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Preface

In the ever-evolving landscape of digital communication, social media has
emerged as a dominant force shaping how individuals and organizations connect
with their audiences. Marketing professionals increasingly rely on social media
platforms to craft messages that resonate and inspire action. However, the
effectiveness of these messages often hinges on a deeper understanding of
linguistic principles and how they influence communication dynamics. This
book, Identification of Cooperative Principle Maxims and Illocutionary Acts in
Social Media Marketing, explores the intersection of linguistics and marketing,
offering both theoretical insights and practical applications for crafting impactful
social media campaigns.

At its core, this book is driven by a desire to bridge the gap between linguistic
theory and real-world practice. Using Grice’s Cooperative Principles and Speech
Act Theory as foundational frameworks, it examines how adherence to
conversational maxims and the strategic use of illocutionary acts enhance the
clarity, relevance, and effectiveness of marketing messages. By focusing on
Samsung Indonesia’s Instagram captions, this study provides tangible examples
of how linguistic strategies are employed to engage audiences and drive specific
actions.

This work would not have been possible without the support and contributions
of many individuals. I extend my heartfelt gratitude to the research assistants —
Imas Istiani, Widya Amalia, Stephanie Priyanto Putri, and Maulida Eri Isnaeni —
whose dedication and insights were invaluable. I also thank the Faculty of
Languages and Arts at UNNES for facilitating the independent research project
that culminated in this book. As one of the Intellectual Property Rights (IPR)
outputs of this research, this book represents a step forward in integrating
linguistics with contemporary marketing practices.

I hope this book inspires readers to explore the power of language in digital
communication and apply these principles to create meaningful and effective
marketing strategies.

December 1st, 2024
Dr. Hendi Pratama, S.Pd. M.A
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Chapter 1

Introduction

In the rapidly transforming world of digital communication, social media has
revolutionized how businesses engage with their audiences. Platforms like
Instagram, Twitter, and Facebook have not only become marketing arenas but also
fertile ground for linguistic exploration. This chapter introduces the intersection of
linguistic theories — particularly Grice’s Cooperative Principle and Speech Act
Theory — with social media marketing. By analyzing these principles, the chapter
highlights how understanding linguistic constructs can transform routine

marketing content into compelling narratives.

The importance of integrating linguistic insights into marketing is underscored by
the growing complexity of online platforms. Here, communication is a battlefield
for attention, relevance, and authenticity. Through this chapter, readers will
explore how the nuances of language can make or break a campaign’s
effectiveness, setting the stage for a more in-depth exploration of these concepts in

subsequent sections.

1.1 The Purpose of This Book

In the rapidly evolving landscape of digital communication, social media has
emerged as a pivotal platform for marketing professionals seeking to engage with
diverse audiences. "Identification of Cooperative Principle Maxims and
[llocutionary Acts in Social Media Marketing" addresses a critical gap by bridging
the gap between linguistic theory and practical marketing strategies. Grice’s
Cooperative Principle and the framework of Illocutionary Acts offer a nuanced
lens through which marketers can dissect and enhance their communication
efforts. By systematically analyzing how these linguistic constructs manifest in
social media interactions, the book provides a foundational understanding that

can transform generic marketing messages into compelling, audience-centric



content. This synthesis of linguistics and marketing not only enriches academic
discourse but also furnishes practitioners with actionable insights to optimize their

campaigns for greater effectiveness and resonance.

The importance of this book is further underscored by the increasing complexity
and saturation of social media platforms, where attention spans are fleeting and
competition for engagement is intense. Traditional marketing approaches often
fall short in addressing the subtleties of human communication that drive
consumer behavior. By delving into the Cooperative Principle’s maxims—
Quantity, Quality, Relation, and Manner—the book elucidates how precise
information delivery, truthfulness, relevance, and clarity can significantly enhance
message reception and audience trust. Additionally, exploring Illocutionary Acts
such as directives, expressives, and assertives equips marketers with the tools to
craft messages that not only inform but also inspire action, build emotional
connections, and establish brand authority. This comprehensive analysis
empowers marketers to create more meaningful and impactful interactions,
fostering deeper consumer relationships and loyalty in an increasingly digital

marketplace.

Moreover, "Identification of Cooperative Principle Maxims and Illocutionary Acts
in Social Media Marketing" serves as an essential resource for both academics and
industry professionals by providing a robust framework for future research and
practical application. The book’s interdisciplinary approach encourages the
integration of linguistic theories into marketing curricula, fostering a new
generation of marketers who are adept at leveraging sophisticated communication
strategies. For practitioners, the detailed case studies and methodological
guidelines offer a blueprint for evaluating and refining their social media tactics,
ensuring that their efforts are both theoretically informed and empirically
validated. As social media continues to evolve, the principles and insights
presented in this book will remain invaluable, enabling stakeholders to navigate
the complexities of digital communication with precision and -creativity.
Ultimately, this work not only advances the academic understanding of marketing
linguistics but also drives innovation in how brands connect with their audiences

in the digital age.



1.2 History of Pragmatics

Pragmatics, a pivotal branch of linguistics, explores how context influences the
interpretation of meaning in communication. Its history is marked by significant
theoretical developments and contributions from various scholars, evolving from
peripheral considerations of language to a central focus in understanding human

interaction.

The roots of pragmatics can be traced back to ancient philosophical inquiries into
language and meaning. Philosophers like Aristotle and the Stoics examined the
relationship between language, thought, and reality, laying early groundwork for
later pragmatic theories. However, pragmatics as a distinct field began to take
shape in the early 20th century, influenced by the broader linguistic movement
spearheaded by figures like Ferdinand de Saussure and later, Noam Chomsky.
While Saussure focused on the structural aspects of language, Chomsky
emphasized syntax and generative grammar, inadvertently highlighting the need

to address meaning beyond structural rules.

The formal establishment of pragmatics emerged in the mid-20th century,
primarily through the work of British philosopher J.L. Austin and American
philosopher John Searle. Austin's seminal lectures, later published as "How to Do
Things with Words" (1962), introduced the concept of speech acts, distinguishing
between the locutionary (the actual utterance), illocutionary (the intended action),
and perlocutionary (the effect on the listener) acts. This framework underscored
that language use is not merely about conveying information but also about

performing actions, such as promising, ordering, or questioning.

Building on Austin's ideas, John Searle further refined speech act theory,
emphasizing the rules and conventions that govern different types of illocutionary
acts. Searle's work highlighted the intentionality behind utterances and the
importance of shared social norms in facilitating effective communication. His
contributions helped pragmatics gain recognition as a distinct area of study within

linguistics, focusing on the functionality of language in social contexts.



Parallel to these developments, American linguist Herbert H. Clark emphasized
the interactive nature of communication, introducing concepts like "common
ground" and "joint attention." Clark's work illustrated how interlocutors rely on
shared knowledge and assumptions to interpret meaning, reinforcing the idea that

context and mutual understanding are integral to pragmatic analysis.

In the 1970s and 1980s, pragmatics expanded its scope through the influence of
philosopher H.P. Grice, whose theory of implicature revolutionized the field. Grice
proposed the Cooperative Principle, suggesting that speakers and listeners adhere
to certain conversational maxims —Quantity, Quality, Relation, and Manner —to
facilitate effective communication. Grice's work provided a systematic approach
to understanding how implicit meanings are conveyed and inferred, addressing

the limitations of strictly literal interpretations.

The latter part of the 20th century saw pragmatics intersecting with other linguistic
subfields and disciplines, including sociolinguistics, discourse analysis, and
cognitive science. Scholars like Deborah Tannen and Erving Goffman integrated
pragmatic insights into their studies of conversational style and face-to-face
interaction, respectively. Additionally, the rise of computational linguistics and
natural language processing in the late 20th and early 21st centuries underscored
the practical applications of pragmatics in developing more sophisticated

language models and communication technologies.

In contemporary linguistics, pragmatics continues to evolve, addressing complex
phenomena such as politeness strategies, metaphorical language, and cross-
cultural communication. The advent of digital communication platforms has
further expanded pragmatic research, exploring how context and intention are
managed in text-based and multimedia interactions. This ongoing evolution
underscores pragmatics' essential role in unraveling the intricacies of human

language and its usage in diverse and dynamic social environments.

Overall, the history of pragmatics reflects a progressive deepening of our
understanding of language as a tool for action and interaction. From philosophical

inquiries to sophisticated theoretical models, pragmatics has established itself as a



fundamental aspect of linguistic study, offering invaluable insights into the

mechanisms that underpin effective and meaningful communication.

1.3 Some Misunderstandings Related to Pragmatics

Pragmatics, an essential branch of linguistics, is frequently misunderstood and
misapplied, leading to significant misconceptions about its role and scope. One
prevalent myth is that pragmatics is solely concerned with the contextual aspects
of language. While context undeniably plays a crucial role in pragmatic analysis,
reducing pragmatics to merely contextual interpretation oversimplifies its
breadth. Pragmatics also delves into implied meanings, speech acts,
conversational implicatures, and the rules that govern effective communication.
By focusing exclusively on context, scholars and practitioners may overlook how
speakers use language strategically to achieve specific communicative goals,

thereby neglecting the intricate mechanisms that facilitate nuanced interactions.

Another common misconception is the conflation of pragmatics with semantics.
Semantics deals with the inherent meaning of words, phrases, and sentences
independent of context, focusing on the literal interpretation of language. In
contrast, pragmatics explores how meaning is dynamically constructed in varying
contexts, taking into account factors such as speaker intention, listener
interpretation, and situational variables. This distinction is often blurred, leading
to erroneous analyses where pragmatic nuances are ignored or oversimplified. For
example, interpreting the sentence “It’s cold in here” purely semantically misses
its potential pragmatic function as a subtle request to close a window or adjust the
thermostat. Such misunderstandings can result in ineffective communication
strategies, particularly in fields like marketing, where the ability to convey and

interpret intended meanings is paramount.

A further myth involves the rigid application of Grice’s Cooperative Principle and
its associated maxims —Quantity, Quality, Relation, and Manner. Some linguists
and practitioners mistakenly treat these maxims as inflexible rules that must be
adhered to in all communicative situations. This approach fails to account for

cultural variations, contextual nuances, and the inherent flexibility of human



communication. For instance, the maxim of Quantity, which advises providing the
right amount of information, may be interpreted differently across high-context
and low-context cultures. In high-context cultures, much of the communication is
implicit, relying on shared knowledge and non-verbal cues, whereas low-context
cultures prioritize explicit and detailed information. Ignoring these cultural
differences can lead to flawed conclusions and ineffective communication
strategies, as what is considered cooperative and relevant in one culture may not

hold in another.

Additionally, there is a misconception that pragmatics is a static field with
universal rules applicable across all languages and cultures. In reality, pragmatic
norms are dynamic and continually evolving in response to societal changes,
technological advancements, and shifts in cultural norms. For example, the rise of
digital communication platforms has introduced new pragmatic conventions, such
as the use of emojis to convey emotions or the brevity required by character-
limited platforms like Twitter. Assuming that pragmatic principles remain
unchanged can result in outdated or inappropriate communication strategies that
fail to resonate with contemporary audiences. This oversight is particularly
detrimental in areas like social media marketing, where understanding and
adapting to evolving pragmatic norms is essential for effective audience

engagement.

Moreover, some linguists undervalue the importance of pragmatics compared to
other linguistic subfields like syntax and semantics, mistakenly perceiving it as less
rigorous or less essential for linguistic analysis. This undervaluation can lead to
pragmatic elements being overlooked or inadequately addressed in linguistic
research and applications. In reality, pragmatics is fundamental to understanding
how language functions in real-world interactions, shaping how messages are
constructed, interpreted, and responded to. Ignoring pragmatic factors can result
in incomplete analyses and ineffective communication strategies, as the subtleties

of language use are essential for achieving intended communicative outcomes.

Lastly, incorrect usage of pragmatic theories in linguistic analysis often stems from

a lack of comprehensive understanding of foundational concepts. Misapplying



theories such as Speech Act Theory or failing to recognize the layered nature of
implicatures can lead to superficial or inaccurate interpretations of communicative
behavior. For instance, failing to distinguish between different types of
illocutionary acts—such as directives, expressives, and assertives —can result in
misclassifying the function of certain utterances, thereby skewing the analysis of

communication patterns.

Addressing these myths and promoting a more accurate and nuanced
understanding of pragmatics is crucial for both academic inquiry and practical
applications. By dispelling these misconceptions, linguists and practitioners can
better harness the power of pragmatic insights to enhance communication
effectiveness, foster meaningful interactions, and develop sophisticated strategies
in fields such as social media marketing, where the subtleties of language play a

pivotal role in engaging and influencing audiences.

1.4 The Theories Used in This Book

Understanding effective communication in social media marketing necessitates a
deep dive into several foundational linguistic concepts: Cooperative Principles,
Maxims, Illocutionary Acts, Speaker's Intent, and Conversational Implicature.
These elements collectively form the bedrock of pragmatic analysis, enabling
marketers to craft messages that resonate, engage, and persuade their target

audiences (Yule, 1996).

1.4.1 Cooperative Principle and Maxims

Introduced by philosopher H.P. Grice in 1975, the Cooperative Principle is a
fundamental tenet in pragmatics that posits participants in a conversation
inherently strive to communicate effectively and efficiently. Grice proposed that
speakers typically adhere to four conversational maxims to facilitate smooth and
meaningful interactions. These maxims—Quantity, Quality, Relation, and
Manner —serve as guidelines to ensure that communication remains clear,

truthful, relevant, and well-organized (Grice, 1975).



1. Quantity: This maxim dictates that speakers should provide an
appropriate amount of information —not too little, not too much. In social
media marketing, adhering to the Quantity maxim means delivering
messages that are concise yet comprehensive enough to inform and engage
the audience. For instance, a tweet promoting a product should include
essential details without overwhelming the reader with excessive

information (Brown & Levinson, 1987).

2. Quality: The Quality maxim emphasizes truthfulness and the avoidance of
false or unsupported statements. In marketing, maintaining honesty in
claims about products or services builds consumer trust and credibility.
Misleading information can damage a brand’s reputation and erode

customer loyalty (Levinson, 1983).

3. Relation: This maxim encourages speakers to be relevant, ensuring that
contributions are pertinent to the ongoing conversation. Effective social
media campaigns align their content with current trends, audience
interests, and the platform’s context. For example, a fitness brand posting
during New Year’s resolutions season leverages relevance to engage users

seeking health improvements (Searle, 1975).

4. Manner: The Manner maxim focuses on clarity, brevity, and organization,
avoiding ambiguity and obscurity. Clear and straightforward messaging is
crucial in social media marketing, where users often scroll quickly through
content. Well-structured posts with clear calls to action enhance message

comprehension and responsiveness (Clark, 1996).

Adhering to these maxims allows marketers to create content that is not only
informative but also engaging and trustworthy, fostering positive interactions

with their audience (Relevance Theory: Sperber & Wilson, 1986).

1.4.2 Illocutionary Acts and Speaker's Intent

I[llocutionary Acts, a concept developed by J.L. Austin and later expanded by John

Searle, refer to the intended actions performed by utterances. Unlike locutionary



acts, which are concerned with the actual words spoken, illocutionary acts focus
on the purpose behind those words. In the context of social media marketing,
understanding illocutionary acts is essential for crafting messages that achieve
specific objectives, such as persuading, informing, or entertaining the audience

(Austin, 1962; Searle, 1979).

Searle categorized illocutionary acts into several types, including directives,

expressives, assertives, commissives, and declarations:

1. Directives: These are attempts by the speaker to get the listener to do
something, such as “Buy now,” “Sign up today,” or “Share this post.”
Effective use of directives can drive user actions and engagement (Searle,

1975).

2. Expressives: These convey the speaker’s emotions or attitudes, such as
“We're thrilled to announce our new product” or “Thank you for your
support.” Expressives help in building a relatable and personable brand

image (Searle, 1979).

3. Assertives: These statements aim to inform or describe, such as “Our
product reduces energy consumption by 20%” or “We have over 10,000
satisfied customers.” Assertives establish authority and credibility (Austin,

1962).

4. Commissives: These involve commitments or promises, like “We
guarantee satisfaction” or “We will respond to your queries within 24

hours.” Commissives foster trust and reliability (Searle, 1975).

5. Declarations: These bring about a change in the external situation, such as
“We are now open for business” or “Introducing our latest feature.”
Declarations can create significant impacts by announcing new

developments or changes (Austin, 1962).

Understanding the intended illocutionary act behind a message allows marketers
to align their communication strategies with their goals, ensuring that each post or

campaign fulfills its intended purpose (Jenkins, 1997).



1.4.3 Conversational Implicature and Speaker’s Intent

Conversational Implicature, another concept introduced by Grice, refers to the
meanings that are implied rather than explicitly stated. This phenomenon occurs
when listeners infer additional information based on context, shared knowledge,
and the assumption that the speaker is adhering to the Cooperative Principle. In
social media marketing, leveraging conversational implicature can enhance the
effectiveness of messages by making them more engaging and relatable without

overtly stating every detail (Grice, 1975).

For example, consider a tweet that says, “Loving the new features in our app!
#UpgradeYourLife.” The explicit message praises the app’s new features, but the
implicature encourages users to update their app to enjoy these benefits, implicitly

suggesting that the update will improve their experience (Sperber & Wilson, 1986).

Marketers can utilize conversational implicature to create messages that resonate
on a deeper level. By implying benefits, creating a sense of exclusivity, or hinting
at upcoming developments, marketers can stimulate curiosity and engagement
without overwhelming the audience with information. This subtlety can make
messages feel more natural and less intrusive, aligning with the audience’s
preferences for authentic and meaningful interactions (Relevance Theory: Sperber

& Wilson, 1986).
1.4.4 Speaker’s Intent in Marketing Communication

Speaker’s intent is a crucial aspect of pragmatics, focusing on what the speaker
aims to achieve with their message. In social media marketing, understanding the
speaker’s intent involves recognizing the underlying objectives behind each
communication effort, whether it is to inform, persuade, entertain, or build a
community. Clear alighment between intent and message content ensures that

marketing efforts are coherent and purposeful (Clark, 1996).

For instance, a brand launching a new product might have the intent to create
awareness and generate excitement. The marketing messages would thus focus on

highlighting the product’s unique features, sharing testimonials, and encouraging



user-generated content through hashtags and challenges. Conversely, if the intent
is to foster customer loyalty, the messages might emphasize customer
appreciation, offer exclusive deals, and share behind-the-scenes content to build a

stronger emotional connection with the audience (Katz & Lazarsfeld, 1955).

By meticulously aligning the speaker’s intent with the message’s content and
delivery, marketers can craft communications that effectively achieve their desired
outcomes, whether it’s driving sales, increasing brand awareness, or enhancing

customer engagement (Tannen, 1990).

1.4.5 Integrating the Concepts in Social Media Marketing

Incorporating Cooperative Principles, Maxims, Illocutionary Acts, Speaker’s
Intent, and Conversational Implicature into social media marketing strategies
allows for the creation of sophisticated and impactful communication. By adhering
to the Cooperative Principle and its maxims, marketers ensure their messages are
clear, truthful, relevant, and well-organized. Understanding and utilizing
illocutionary acts enables the crafting of messages that perform specific actions,
such as persuading or informing the audience. Recognizing conversational
implicature allows for the inclusion of implied meanings that engage users on a
deeper level, while a clear understanding of the speaker’s intent ensures that each

message aligns with overarching marketing goals (Grice, 1975; Searle, 1979).

Together, these pragmatic elements provide a comprehensive framework for
analyzing and enhancing social media marketing communications. They enable
marketers to move beyond superficial message construction, fostering interactions
that are not only seen and heard but also felt and acted upon by the audience. As
social media continues to evolve, the integration of these linguistic principles will
remain essential for creating effective, engaging, and meaningful marketing

campaigns that stand out in a crowded digital landscape (Yule, 1996).



1.5 My Hope after You Read This Book

As you conclude your journey through "Identification of Cooperative Principle
Maxims and Illocutionary Acts in Social Media Marketing," my foremost hope is
that you emerge with a profound understanding of how linguistic theories can be
intricately woven into the fabric of modern marketing strategies. This book aims
to bridge the often disparate worlds of linguistics and marketing, demonstrating
that effective communication on social media platforms is not merely an art but
also a science grounded in well-established pragmatic principles. By delving into
Grice’s Cooperative Principle and the framework of Illocutionary Acts, I aspire for
you to recognize the pivotal role these concepts play in crafting messages that are

not only clear and truthful but also engaging and persuasive.

I hope that this book equips you with the analytical tools necessary to dissect and
evaluate social media content through a pragmatic lens. Whether you are an
academic, a marketing professional, or a social media strategist, the insights
provided herein are intended to enhance your ability to create and assess
marketing messages with greater precision and intentionality. Understanding the
maxims of Quantity, Quality, Relation, and Manner enables you to tailor your
communication to meet the nuanced expectations of diverse audiences, thereby
fostering more meaningful and effective interactions. Furthermore,
comprehending the various types of illocutionary acts—such as directives,
expressives, assertives, commissives, and declarations —empowers you to design
messages that fulfill specific communicative functions, whether it's driving

engagement, building brand loyalty, or announcing new products.

Another key aspiration is that this book serves as a catalyst for innovative thinking
within the realm of social media marketing. By integrating theoretical frameworks
with practical applications, I aim to inspire you to experiment with and refine your
marketing strategies in ways that are both scientifically informed and creatively
driven. The case studies and examples provided throughout the chapters are
meant to illustrate the tangible benefits of applying pragmatic principles,
encouraging you to adopt a more strategic approach to your marketing efforts. I

envision that, armed with this knowledge, you will be able to anticipate and



respond to the ever-evolving dynamics of social media platforms, crafting
campaigns that not only capture attention but also sustain it through relevance and

authenticity.

Moreover, I hope that this book fosters a deeper appreciation for the
interdisciplinary nature of effective communication. The intersection of linguistics
and marketing underscores the importance of viewing communication challenges
from multiple perspectives, integrating insights from different fields to achieve
comprehensive solutions. By highlighting the symbiotic relationship between
cooperative principles and marketing efficacy, I aspire for you to advocate for and
implement more nuanced and evidence-based communication practices within
your organizations or academic pursuits. This holistic understanding is crucial in
an age where digital communication is incessantly shaping consumer behavior

and brand perceptions.

Ultimately, my wish is that "Identification of Cooperative Principle Maxims and
[llocutionary Acts in Social Media Marketing" becomes a seminal reference that
you return to time and again as you navigate the complexities of digital marketing.
Whether you are developing a new campaign, analyzing existing strategies, or
conducting research, the concepts and frameworks elucidated in this book should
serve as valuable touchstones that guide your decisions and inspire continuous
improvement. By fostering a deeper comprehension of the linguistic
underpinnings of effective communication, I hope to contribute to the
advancement of both academic knowledge and practical expertise in the field of

social media marketing.

In essence, after reading this book, I hope you will not only have gained a robust
theoretical foundation but also the practical acumen to apply these principles in
real-world scenarios. May this work empower you to create more impactful,
ethical, and resonant marketing communications that drive success and foster
genuine connections between brands and their audiences. Your engagement with
these ideas is the cornerstone of transforming how we understand and implement
communication strategies in the digital age, ultimately enhancing the effectiveness

and integrity of social media marketing endeavors.



Chapter 2

Literature Review

This chapter provides a comprehensive analysis of previous studies, foundational
theories, and theoretical frameworks pertinent to identifying Cooperative
Principles, Maxims, and Illocutionary Acts within the context of social media
marketing. By systematically reviewing existing literature, the chapter elucidates
how these linguistic concepts have been applied to understand and enhance
marketing communications on digital platforms. Key theories, such as Grice’s
Cooperative Principle and his four conversational maxims—Quantity, Quality,
Relation, and Manner —are explored in detail, highlighting their relevance in
crafting effective and engaging social media content. Additionally, the chapter
delves into Speech Act Theory, particularly focusing on Illocutionary Acts as
defined by philosophers J.L. Austin and John Searle, and examines their role in
achieving specific marketing objectives, such as persuasion, information

dissemination, and emotional engagement.

The chapter also reviews empirical studies that have investigated the application
of these theories in real-world social media campaigns, identifying both successful
implementations and common challenges faced by marketers. By integrating these
theoretical perspectives with practical examples, the chapter establishes a robust
foundation for understanding the intricate relationship between language use and
marketing effectiveness. Furthermore, it identifies gaps in the current research,
paving the way for the subsequent chapters. This thorough literature review sets
the stage for Chapter 3, which will outline the methodology employed to
investigate these concepts further, and Chapter 4, which will present and discuss
the research findings. Through this structured approach, the chapter ensures that
the reader gains a solid grounding in the theoretical underpinnings essential for

the study’s empirical exploration and analysis.



2.1 Pragmatics and Social Media Marketing

The intersection of pragmatics and social media marketing has garnered
increasing scholarly attention as researchers recognize the profound impact of
language use on consumer engagement and brand perception. Early studies in this
domain primarily focused on the application of Grice’s Cooperative Principle to
understand how marketers navigate conversational norms on digital platforms.
For instance, research by Smith and Anderson (2018) explored how adherence to
Gricean maxims — Quantity, Quality, Relation, and Manner —enhances the clarity
and effectiveness of marketing messages on platforms like Twitter and Instagram.
Their findings indicated that brands that consistently followed these maxims were
more successful in fostering trust and engagement among their audience,
highlighting the practical utility of pragmatic principles in crafting compelling

social media content.

Subsequent research has delved deeper into the role of illocutionary acts in
shaping marketing communications. Johnson (2020) conducted a comprehensive
analysis of Facebook advertisements, categorizing the various illocutionary acts
employed by brands to achieve specific marketing objectives. The study identified
that directives, such as “Buy now” or “Learn more,” were predominantly used to
drive immediate consumer actions, while expressives were leveraged to build
emotional connections and brand loyalty. Johnson’s work underscored the
importance of aligning illocutionary functions with marketing goals,
demonstrating that a nuanced understanding of speech acts can significantly

enhance the strategic deployment of social media campaigns.

Conversational implicature has also been a focal point in examining the subtleties
of marketing language on social media. Lee and Kim (2019) investigated how
implicit meanings and indirect suggestions within marketing messages influence
consumer perceptions and behaviors. Their study revealed that posts employing
conversational implicature—such as hinting at exclusive benefits or subtly
encouraging product trials—tended to generate higher levels of curiosity and
engagement compared to more direct and explicit messages. This research

highlights the effectiveness of leveraging implicit communication strategies to



create a sense of intrigue and exclusivity, thereby enhancing consumer interest and

interaction with the brand.

Another significant area of study has been the analysis of speaker’s intent in social
media marketing communications. Martinez (2021) examined the intentions
behind various types of social media posts by major brands, identifying patterns
in how intent aligns with message content and audience response. The study
found that posts intended to inform, such as product updates or educational
content, were more successful when they were clear and direct, adhering to the
maxim of Quality. In contrast, posts aimed at building community and fostering
loyalty were more effective when they incorporated elements of expressiveness
and relatability. Martinez’s findings emphasize the critical role of clearly defined
speaker intent in designing marketing messages that resonate with diverse

audience segments.

The integration of pragmatics into social media marketing has also been explored
through the lens of cross-cultural communication. Wang and Zhao (2022)
investigated how cultural differences influence the application of Gricean maxims
and illocutionary acts in global marketing campaigns. Their research highlighted
that what constitutes appropriate adherence to conversational maxims can vary
significantly across cultures, affecting the reception and effectiveness of marketing
messages. For example, the maxim of Relation may be interpreted differently in
high-context cultures, where indirect communication is preferred, compared to
low-context cultures that value explicit and direct messaging. This study
underscores the necessity for marketers to adapt their pragmatic strategies to align
with cultural norms and expectations, ensuring that their communications are

both respectful and impactful across diverse markets.

Furthermore, the dynamic nature of digital communication platforms has
prompted studies on the evolution of pragmatic strategies in response to
technological advancements. Nguyen and Patel (2023) explored how the rise of
ephemeral content, such as Instagram Stories and Snapchat posts, has influenced
the use of conversational implicature and speaker intent in marketing. Their

findings suggest that the transient nature of such content encourages more



spontaneous and informal language use, often relying heavily on implicit
meanings and contextual cues to convey messages effectively within a limited
timeframe. This research highlights the adaptability of pragmatic principles in
evolving digital environments, demonstrating how marketers can innovate their

communication techniques to stay relevant and engaging.

In addition to theoretical analyses, empirical studies have examined the
measurable impact of pragmatic strategies on marketing performance metrics.
Thompson et al. (2024) conducted an experimental study to assess how different
applications of Gricean maxims and illocutionary acts affect consumer
engagement, conversion rates, and brand loyalty on social media platforms. The
study utilized A/B testing to compare responses to messages that strictly adhered
to pragmatic principles versus those that did not. Results indicated that messages
aligning with the Cooperative Principle and effectively utilizing illocutionary acts
led to significantly higher engagement rates and conversion metrics, providing
robust evidence for the practical benefits of pragmatic-informed marketing

strategies.

Lastly, the role of artificial intelligence and natural language processing in
implementing pragmatic strategies in social media marketing has been a
burgeoning area of research. Chen and Lopez (2024) explored how Al-driven tools
can analyze and generate marketing content that adheres to pragmatic principles,
enhancing the efficiency and effectiveness of social media campaigns. Their study
demonstrated that Al algorithms capable of understanding and applying Gricean
maxims and identifying appropriate illocutionary acts could create highly tailored
and contextually appropriate messages, thereby improving consumer interaction
and satisfaction. This research points to the future potential of integrating
advanced linguistic models with marketing technologies to further refine and

optimize communication strategies in the digital age.

Previous studies on pragmatics and social media marketing have collectively
advanced our understanding of how linguistic principles influence marketing
effectiveness. From the foundational application of Grice’s Cooperative Principle

to the nuanced exploration of illocutionary acts and conversational implicature,



research in this field highlights the critical role of pragmatic strategies in enhancing
consumer engagement and brand loyalty. These studies not only provide
theoretical insights but also offer practical guidelines for marketers seeking to
leverage language use to achieve their communication objectives in an

increasingly digital and competitive landscape.

2.2 Pragmatics, Persuasion and Marketing

The integration of pragmatics into negotiation, persuasion, and marketing has
significantly enhanced our understanding of effective communication strategies in
these domains. Pragmatics, which focuses on the contextual and functional aspects
of language, provides valuable insights into how meaning is constructed and
interpreted beyond mere word usage. Early studies laid the groundwork by
exploring how pragmatic principles underpin successful negotiation tactics,
emphasizing the importance of context and intent in achieving mutually beneficial

outcomes (Bazerman & Neale, 1992).

In the realm of negotiation, pragmatics plays a crucial role in shaping the
interactions between parties. Research by Thompson and Wang (2011)
demonstrated that negotiators who effectively utilize pragmatic strategies, such as
framing proposals and reading between the lines, are more likely to reach
favorable agreements. The study highlighted that understanding the underlying
intentions and implied meanings in communication can help negotiators
anticipate counteroffers and adjust their strategies accordingly. This pragmatic
approach not only facilitates smoother negotiations but also fosters trust and

cooperation between parties.

Persuasion, another critical area influenced by pragmatics, involves the strategic
use of language to influence others’ attitudes and behaviors. Cialdini (2009)
explored how pragmatic elements like tone, context, and implied messages
enhance persuasive efforts in marketing campaigns. The research found that
messages crafted with a keen awareness of the audience’s expectations and the
situational context are more effective in changing consumer attitudes. For instance,

subtle cues and indirect suggestions often resonate more deeply with audiences,



leading to increased engagement and conversion rates compared to overt and

direct appeals.

Marketing, inherently reliant on effective communication, benefits immensely
from pragmatic insights. Studies by Bovee and Thill (2016) emphasized the
significance of contextually appropriate messaging in advertising. They argued
that successful marketing campaigns are those that not only convey clear and
concise information but also align with the cultural and social contexts of the target
audience. By applying pragmatic principles, marketers can create more relatable
and impactful messages that resonate with consumers on a deeper level, thereby

enhancing brand loyalty and customer retention.

The application of Speech Act Theory, a cornerstone of pragmatics, has been
particularly influential in understanding persuasive communication in marketing.
Austin (1962) and Searle (1975) introduced the concept of illocutionary acts, which
are the intended actions behind utterances. Subsequent studies, such as those by
Turner (2012), have applied this theory to analyze how marketers use assertives,
directives, and expressives to achieve specific persuasive goals. For example,
directives like “Buy now” or “Subscribe today” are employed to prompt
immediate consumer actions, while expressives aim to build emotional

connections and brand affinity.

Conversational implicature, another key concept in pragmatics introduced by
Grice (1975), has been extensively studied in the context of persuasive marketing.
Lee and Martin (2010) investigated how implicit messages within advertisements
influence consumer perceptions and behaviors. Their findings indicated that ads
leveraging conversational implicature —where the intended meaning is not
explicitly stated but inferred by the audience—tend to be more engaging and
memorable. This subtlety allows marketers to convey complex messages
efficiently, making the communication more effective without overwhelming the

audience with information.

Cross-cultural studies have also underscored the importance of pragmatics in
negotiation and persuasion within global marketing contexts. Hofstede’s cultural

dimensions theory (Hofstede, 1980) has been utilized to examine how cultural



variations impact pragmatic strategies in communication. Research by Zhang and
Kim (2015) highlighted that marketers must adapt their pragmatic approaches to
align with different cultural norms and communication styles. For instance, high-
context cultures, which rely heavily on implicit communication and non-verbal
cues, require different persuasive strategies compared to low-context cultures that
favor direct and explicit messaging. This adaptability is crucial for multinational

companies aiming to maintain effective communication across diverse markets.

Technological advancements and the rise of digital communication platforms have
further expanded the application of pragmatics in marketing. Nguyen and Patel
(2023) explored how social media platforms like Instagram and Twitter necessitate
unique pragmatic strategies due to their interactive and instantaneous nature.
Their study revealed that marketers must balance brevity with informativeness,
using pragmatic cues such as hashtags, emojis, and visual elements to enhance
message clarity and engagement. The dynamic environment of social media
requires marketers to continuously adapt their pragmatic strategies to maintain

relevance and capture audience attention effectively.

The role of pragmatics in ethical persuasion and negotiation has also been a subject
of scholarly interest. Research by Kantor and Winch (1983) emphasized the ethical
implications of using pragmatic strategies to influence consumer behavior. They
argued that while pragmatics can enhance the effectiveness of marketing and
negotiation, it also raises concerns about manipulation and deception. Ethical
marketing practices necessitate a balance between persuasive communication and
honesty, ensuring that pragmatic strategies are employed responsibly to foster

genuine and transparent relationships with consumers.

Furthermore, empirical studies have quantified the impact of pragmatic strategies
on marketing performance metrics. Thompson et al. (2024) conducted experiments
to assess how adherence to pragmatic principles affects consumer engagement and
conversion rates. The study utilized A /B testing to compare responses to messages
that strictly followed Gricean maxims and illocutionary acts versus those that did
not. Results indicated that messages alighing with pragmatic principles resulted

in significantly higher engagement and conversion metrics, providing robust



evidence for the practical benefits of incorporating pragmatics into marketing

strategies.

Lastly, the integration of artificial intelligence and natural language processing in
marketing has opened new avenues for applying pragmatic theories. Chen and
Lopez (2024) examined how Al-driven tools can analyze and generate marketing
content that adheres to pragmatic principles, enhancing the efficiency and
effectiveness of social media campaigns. Their research demonstrated that Al
algorithms capable of understanding and applying Gricean maxims and
identifying appropriate illocutionary acts could create highly tailored and
contextually appropriate messages, thereby improving consumer interaction and
satisfaction. This intersection of technology and pragmatics holds immense

potential for the future of persuasive and effective marketing.

Previous studies on pragmatics, negotiation, persuasion, and marketing have
collectively deepened our understanding of how nuanced language use and
contextual awareness enhance communication effectiveness. From foundational
theories like the Cooperative Principle and Speech Act Theory to contemporary
applications in digital marketing and Al-driven communication, pragmatics offers
invaluable insights for creating persuasive and ethical marketing strategies. These
studies not only highlight the theoretical underpinnings of effective
communication but also provide practical guidelines for marketers seeking to
leverage language use to achieve their strategic objectives in an increasingly

complex and globalized marketplace.

2.3 How Cooperative Principles Create Meaning

The interplay between Cooperative Principles and Illocutionary Acts forms a
cornerstone in understanding how meaning is constructed and conveyed in
human communication. Cooperative Principles, as articulated by H.P. Grice,
provide a framework for effective and meaningful exchanges, while Illocutionary
Acts, introduced by J.L. Austin and expanded by John Searle, focus on the intended

actions behind utterances. Previous studies have extensively explored how these



two constructs collaborate to create nuanced and contextually rich meanings in

various communicative settings.

Grice’s Cooperative Principle, which encompasses the maxims of Quantity,
Quality, Relation, and Manner, serves as a guideline for participants to engage in
conversations that are clear, truthful, relevant, and orderly (Grice, 1975). Research
by Levinson (1983) has demonstrated that adherence to these maxims facilitates
mutual understanding and minimizes misunderstandings. For instance, the
maxim of Quantity ensures that sufficient information is provided without
overwhelming the listener, thereby enhancing the clarity of the message.
Levinson’s study highlights that when speakers follow these maxims, the intended
meaning is more likely to be accurately interpreted by the listener, thereby

reinforcing effective communication.

[llocutionary Acts, on the other hand, emphasize the performative aspect of
language, where utterances are not merely statements but actions with specific
intentions behind them (Austin, 1962). Searle (1975) expanded on Austin’s work
by categorizing illocutionary acts into directives, expressives, assertives,
commissives, and declarations, each serving distinct communicative functions. A
study by Turner (2012) applied Searle’s framework to everyday conversations,
illustrating how different illocutionary acts contribute to the creation of meaning.
For example, a directive such as “Please close the window” not only conveys a
request but also performs the act of asking, thereby creating a specific interactional

dynamic between speaker and listener.

The integration of Cooperative Principles and Illocutionary Acts in creating
meaning has been a focal point in pragmatics research. Clark and Brennan (1991)
explored how these two concepts work in tandem to facilitate effective
communication. Their study found that Cooperative Principles provide the
structural foundation for conversations, ensuring that exchanges are coherent and
purposeful, while Illocutionary Acts add a layer of intentionality that directs the
flow and outcome of the interaction. This synergy between structural guidelines
and performative intentions is crucial for the seamless construction of meaning in

both spoken and written communication.



In the context of digital communication, such as social media marketing, the
application of Cooperative Principles and Illocutionary Acts becomes even more
significant. Research by Smith and Anderson (2018) investigated how brands
utilize these pragmatic tools to craft messages that resonate with their audience.
Their findings indicate that successful social media campaigns often adhere to
Gricean maxims by providing clear, truthful, and relevant content, while
simultaneously employing various illocutionary acts to engage and persuade
consumers. For instance, a promotional tweet might use assertive statements to
inform users about a product feature (assertive illocutionary act) while also
incorporating directives to encourage immediate action, such as “Buy now” or

“Learn more.”

Conversational implicature, a concept closely related to Cooperative Principles,
further enhances the creation of meaning by allowing speakers to convey
additional layers of information implicitly (Grice, 1975). Studies by Sperber and
Wilson (1986) have shown that conversational implicatures enable speakers to
communicate more efficiently by relying on shared knowledge and contextual
cues. In marketing, this means that brands can imply benefits or create a sense of
exclusivity without explicitly stating every detail, thereby making messages more
engaging and less intrusive. For example, a post stating “Experience the future of
fitness” implies advanced features and benefits without detailing them, inviting

consumers to explore further.

Cross-cultural studies have also shed light on how Cooperative Principles and
Ilocutionary Acts function in diverse communicative environments. Hofstede’s
cultural dimensions theory (Hofstede, 1980) has been instrumental in
understanding how cultural differences influence the interpretation and
application of these pragmatic tools. Research by Zhang and Kim (2015)
demonstrated that in high-context cultures, where communication relies heavily
on implicit messages and shared understandings, the effective use of
conversational implicature and indirect illocutionary acts is paramount.
Conversely, in low-context cultures that favor direct and explicit communication,
adherence to Cooperative Principles becomes more straightforward, with clear

and unambiguous messages being more effective.



The advent of artificial intelligence and natural language processing has opened
new avenues for applying Cooperative Principles and Illocutionary Acts in
automated communication systems. Chen and Lopez (2024) explored how AI-
driven chatbots can be programmed to follow Gricean maxims and perform
appropriate illocutionary acts to create meaningful interactions with users. Their
study found that chatbots designed with an understanding of these pragmatic
principles were more successful in engaging users, providing relevant
information, and performing tasks effectively. This integration of pragmatics into
Al enhances the user experience by making interactions feel more natural and

purposeful.

Moreover, empirical studies have quantified the impact of Cooperative Principles
and Illocutionary Acts on communication outcomes. Thompson et al. (2024)
conducted experiments to assess how messages that adhere to Gricean maxims
and employ targeted illocutionary acts influence consumer behavior. The results
indicated that such messages lead to higher engagement rates, greater trust, and
increased conversion rates compared to messages that do not consider these
pragmatic elements. This evidence underscores the practical significance of
integrating cooperative and performative aspects of language in marketing

strategies to achieve desired outcomes.

Previous studies have consistently highlighted the critical role that Cooperative
Principles and Illocutionary Acts play in creating meaning within various
communicative contexts. From facilitating clear and effective conversations to
enhancing persuasive marketing efforts, these pragmatic tools provide a robust
framework for understanding and improving human communication. The
ongoing research in this field continues to expand our knowledge of how language
functions in complex social interactions, offering valuable insights for both
academic inquiry and practical applications in areas such as marketing,

negotiation, and digital communication.



2.4. Theoretical Framework for the Current Study

This study is grounded in the intersection of Grice’s Cooperative Principles and
Speech Act Theory, providing a robust theoretical foundation for analyzing
Samsung Indonesia’s Instagram Reels captions. By leveraging these linguistic
theories, the research aims to elucidate how strategic language use in social media

marketing can enhance engagement and achieve specific marketing objectives.

2.4.1 Grice’s Cooperative Principles and Conversational Maxims

H.P. Grice’s Cooperative Principle, introduced in 1975, serves as a cornerstone for
understanding effective communication. Grice posited that participants in a
conversation inherently strive to cooperate with one another to achieve mutual
understanding and meaningful exchange (Grice, 1975). This principle is
operationalized through four conversational maxims: Quantity, Quality, Relation,
and Manner. Each maxim provides guidelines for speakers to ensure their
contributions are appropriate and facilitate clear, truthful, and relevant

communication.

In the context of social media marketing, adherence to these maxims can
significantly influence the effectiveness of marketing messages. The maxim of
Quantity requires that captions provide sufficient information without
overwhelming the audience, ensuring messages are neither too brief nor
excessively detailed. The maxim of Quality emphasizes the importance of
truthfulness and reliability, which are crucial for building consumer trust and
brand credibility. The maxim of Relation ensures that captions remain pertinent to
the content of the corresponding Reel, enhancing relevance and audience
engagement. Lastly, the maxim of Manner advocates for clarity and conciseness,
which is particularly vital in the fast-paced environment of social media where

attention spans are limited.

This study employs Grice’s Cooperative Principles to evaluate the extent to which
Samsung Indonesia’s Instagram captions align with these maxims. By

systematically scoring each caption based on adherence to Quantity, Quality,



Relation, and Manner, the research quantifies the compliance levels and identifies

patterns that contribute to effective communication strategies.

2.4.2 Speech Act Theory and Illocutionary Acts

Complementing Grice’s framework, John Searle’s Speech Act Theory provides a
nuanced understanding of the functional aspects of language use. Searle (1969)
expanded on ].L. Austin’s initial concepts, categorizing illocutionary acts into
directives, expressives, commissives, and assertives. Each category represents
different communicative intentions behind utterances, which are pivotal in

shaping audience responses and achieving marketing goals.

In marketing communications, illocutionary acts play a critical role in directing
consumer behavior and fostering emotional connections. Directives, such as “Buy
now” or “Discover more,” are designed to prompt immediate actions, driving
engagement and conversions. Expressives, like “We're excited to introduce...” or
“Thank you for your support,” aim to evoke emotional responses, enhancing
brand affinity and loyalty. Commissives involve commitments or promises, such
as “We guarantee satisfaction,” which build trust and reliability. Assertives, which
present factual claims or highlight product features, establish authority and inform

consumers about offerings.

This study examines the illocutionary force within Samsung Indonesia’s Instagram
captions to discern the types of actions these messages intend to elicit from the
audience. By categorizing each caption according to Searle’s illocutionary acts, the
research assesses how effectively these acts align with Samsung’s broader
marketing objectives, such as increasing product awareness, driving sales, and

fostering customer loyalty.
Integration of Cooperative Principles and Speech Act Theory

The synergy between Grice’s Cooperative Principles and Speech Act Theory
provides a comprehensive framework for analyzing the creation of meaning in
social media marketing. While Grice’s maxims ensure that the communication is

clear, truthful, relevant, and well-organized, Searle’s illocutionary acts focus on the



intended actions behind the messages. This dual-layered approach allows for a
multifaceted analysis of how language functions in marketing contexts, addressing

both the structural and functional dimensions of communication.

By integrating these theories, the study can systematically evaluate Samsung
Indonesia’s Instagram captions for both their adherence to conversational norms
and their effectiveness in performing specific marketing functions. This holistic
analysis not only highlights the linguistic strategies employed by the brand but
also provides actionable insights into how these strategies can be optimized to

enhance audience engagement and achieve desired marketing outcomes.

2.4.3 Application to Social Media Marketing

In the digital age, social media platforms like Instagram have become essential
channels for marketing communication. The theoretical framework combining
Cooperative Principles and Speech Act Theory is particularly suited to analyzing
the nuanced and strategic language used in these platforms. Instagram Reels, with
their visually driven content and brief captions, demand precise and impactful

language that can quickly capture and retain audience attention.

This study’s qualitative approach, focusing on Samsung Indonesia’s captions
within a specific timeframe, allows for an in-depth exploration of how these
linguistic principles are operationalized in real-world marketing practices. By
evaluating compliance with Grice’s maxims and categorizing illocutionary acts,
the research provides a detailed understanding of the linguistic mechanisms that
underpin effective social media marketing. This, in turn, offers valuable
implications for marketers seeking to refine their communication strategies to

better engage and influence their target audiences.



The theoretical framework of this study, rooted in Grice’s Cooperative Principles
and Searle’s Speech Act Theory, provides a robust foundation for analyzing the
creation of meaning in Samsung Indonesia’s Instagram Reels captions. This
integration of linguistic theories facilitates a comprehensive evaluation of both the
structural and functional aspects of marketing communication, offering insights

that can enhance the effectiveness of social media marketing strategies.
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Chapter 3

Research Methodology

The study employs a qualitative lens to investigate Samsung Indonesia’s
Instagram captions, focusing on their adherence to Gricean maxims and the
execution of illocutionary acts. This chapter outlines the research design, data
collection process, and analytical framework, ensuring a rigorous approach to

understanding the brand’s linguistic strategies.

The chapter explains the use of manual and systematic evaluations of Instagram
captions to ensure accuracy and contextual relevance. By defining clear research
questions and robust evaluation criteria, this section lays the groundwork for the

results and discussions presented later.

3.1 Common Research Methods in Pragmatics

Pragmatics, as a subfield of linguistics, focuses on the ways in which context
contributes to meaning. Analyzing pragmatic elements involves various methods
and techniques that help researchers understand how language is used in real-life
situations. These methods range from qualitative approaches to quantitative
analyses, each offering unique insights into the functional aspects of
communication. This section explores some of the most common methods and
techniques employed in pragmatics analysis, highlighting their applications and

significance in uncovering the nuanced layers of meaning in language use.
1. Qualitative Content Analysis

Qualitative content analysis is a widely used method in pragmatics for
systematically interpreting textual data. This technique involves coding and
categorizing text to identify patterns, themes, and meanings that emerge from the
data. In pragmatic analysis, qualitative content analysis helps researchers examine

how speakers use language to achieve specific communicative goals, such as



persuading, informing, or negotiating. For instance, analyzing social media
captions or marketing messages through this method can reveal how brands
adhere to or deviate from conversational norms and pragmatic principles

(Krippendortf, 2018).
2. Discourse Analysis

Discourse analysis is another fundamental technique in pragmatics that focuses on
the structure and function of language beyond the sentence level. This method
examines how larger units of language, such as conversations, speeches, or written
texts, create meaning within specific contexts. Discourse analysis allows
researchers to explore how power dynamics, social roles, and cultural norms
influence language use. In the context of social media marketing, discourse
analysis can uncover how brands construct their identities and engage with

audiences through strategic language choices (Gee, 2014).
3. Speech Act Analysis

Speech act analysis, rooted in the work of J.L. Austin and John Searle, is a critical
method in pragmatics for understanding the performative functions of language.
This technique involves categorizing utterances based on their intended actions,
such as requesting, promising, or asserting. By analyzing the types of speech acts
used in communication, researchers can gain insights into the underlying
intentions and strategies of speakers. In marketing, speech act analysis can help
identify how brands use directives, expressives, or commissives to influence

consumer behavior and achieve their promotional objectives (Searle, 1969).
4. Conversation Analysis

Conversation analysis is a detailed method that examines the fine-grained
structure of interactions, focusing on turn-taking, sequencing, and the
organization of conversation. This technique is particularly useful for studying
real-time communication and understanding how meaning is negotiated between
participants. In pragmatic studies, conversation analysis can reveal how speakers
manage misunderstandings, repair communication breakdowns, and use

pragmatic cues to convey subtle meanings. For example, analyzing customer



service interactions on social media platforms can highlight effective
communication strategies that enhance customer satisfaction and engagement

(Schegloff, 2007).
5. Corpus Linguistics

Corpus linguistics involves the systematic analysis of large collections of texts
(corpora) to identify patterns and trends in language use. This quantitative
approach is valuable in pragmatics for examining how specific pragmatic features,
such as politeness strategies or implicatures, are distributed across different
contexts and genres. By leveraging computational tools, researchers can analyze
vast amounts of data to uncover statistical regularities and correlations. In
marketing, corpus linguistics can be used to study the prevalence of certain speech
acts or pragmatic markers in advertising materials, providing evidence-based

insights into effective communication practices (Biber et al., 1998).
6. Pragmatic Markers Analysis

Pragmatic markers are words or phrases that help organize discourse and convey

speakers' attitudes or intentions, such as "well," "so," "you know," and "I mean."
Analyzing pragmatic markers involves identifying and interpreting these
elements to understand how they contribute to the overall meaning and flow of
communication. This technique is essential for uncovering the subtle ways in
which speakers manage conversation, emphasize points, or signal shifts in topic.
In the context of social media marketing, pragmatic markers can enhance the

relatability and persuasiveness of messages, making them more engaging for the

audience (Sacks et al., 1974).
7. Frame Analysis

Frame analysis is a method used to examine how language shapes and reflects the
way people perceive and interpret events and issues. This technique involves
identifying the frames or perspectives that speakers use to present information,
thereby influencing the audience's understanding and response. In pragmatics,
frame analysis helps researchers explore how certain language choices can

highlight specific aspects of a message while downplaying others. For example,



analyzing marketing campaigns through frame analysis can reveal how brands
position their products by framing them as innovative, essential, or luxury items,

thereby shaping consumer perceptions and preferences (Goffman, 1974).
8. Ethnography of Communication

The ethnography of communication is an immersive qualitative method that
involves studying communication practices within their cultural and social
contexts. This approach combines participant observation, interviews, and
analysis of communicative events to understand how language functions in
specific communities or settings. In pragmatic analysis, ethnography of
communication provides a comprehensive view of how cultural norms, social
roles, and contextual factors influence language use. For instance, studying the
communication strategies of a global brand on social media through this method
can offer insights into how cultural differences are navigated and addressed in

marketing messages (Hymes, 1972).
9. Mixed Methods

Mixed methods combine qualitative and quantitative approaches to provide a
more comprehensive analysis of pragmatic phenomena. This technique allows
researchers to triangulate data, enhancing the validity and reliability of their
findings by leveraging the strengths of both methodologies. In pragmatics, mixed
methods can involve using qualitative content analysis alongside statistical
analysis of language patterns, thereby offering a multifaceted understanding of
how language is used to create meaning. For example, a study on social media
marketing might use qualitative analysis to explore the types of speech acts
employed in captions, while also employing quantitative measures to assess the

impact of these speech acts on engagement metrics (Creswell & Plano Clark, 2011).
10. Pragmatic Evaluation and Scoring Systems

Pragmatic evaluation and scoring systems are techniques used to assess the extent
to which communicative acts adhere to pragmatic principles and achieve their
intended functions. This method involves developing criteria and scales to rate

aspects such as adherence to Grice’s maxims or the effectiveness of illocutionary



acts. By systematically scoring and comparing different communicative instances,
researchers can quantify the degree of compliance and identify areas for
improvement. In the analysis of marketing communications, such as Instagram
captions, pragmatic scoring systems can help determine how well the messages
align with cooperative principles and how effectively they prompt desired

audience actions (Coffin, 1988).

3.2 Methodology Used in This Study

This study employs a qualitative research design to conduct an in-depth analysis
of the captions used in Samsung Indonesia’s Instagram Reels, with a specific focus
on content posted during August 2024. The primary aim is to investigate how these
captions adhere to Grice’s Cooperative Principles—specifically the maxims of
Quality, Quantity, Relevance, and Manner — and to examine the illocutionary force
embedded within them, particularly in relation to the intended audience actions
prompted by their calls-to-action (CTAs). This methodological approach ensures a
comprehensive understanding of the linguistic and pragmatic strategies utilized

by Samsung Indonesia in their social media marketing efforts.
Research Questions
The study addresses two core research questions:

1. To what extent do the captions of Samsung Indonesia’s Instagram Reels
adhere to Grice’s Cooperative Principles: Quality, Quantity, Relevance,

and Manner?

2. What is the illocutionary force embedded within these captions,
specifically in terms of the intended audience actions prompted by their

CTAs?

3.3 Data Collection

Data collection involved a meticulous process of manually compiling all captions

from Samsung Indonesia’s Instagram Reels posted throughout August 2024. Each



caption was documented alongside its posting date to ensure the dataset was both
comprehensive and representative of Samsung Indonesia’s content strategy for
that month. This manual compilation was essential to capture the nuanced
variations in language use across different posts and to maintain accuracy in the
dataset. By focusing on a single month, the study ensures that the analysis reflects
the brand’s current marketing tactics and strategies, providing relevant and timely

insights into their communication practices.

3.4 Evaluation of Cooperative Principles

To address the first research question, each caption was systematically evaluated

for compliance with Grice’s four conversational maxims:

1. Maxim of Quantity: This maxim was assessed by determining whether the
captions provided an appropriate amount of information. The evaluation
considered whether the captions were excessively verbose or overly terse,
ensuring that they conveyed sufficient detail without overwhelming the
audience. For instance, a caption that succinctly describes a product feature

without unnecessary elaboration would score higher in this category.

2. Maxim of Quality: The maxim of Quality was evaluated by examining the
truthfulness and accuracy of the information presented in the captions.
This involved checking whether the claims made were verifiable and free
from false or misleading statements, thereby fostering trust and credibility.
Captions that made honest and substantiated claims about products or

services were rated higher for compliance.

3. Maxim of Relevance: This maxim was applied to ensure that the captions
were directly connected to the content of the corresponding Reel and
contributed meaningfully to the audience’s understanding. Captions that
remained pertinent to the visual content and enhanced the viewer’s
comprehension of the message were deemed to adhere better to this

maxim.



4. Maxim of Manner: The maxim of Manner was assessed by evaluating the
clarity, conciseness, and organization of the captions. This involved
ensuring that the messages were straightforward, easy to comprehend, and
free from ambiguity or obscurity. Clear and well-structured captions that
effectively communicated the intended message without confusion scored

higher in this category.

A four-point scoring system was implemented to quantify the level of compliance
for each maxim. Captions that fully adhered to a maxim were assigned a score of
4, those demonstrating reasonable but incomplete adherence scored 3, captions
with minimal compliance received a score of 2, and captions that failed to comply
were scored 1. This numerical system facilitated standardized and objective
comparisons across different captions, enhancing the reliability and consistency of

the analysis.

3.5 Analysis of Illocutionary Acts

The second research question delved into the illocutionary force of the captions,
focusing on the types of actions Samsung Indonesia aimed to elicit from its
audience through CTAs. Utilizing John Searle’s Speech Act Theory (1969), each
caption was categorized based on its speech act type: directive, expressive,

commissive, or assertive.

1. Directives: These included CTAs such as “Buy now,” “Sign up today,” or

“Share this post,” aimed at prompting immediate consumer actions.

2. Expressives: These conveyed emotions or attitudes, for example, “We're
thrilled to announce our new product” or “Thank you for your support,”

helping to build an emotional connection with the audience.

3. Commissives: These involved promises or commitments, such as “We
guarantee satisfaction” or “We will respond to your queries within 24

hours,” fostering trust and reliability.



4. Assertives: These presented factual claims or highlighted product features,
like “Our product reduces energy consumption by 20%” or “We have over

10,000 satisfied customers,” establishing authority and credibility.

Each illocutionary act was further evaluated for its effectiveness and clarity in
relation to Samsung’s broader marketing objectives. This involved assessing how
well the illocutionary force aligned with the intended outcomes, such as driving
engagement, increasing sales, or enhancing brand loyalty. By categorizing the
captions into these speech act types, the study provided a nuanced understanding
of the strategic language use in Samsung’s social media marketing, revealing how
different types of illocutionary acts contribute to achieving specific marketing

goals.

3.6 Data Analysis and Reliability

To ensure the reliability and validity of the findings, the data analysis process was
conducted independently by three researchers. Each researcher evaluated the
captions for compliance with Grice’s Cooperative Principles and categorized the
illocutionary acts without prior discussion. Following the initial analysis, any
discrepancies were resolved through detailed discussions, ensuring consensus and
consistency in the scoring and categorization process. This triangulation approach

enhanced the objectivity and credibility of the analysis.

Additionally, the findings were cross-verified with existing literature on
Cooperative Principles and Illocutionary Acts to validate the interpretations and
conclusions drawn from the data. By integrating quantitative scoring with
qualitative interpretation, the methodology offers a robust framework for
evaluating the linguistic and pragmatic strategies employed in Samsung
Indonesia’s Instagram captions. This dual approach not only quantifies the
adherence to conversational norms but also provides a deep qualitative
understanding of how illocutionary acts are used to engage and influence the

audience effectively.



Throughout the study, ethical considerations were meticulously maintained to
ensure the integrity and confidentiality of the data. All Instagram Reels and their
corresponding captions were publicly accessible, and no private or sensitive
information was included in the analysis. The study adhered to ethical guidelines
for research, ensuring that the data collection and analysis processes were
conducted transparently and responsibly. This commitment to ethical research
practices ensures that the study’s findings are both trustworthy and respectful of

privacy norms.

By systematically analyzing Samsung Indonesia’s Instagram Reels captions
through the lenses of Grice’s Cooperative Principles and Illocutionary Acts, this
study provides valuable insights into the pragmatic strategies that underpin
effective social media marketing. The qualitative approach, combined with a
rigorous evaluation framework, ensures that the findings are both comprehensive
and actionable, offering a deep understanding of how language use can enhance
marketing effectiveness in the digital age. This methodological foundation not
only supports the current research objectives but also sets the stage for subsequent
chapters that will delve into detailed methodologies and present the results and

discussion of the study.



Table. 1

Research Instrument and Sample of Analysis

Whether wall-mounted or
with studio stand, plus the

classic colors of
customizable bezel —
customize your

#LifestyleTV #TheFrame as
you like. Click in the bio to
learn more about

#SamsungTVID.
#SamsungTV

readers to
click the link
and learn
more about a
specific
product.

Data Date Caption Maxim of | Maxim of | Maxim of | Maxim of | Callto Action | Justification
Num Quality Quantity Manner Relevance (Ilocutionary
Act)
1 31-Aug- | Bringing #GalaxyZFold6 to | Partially Fully Barely Fully To invite | The truth or
24 life with a stylish new case! | Observed | Observed Observed Observed readers to | facts in this
Time to #FlexYourNewStyle click the bio | caption are
using this sleek case with S and provoke | somewhat
Pen holder. Tap the link in comments. exaggerated.
bio to get yours & comment The utterance
which color catches your structure
eye! «¢) . #GalaxyAl mixed  with
hashtags  is
somewhat
confusing.
2 31-Aug- £9 Catch all the action of the Fully Fully Fully Fully To invite Quite to the
24 Samsung Odyssey Cup Dota Observed Observed Observed Observed viewers to point and not
2 Championship live on our watch a | confusing.
official ~livestream. Don't specific
miss a single moment - tune broadcast.
in and cheer for your favorite
teams!
3 31-Aug- Match your room interior | Fully Fully Fully Fully To The utterance
24 with making your own TV. | Observed | Observed Observed Observed encourage is  delivered

quite clearly,
not
ambiguous,
and not
confusing  to
the readers.
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Chapter 4

Results and Discussion

The analysis of Samsung Indonesia’s Instagram captions reveals insightful
patterns in their use of linguistic principles. This chapter presents findings on how
the brand adheres to Grice’s maxims and employs illocutionary acts to engage
audiences. Key themes, such as the strategic use of directives and relevance,

demonstrate the brand’s focus on actionable and engaging content.

Discussion sections delve deeper into the implications of these findings,
connecting them to broader trends in digital marketing. By juxtaposing theory
with practice, the chapter underscores how linguistic insights can enhance

communication effectiveness in social media campaigns.

4.1 Results

This study conducted a comprehensive analysis of captions from Samsung
Indonesia's Instagram Reels posted in August 2024. The analysis was meticulously
structured around two primary areas: adherence to Grice's cooperative
principles—which include the maxims of quality, quantity, relevance, and
manner —and the illocutionary force embedded within the calls-to-action (CTAs)
present in the captions. The findings, supported by qualitative analyses, offer
significant insights into Samsung Indonesia's strategic approach in crafting
captions that not only engage their audience but also drive desired actions

effectively.



Figure 1.
Level of Maxim Observance in Samsung Indonesia Instagram Reels' Captions

Level of Maxim Observance in Samsung Indonesia Instagram Reels' Caption
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Note: Figure 1 illustrates the distribution of caption adherence levels across the four

Gricean maxims, providing a visual representation of the data discussed below.
Maxim of Quality

The maxim of quality, which emphasizes the importance of providing truthful and
accurate information, was predominantly observed in Samsung Indonesia's
captions. Out of the total captions analyzed, 47 were rated as fully adhering to this
maxim. These captions consistently delivered factual and reliable information,
reinforcing Samsung's brand image of credibility and trustworthiness. For
example, captions that accurately described product specifications or
technological advancements demonstrated Samsung's commitment to

maintaining high standards of factual correctness.

However, a notable number of captions —40 in total — only partially adhered to the

maxim of quality. While these captions avoided outright misinformation, they

Quantity Maxim Manner Maxim Relevance Maxim



occasionally employed promotional language that prioritized persuasion over
precision. For instance, some captions used broad and aspirational phrases like
"redefines self-care" without providing specific details or evidence to support such
claims. While this approach can create an engaging and aspirational tone, it risks
diminishing the message's credibility by lacking concrete substantiation. This
reliance on generalized promotional language suggests an area where Samsung
could enhance its adherence to the maxim of quality by incorporating more
specific, evidence-based claims. Providing detailed information or examples to
back up promotional statements would not only bolster the credibility of the

captions but also align more closely with the principles of truthful communication.

Only one caption was found to barely observe the maxim of quality, indicating a
minimal occurrence of content that nearly deviated from factual accuracy.
Importantly, none of the captions failed to adhere to the maxim, underscoring
Samsung's overall dedication to maintaining truthful and reliable communication

within their social media strategy.
Maxim of Quantity

The maxim of quantity, which requires providing an appropriate amount of
information —not too much and not too little—emerged as the most effectively
observed principle in this analysis. An impressive 71 captions fully adhered to this
maxim, striking an optimal balance between conciseness and informativeness.
These captions were adept at conveying the intended message clearly and

efficiently without overwhelming the audience or leaving them under-informed.

For example, a caption such as "Match your room interior by creating your own
SmartThings routines!" effectively provides actionable information that is both
sufficient and succinct. This type of content meets the audience's informational
needs while maintaining an engaging and accessible tone. By delivering clear and
direct messages, Samsung ensures that their audience can quickly grasp the core

message without unnecessary complexity.

In contrast, 12 captions only partially adhered to the maxim of quantity. These
captions often lacked actionable details, such as specific steps or additional

information that could guide the audience on how to proceed. For instance, a



caption might mention a feature or benefit without explaining how to utilize it,
leaving readers uncertain about the next steps. Additionally, four captions barely
adhered to this maxim, and one caption failed entirely by including redundant

phrases that detracted from the message's clarity and focus.

These findings highlight Samsung's general proficiency in meeting the maxim of
quantity, while also pointing out opportunities for refinement. By ensuring that all
captions provide complete and actionable information without unnecessary
repetition, Samsung can further enhance the effectiveness and clarity of their
communication. Eliminating redundancies and adding more specific details where
necessary would improve the overall quality of the captions, making them even

more informative and engaging for the audience.
Maxim of Relevance

Relevance was identified as the most consistently observed maxim, with an
outstanding 84 captions fully adhering to it. This high level of adherence indicates
that Samsung Indonesia excels in crafting captions that are closely aligned with
the visual and thematic content of their Instagram Reels. By maintaining a strong
connection between the caption and the accompanying video, Samsung ensures

that their messaging remains cohesive and contextually appropriate.

For example, a caption like "YOU STILL GOT THE TIME TO WIN 5 #ENHYPEN
SIGNED POSTERS!" directly relates to the Reel's purpose of promoting a contest,
ensuring that the message is tightly integrated with the visual content. This direct
connection enhances the overall viewer experience by providing clear and relevant

information that complements the video content.

Only three captions were rated as partially observing the maxim of relevance, and
one caption barely observed it. However, these minor deviations did not
significantly impact the audience's comprehension or engagement. The slight
deviations in these cases were minimal and unlikely to confuse or disengage the

audience, thereby maintaining the overall effectiveness of the captions.

The consistent adherence to the maxim of relevance underscores Samsung's

strategic focus on creating messages that are not only contextually appropriate but



also enhance the viewer's experience. By prioritizing relevance, Samsung ensures
that their captions add value to the content, making the communication more

effective and engaging.
Maxim of Manner

The maxim of manner, which emphasizes clarity, conciseness, and the avoidance
of ambiguity, exhibited the most variation in adherence among Samsung
Indonesia's captions. Out of all the captions analyzed, 61 fully observed this
maxim, ensuring that the messages were clear, direct, and easy to understand.
These captions utilized simple and straightforward language, facilitating effective

communication with the audience.

However, 11 captions only partially observed the maxim of manner, while 14
barely observed it. These captions often included ambiguous or overly complex
phrasing that could hinder audience comprehension. For instance, a caption such
as "Taking wellness to new heights! Our Wellness Hub redefines self-care" was
rated as barely observing the maxim because the language used was somewhat
vague and abstract. Such phrasing can make it difficult for the audience to grasp

the intended meaning without additional context or clarification.

Additionally, two captions failed to observe the maxim of manner entirely. These
captions contained fragmented sentences or unclear instructions, which
significantly reduced their effectiveness in communicating the intended message.
The lack of clarity and coherence in these instances made it challenging for the
audience to understand the core message, thereby diminishing the overall impact

of the communication.

These findings suggest that while Samsung generally ensures clear and concise
messaging, there are occasional lapses in execution. To improve adherence to the
maxim of manner, Samsung could focus on simplifying language and reducing
reliance on abstract or figurative expressions. By adopting more direct and
unambiguous language, Samsung can enhance the clarity and effectiveness of their
captions, ensuring that the messages are easily understood by all segments of their

audience.



Illocutionary Force and Call-to-Action (CTA)

In addition to analyzing adherence to Grice's maxims, this study also examined
the illocutionary force embedded within the calls-to-action (CTAs) in Samsung
Indonesia's captions. CTAs are pivotal elements in social media communication,
aiming to prompt the audience to take specific actions such as following the

account, visiting a website, or participating in a contest.

The analysis of illocutionary force in the captions revealed a predominant use of
directive speech acts, where the primary goal was to prompt specific actions from
the audience. These actions included participating in contests, exploring product
features, or clicking links. For example, a caption like "Catch all the action of the
Samsung Odyssey Cup Dota 2 Championship live on our official livestream. Don't
miss a single moment - tune in and cheer for your favorite teams!" directly
encouraged viewers to tune into a specific broadcast, demonstrating a clear and

compelling CTA.

Expressive acts, which aim to evoke excitement or appreciation, were also present
but less common. Captions such as "Taking wellness to new heights!" focused on
creating a sense of aspiration and positivity, aligning with Samsung's brand image.
Commissive acts, which involve commitments or promises, and assertive acts,
which state facts or provide information, were minimal in the dataset. This
distribution reflects Samsung's prioritization of actionable engagement over

emotional resonance or declarative messaging in their Instagram Reels captions.

One notable pattern was the strategic use of hashtags and keywords in CTAs,
which enhanced visibility and appeal. For instance, hashtags like #GalaxyZFold6
and #ENHYPEN helped target specific audiences while reinforcing brand identity.
This tactic aligns with best practices in social media marketing, where clear and

compelling CTAs are critical for driving audience behavior.

When comparing adherence to each maxim, relevance emerged as the most
consistently observed, followed closely by quantity. This indicates that Samsung's
captions maintain contextual alignment and provide sufficient information to the
audience. Quality was also well observed, though there is room for improvement

in reducing vague or promotional language. Manner showed the most variability,



suggesting that clarity and simplicity could be further prioritized to enhance

audience comprehension.

The high level of adherence to relevance and quantity reflects Samsung's strength
in crafting captions that align with their marketing objectives while meeting
audience expectations for contextual relevance and informativeness. However, the
occasional lapses in quality and manner suggest opportunities to refine the

captions to ensure they are accurate and easy to understand and interpret.

The analysis of Samsung Indonesia's Instagram Reels captions through the lens of
Grice's cooperative principles reveals several key insights and implications for
their social media communication strategy. The high adherence to the maxims of
quality and relevance indicates a strong commitment to maintaining credibility
and ensuring that messages are contextually appropriate. This approach
effectively builds and sustains trust with the audience, which is crucial for brand

loyalty and engagement.

The exceptional performance in adhering to the maxim of quantity demonstrates
Samsung's ability to provide information that is both concise and informative. This
balance is essential in the fast-paced environment of social media, where audience
attention spans are limited. By delivering clear and actionable information without
overwhelming the audience, Samsung ensures that their messages are both

accessible and engaging.

However, the variation in adherence to the maxim of manner highlights an area
for improvement. Simplifying language and avoiding overly complex or
ambiguous phrasing can significantly enhance the clarity and effectiveness of the
captions. This adjustment would ensure that all audience members can easily
understand and engage with the content, thereby maximizing the impact of

Samsung's social media communications.

The partial adherence to the maxim of quality suggests that Samsung could benefit
from incorporating more specific and evidence-based claims in their promotional
language. By providing detailed information and concrete examples, Samsung can
enhance the credibility of their messages and further align with the maxim of

quality. This approach would not only strengthen the trustworthiness of the



captions but also provide greater value to the audience by offering substantive

information.

The analysis of Samsung Indonesia's Instagram Reels captions reveals a well-
executed strategy that effectively leverages Grice's cooperative principles to
enhance audience engagement and drive desired actions. The high adherence to
the maxims of quality, quantity, and relevance underscores Samsung's
commitment to credible, informative, and contextually appropriate
communication. While the maxim of manner showed some variability, the overall
clarity and effectiveness of the captions remain strong, with opportunities for
further improvement through simplified language and more specific promotional

claims.

The strategic use of illocutionary force in CTAs demonstrates Samsung's ability to
design compelling and action-oriented messages that align with their marketing
objectives. By continuing to refine their approach to language clarity and
promotional precision, Samsung Indonesia can further enhance the impact of their
social media communications, fostering deeper connections with their audience

and achieving sustained engagement and growth.

Samsung Indonesia's Instagram Reels captions exemplify a sophisticated and
effective use of communication principles to engage and motivate their audience.
The insights gained from this analysis provide valuable guidance for optimizing
future social media strategies, ensuring that Samsung continues to lead with clear,
credible, and compelling messaging in the competitive landscape of digital

marketing.

4.2 Discussion

This study aimed to evaluate the application of Grice's cooperative principles —
quality, quantity, relevance, and manner —and analyze the illocutionary force
within Samsung Indonesia's Instagram Reels captions from August 2024. By

critically comparing the findings to existing research, this discussion elucidates



how Samsung's linguistic strategies align with or diverge from established digital

communication and cooperative principles.

4.2.1 Adherence to Grice's Cooperative Principles
Maxim of Quality

The analysis revealed that Samsung Indonesia's captions adhered strongly to the
maxim of quality, with 47 captions fully observing this principle and 40 partially
observing it. This finding aligns with Hanifa et al. (2021), who emphasized that
truthfulness and clarity in social media marketing are crucial for fostering
audience trust. Samsung’s commitment to factual accuracy in its captions
reinforces its brand image of credibility and trustworthiness. For instance, captions
that accurately describe product specifications or technological advancements
demonstrate Samsung’s dedication to maintaining high standards of factual

correctness, thereby enhancing audience engagement.

However, the presence of 40 captions that only partially adhere to the maxim of
quality indicates minor deviations, primarily due to vague or exaggerated
promotional claims. Such instances, where captions use broad statements like
"redefines self-care" without providing specific details, suggest a reliance on
persuasive language that may sacrifice precision. This observation resonates with
Anisa (2020), who noted that deviations from quality can sometimes be intentional
to evoke humor or curiosity. Unlike Anisa’s context, Samsung’s limited use of
ambiguity or exaggeration appears to reflect a strategic preference for maintaining
credibility over employing humor or creative misdirection. This approach
underscores Samsung’s positioning as a reliable and trustworthy tech leader,

differentiating it from industries where humor is more prevalent.
Maxim of Quantity

Samsung's captions excelled in adhering to the maxim of quantity, with 71
captions fully observing this principle. This performance is consistent with Gusain
et al. (2023), who highlighted that effective Instagram captions balance sufficient

information with conciseness. Samsung’s ability to deliver clear and informative



captions without overwhelming the audience mirrors best practices in digital
marketing, as also emphasized by Volobuev and Afonichkina (2021). For example,
a caption like "Match your room interior by creating your own SmartThings
routines!" effectively provides actionable information that is both sufficient and
succinct, meeting the audience's informational needs while maintaining an

engaging tone.

Nevertheless, a small number of captions (16) barely or only partially adhered to
the maxim of quantity, often due to redundant phrasing or insufficient actionable
details. This finding echoes Dewi (2021), who found that unclear or overly verbose
captions in online shopping content can detract from audience engagement by
causing confusion or diluting the intended message. Compared to Dewi's
observations of frequent lapses in clarity in certain marketing contexts, Samsung's
deviations were rare and less significant. This reinforces Samsung’s strategic focus
on maintaining optimal information density, which aligns with its professional

and polished brand image.
Maxim of Relevance

Relevance emerged as Samsung’s strongest maxim, with 84 captions fully
adhering to it. This aligns with Melani and Utomo (2022), who asserted that
relevance is critical in maintaining audience interest, particularly for promotional
content on platforms like Instagram. Samsung’s captions frequently directly
reference the visual and thematic content of their Reels, ensuring a cohesive and
engaging viewer experience. For instance, the caption "YOU STILL GOT THE
TIME TO WIN 5 #ENHYPEN SIGNED POSTERS!" directly relates to the Reel’s
purpose of promoting a contest, thereby maintaining a strong connection between

the caption and the visual content.

In contrast, Afiya et al. (2022) observed that some brands intentionally violate
relevance to create dramatic or humorous effects. Samsung’s near-perfect
adherence to relevance suggests a deliberate effort to align its captions with
marketing objectives rather than experimenting with creative diversions. This

strategy enhances clarity and ensures that the audience can easily connect the



caption’s message to the Reel’s content, reinforcing Samsung’s professional and

polished brand image.
Maxim of Manner

The maxim of manner, which emphasizes clarity, conciseness, and the avoidance
of ambiguity, showed the most variability in adherence, with 61 captions fully
observing this maxim and 16 barely or not observing it. This highlights occasional
lapses in clarity and conciseness, often due to overly complex phrasing or
ambiguous language. Anisa (2020) argued that ambiguity in captions can hinder
audience comprehension and reduce the effectiveness of communication.
Samsung’s use of complex or figurative expressions, such as "Taking wellness to
new heights! Our Wellness Hub redefines self-care," can make it difficult for the

audience to grasp the intended meaning without additional context.

Compared to Dewi (2021), who noted that deliberate use of ambiguous or creative
language can spark curiosity and engage audiences, Samsung’s lapses in clarity
appear to be unintentional. These lapses suggest opportunities for improvement.
Simplifying language and adopting a more direct approach could enhance
comprehension and accessibility, particularly for diverse audiences with varying
levels of familiarity with Samsung’s products and messaging. This adjustment
would ensure that captions resonate more effectively across different demographic

groups while maintaining the brand’s professional tone.

4.2.2 Tllocutionary Force and Call-to-Action (CTA)

The analysis of illocutionary force within Samsung’s captions revealed a
predominant use of directive speech acts, aiming to prompt specific actions from
the audience. This finding is consistent with Melani and Utomo (2022), who noted
that directive speech acts dominate Instagram marketing due to their effectiveness
in prompting audience actions. Samsung’s captions frequently encourage
participation in contests, exploration of product features, or clicking links. For
example, "Catch all the action of the Samsung Odyssey Cup Dota 2 Championship

live on our official livestream. Don't miss a single moment - tune in and cheer for



your favorite teams!" directly encourages viewers to engage with specific content,

demonstrating a clear and compelling CTA.

Expressive acts, which aim to evoke emotions, were present but less common.
Captions like "Taking wellness to new heights!" focus on creating a sense of
aspiration and positivity, aligning with Samsung’s brand image. This selective use
of expressive acts is consistent with Handayani and Yulina (2024), who observed
that referential and directive acts dominate Instagram captions, with expressive
acts playing a secondary role in engaging audiences. Samsung’s emphasis on
actionable engagement over emotional resonance or declarative messaging reflects
its focus on driving immediate actions rather than cultivating long-term emotional

connections.

Commissive and assertive acts were minimally present, aligning with Darong and
Neldis (2023), who noted that directive speech acts are typically more prevalent in
content designed for immediate audience engagement. Samsung’s reliance on
directive CTAs highlights its focus on short-term outcomes, such as driving traffic
or increasing event participation. This contrasts with strategies that leverage
commissive or assertive acts to build long-term trust and establish brand authority.
Samsung’s approach clearly prioritizes immediate action over gradually

cultivating a deeper audience relationship.

A notable pattern was Samsung’s strategic use of hashtags and keywords in CTAs,
enhancing visibility and appeal. Hashtags like #GalaxyZFold6 and #ENHYPEN
effectively target niche audiences while reinforcing brand identity. This tactic
aligns with Afiya et al. (2022), who emphasized the role of hashtags in enhancing
content discoverability and engagement on Instagram. The relevance of Samsung’s
hashtags underscores its adherence to the maxim of relevance, ensuring that
textual and visual elements work together cohesively to maximize audience reach

and interaction.

When comparing adherence to each maxim, relevance emerged as the most
consistently observed, followed closely by quantity. This indicates that Samsung's
captions maintain contextual alignment and provide sufficient information to the

audience, reinforcing findings by Melani and Utomo (2022) and Gusain et al.



(2023). The high adherence to relevance and quantity reflects Samsung’s strength
in crafting captions that align with their marketing objectives while meeting

audience expectations for contextual relevance and informativeness.

However, the occasional lapses in quality and manner suggest opportunities for
refinement. The partial adherence to the maxim of quality, indicated by the
presence of vague or promotional language, echoes Hanifa et al. (2021) and Dewi
(2021), who advocate for a balance between promotional language and factual
accuracy. Additionally, the variability in adherence to the maxim of manner
highlights the need for clearer and more direct language, aligning with Anisa
(2020) and Dewi’s (2021) findings on the importance of clarity in enhancing

audience comprehension and engagement.

4.2.3 Implications for Digital Marketing Practices

The findings have significant implications for digital marketing practices.
Samsung Indonesia's firm adherence to the maxims of relevance and quantity
underscores the importance of aligning captions with visual content and ensuring
they provide actionable information. This strategic alignment is crucial in the fast-
paced environment of social media, where audience attention spans are limited,
and clarity is paramount. By maintaining this balance, Samsung effectively
communicates its messages without overwhelming or under-informing the

audience, thereby enhancing engagement and interaction.

However, the occasional lapses in quality and manner highlight the need for a
balanced approach between promotional language and factual accuracy, as well
as between creative phrasing and clarity. To address these issues, Samsung could
incorporate more specific and evidence-based claims in their captions, as
suggested by Hanifa et al. (2021). Providing detailed information or examples to
support promotional statements would not only enhance the credibility of the
captions but also offer greater value to the audience by providing substantive

information.



Furthermore, simplifying language and reducing reliance on abstract or figurative
expressions could improve clarity and accessibility. This adjustment would ensure
that all audience members, regardless of their familiarity with Samsung’s
products, can easily understand and engage with the content. Adopting more
direct and unambiguous language would enhance the overall effectiveness of the
captions, making them more inclusive and comprehensible to a broader

demographic.

From a theoretical perspective, this study demonstrates the practical application
of Grice's cooperative principles and speech act theory in a digital marketing
context. The high prevalence of directive acts reflects the action-oriented nature of
social media captions, emphasizing the importance of immediate audience
engagement. Conversely, the limited use of expressive, commissive, and assertive
acts suggests opportunities to diversify linguistic strategies for broader audience
engagement, potentially fostering deeper emotional connections and long-term

brand loyalty

Samsung Indonesia's Instagram Reels captions exhibit a well-executed strategy
that effectively leverages Grice's cooperative principles to enhance audience
engagement and drive desired actions. The high adherence to the maxims of
quality, quantity, and relevance underscores Samsung’s commitment to credible,
informative, and contextually appropriate communication. While the maxim of
manner showed some variability, the overall clarity and effectiveness of the
captions remain strong, with opportunities for further improvement through

simplified language and more specific promotional claims.

Additionally, the strategic use of illocutionary force in CTAs demonstrates
Samsung’s ability to design compelling and action-oriented messages that align
with their marketing objectives. By continuing to refine their approach to language
clarity and promotional precision, Samsung Indonesia can further enhance the
impact of their social media communications, fostering deeper connections with

their audience and achieving sustained engagement and growth.

These insights not only align with previous research by Hanifa et al. (2021), Melani

and Utomo (2022), and others but also contribute to the broader discourse on



effective digital marketing and pragmatic communication strategies. Future
studies could explore how similar strategies are employed by other brands or
industries, offering a more comprehensive understanding of the role of language

in digital marketing.



Chapter 5

Conclusion and Recommendations

The study concludes that integrating linguistic theories into marketing strategies
provides a significant edge in digital communication. This chapter synthesizes
findings, highlighting the impact of Grice’s maxims and illocutionary acts on
audience engagement. The strategic alighment of language and intent emerges as

a key factor in crafting effective campaigns.

Finally, the chapter offers actionable recommendations for marketers,
emphasizing the importance of clarity, relevance, and audience-centric messaging.
It also suggests areas for future research, such as the role of cultural nuances in

applying these linguistic principles to global campaigns.

5.1 Conclusion

This study provided a comprehensive evaluation of Samsung Indonesia’s
Instagram Reels captions from August 2024, utilizing Grice's cooperative
principles—quality, quantity, relevance, and manner—and examining the
illocutionary force within their calls-to-action (CTAs). The findings offer
significant insights into Samsung’s strategic linguistic approaches in digital

marketing, highlighting both strengths and areas for improvement.

Samsung Indonesia demonstrated a strong adherence to the maxim of quality,
with 47 captions fully observing this principle and an additional 40 partially
adhering. This alignment with Hanifa et al. (2021), who emphasize the importance
of truthfulness and clarity in social media marketing, underscores Samsung’s
commitment to fostering audience trust through accurate and reliable information.
By consistently providing factual details about product features and technological
advancements, Samsung reinforces its brand image of credibility and

trustworthiness. However, the presence of partially observed captions indicates



occasional reliance on vague or exaggerated promotional language, such as broad
claims like "redefines self-care." While this approach can create an aspirational
tone, it risks diminishing the message's credibility. Addressing these instances by
incorporating more specific, evidence-based claims could enhance Samsung’s

adherence to the maxim of quality, thereby strengthening audience trust further.

The maxim of quantity was exceptionally well observed, with 71 captions fully
adhering to this principle. This finding is in line with Gusain et al. (2023) and
Volobuev and Afonichkina (2021), who highlight the importance of balancing
informativeness and conciseness in effective Instagram marketing. Samsung’s
ability to deliver clear and actionable information without overwhelming the
audience ensures that their messages are both engaging and easily digestible. For
example, captions like "Match your room interior by creating your own
SmartThings routines!" provide sufficient detail while maintaining brevity,
effectively meeting the audience's informational needs. However, the study
identified 16 captions that barely or only partially adhered to this maxim, often
due to redundant phrasing or insufficient actionable details. These deviations,
although minor, suggest opportunities for Samsung to refine their messaging by
eliminating unnecessary repetition and enhancing the clarity of their calls to

action, thereby maximizing the impact of their captions.

Relevance emerged as Samsung’s strongest maxim, with an impressive 84 captions
fully adhering to it. This finding corroborates Melani and Utomo (2022), who assert
that relevance is critical for maintaining audience interest, especially in
promotional content on Instagram. Samsung’s captions were consistently aligned
with the visual and thematic content of their Reels, ensuring a cohesive and
engaging viewer experience. For instance, the caption "YOU STILL GOT THE
TIME TO WIN 5 #ENHYPEN SIGNED POSTERS!" directly supports the Reel’s
purpose of promoting a contest, thereby enhancing the overall effectiveness of the
communication. In contrast to Afiya et al. (2022), who noted intentional violations
of relevance to create dramatic or humorous effects, Samsung maintained near-
perfect adherence, reflecting a strategic focus on aligning captions with marketing

objectives rather than experimenting with creative diversions. This deliberate



alignment reinforces Samsung’s professional and polished brand image, ensuring

that the audience can easily connect the caption’s message to the visual content.

The maxim of manner exhibited the most variability, with 61 captions fully
observing this principle and 16 barely or not observing it. This highlights
occasional lapses in clarity and conciseness, often due to overly complex phrasing
or ambiguous language. Anisa (2020) argued that ambiguity in captions can hinder
audience comprehension and reduce communication effectiveness. Samsung’s use
of complex or figurative expressions, such as "Taking wellness to new heights! Our
Wellness Hub redefines self-care," can obscure the intended message, making it
difficult for the audience to grasp without additional context. Compared to Dewi
(2021), who observed that ambiguous or creative language can spark curiosity and
engagement, Samsung’s lapses appear unintentional and suggest opportunities for
improvement. Simplifying language and adopting a more direct approach could
enhance comprehension and accessibility, ensuring that captions resonate more
effectively across diverse audience segments while maintaining the brand’s

professional tone.

The analysis of illocutionary force within Samsung’s captions revealed a
predominant use of directive speech acts, aimed at prompting specific audience
actions. This aligns with Melani and Utomo (2022) and Darong and Neldis (2023),
who noted that directive speech acts are highly effective in Instagram marketing
for driving immediate engagement. Samsung’s CTAs frequently encourage
participation in contests, exploration of product features, or clicking links, as
exemplified by captions like "Catch all the action of the Samsung Odyssey Cup
Dota 2 Championship live on our official livestream. Don't miss a single moment
- tune in and cheer for your favorite teams!" These directive CTAs are clear and

compelling, effectively motivating the audience to take desired actions.

Expressive acts, intended to evoke emotions, were present but less common,
consistent with Handayani and Yulina (2024). Captions such as "Taking wellness
to new heights!" aim to create a sense of aspiration and positivity, aligning with
Samsung’s brand image. However, commissive and assertive acts were minimally

present, emphasizing Samsung’s focus on immediate, actionable engagement



rather than long-term emotional connections or declarative messaging. This
strategic use of CTAs underscores Samsung's prioritization of short-term
outcomes, such as driving traffic or increasing event participation, over building

long-term trust and brand authority.

Furthermore, Samsung’s strategic use of hashtags and keywords in CTAs
enhanced visibility and appeal, targeting specific audiences and reinforcing brand
identity. Hashtags like #GalaxyZFold6 and #ENHYPEN align with Afiya et al.
(2022) who emphasize the role of hashtags in enhancing content discoverability
and engagement on Instagram. This practice not only supports the maxim of
relevance but also ensures that textual and visual elements work together

cohesively to maximize audience reach and interaction.

Samsung Indonesia’s Instagram Reels captions exemplify a sophisticated use of
Grice's cooperative principles and illocutionary strategies, effectively enhancing
audience engagement and driving desired actions. The strong adherence to
relevance and quantity underscores Samsung’s ability to align textual and visual
content with marketing objectives, while the predominant use of directive CTAs
highlights a focus on actionable engagement. However, occasional lapses in
quality and manner suggest opportunities for further refinement in clarity and
precision. These insights not only align with existing research by Hanifa et al.
(2021), Melani and Utomo (2022), and others but also contribute to the broader
discourse on effective digital marketing and pragmatic communication strategies.
Future research could explore similar strategies across different brands or
industries, providing a more comprehensive understanding of the role of language

in digital marketing efficacy.

5.2 Recommendations

Based on the comprehensive analysis of Samsung Indonesia’s Instagram Reels
captions through Grice's cooperative principles and the examination of
illocutionary force within their calls-to-action (CTAs), several broad
recommendations emerge that can benefit all brands, marketing and linguistics

professionals, and future researchers. These insights aim to enhance digital



marketing strategies, improve communication effectiveness, and guide future

scholarly inquiries.

Firstly, brands should prioritize adherence to Grice’s maxim of quality by ensuring
that all communications are truthful and accurate. This involves incorporating
specific, evidence-based claims rather than relying on vague or exaggerated
statements. For example, instead of making broad assertions like "redefines self-
care," brands should provide concrete details or statistics that substantiate their
claims. This approach not only enhances credibility but also fosters trust with the
audience, as highlighted by Hanifa et al. (2021). Accurate and reliable information
strengthens the brand’s reputation and ensures that promotional content resonates

authentically with consumers.

Secondly, the maxim of quantity should be meticulously balanced to provide
sufficient information without overwhelming the audience. Effective Instagram
captions should deliver clear, actionable information succinctly, ensuring that
every word contributes to the overall message. Marketing professionals should
strive to eliminate redundant phrasing and include specific instructions or steps
that guide the audience on how to engage with the content. For instance, instead
of a generic call to "explore SmartThings routines," a more detailed instruction like
"Create your own SmartThings routine by visiting our website and following these
three easy steps" can enhance practicality and engagement. This balance between
informativeness and conciseness is crucial in maintaining audience interest and
preventing information overload, as emphasized by Gusain et al. (2023) and

Volobuev and Afonichkina (2021).

Relevance remains a cornerstone of effective communication on social media
platforms. Brands must ensure that their captions are closely aligned with the
visual and thematic content of their posts, creating a cohesive and engaging viewer
experience. This strategic alignment not only maintains audience interest but also
reinforces the brand’s messaging objectives. Melani and Utomo (2022) underscore
the critical role of relevance in sustaining audience engagement, particularly for
promotional content. By ensuring that captions directly support the accompanying

visuals, brands can enhance the overall effectiveness of their communication



efforts and provide a more integrated and immersive experience for their

audience.

The maxim of manner, which emphasizes clarity, conciseness, and the avoidance
of ambiguity, should be consistently applied to enhance audience comprehension.
Brands should adopt straightforward language and avoid overly complex or
figurative expressions that may obscure the intended message. Simplifying
language and maintaining a direct approach can significantly improve the
accessibility and impact of captions, ensuring that messages resonate across
diverse audience segments. Developing and adhering to style guidelines that
promote clear and concise language can aid in maintaining consistency and

enhancing the overall quality of communication.

In addition to adhering to Grice’s maxims, brands should strategically leverage the
illocutionary force within their CTAs to drive audience engagement. The
predominant use of directive speech acts, which prompt specific actions, has
proven effective in encouraging immediate audience participation. However,
incorporating a balanced mix of expressive, commissive, and assertive acts can
diversify linguistic strategies and foster deeper emotional connections with the
audience. This diversification can enhance long-term engagement and brand

loyalty, moving beyond immediate, action-oriented interactions.

Furthermore, the strategic use of hashtags and keywords can significantly enhance
content discoverability and target specific audience segments. Brands should
research and utilize trending hashtags relevant to their products and campaigns,
as well as develop unique branded hashtags to reinforce brand identity and foster
community among followers. This practice not only supports the maxim of
relevance but also aligns with best practices in social media marketing, as

emphasized by Afiya et al. (2022).

For marketing and linguistics professionals, these findings highlight the
importance of integrating cooperative principles into digital communication
strategies. Future researchers should explore how these principles are applied
across different platforms and industries, providing a broader understanding of

their impact on audience engagement and brand effectiveness. Additionally,



examining the interplay between linguistic strategies and marketing objectives can
offer deeper insights into the mechanisms driving successful digital marketing

campaigns.

By adhering to Grice’s cooperative principles, strategically designing CTAs, and
effectively utilizing hashtags, brands can enhance their social media
communication, fostering greater audience engagement and achieving sustained
growth. These recommendations not only align with existing research but also
provide a robust framework for optimizing digital marketing strategies in an

increasingly competitive landscape.
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