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Abstrak 

Iklan di radio banyak didengar orang dalam mempromosikan jasa atau produk. Iklan di radio cenderung mencampur 

bahasa dari bahasa Indonesia ke bahasa Inggris. Penelitian ini bertujuan untuk menganalisis jenis dan fungsi campur kode 

yang digunakan dalam iklan komersial dan nonkomersial Stasiun Radio Guntur FM Bali. Penelitian ini merupakan 

penelitian dengan desain tertanam. Instrumen penelitian yang digunakan adalah smartphone, lembar observasi, catatan 

lapangan, lembar transkripsi, dan lembar klasifikasi. Hasil penelitian ini menunjukkan bahwa terdapat 8 jenis dan 6 fungsi 

campur kode dalam iklan komersial. Jenisnya adalah penyisipan kata, penyisipan frasa, melibatkan perubahan pengucapan, 

huruf abjad, penyisipan klausa, kata yang tepat, kalimat tidak lengkap, dan tipe bentuk pendek. Sedangkan fungsi-fungsinya 

adalah kutipan, repetisi, fasilitas ekspresi, interjeksi, personalisasi dan objektifikasi, dan kualifikasi pesan. Selain itu, 

terdapat 3 jenis dan 3 fungsi campur kode dalam iklan nonkomersial, dan jenisnya adalah penyisipan kata, penyisipan 

klausa, dan kalimat tidak lengkap, sedangkan fungsinya adalah fasilitas ekspresi, kutipan, dan fungsi fatik. 

 

Kata Kunci: Code Mixings, Types, Functions, Advertisements. 

 

Abstract 

Advertisements in radio are heard by many people in promote services or products. The advertisements in the radio tend to 

mix the language from Indonesian to English. This study aimed to analyze the types and the functions of code mixing used 

in commercial and non-commercial advertisements of Guntur Radio FM Station Bali. This study was embedded research 

design. The research instruments used were smartphone, observation sheet, field note, transcription sheet, and classification 

sheet. The result of this study is shown that there were 8 types and 6 functions of code mixings in commercial 

advertisements. The types were insertion of word, insertion of phrase, involving changes of pronunciation, letter of the 

alphabet, insertion of clause, proper words, incomplete sentence, and short forms type. While, the functions were quotation, 

repetition, facility of expression, interjection, personalization and objectification, and qualifying message. In addition, there 

were 3 types and 3 functions of code mixings in non-commercial advertisements, and the types were insertion of word, 

insertion of clause, and incomplete sentence, while the functions were facility of expression, quotation, and phatic function. 

 

Keywords: Code Mixings, Types, Functions, Advertisements. 

 

1. INTRODUCTION 

Language and human cannot be separated each other. Language is a means of 

communication which is effective in conveying something. Language is really important 

because it is needed to communicate and share something to others in order to make others 

know about one’s feelings, thinking, and also intention (Hashim & Yunus, 2018; Oroujlou & 

Vahedi, 2011; Sun & Dang, 2020). Previous study defines that language is a natural social 

phenomenon used to assume that the structure of a society has an influence on the language 

of the society (Mihira et al., 2021; Paul, 2006; Prasetyaningrum et al., 2020). This means that 

society has an important role in the development of a language. The characteristics of society 

will be seen from the language because language is born from the society itself. So, in this 

case, people will make or produce some variations in the language (Menbet, 2018; Ong, 

2022). According to previous study language has an important meaning in terms of 

communication between the members of society (Okal, 2014; Setyaningrum & Purwati, 

http://u.lipi.go.id/1339223525
https://doi.org/10.23887/ijll.v7i1.32374
http://creativecommons.org/licenses/by/3.0/
mailto:jayaputuwira@gmail.com


Wirajaya et al. 

  45 

2020). In other words, language has a contribution to the society in order to create the 

communication among the members of the society themselves. In society, many people are 

interested in using more than one language in a communication, so that this causes the use of 

two languages in people’s communication. The use of two languages in the communication of 

the people is called bilingual (Anderson et al., 2018; Pransiska, 2017; Suprianti & Jayanta, 

2020). 

Bilingual person is someone who learns a second language or speaks two languages in 

their childhood at the same time (Alfiriani & Hutabri, 2017; Kuzyk et al., 2020). One of the 

examples is repetition which is used for clarification. This means that if people cannot 

express or show an idea in one language, he or she will mix his or her language with another 

language in order to make the listeners understand about what he or she means. 

Sociolinguistically, this phenomenon is known as code mixing. Code mixing is related with 

all cases where in one sentence, grammatical features and lexical items from two languages 

appear (Rahmat, 2020; Siddiq et al., 2020). In general, code mixing occurs in one sentence, 

where one element in language A and another element in language B are spoken. It means 

that code mixing is the use of two or more languages in the same conversation. Previous 

study points out that code mixing is the term that refers to the use of more than one language 

for the consistent transfer of linguistic units from one language to another language (Jiang et 

al., 2014; Mabule, 2015; Wirhayati & Safitry, 2020). This means that, code mixing is related 

to the mixing parts of another language in one sentence such as a code, word, phrase, or 

clause without changing the topic of the communication. 

Indonesia has one national language, namely Indonesian and different kinds of 

vernacular. Therefore, Indonesian people tend to mix at least from national language to local 

language. It makes the bilinguals exist in Indonesia. Besides, Indonesian people also use 

international language (English) under certain conditions. This sociolinguistic phenomenon 

causes the use of code mixing to exist (Kustati, 2014; Mustikawati, 2016; Siddiq et al., 2020). 

Since it is known as a way to produce a good communication, nowadays code mixing is 

usually used in mass communication or media. Media or mass communication has been used 

frequently, because it can be reached by many people in cities, in villages, and even in 

isolated places (Novedo & Linuwih, 2018; Sinaga & Hutahaean, 2020; Yuliana et al., 2015). 

For instance, radio can be heard by the people who live in cities, in villages, and in isolated 

places. The radio as one of information media or mass communication is not only to give 

information, but also to entertain the listeners by jokes, talk shows, and songs. The people 

also get the information through advertisements. In terms of code mixing, many 

advertisements usually use it to promote services or products. Therefore, the advertisements 

in the radio tend to mix the language from Indonesian to English. 

Code mixing can be influenced by social factors, education, trend, environment, or 

some important purposes or conditions. English is used as an international language. It means 

that English has an important and essential role in conversation or communication (Kusuma, 

2019; Supina, 2018). Therefore, Indonesian-English code mixings are usually used in 

advertisements in order to make the material easy to be understood by listeners of radio. It 

indicates that the use of code mixing will give contribution to the delivery of the messages in 

the advertisements. This condition has shown that radio has more wide range than other mass 

media in the language used because there are many forms of code mixing in it. Based on the 

phenomenon above, this research attempted to investigate the types and the functions of 

code mixing used in the advertisements of Guntur Radio FM Station Bali. This study is 

focused on the analysis of the types and the functions of commercial and non-commercial 

advertisements of Guntur Radio FM Station Bali. 
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2. METHOD 

This study used embedded research design. Embedded research design is permitting 

researcher in collecting the data both in qualitative and quantitative ways (John W Creswell, 

2014). In this study, the formula was used to compute the percentages of the types and the 

functions of code mixing used in the commercial and non-commercial advertisements of 

Guntur Radio FM Station Bali. There were five instruments used in gathering the data in this 

study. First, smartphone, this instrument was used for recording and listening to the code 

mixings used in the commercial and non-commercial advertisements of Guntur Radio FM 

Station Bali. Second, Observation Sheet, this instrument was used for selecting the code 

mixings used in the commercial and non- commercial advertisements of Guntur Radio FM 

Station Bali. Third, field note, field note was a handy tool to write all of the utterances of the 

commercial and non-commercial advertisements in Guntur Radio FM Station Bali. Fourth, 

transcription sheet, transcription sheet was used for transcribing the types and the functions of 

code mixings used in the commercial and non-commercial advertisements of Guntur Radio 

FM Station Bali. Fifth, classification sheet, this classification sheet was used to classify the 

percentages of the types and the functions of code mixings. 

In order to obtain an organized data, the seven procedures were used in analyzing the 

data as follows: First, conducting pre-observation (observing). Second, voice recording, in 

voice recording, smartphone was used to record the utterances of the commercial and non-

commercial advertisements in Guntur Radio FM Station Bali. Third, transcribing, in here, the 

utterances of the commercial and non-commercial advertisements in Guntur Radio FM 

Station Bali were transcribed to be analyzed using the theories. Fourth, identifying, the data 

were identified into appropriate data. Fifth, classifying in this step, the data were classified 

based on the occurrences of the types and the functions of code mixings. Sixth, the aim of 

analyzing step was distinguishing the types and the functions of code mixing. Seventh in this 

step, the inferring of the conclusion was conducted after analyzing the types and the functions 

of code mixing. 

 

3. RESULT AND DISCUSSION 

Result 

The research findings present the result of the research questions formulated by the 

researcher, such as the types and the functions of code mixing used in the commercial and 

non-commercial advertisements of Guntur Radio FM Station Bali. The types of code mixing 

found in the commercial and non-commercial advertisements were classified by using the 

combined of the theories (Suwito, 1983). While the functions of code mixing used were 

investigated by using the combined of the theories. The four following tables present the 

results of this study namely the results of each type of code mixing used in commercial 

advertisements. 

Table 1. The Results of Each Type of Code Mixing in Commercial Advertisements 

The Types of Code 

Mixing in 

Commercial 

Advertisements 

Occurrences 

Number of 

Utterance 

Data calculation In Percentage (%) 

The Insertion of Word 68 
 x 100% 

43 % 

The Insertion of 

Phrase 

37 
 x 100% 

24% 
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The Types of Code 

Mixing in 

Commercial 

Advertisements 

Occurrences 

Number of 

Utterance 

Data calculation In Percentage (%) 

The Insertion of 

Clause 

7 
 x 100% 

4% 

Letter of the Alphabet 10 
 x 100% 

6% 

Short Forms 1 
 x 100% 

1% 

Proper Words 7 
 x 100% 

4% 

Incomplete Sentence 6 
 x 100% 

3% 

Involving Changes of 

Pronunciation 

22 
 x 100% 

14% 

Total 158  100% 

 

In the Table 1, it showed that there were 158 utterances that could be listed as the 

types of code mixing used in the commercial advertisements of Guntur Radio FM Station 

Bali. From the combined of the theories of the types of code mixing proposed by Suwito, Ho, 

and Hoffman, there were only eight types of code mixing used in the commercial 

advertisements of Guntur Radio FM Station Bali, namely the insertion of es The Insertion of 

Word 68 x 100% 43% The Insertion of Phrase 37 x 100% 24% The Insertion of Clause 7 x 

100% 4% Letter of the Alphabet 10 x 100% 6% Short Forms 1 x 100% 1% Proper Words 7 x 

100% 4% Incomplete Sentence 6 x 100% 3% Involving Changes of Pronunciation 22 x 100% 

14% Total 158 100% ISSN: 2549-4287 Vol.x, No.y, Month Year word, the insertion of 

phrase, the insertion of clause, letter of the alphabet, short forms, proper words, incomplete 

sentence, and involving changes of pronunciation. The data can be described namely: 68 or 

43% data of the insertion of word, 37 or 24% data of the insertion of phrase, 7 or 4% data of 

the insertion of clause, 10 or 6% data of letter of the alphabet, 1 or 1% datum of short forms, 

7 or 4% data of proper words, 6 or 3% data of incomplete sentence, 22 or 14% data of 

involving changes of pronunciation. From the total occurrences presented, it can be said that 

the most type of code mixing used in the advertisements was the insertion of word type and 

the least type was the insertion of short forms. 

Table 2. The Results of Each Function of Code Mixing in Commercial Advertisements 

The function of 

Code Mixing in 

Commercial 

Advertisements 

Occurrences 

Number of 

Utterance 

Data calculation In Percentage (%) 

Quotation 68 
 x 100% 

43 % 

Repetition 37 
 x 100% 

24% 

Personalization and 

Objectification 

7 
 x 100% 

4% 

Facility of 

Expression 

10 
 x 100% 

6% 



The Analysis of Indonesian-English Code Mixings Used in the Advertisements of Guntur Radio FM Station Bali 

48 

The function of 

Code Mixing in 

Commercial 

Advertisements 

Occurrences 

Number of 

Utterance 

Data calculation In Percentage (%) 

Interjection 1 
 x 100% 

1% 

Qualifying Message 7 
 x 100% 

4% 

Total 158   100% 

 

Based on the Table 2, it could be seen that from eleven functions of code mixing 

introduced by   Marasigan, Hoffman, and Muysken, there were only six functions of code 

mixing used in the commercial advertisements. Those functions were quotation, repetition, 

personalization and objectivization, interjection, and qualifying message function. The data 

can be described namely, 12 or 8% data of quotation, 7 or 4% data of repetition, 4 or 3% data 

of personalization and objectivization, 127 or 8% data of facility of expression. 5 or 3% data 

of interjection, 3 or 2% data of qualifying message. From the total number of utterances 

presented, it can be said that the most function of code mixing used in the commercial 

advertisements was facility of expression and the least function was qualifying message 

function. 

 

Table 3. The Results of Each Type of Code Mixing in Non-Commercial Advertisements 

The types of Code 

Mixing in non-

Commercial 

Advertisements 

Occurrences 

Number of 

Utterance 

Data calculation In Percentage (%) 

The Insertion of 

Word 

8 
 x 100% 

80 % 

The Insertion of 

Clause 

1 
 x 100% 

10 % 

Incomplete Sentence 1 
 x 100% 

10 % 

Total 10   100% 

From the Table 3, it showed that from the combined of the theories of the types of 

code mixing, there were three types of code mixing used in non-commercial advertisements, 

as follows the insertion of word, the insertion of clause, and incomplete sentence. the results 

of the analysis can be described as follows, 8 or 80% data of the insertion of word, 1 or 10% 

datum of the insertion of clause, and 1 or 10% datum of incomplete sentence. From the total 

number of utterances presented it can be said that the most type of code mixing used in 

the commercial advertisements was the insertion of word type, whereas the least type was 

the insertion of clause and incomplete sentence. 

In the Table 4, it showed that from eleven functions of code mixing introduced by 

Marasigan, Hoffman, and Muysken, there were only three functions of code mixing used in 

the non-commercial advertisements. They were quotation, facility of expression, and phatic 

function. The results can be described namely, 1 or 10% datum of quotation, 8 or 80% data of 

facility of expression, and 1 or 10% datum of phatic function. From the total number of 

utterances presented it showed that the most function of code mixing used in the non-
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commercial advertisements was facility of expression, meanwhile the least functions were 

quotation and phatic function. 

Table 4. The Results of each Function of Code Mixing in Non-Commercial 

Advertisements 

The Function of 

Code Mixing in 

non-Commercial 

Advertisements 

Occurrences 

Number of 

Utterance 

Data calculation In Percentage (%) 

Quotation 1 
 x 100% 

10 % 

Facility of 

Expression 

8 
 x 100% 

80 % 

Phatic Function 1 
 x 100% 

10 % 

Total 10   100% 

 

Discussion 

Base on the data can be explained namely the insertion of word (43%), the insertion 

of phrase (24%), involving changes of pronunciation (14%), letter of the alphabet (6%), the 

insertion of clause (4%), proper words (4%), incomplete sentence (3%), and short forms 

(1%). Meanwhile, the functions of code mixing used in the commercial advertisements were 

facility of expression (80%), quotation (8%), repetition (4%), interjection (3%), 

personalization and objectivization (3%), and qualifying message (2%). It has also already 

been elaborated previously that there were three types and three functions of code mixing that 

was used in the non-commercial advertisements as follows. the insertion of word (80%), the 

insertion of clause (10%), and incomplete sentence (10%). Whereas, the functons of code 

mixing used in the non-commercial advertisements were facility of expression (80%), 

quotation (10%), and phatic function (10%). 

The use of code mixing can give the effect of emphasis and attention to the listener 

(Harya, 2018; Waris, 2012). In advertisements, the use of mixed language can make 

advertisements more interesting and hold listeners' attention. The use of code mixing can also 

reflect the identity and image of Guntur Radio FM Station Bali. In their advertisements, the 

use of mixed language can create a modern, energetic, and creative impression. Listeners 

who are fluent in Indonesian and English can easily understand the mixed language used in 

advertisements (Fanani & Ma’u, 2018; Sinaga & Hutahaean, 2020; Siregar & Hariani, 2018). 

However, for listeners who do not understand one of these languages, code mixing can affect 

their understanding. What's more, the use of code mixing can increase the attractiveness of 

advertisements for listeners. Mixed language can create a fresher and more engaging 

impression than ads using only one language (Lee & Drajati, 2019; Okal, 2014). 

Effect of code mixing on language and culture can affect language development. In 

the long term, continued use of mixed languages can change communication patterns and 

lead to changes in the language used in general (Ong, 2022; Wiraputri et al., 2021). The use 

of code mixing in advertisements can also reflect the richness of Indonesian culture which 

has foreign influences. This can strengthen Indonesia's cultural identity which is dynamic and 

open to global influences. For the students especially for those who are majoring in English 

Language Education are hoped to keep on doing the analysis about code mixing. Besides, it is 

used to help people to understand about the meaning of code mixing used in advertisements, 

since there are still many people who do not have conversance about code mixing that is used 

by advertisers or speakers of advertisements. Moreover, it can help students to deepen their 
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knowledge about code mixing. In addition, next researchers are expected to be able to find 

other types and functions of code mixing that are not discovered in this research, or may be in 

other advertisements or radios as well by using an existing theory about code mixing. 

 

4. CONCLUSION 

Based on the result of finding that has been presented previously, it could be 

concluded that there were eight types and six functions of code mixing used in the 

commercial advertisements based on the combined theories. The most type of code mixing 

used in the advertisements was the insertion of word type and the least type was the insertion 

of short forms. The most function of code mixing used in the commercial advertisements was 

facility of expression and the least function was qualifying message function. Moreover the 

most type of code mixing used in non-commercial advertisements was the insertion of 

word type, whereas the least type was the insertion of clause and incomplete sentence. Then, 

the most function of code mixing used in the non-commercial advertisements was facility of 

expression meanwhile the least functions were quotation and phatic function. 

 

5. REFERENCES 

Alfiriani, A., & Hutabri, E. (2017). Kepraktisan Dan Keefektifan Modul Pembelajaran 

Bilingual Berbasis Komputer. Jurnal Kependidikan, 1(1), 12–23. https://doi.org/DOI: 

https://doi.org/10.21831/jk.v1i1.10896. 

Anderson, J., Lightfoot, A., & Anderson, J. (2018). Current perceptions and future 

possibilities Translingual practices in English classrooms in India : current 

perceptions and future possibilities. International Journal of Bilingual Education and 

Bilingualism, 0(0), 1–22. https://doi.org/10.1080/13670050.2018.1548558. 

Fanani, A., & Ma’u, J. A. R. Z. (2018). Code switching and code mixing in English learning 

process. Ling Tera, 5(1), 68–77. https://doi.org/10.21831/lt.v5i1.14438. 

Harya, T. D. (2018). Sociolinguistics (code: code switching and code mixing). LENTERA: 

Jurnal Ilmiah Kependidikan, 11(1), 87–98. 

Http://Download.Garuda.Kemdikbud.Go.Id/Article.Php?Article=1026202&Val=1209

0&Title=Sociolinguistics Code Code Switching And Code Mixing. 

Hashim, H. U., & Yunus, M. M. (2018). English as a Second Language (ESL) Learning: 

Setting the Right Environment for Second Language Acquisition. Tadris: Jurnal 

Keguruan Dan Ilmu Tarbiyah, 3(2), 207. https://doi.org/10.24042/tadris.v3i2.2941. 

Jiang, Y. L. B., García, G. E., & Willis, A. I. (2014). Code-mixing as a bilingual instructional 

strategy. Bilingual Research Journal, 37(3), 311–326. 

https://doi.org/10.1080/15235882.2014.963738. 

John W Creswell. (2014). Research Design, Qualitatives, Quantitative, and Mixed Methods 

Approcahes (Fourth Edition). Sage Publications. 

Kustati, M. (2014). An analysis of code-mixing and code-switching in EFL teaching of cross 

cultural communication context. Al-Ta Lim Journal, 21(3), 174–182. 

https://doi.org/10.15548/jt.v21i3.101 

Kusuma, C. S. D. (2019). Integrasi bahasa Inggris dalam Proses Pembelajaran. Efisiensi - 

Kajian Ilmu Administrasi, 15(2), 43–50. 

https://doi.org/10.21831/efisiensi.v15i2.24493. 

Kuzyk, O., Friend, M., Severdija, V., Zesiger, P., & Poulin-Dubois, D. (2020). Are there 

cognitive benefits of code-switching in bilingual children? A longitudinal study. 

Bilingualism: Language and Cognition, 23(3), 542–553. 

https://doi.org/10.1017/S1366728918001207. 



Wirajaya et al. 

  51 

Lee, J. S., & Drajati, N. A. (2019). English as an international language beyond the ELT 

classroom. ELT Journal, 73(4), 419–427. https://doi.org/10.1093/elt/ccz018. 

Mabule, D. R. (2015). What is this? Is it code switching, code mixing or language 

alternating? Journal of Educational and Social Research, 5(1), 339. 

https://doi.org/10.5901/jesr.2015.v5n1p339. 

Menbet, A. A. (2018). The Use of Effective Strategies to Improve Saudi EFL Dyslexic 

Learners’ Writing Skills. Theory and Practice in Language Studies, 8(12), 1611. 

https://doi.org/10.17507/tpls.0812.06. 

Mihira, L. S. N., Suwastini, N. K. A., Artini, N. N., Jayantini, I. G. A. S. R., & Budiarta, I. 

W. (2021). Gender Inequality Represented in English Textbooks: A Literature 

Review. Jurnal Ilmu Sosial Dan Humaniora, 10(3), 576. 

https://doi.org/10.23887/jish-undiksha.v10i3.39209. 

Mustikawati, D. A. (2016). Code-Mixing and Code Switchingin The Process of Learning. 

Register Journal, 9(1), 24–51. https://doi.org/10.18326/rgt.v9i1.24-51. 

Novedo, N., & Linuwih, E. R. (2018). Code Switching and Code Mixing Used By Sarah 

Sechan and Cinta Laura in Sarah Sechan Talk Show. Seminar Nasional Ilmu Terapan, 

1(1), 1–8. https://ojs.widyakartika.ac.id/index.php/sniter/article/view/94. 

Okal, B. O. (2014). Benefits of Multilingualism in Education. Universal Journal of 

Educational Research, 2(3), 223–229. https://doi.org/10.13189/ujer.2014.020304. 

Ong, P. A. L. (2022). Critical multiculturalism and countering cultural hegemony through 

children’s literature. Waikato Journal of Education, 27(1), 51–65. 

https://doi.org/10.15663/wje.v26i1.884. 

Oroujlou, N., & Vahedi, M. (2011). Motivation, attitude, and language learning. Procedia - 

Social and Behavioral Sciences, 29, 994–1000. 

https://doi.org/10.1016/j.sbspro.2011.11.333. 

Paul, R. and J. J. (2006). Globalization and history of English education in Japan. Asian EFL 

Journal, 8(3), 1–298. 

https://www.academia.edu/download/30635077/September_2006_Proceedings_final9

20.pdf#page=259. 

Pransiska, R. (2017). Benefits of Bilingualism in Early Childhood: A Booster of Teaching 

English to Young Learners. January 2017. https://doi.org/10.2991/icece-16.2017.68. 

Prasetyaningrum, A., Fikni, Z., & Wati, L. (2020). English Foreign Language Students’ 

Strategies in Overcoming Speaking Problems. VELES Voices of English Language 

Education Society, 4(1), 94–103. https://doi.org/10.29408/veles.v4i1.1914. 

Rahmat, A. (2020). Code Mixing in EFL Classroom: Views from English Teachers Side. Al-

Lisan: Jurnal Bahasa (e-Journal), 5(2), 130–147. 

https://doi.org/10.30603/al.v6i2.1323. 

Setyaningrum, R. W., & Purwati, O. (2020). Projecting the implementation feasibility of clil 

approach for teyl at primary schools in indonesia. JEES (Journal of English 

Educators Society), 5(1), 23–30. https://doi.org/10.21070/jees.v5i1.352. 

Siddiq, R. A., Kustati, M., & Yustina, L. S. (2020). Teachers’ code mixing and code 

switching: insights on language barriers in efl classroom. Al-Ta Lim Journal, 27(1), 

80–91. https://doi.org/10.15548/jt.v27i1.606. 

Sinaga, C. R., & Hutahaean, D. T. (2020). An Analysis of Code Switching Used by Reza 

Arap on Deddy Corbuzier’s Youtube Channel. JETAFL (Journal of English Teaching 

as a Foreign Language) ISSN: 2459-9506 An, 6(3), 31–47. 

https://ejournal.uhn.ac.id/index.php/jetafl/article/view/95. 

Siregar, M. A., & Hariani, S. (2018). Code-Mixing and Code Switching in Wylvera W.’s 

Novel Geranium Blossom: Saat Jarak Menguji Cinta: Their Types and Reasons. KnE 

Social Sciences, 461-472. https://knepublishing.com/index.php/Kne-



The Analysis of Indonesian-English Code Mixings Used in the Advertisements of Guntur Radio FM Station Bali 

52 

Social/article/view/1956. 

Sun, Y., & Dang, T. N. Y. (2020). Vocabulary in high-school EFL textbooks: Texts and 

learner knowledge. System, 93, 102279. 

https://doi.org/10.1016/j.system.2020.102279. 

Supina. (2018). Four Basic Skills Proficiency Based on Students’ Perception in Hospitality & 

Tourism Study Program, Bunda Mulia University. Journal of English Language and 

Culture, 8(2), 128–139. https://doi.org/10.30813/jelc.v8i2.1097. 

Suprianti, G. A. P., & Jayanta, I. N. L. (2020). Coping with Young Learners’ Vocabulary in 

EFL Classes. The Asian EFL Journal October, 27(4.5), 90–101. 

https://doi.org/10.23887/jet.v5i2.32758. 

Suwito, H. (1983). Alih Kode, Campur Kode, Interferensi. Binary Offset. 

Waris, A. M. (2012). Code switching and mixing (Communication in Learning Language). 

Jurnal Dakwah Tabligh, 13(1), 123–135. https://journal3.uin-

alauddin.ac.id/index.php/tabligh/article/view/299. 

Wiraputri, N. M. D. Y., Sulatra, I. K., & Putra, I. G. W. N. (2021). Code switching found in 

cinta laura’s video on her instagram tv. Journal of Language and Applied Linguistics, 

2(2), 228–237. https://doi.org/10.22334/traverse.v2i2.49. 

Wirhayati, & Safitry, H. (2020). Code-Mixing And Code-Switching In Teaching Listening 

Skills To Intermediate 3 Students At Lbpp Lia Bekasi. Journal of Linguistics and 

Applied Linguistics, 2(1), 113–122. https://doi.org/10.32493/ljlal.v2i2.9512. 

Yuliana, N., Luziana, A. R., & Sarwendah, P. (2015). Code-mixing and code-switching of 

Indonesian celebrities: A comparative study. Lingua Cultura, 9(1), 47–54. 

https://doi.org/10.21512/lc.v9i1.761. 

 


