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Abstract

The objectives of this study are to study the metafunction in order
to analyze the system of Theme, the system of Mood, and the system of
Transitivity between nouns and verbs in narrative advertising texts of health
products of Chewajit magazines which were published in 2012, 6 texts.
The framework used in this study is Systemic Functional Grammar in terms of
the textual metafunction, the interpersonal metafunction, and the experiential
metafunction.

The result of this study reveals that the most common theme is topical
theme by means of the linguistic form and ellipsis. For topical theme, unmarked
Topical is the most selected theme used in the texts and interpersonal theme.
For the system of Mood, the declarative sentences occurred at the highest rate,
and it was found in 1 imperative sentence but not in the interrogative sentence.
Since the speech function of advertising is the commodity of exchange: giving
information of the goods and service. Regarding the system of transitivity

between nouns and verbs, four main processes were found in advertising
texts: material, relational, mental, and verbal process. The material process
was the most frequently selected followed by the relational process, mental

process and verbal process.

Keywords: Systemic Functional Grammar, narrative advertising, Health Product
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