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Abstract. This paper talks about the roles of Affect and Graduation as parts of
the appraisal system in English advertisements on kids’ meals to the process of
character building. Various English advertisements on kids’ meals were
collected from youtube to analyze the way affect and graduation are exploited in
the promoting texts, and then to see whether the exploitation influences the
process of character building. The results show that many selected emotive
words representing positive feelings for the meals being promoted. These are
supported by the graduation for the selected words, while several others have
negative impressions towards the foods. The positive emotive words tend to be
beneficial as being models for children in their point of view to the foods, while
the negative ones should be revised to have a positive contribution to the process
of character building.
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1 Introduction

Food commercials’ exposure influences children to actively ask their parents to buy and
consume food products since they are vulnerable enough to counter the structured
advertisement using understandable dictions and great visual which stimulates their minds to
elaborate that the product meets their expectations on their dream food[1]. This paper will
explore sweet and cereal advertisements like Kinder Joy, Kinder Chocolate, Milka, Hershey’s,
Annie’s Homegrown, and Kellogg’s Australia that are mainly aimed at children. However,
kids” meal advertisement is believed to shape certain characteristics of children as a consumer.
The process of character building that the producer of the food itself and the marketing
strategist delivered to children use linguistic construction that can be analyzed through affect
and graduation approach of Systemic Functional Linguistics into descriptive qualitative
research. Moreover, this research will describe how the use of affect and graduation on the
consumer of food products advertised that is children, intentionally on the character building.
While prior research mostly engaged appraisal with news[2-4], academic writing[5-6], and
personal statements on online social media[7], the study about appraisal theory in English
advertisement particularly on kids’ meal has not been elaborated and later it becomes the
research gap to conduct the research.
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2 Theoretical Framework

2.1 Advertisement

To deliver the value of a product or service that meet consumer’s desires and needs,
online media such as YouTube, Instagram, Facebook, or website, and offline media like
newspaper, radio, magazine, or television help producers broaden their targeted consumer
including children[9]. Along with Hanh and Kovashka, video advertising results in
skyrocketing demand for certain products than any traditional media through a video using
contexts and techniques such as message repetition, branded characters, attention-getting
production features, and animation has more potential large spreads coverage area[10].
Moreover, advertising becomes immensely powerful as the context can build the right
emotional atmosphere that engaged with the targeted consumer[11].

2.2 Appraisal System

Appraisal explores the way how language is integrated as an interpersonal meaning
addressing person, thing, or behavior that later becomes a system of evaluation[12]. In a big
line, the evaluation comes up with positive or negative value about targeted person, thing, or
behavior resulted in certain marks that differ from others. The three values building appraisal
are attitudes (emotion), graduation (measurement tool), and engagement as the following chart
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Figure 1. Appraisal Concept[12]

2.2.1 Attitude

Attitude is a meaning system exploiting evaluation resources into three domains: emotion,
ethics, and aesthetics into affect, judgement, and appreciation[12]. However, appraisal is
defined as “evaluation of attitudes types that are negotiated in the texts, how strong are the
emotion involved, and how the core values are sourced to the audience.”. In 2005, appraisal
comes up with established, amplified, and targeted evaluation or person, thing, or behavior
that are integrated as a system. It mainly discusses feelings on how good and bad vibes
elaborated directly or impliedly throughout the attitudinal lexis that later categorized as an
affect. Judgement is about ethical behavior. Last, aesthetics talks about the understanding of
evaluation towards person, thing, and behavior by analyzing appreciation.

2.2.1.1 Affect

Affect is the expression of emotion that can be categorized into positive and negative.
However, infants carry out emotion since they were born. Even more, they cry and laugh to
communicate with their parents as their first language acquisition process. Emotions are
instinctive and natural. Whenever the baby feels comfortable, they laugh. On the contrary,



they will cry as soon as they feel uncomfortable. Thus, if the baby laughs it means the
affection is positive[13]. Positive means the emotion built makes the audience feel
comfortable, good, loved, happy, or cheerful, while negative means vice versa[12].
2.2.2 Graduation

Graduation is a measurement tool on how sharp or soft attitudinal lexis are
expressed[12]. It can be seen through the high, medium, or low level of gradation of
intensifiers, quantifications, sharpening, or softening used on the amplification clause as a
level of distinctions between the words. Furthermore, graduation is split into two types: force
and focus. Force deals with the scale of intensity build through the quality, process, and
modality. On the other hand, focus does not discuss scaling intensity but how the intensity is
sharpened or soften so the value of the attitude delivered to construct the meaning.

3 Methods

Data in the forms of verbal expressions representing affect and graduation related to food
products were collected from kids’ meal advertisements uploaded on YouTube from
September 15, 2015, to October 14, 2019. The collected data were then analyzed to see how
the expressions represent the advertisers’ affect toward the commaodities being promoted and
how the expressions influence the kids’ character building.

4 Finding and Discussion

The study elaborates kids’ meal advertisements such as sweets and cereals: “Kinder Joy
TV Commercial South East Asia 2015”; Kinder Chocolate; Hershey’s Milk Chocolate Bars;
Milka; Annie’s Mission of Annie’s Homegrown; and “#PerfectBowl Family Breakfast 60 sec |
Kellogg’s Australia” into 12 realizations of positive affect: 4 inclinations lexis; 4 happiness
lexis, 3 security lexis, 1 satisfaction lexis and also 11 realizations of graduation: 7 force
expression; and 4 softening lexis that are shown as follows:

Table 1.Realization of Positive Affect

Types of Affect Realization
Dis/inclination 1. Ilove seeing my children happy.
2. And | only give them what I trust.
3. I’ve wanted to leave the planet better for my children & their
children
This is my perfect bowl. That’s yours?
Also, exciting toys for boys and girls that stimulate their minds.
A yummy milky center, and a taste that kid loves.
I like guy with Hershey’s Bar.
I thought well I could give somebody a Hershey’s bar to put a
smile on their face.
And | only give them what | trust.
I’'m Carla Fernand, proud Mom & Head Bunny at Annie’s.
3. That’s why I’m committed to help Annie’s find the best & most
delicious organic & regenerative ingredients.
Dis/satisfaction 1. He just so generous

Un/happiness
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As illustrated by the mental processes shown in the attitudinal lexis ‘love’, ‘like’, and ‘trust
are the way sensers express their feeling of positive affection towards the phenomenon
exploited in Kinder Joy advertisement. The commercial carried out linguistic construction of
affect particularly the happiness expression shown in mother feeling’s towards her happy kids
in the beginning scene of the advertisement as a portrayal of a mother who trusted a
combination of chocolate and wafer balls, Kinder Joy, to light up her children’s happiness.
However, mental behavioral processes were seen in inclination and security surge of behavior
such as ‘give’, ‘wanted’, and ‘committed’ capture the value of trust and confidence. Whilst, in
the quality disposition in the form of attributive or epithet like thrilled, heart-warming,
sweeter, nice, exciting, proud, and generous, are the exploitations of positive affect performed
in Table 1 that may help children to develop their mental characteristics such as emotion,
affection, respect, and empathy as children watch and hear those stimulants that later work on
their unconsciousness resulting in the positive character of children as they imitate the
commercial and consume the product[14]. There is no negative affect found throughout the
transcript of advertisement videos that strengthens the positive vibes.

Table 2.Realization of Graduation

Types of Graduation Realization
Force
a. Intensification 1. I can always count on Kinder Joy to provide

happiness in more ways they want.

Kinder Chocolate is made specially for kids’.

That’s why I’'m committed to help Annie’s find the
best & most delicious organic & regenerative
ingredients.

It’s always a good when Bob’s here.

There’s a lot of people could take lessons from him.
A little bit sweeter

Three times the amount of milk that the cornflakes
actually requires.
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b.  Quantification
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Focus

a.  Sharpening And of course a moment of family joy.
Ya, that looks very nice.
A little bit sweeter

Just like up sort of thing and 8 minutes of the night.

b.  Softening

NED e

However, moral developments transmitted by the advertisement value are also supported by
graduation used throughout the context by emphasizing intensifiers and quantifications
carrying out force and focus that may sharpen or soften the attitudinal lexis exploiting positive
affects as revealed by the exploitations of ‘more’, ‘always’, ‘of course’, ‘specially’, ‘most’,
‘little bit’, ‘sort of’, ‘very’, and ‘a lot of’. In the intensification realization 1, ‘more ways’
strengthen the emotional meaning of the mental behavioral process ‘they want’. Next, on the
second realization the use of graduational lexis, ‘specially’ emphasizes the phenomenon ‘for
kids’. The phenomenon ‘delicious organic and regenerative ingredients’ also climb the peak
of comparison order since the intensifier ‘most’ is placed right before the phenomenon. Also,
the modal word ‘always’ placed as an isolation form where it stands alone to strengthen the
good feeling when Bob, the old man gave everyone he met a Hershey’s Chocolate Bar, is



around. Furthermore, the realizations of positive affect in the form of inclination, happiness,
security, and satisfaction surge of behavior are responsible for the character-building process
of children as its consumer. As long as the realizations containing positive emotional affect
lexis is performed and elaborated along with the contexts of advertisement, it can help parents
and children choose the right food and grow into a strong and good character. Later, as
children character developed, children will appreciate and love the food they consume, also
have a better empathy towards others.

4 Conclusion

The linguistic phenomenon that is attitudinal lexis scattered throughout the promotional
videos analyzed in the affect and graduation is believed to build a good character of children
as the consumer even though the ingredients are not so good for children to consume. In
particular, graduations found throughout the advertisements support the participants and
phenomenons that carried out the exploitation of affects, especially the positive one.
Furthermore, the language used that carries out emotive lexis in a simple understandable form
of advertisement words can stimulate children to do so, both good and bad behavior or
ideology that the food company would implement to children through the commercials. In the
future study, the researcher may emphasize and elaborate more by carrying out children as the
subject of the research and a discourse completion task containing character-building tests.
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