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AN ANALYSIS OF AMBIGUITY IN FORBES INDONESIA MAGAZINE 

: A SEMANTIC PERSPECTIVE 

 

ABSTRAK 

 

Penelitian ini bertujuan (1) untuk mengidentifikasi jenis-jenis ambiguitas yang 
ditemukan dalam artikel majalah Forbes Indonesia (2) untuk mengidentifikasi faktor-
faktor penyebab ambiguitas dan untuk mengidentifikasi solusi ambiguitas yang 
ditemukan dalam artikel majalah Forbes Indonesia. Jenis penelitian ini adalah 
deskriptif kualitatif. Sumber data penelitian ini diambil dari majalah Forbes 
Indonesia. Data penelitian ini adalah artikel-artikel di majalah Forbes Indonesia. 
Teknik pengumpulan data yang digunakan adalah dokumentasi. Terdapat 21 data. 
Data dianalisis dengan menggunakan  teori Miller(2002) untuk mengidentifikasi 
jenis-jenis ambiguitas, (Reed, McCaskill, Muhonen dan Waldron) untuk 
mengidentifikasi faktor penyebab ambiguitas dan (Hurford, Hovy, Schlenker, Karov 
dan Barnard) untuk mengidentifikasi solusi ambiguitas. Hasil penelitian 
menunjukkan bahwa (1) ada tiga jenis ambiguitas yang ditemukan dalam artikel 
majalah Forbes Indonesia, ada 6 data (28,57%) leksikal, 11 data (52,38%) dari frasa, 
4 data (19,05%) dari sentensial. Mayoritas jenis ambiguitas yang ditemukan dalam 
artikel Forbes Indonesia adalah frasa yang memiliki 11 dari 21 (52, 38%). (2) empat 
faktor penyebab ambiguitas yang ditemukan dalam artikel majalah Forbes Indonesia, 
ada 9 data (42,86%) tanpa konteks, 8 data (38,09%) kata ambigu, 3 data (14,28%) 
tanda baca yang salah atau hilang dan 1 data (4,77%) preferensi kata ganti yang 
salah. Faktor penyebab mayoritas yang ditemukan dalam artikel Forbes Indonesia 
adalah tanpa konteks yang memiliki 9 dari 21 (42,86%) dan 3 solusi untuk 
meyelesaikan ambiguitas agar tidak ambigu yang ditemukan dalam artikel majalah 
Forbes Indonesia, ada 12 data (57,14%) parafrase, 5 data (23,81%) menambahkan 
konteks tambahan dan 4 data (19,05%) menggunakan gambar. Yang paling dominan 
solusi ambiguitas yang ditemukan dalam artikel Forbes Indonesia adalah parafrase 
yang memiliki 12 dari 21 (57,14%). 

 

Kata Kunci: ambiguitas, konteks, makna, semantik, majalah 

 

ABSTRACT 

 

This research is aimed (1) to identify the types of ambiguity found in the articles of 
Forbes Indonesia (2) to identify the factors affecting ambiguity and ways to 
disambiguate in the articles of Forbes Indonesia. The type of this research is 
descriptive qualitative. The data source of this research is taken from Forbes 
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Indonesia magazine. The data of this research are the articles in Forbes Indonesia 
magazine. The Techniques of collecting data used are documentation and 
observation. There are 21 data. The data were analyzed by using Miller’s theory 
(2002) to identify the types of ambiguity, (Reed, McCaskill, Muhonen and 
Waldron’s theories) to identify the causal factors of ambiguity and (Hurford, Hovy, 
Schlenker, Karov and Barnard’s theories) to identify the way to disambiguate the 
ambiguity. The result of the research shows that (1) there are three types of 
ambiguity found in the articles of Forbes Indonesia magazine, there are 6 data 
(28,57%) of lexical, 11 data (52,38%) of phrasal, 4 data (19,05%) of sentential. The 
majority of ambiguity types found in the articles of Forbes Indonesia is phrasal 
which has 11 out of 21 (52, 38%). (2) four factors affecting ambiguity found in the 
articles of Forbes Indonesia magazine, there are 9 data (42,86%) of without context, 
8 data (38,09%) of ambiguous word, 3 data (14,28%) of improper or missing 
punctuation and 1 data (4,77%) of faulty pronoun preference. The majority causal 
factors found in the articles of Forbes Indonesia is without context which has 9 out of 
21 (42,86%) and three ways to disambiguate the ambiguity found in the articles of 
Forbes Indonesia magazine, there are 12 data (57,14%) of paraphrasing, 5 data 
(23,81%) of adding additional context and 4 data (19,05%) of using a picture. The 
most dominant of disambiguate the ambiguity found in the articles of Forbes 
Indonesia is paraphrasing which has 12 out of 21 (57,14%). 

 

Keywords: ambiguity, context, meaning, semantic, magazine 

 

1. INTRODUCTION 

In daily life or activity, sometimes, communication cannot be run well as long as 

people do not state utterance in a clear meaning. It makes the listener or the reader 

interpret people utterance in different meaning. As compared, to understand a 

written language is rather difficult than a spoken language, because if the listener 

does not understand what it says, people can ask us directly what it means. On the 

other hand, if the reader does not understand what people have written in a book, 

a novel, and the other text in media, the reader cannot ask directly. As the 

stepping stone, the reader come to misinterpreting or misunderstanding the 

message in the text. This misunderstanding is known as ambiguity.  

In this paper the writer wants to share and personally she likes these 

kinds of topic which is so interesting to learn. Nowadays, there are so many types 

of language that young people used. Sometimes, those words conducted a word 

that have similar sound, spelled, and has different meaning. As we know people 
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have their own interpretations if it comes to an argument that conducted an 

ambiguity phrase it requires them to give an opinion and because of that we need 

to make a discussion to solve the problem which one is right or wrong.  

Leech (1981:30) defines “an expression is said to be ambiguous when 

more than one interpretation can be assigned to it”. It means that an ambiguity 

occurs, because a word, a phrase, or a sentence has an unclear meaning. In 

addition, Djajasudarma (1999:56) explains that a meaning may be unclear because 

of some reasons, namely: (a) the word or sentence is common (general); for 

example, the word ‘book’ has multiple meaning. (b) The word or sentence which 

is interpreted is not the same as the speaker’s and the writer’s intention; the 

interpretation should depend on the context as though the context is unclear. (c) 

The meaning limit which is connected to language and non-language is not clear; 

for example, there is no limit to say that someone is clever at something. (d) The 

use of the word or sentence is not familiar to us.  

News writers or articles sometimes do not realize that what they write 

creates a double meaning for the readers. When words, phrases, sentences, or even 

paragraphs that we write or say, contain ambiguity, they are automatically 

ineffective and communicative for the reader or listener. One of the most effective 

communication media in delivering information is a magazine. Through the 

magazine we can find out information from all over the world. The first thing 

people see from magazines is news headlines or articles. Article titles in 

magazines are always made as attractive as possible so that readers may be 

interested in reading them, not even a few titles from magazines written separately 

from the actual news. 

Ambiguity that occurs in magazines often make the readers having 

difficulty interpreting the intentions and message of the author, for example, “The 

President write a new history book”. The sentence has a double meaning it may 

mean “The President wrote a new book about history” or “The President wrote a 

new history by an achievement that he made”. 

Because of that phenomenon, in this research, the writer focuses on 

semantic analysis about ambiguity. The writer does not just want to find the 
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ambiguous word, but also classifies what types of ambiguity that conducted in the 

sentence and what factors affecting ambiguity and ways to disambiguate. In 

written language ambiguity can happen in every writing occasion like magazine, 

newspaper, letter, novel, and so on. Based on this research, the writer chooses the 

data source from magazine which is Forbes Indonesia. Because it is a digital 

magazine. Most people nowadays using smartphones and tablets throughout the 

day and with reading being a core activity for many of them. So, it makes simpler 

than read it in printed magazine. 

 

2. METHOD 

The type of this research is descriptive qualitative approach. Creswell (2009: 6) 

defines qualitative research means for exploring and understanding the meaning 

individuals or groups ascribe to a social or human problem. The process of 

research involves emerging questions and procedures, data typically collected in 

the participant's setting, data analysis inductively building from particulars to 

general themes, and the researcher making interpretations of the meaning of the 

data. The object of this research is ambiguity in Forbes Indonesia Magazine. The 

data of this research are the articles which contain ambiguity found in Forbes 

Indonesia Magazine. The data source are the articles in Forbes Indonesia 

Magazine. 

To collect the data, the writer uses observation and documentation 

methods. Firstly, the writer reads the articles of Forbes Indonesia Magazine. 

Secondly, the writer observes to lists and taking notes of the data, which will be 

analyzed. Then the writer giving codes of the data which contain ambiguity in the 

articles of Forbes Indonesia Magazine. Last, the writer retype the data of 

ambiguity has been found. Meanwhile, in analyzing the data, the researcher 

conducts some steps. The writer explains types of ambiguity by referring to the 

Miller’s theory. Then, the writer describes factors affecting ambiguity and ways to 

disambiguate by referring to the Reed and Hurford’s theories. 

 
3. FINDING AND DISCUSSION 
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There are 21 data of ambiguity in Forbes Indonesia Magazine. The data are 

analyzed based on the types of ambiguity and factors affecting ambiguity or ways 

to disambiguate. 

Table 3.1  

Types of Ambiguity 

No Types of 

Ambiguity 
Example 

Number of 

Data 

% 

1 

Lexical 

Bitcoin was created by a 

mysterious figure under 

the Japanese-sounding 

name Satoshi Nakamoto. 

005, 008, 010, 

017, 018, 020 
28.57% 

2 

Phrasal 

Others merely fold their 

tents and move away 

from the spotlight of 

public scrutiny. 

001, 002, 003, 

007, 009,011, 

012,014,015, 

016,019 

52.38% 

3 

Sentential 

The Hakkasan group has 

brought some of the 

glitter of Vegas. 

004, 006, 013, 

021 
19.05% 

Total 100% 

Based on the table above the writer found three types of ambiguity in 

Forbes Indonesia Magazine; they are lexical, phrasal, and sentential. There 

are actually four types of ambiguity. However, the writer does not find 

clausal in the articles of Forbes Indonesia. The writer finds 21 data; there are 

6 data (28,57%) of lexical, 11 data (52,38%) of phrasal, 4 data (19,05%) of 

sentential. The majority of ambiguity types found in the articles of Forbes 

Indonesia is phrasal which has 11 out of 21 (52, 38%). 
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Table 3.2 

Factors Affecting Ambiguity  

No Factors 

Affecting 

Ambiguity 

Example 
Number of 

Data 
% 

1 

Without 

Context 

Anish has 15 years of 

advertising experience in 

India, Kenya, Nigeria, 

Vietnam and Indonesia, 

where he has been working 

for the past two years. 

001, 002, 003, 

006, 007,008, 

009, 010, 014 

42,86% 

2 
Ambiguous 

Word 

But investors clearly feel 

burned by the progress last 

year. 

011, 012, 015, 

016, 017, 018, 

019, 021 

38,09% 

3 Improper 

or Missing 

Punctuation 

Now others would like to 

copy him. 005, 013 14,28% 

4 Faulty 

Pronoun 

Preference 

It is inspired by those used 

by the Batak, an indigenous 

tribe of Sumatra. 

020 4,77% 

Total 100% 

Based on the table above the writer found four types of ambiguity in 

Forbes Indonesia Magazine; they are without context, ambiguous word, 

improper or missing punctuation and faulty pronoun preference. The writer 

finds 21 data; there are 9 data (42,86%) of without context, 8 data (38,09%) 

of ambiguous word, 3 data (14,28%) of improper or missing punctuation and 

1 data (4,77%) of faulty pronoun preference. The majority of ambiguity types 

found in the articles of Forbes Indonesia is without context which has 9 out of 

21 (42, 86%).  

 



7 
 

Table 3.3  

Ways to Disambiguate  

No Ways to 

Disambiguate 

Example Number of 

Data 

% 

1 

Paraphrasing 

Like all big banks 

=> Like all famous or 

well-known banks 

001, 002, 003, 

008, 011, 012, 

013, 016, 017, 

019, 020, 021 

57,14% 

2 

Adding 

Additional 

Context 

Now others would like to 

copy him. 

=> Now others would 

like to copy him because 

the content in his 

channel is so 

interesting. 

004, 005, 006, 

007, 018 
23,81% 

3 

Using a 

Picture 

But that’s all small 

potatoes. 

 

Image 4.11 

 

Image 4.12 

008,010,013, 

015 
19,05% 

Total 100% 

Based on the table above the writer found three types of ambiguity in 

Forbes Indonesia Magazine; they are paraphrasing, adding additional context 

and using a picture. However, the writer does not find adding preposition and 
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moving sentence construction in the articles of Forbes Indonesia. The writer 

finds 21 data; there are 12 data (57,14%) of paraphrasing, 5 data (23,81%) of 

adding additional context and 4 data (19,05%) of using a picture. The 

majority of ambiguity types found in the articles of Forbes Indonesia is 

without context which has 12 out of 21 (57, 14%).  

 

4. CONCLUSION 

4.1 Types of Ambiguity 

From the finding we know that there are 6 data (28,57%) of lexical, 11 data 

(52,38%) of phrasal, 4 data (19,05%) of sentential. It can be concluded that 

the most dominant of ambiguity types found in the articles of Forbes 

Indonesia is phrasal which has 11 out of 21 (52, 38%). This is relatively 

compatible with Miller’s theory (2002) which says that there are four types of 

ambiguity namely, (1) lexical, (2) phrasal, (3) clausal, and (4) sentential. 

 

4.2 Factors Affecting Ambiguity and Ways to Disambiguate 

4.2.1 From the finding that there are 9 data (42,86%) of without context, 8 

data (38,09%) of ambiguous word, 3 data (14,28%) of improper or 

missing punctuation and 1 data (4,77%) of faulty pronoun preference. 

It can be concluded that the most dominant factor affecting ambiguity 

found in the articles of Forbes Indonesia is without context which has 

9 out of 21 (42,86%). This is relatively covering all the theory that the 

writer gathered about the factors affecting ambiguity into four types. 

Namely, without context by Reed’s theory (2005), improper or 

missing punctuation by McCaskill’s theory (1990), ambiguous words 

by Muhonen’s theory (2012), and faulty pronoun reference by 

Waldron’s theory (2017). 

4.2.2 From the finding that there are 12 data (57,14%) of paraphrasing, 5 

data (23,81%) of adding additional context and 4 data (19,05%) of 

using a picture. It can be concluded that the most dominant of 

disambiguate the ambiguity found in the articles of Forbes Indonesia 
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is paraphrasing which has 12 out of 21 (57,14%). This is relatively 

covering the theory that the writer gathered about ways to 

disambiguate into five types. Namely paraphrasing by Hurford’s 

theory (2007), adding preposition by Hovy’s theory (2010), moving 

sentence construction by Schlenker’s theory (1998), adding additional 

context by Karov’s theory (1998), and using a picture by Barnard’s 

theory (2005). 
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