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Abstract

Beauty product is the product that help woman to looks beauty in front of the other people. This
study is the research of the beauty product there are toothpaste. The aim of this study was to
explore the ideology, visuals, and spesific linguistic features behind the particular image. Thi study
used qualitative method and to colect the data this study used toothpaste advertisement as the data
analysis. Based on this analysis the result of this study was explanation about the beuaty concept.
This study can be follow to support the other research conduct their research..
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INTRODUCTION

In nowadays reality, people might have different standart on woman beauty [1], [2]. People
may agree an idea that saxy body is a criterion for beauty in woman [3], [4]. People may
consider that white skin colors in an beautiful woman [5], [6]. In the other hand, everyone
may consider that wearing veil is a standard for woman beauty [7], [8]. Everyone would
weather agree or not if being pregnant makes woman beautiful [9]. Everyone might believe
if big body is an add value on woman beauty [10], [11]. Until today, media is still believed
to bring impect on how people see the world [12], [13]. Using media, people have the
ability to withness any important events on the world [14]. This media power raises the
problem about media ability in deciding which one is important and which one is not [15],
[16], [17]. This kind of practice inevitably will influence which fact the media choose to

deliver to their audience.

Nowdays, advertisement communicate a message through language and signs [18], [19].
Besides, words that are used in advertisement text reflect product language, meaning on
audiences and social system [20], [21], [22]. Advertisements within its transmition of
meaning and message and its social significance have led people to consider it as discourse
type [23], [24]. [25] believe, as a different type of action, discourse reprensent point of
view of people to the world and each other. Accordingly, advertisemnt can be considered
as a kind of discourse that in its center power [26], [27] and indeology interect each other

and it can be used to express and impose one’s ideology [28], [29]. It deals with value,
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ideology, attitudes, and ideas shaping culture [30], which provides a restricted view of the
world. Since every person has their own concept, in other word, every person is affected by
her/his own concept as well as a concept of the dominant power relations on society [31],
[32], [33].

In today’s phenomenon, the dominant power also came from the tootpaste advertisements
which can impose certain concept on other people [34], [35]. Toothpaste advertisment are
now massively becoming more dynamic and persuasive in contructing a certain concept
[36], [37], [38]. In this case, this research will look deeply into the language employed in
the discourse of advertising regarding the way of what and how a certain concept carried in
toothpaste advertisements [39], [40], [41]. It is neccesary to note that toothpaste
advertisement language are different from other advertisements [42], [43]. They have their
own favourite linguitic expressions with their target audience [44]. Along with
development of consumerism in modern societies, including developing ones, toothpaste
advertisement are much multicolored in producing advertisement [45], [46], [47]. To
express information, toothpaste advertisement temp to use simple, direct, or implicit
language with slogan, tagline, symbol, color which are becoming important technical
aspect for an advertisement [48], [49], [50] and that is what linguistically attracted to
analyze most in this study.

Henceforth, this study would used anlitical paradigm of CDA discribed by Fairclough
(1995) covering the there dimensional model which later on will investigate text, discourse
practice, and soacial culture and in order to analyze beauty concept consctucted in
toothpaste advertisemnt. Advertiments has been a subject for many studies because the
analyzing the advertisemnt is growing importance [51], [52], [53]. However, only a few of
rsearchers have conduct a research on toothpaste advertisement which expose beauty
concept using Fairclough’s theory [54], [55], [56]. Therefore this research is considered
having a significant role to analyze regarding that the result or this research may
potientally support following research to explore more various subject with specific

implications.

Fairclough’s approach or called as Critical Discourse Analysis assumes that there is a

dialectical relationship between language and other elements of social life [57], [58], [59].
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Critical discourse analysis is a methodology that enables a vigorous assessment of what is
meant when language is used to describe and explain [60], [61]. There is a proliferation of
terms within critical discourse analysis which is reflective of the various influences in the
development of the methodology [62], [63], [64]. There is however a broadly agreed
agenda in these studies to systematically explore often opaque relationships of causality
[65], [66] and determination between (a) discursive practices, events and texts, and (b)
wider social and cultural structures, relations and processes [67], [68]; to investigate how
such practices, events and texts arise out of and are ideologically shaped by relations of

power and struggles over power' [69], [70].

METHOD

This research used the qualitative method and the data was analyzed descriptively.
Hancock state that qualitative mentod concerens with developing explanation of a social
phenomenon. This research described the social phenomemon of relevent uttarence. It was
analyzed because the researchers described the phenomena which appeared in society
about beauty concept conducted in toothpaste ads. In this study the researchers used
primary data and the data were collected from ads post in internet. There were four
different toothpaste product that have been selected for analysis: Active Slime Whiteing
Kit, New Close-up Fire-Freezy, Close-up White Now, and Truly Radiant. The aim of this
study was to explore the ideology, visuals, and spesific linguistic features behind the

particular image.

RESULTS AND DISCUSSION

Critical Discourse Analysis seek to discern conection between language and other elements
in social life which are often opaque (Fairclough 1995). To analyze the opaque power
relation, discouse of advertisement always remaind an apt choise. As advertisements one-
sided and distant froms of communication where participant do not interact face to face,
they are well structured in conveying their implicit and explicit message. Advertisements
use in an ideal content and draw an ideal relationship with the targeted viewer to create
ideology and to control discourse as powerfully as possible. Advertisements in which

power in discourse.

The critical analysis of chosen toothpaste advertisements from a CDA perspective reveals

that it is not only information of products and services that are conveyed to viewers but
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also the concept of beauty are highlighted through advertisements. In other words,
toothpaste advertisements construct and represent ideology or set ideologcal opinions
which are desirable one with the women. In fact, toothpaste is used to clean and maintain
the aesthetics and health of teeth. Based on its function, therefore, toothpaste
advertisements should have constructed a beauty and health concept. Instead, according to
this study all of them construct beauty concept. The ideology represented in these
advertisements comprises a concept that beautiful women have white teeth, are fresh and
young. These features are the ones which every woman desires in order to look pretty and
beautiful. Women with no mentioned features will be lack of confidence. Thus, these
particular products give them solution of their problems.

A Beauty Concept is Constructed Through Persuassive Linguitic Features and Semiotic

Features.

This research looks at 4 toothpaste advertisements and one whitening kit which found that
the advertisements use various strategies to persuade and manipulate the viewers.
Toothpaste advertisements use various linguistic features such as vocabulary, direct
pronouns, numeric figures, and appropriate grammar structures to attract consumers in the
analysis taken from the advertisements. Positive vocabulary such as strength
(AppendixA&D), ultimate (Appendix C), instant (Appendix D) is made to persuade the
consumers to buy the products. In Appendix A, the use of direct pronoun becomes an
interesting part in advertisement. Since consumers tend to accept the advice from a friend.
More easily so advertisement seems to talk with friends and make them more. apt to act.
The pronoun used is “your™ which has a significant effect on readers. It is regarded as
personal engagement of the reader and it seems to address the reader directly. In the same
way, the use of numeric figures or numbers (see Appendix A&B) is another strategy
employed in advertisement in order to strengthen the quality or to double the benefit of the
product. The lexical choices are ideologically contested. The ads use not only the linguistic
elements but also the semiotic elements such as color and illustration to attract the

consumers.

The findings suggest that the combination of visual image and linguistic texts influence the
consumers. The name of the product also contains some influencing words which motivate

the customers towards the products names. Most of the advertisers use adverb in their
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products names for example CloseUp White Now (see Appendix D) and Truly Radiant
(see Appendix E). After analyzing the advertisements, the result suggests that the visual
images greatly influence the consumers through the attractive models as well as through
the background images. The advertisement like Truly Radiant (Appendix E) shows a big
visual/image of a pretty woman with attractive smile. The blue background indirectly
indicates that after using their products, people will have a strong smile since blue implies
strength. Most of the advertisements use visual images of beautiful women. Here, men and

women are used as sex object and beauty object.

Advertisement like New CloseUp Fire-Freeze™ expresses its beauty concept by the text
for ultimate long-lasting freshness (see Appendix-C). CloseUp White Now" claims that it
gives young women instant white smile that get them into spotlight (see Appendix-D).
Another advertisement Active smile claims that the product gives whitening power in only
2 weeks (see Appendix-A) through such words advertisers spread their ideology to make
consumers buy their products. The advertisements in this study show their power through
their ideological text as well as visual images in the form of attractive models for
advertisement. For instance, Colgate ad presents a famous Bollywood actress (see
Appendix-B). Truly Radiant advertisement exposes their power through the images of a
beautiful actress, Alison Sweeney (see Appendix-E). The socio cultural role played by an
actress or trendsetter significantly functions to build up an ideology that to be an idyllic
woman, one must have good looks. Since a well renowned celebrity gives them a
portrayal, the concept of beauty is strongly supported. Thus, advertisements maker has the

access to discourse and that is how they can control the mind of the viewers.

All above analyzed advertisements create ideological concepts about women by certain
linguistic strategies. Linguistic analysis of all toothpaste advertisements reveals that how
the lexical selection, use of positive adjectives and adverbs, nouns and nominalization,
simple phrase, imperative statements, repetition and antonym in the analyzed
advertisements form so called positive self representation in which the advertisements
make viewers believe the standard of what beauty look like and how beauty look like
which constructs be that get them into spotlight (see Appendix-D). Another advertisement
Active smile claims that the product gives whitening power in only 2 weeks (see
Appendix-A) through such words advertisers spread their ideology to make consumers buy

their products. The advertisements in this study show their power through their ideological
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text as well as visual images in the form of attractive models for advertisement. For
instance, Colgate ad presents a famous Bollywood actress (see Appendix-B). Truly
Radiant advertisement exposes their power through the images of a beautiful actress,
Alison Sweeney (see Appendix-E). The socio cultural role played by an actress or
trendsetter significantly functions to build up an ideology that to be an idyllic woman, one
must have good looks. Since a well renowned celebrity gives them a portrayal, the concept
of beauty is strongly supported. Thus, advertisements maker has the access to discourse

and that is how they can control the mind of the viewers.

All above analyzed advertisements create ideological concepts about women by certain
linguistic strategies. Linguistic analysis of all toothpaste advertisements reveals that how
the lexical selection, use of positive adjectives and adverbs, nouns and nominalization,
simple phrase, imperative statements, repetition and antonym in the analyzed
advertisements form so called positive self representation in which the advertisements
make viewers believe the standard of what beauty look like and how beauty look like

which constructs beauty concept.

CONCLUSION

On the basis of five analyzed product; four toothpaste advertisements and one whitening
kit advertisement, it can be concluded that advertisers use various types of strategies and
linguistic patterns such as persuasion techniques, technical vocabulary, and some visual
images to catch attention. These advertisements have ideologically contested linguistic
feature and semiotic elements which portrays a concept that beautiful women should have
white teeth, are fresh and young and that what and how beauty looks like. Thus, positive
self representation of beauty products advertisements makes viewers believe the standard
and beauty concept made by the advertisers which constructs an ideology. It’s an
undeniable fact that physical appearance plays important role in social life. Language is a
powerful tool to communicate by which advertisers facilitate people to believe in way of
beauty as Fairclough states that it’s the complexity of media discourse through which

different ideologies are disseminated.
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