covid-19 pandemic. Meanwhile, in the quote
from discourse (4) above, "today" can be interpreted as the day when Bagus informed his mother
by telephone that he did not return to his hometown before Eid al-Fitr arrived, in order to
maintain the health of his mother and all his neighbors (community) in the village.

d. The Principle of Analogy

The analogy principle relates to the basis used by speakers or interlocutors in understanding
the meaning of the discourse context (speech) in public service advertisements. In identifying the
intent of part or all of the discourse in this public service advertisement, the researcher gets the
main point or essence of the problems faced by Bagus and his mother. Public Service
Advertisement from the Ministry of Education and Culture: OVERSEAS WORKER is a form of
people who are aware and care about health and immune strength for all levels and elements of
society, to stop the spread of Covid-19 by temporarily not returning home or going home to
reduce the spread of Covid-19 and Create a new cluster for the spread of Covid-19. This is imaged
by Bagus in the public service advertisement, that it is not ego because of longing that is
prioritized by putting aside care and empathy for others. The act of not going home or going home
during the Covid-19 pandemic is a real action to support the government to reduce the number
of Covid-19 spreads in Indonesia. If one of the people in the yellow, orange, red, and black zones
travels long distances such as returning home or going home to the green zone, it is feared that
the spread of Covid-19 will continue to soar and will slow down the handling of Covid-19 due to
the large number of patients which must be handled with the limited number of medical
personnel, as the front line in dealing with the Covid-19 pandemic.

CONCLUSION

Based on the research above, it can be concluded that public service advertisements are
a medium of education and communication to the community, in order to make people change
their behavior for the better according to the information contained in public service
advertisements that have been broadcast through media that have been optimized for use. One
of the public service advertisements that educates the public during the Covid-19 pandemic is a
public service advertisement by the Ministry of Education and Culture, entitled Public Service
Advertisement from the Ministry of Education and Culture: OVERSEAS WORKER uploaded
through the Indonesian Ministry of Education and Culture's YouTube channel. In this
advertisement, the Ministry of Education and Culture is educating the public to temporarily
refrain from traveling long distances, such as returning home or going home to reduce the spread
of Covid-19 in Indonesia. Public Service Advertisement from the Ministry of Education and
Culture: OVERSEAS WORKER, in the contextual analysis in this study found four data consisting
of the principle of personal interpretation, the principle of locational interpretation, the principle
of temporal or situational interpretation, and the principle of analogy.
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