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The book review is dedicated to the scientific research ,,Advertising
discourse analysis: a case study of female identities in a Hong Kong local
female magazine” by Lee Ka Yan Maggie from The University of Hong
Kong, Pokfulam, Hong Kong. The thesis was published in 2014 for the
Degree of Master of Arts in Applied Linguistics. The specific area of in-
vestigation is Advertising, that is Language Discourse analysis, Women
in mass media. It comprises 83 pages including supplementary material
and bibliography. The book consists of a declaration, acknowledgements,
abstracts, list of figures and tables, list of abbreviations, five chapters,
bibliography and appendices.

This profound thesis written by Lee Ka Yan Maggie is a practical
work for all researchers involved in investigating advertising discourse
in terms of Critical Discourse Analysis, Systemic Functional Linguistics,
Visual Social Semiotics, Feminist Critical Discourse Analysis.

The research investigates the current female identities textually and
visually constructed in beauty culture magazine advertisements from an
issue of the popular local female magazine, the (More) Oriental Sunday.
It also explores how local consumers are approached with the female
portrayals visually. It differs from the existing studies on local female
portrayals in the media in terms of its approach and focus. The research
concentrates particularly on a systematic linguistic analysis of beauty
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culture advertisements. It accommodates a wealth of devices and strate-
gies in a Dialectical-Relational Approach to Critical Discourse Analysis
and utilizes Systemic Functional Linguistics and Visual Social Semiotics
to scrutinize the discourses of objectification and self-objectification and
beauty culture magazine advertisements. An attempt of the author to
represent the advertisements as ways of perpetuating the ideologies of
beauty myth seems quite interesting and reasonable.

In her introduction, i.e. chapter one Lee Ka Yan illuminates the re-
search background, purpose and significance, key concepts related to
the research and outline of the thesis. Thus, through content analyses
of the female images in lifestyle magazine advertisements, common gen-
der stereotypes such as the classic/feminine beauty type and sex kitten
and casual beauty types were identified. It becomes clear, that the rese-
arch aims to trace the current female identities formed in Hong Kong
beauty culture advertisements in a female magazine, which focuses on
the identities constructed specifically for females by the print media.
Furthermore, the author demonstrates how a textually informed study
of portrayals of female identities in Mass Media texts could be achieved
through Applied Linguistics means. The definitions of the key sociolo-
gical concepts related to the consumption of beauty culture magazine
advertisements were provided in the introduction: gender, gender identi-
ties, beauty myth and beauty culture, objectification, sexual objectifica-
tion and self-objectification.

Chapter two is comprised of ten subchapters and reviews relevant
theoretical frameworks and approaches with a view to laying theoretical
groundwork in examining the representation of females in the mediated
texts of magazine advertisements and their relationship with language
and the social context. The author provides basis of adopting Critical
Discourse Analysis and proceeds with the explanation of Feminist Criti-
cal Discourse Analysis, which fuses Feminist studies with CDA, as it has
the explicit aim of analyzing the intricacies of power and ideology in
discourse. She demonstrates through the popular culture products of ma-
gazine advertisements, how patriarchy interacts with consumerism. The
researcher endeavors to solve a social problem, to view discourse as part
of a social practice in dialectical relationship with the social and to stress
using knowledge to change institutional practices. Theory of the research
also includes visual social semiotics. It means that the advertisers simul-
taneously deploy images to sell the beauty products as well as represent
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females. A theory on visual grammar is also required to decode visual
representational meanings in this research. One of the key elements of
the paper is gender displays in advertisements. It is generally agreed that
everyday advertising plays a key role in shaping gender ideologies and
relations. Ultimately, the author detailed application of Goffman‘s ca-
tegories of gender display in advertisements and agreed that women‘s
visual depiction in advertisements is linked to children‘s behavior and
women are in a child-parent relationship with men in general, leading
to the displays of the ideal relation of two sexes in the following expres-
sions: relative size, the feminine touch, function ranking, the family, the
ritualization of subordination, licensed withdrawal.

Chapter three engages with presentation of the relevant research qu-
estions, followed by data collection and analysis methods as informed
by the literature. The research aims to critically manifest and offer insi-
ghts into such questions, as: How are female identities portrayed through
linguistic choices in beauty culture advertisements in a local women‘s
magazine? How are female identities portrayed through visual semiotic
choices in beauty culture advertisements in a local women‘s magazine?
How do beauty culture advertisers approach consumers with female por-
trayals? This chapter describes the ways in which a local female magazi-
ne is chosen as source of data. Data collection and analysis methods are
chosen selectively and carefully which is a crucial aspect of the whole
research. Thus, the sampled advertisements in this study were first cate-
gorized into 6 types according to the product orientations which will
enhance transitivity analysis of Processes that construct the experience
of the world: Face makeup products, Hair products and tools, Skincare
products and tools, Fitness and physique management, Beauty salon and
clinic services as well as Miscellaneous products.

The thorough author’s analysis shows that the visual components
in advertisements were coded and quantified according to the structures
of the representational, interpersonal and compositional metafunctions
performed in depicting females. The researcher differentiates two values
for coding the types of representational structures that females and fe-
male body parts were represented in: Narrative structures that represent
actions done by participants and Conceptual structures that reveal parti-
cipants‘ qualities. It is also marked that the representation of illustrative
dismembered body parts, such as an eye, does not contain recognizable
human heads or faces by default.
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To this end, this research comprises both quantitative and qualitati-
ve analyses of textual and visual data as examples were extracted from
the quantitative data collection for qualitative analysis. Such method of
triangulation should enhance the internal reliability of the study.

In chapter four the author deals with the quantitative findings of
processes used in beauty culture advertisements. The femininities con-
structed are traced based on transitivity (Process types, Participants and
Circumstances). He tries to display the quantitative findings of Visual
Social Semiotic analysis and relevant examples and examines the social
practices and structures, which contribute to the representation of ide-
ologies in the advertisements as part of social events through the subject
positions created for readers and discourses of consumerism and patriar-
chy drawn upon in the advertisements.

This chapter is the biggest one as it demonstrates the researcher’s
attempt to represent her results and show the application of the above
described methods in her thesis. It comprises six subchapters: introduc-
tion, main body and summary.

Lee Ka Yan struggles to demonstrate that the discussions on dominant
process types and their functions in relevant beauty culture advertisements
reveal that presuppositions of female identities are likely to be conveyed
through process choices. She successfully examines the meanings of proces-
ses in order to trace the dominant female identities portrayed in all beauty
culture advertisements and presents the analyses of femininities represented
through the top 50 processes. Various examples and tables help to grasp
better the procedure of analysis. However, some of the examples are rather
long and commentaries are complex and vague in a few cases. Additionally,
the research uncovers that the common sexy images represented in beauty
culture advertisements reflect sexual objectification, which means that visu-
al media highlight bodies with male gaze (Mulvey, 1975). The important re-
mark was stated that as the data was collected from a winter issue, this made
sex appeal a clearer purpose for the choice of represented clothing. Since the
magazine targeted female readers, the advertisements endorsed sexy images
to them. The females were presented as self-objectifying themselves by we-
aring the revealing clothing, which shows ,,a tendency to view one‘s body
from the outside in” on areas such as sex appeal (Kilbourne, 2004, p.236).

It is also indicated in the thesis that through the analysis of texts, it
was found the following female identities portrayed in the advertisements
textually, as proactive workers for femininity, ,,empowered” consumers,
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decorative performers and self-judging females. Concurrently, the visuals
portrayed the following identities: females who value external appearan-
ce, females who are objectified, submissive females and inactive females.

Last but not least are the short conclusion in chapter five, in which
the author illuminates achieved aims and objectives of the study and
concludes the major findings of the study followed by a discussion of
research implications and limitations. It also ends with some suggestions
for future research. She sums up the investigation of the current fema-
le identities in Hong Kong beauty culture magazine advertisements and
exploring of how local consumers are approached with the female por-
trayals; specifies that the data were collected from all the beauty culture
advertisements in an issue of the popular local female magazine, the
(More) Oriental Sunday.

The author offered comprehension into the realm of local beauty
culture magazine advertisements, which are part of the everyday popular
culture consumed by many local females. It is considered to be a sub-
stantial contribution into the advertising discourse as a whole and ma-
gazine advertising in a particular. It is also pointed out the limitations of
the research. Even though the advertisements were sampled from a local
popular female magazine, the size of the corpus is limited if the results
are to be generalized for every female magazine in Hong Kong. Also, the
study only focused on the meanings of advertisements on the production
side, without probing into reader‘s interpretation of the advertisements.

The author provides a comprehensive bibliography that comprises 62
positions and appendices that take 9 pages.

To this end, it is worth noticing that the researcher provided us with
thoroughly analyzed scientific high quality material and applied vario-
us methods and techniques to investigate her theme. The vocabulary of
the paper is characterized by scientific terminology, laconism, academic
exposition and exhausting explanations. However, the author disregards
two main points in her paper as follows: (a) she provides readers with
the tables that detect how consumers are approached with female por-
trayals, etc., but she overlooks to exemplify some of those introduced
tables in detail and it might be difficult for beginners to understand the
idea of them; (b) she takes many diverse methods into account but fails
to notice the hierarchy of these applied methods in her paper; (¢) some
of the terms are not clearly detectable from the book such as hegemonic
masculinity, ,empowered” consumer, submissive females, etc.
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Uniwersytet im. Borysa Grinczenki, Kijow, Ukraina
ANALIZA DYSKURSU REKLAMOWEGO

Artykut jest recenzjq ksiazki pt. Analiza analiz dyskursu reklamowego:
studium przypadku kobiecej tozsamosci w Hongkongu, magazynu kobiece-
go, ztozonego przez Lee Ka Yan Maggie na Wydziale Lingwistyki stoso-
wanej na Uniwersytecie w Hongkongu w sierpniu 2014. Medialne por-
trety kobiet, zwtaszcza reklam poswieconych pielegnacji ciata, powielaja
stereotypy dotyczace kobiet i falszywe ideologie. W przeprowadzonych
badaniach przesledzono obecne wyobrazenia kobiecosci, ktore zostaty
wzbogacone wizualnie w reklamach magazynow pigkna z wydania po-
pularnego magazynu kobiecego, czyli ,Wiecej”. Zbadano réwniez to, jak
prezentowane produkty wzbudzajg zainteresowanie wsrod klientow za
posrednictwem zdje¢ atrakcyjnych kobiet. R6zni si¢ to ujecie od istnieja-
cych badan nad lokalnymi portretymi kobiet w mediach pod wzgledem
podejscia do tematu i sposobow jego uchwycenia. Badania opierajg sie na
systematycznej, lingwistycznej analizie reklamy kultury pigkna. Badanie
sugeruje, ze w ogble reklamy w magazynach o kulturze pigknej utrwalaja
ideologie mitu pieknosci, podkreslaja kobiecos¢ i utrwalajg patriarchat
w celu wyegzekwowania dominacji spotecznej mezczyzn i maksymaliza-
cji zyskow jednoczesnie.
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Stowa-klucze: przeglad, dyskurs reklamowy, portrety kobiet, media, kry-
tyczna analiza, wizualne semiotyki spoteczne

ADVERTISING DISCOURSE ANALYSIS
Summary

The article deals with a book review entitled Advertising discourse
analysis: a case study of female identities in a Hong Kong local female ma-
gazine submitted by Lee Ka Yan Maggie for the Degree of Master of Arts
in Applied Linguistics at The University of Hong Kong in August 2014.
Media portrayals of female, particularly body beauty advertisements, dis-
seminate female stereotypes and unequal gender ideologies. The reviewed
research investigated the current female identities textually and visually
constructed in beauty culture magazine advertisements from an issue of
the popular local female magazine, the (More) Oriental Sunday. It also
explored how local consumers are approached with the female portray-
als visually. It differs from the existing studies on local female portrayals
in the media in terms of its approach and focus. The research is based
on a systematic linguistic analysis of beauty culture advertisements. The
study implies that, in general, beauty culture magazine advertisements
perpetuate the ideologies of beauty myth, emphasized femininity and
patriarchy to enforce the social dominance of male and maximize profit
simultaneously.

Key words: review, advertising discourse, female portrayal, media, criti-
cal discourse analysis, visual social semiotics
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