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This study aims to explain the vocabularies differences and social status
differences found in Pond’s beauty product advertisements slogans. This study
focuses on gender differences especially vocabularies differences and social status
differences in Pond’s beauty product advertisements. There are two significances
of the study; theorytically and practically. The scope of this study is
sociolinguistics, which focused on gender.

This study was conducted by using descriptive qualitative design. The
sources of data of this study were Pond’s beauty product advertisements slogans.
The data were the sentences in Pond’s beauty product advertisements slogan.The
research instrument of this study was the writer herself supported by laptop, pen,
book, the internet and dictionary. This study used content-analysis method as the
method of data collection. This study used interactive data analysis model which
was proposed by Miles and Huberman (1994) as the method of analyzing data.

In this study the writer found 5 vocabularies differences, those are color
word (2 data), adjectives (10 data), adverb (2 data), nouns (6 data) and verb (6
data). Total. There are two types of social status differences in this study; those
are men dominance (13 data) and women inferior (13 data).
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